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Abstract
The new organizational context in Latin America has changed the relationships between companies and stakeholders. 
Companies need to increase trust and transparency, and corporate social responsibility (CSR) communication can help 
Latin American companies become legitimated in the social environment by strengthening relationships with their stake-
holders. This study analyzes how Latin American companies communicate their CSR activities to their stakeholders on 
Facebook. The research includes a specific analysis of CSR presence, activity, contents, and resources on the corporate 
fanpages. The results reveal that content about CSR topics are not frequently published in this social network. Compa-
nies focus their communication on their economic topics rather than their social issues, and they are using Facebook 
as a dissemination channel rather than as a communication channel. They mainly manage fanpages to obtain visibility, 
thereby missing the opportunity offered by the social network to promote dialogue and participation about CSR activi-
ties with their stakeholders. 
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1. Introduction
Latin America (from now on LatAm) has undergone significant growth in the last 20 years. The regional private sector has 
been given a strong boost by the inflow of foreign capital and the creation and merger of companies (Yudira, 2007). The 
flow of capital has led to the growth of the local market and the entry of new foreign capital into the region, generating 
business mergers and new national and multinational companies. The new organizational context has changed the re-
lationship between companies and their stakeholders. Companies need to increase trust and transparency, not only in 
terms of economic benefits, but also in terms of corporate social responsibility. The need to become more competitive 
and respond to economic and social responsibilities means that social and environmental issues can be integrated into 
the business strategy and the companies’ practices become more responsible, particularly in labor and social issues that 
are relevant in the regional context (Peinado-Vara, 2011). CSR can help LatAm companies become integrated in the 
social environment to satisfy and strengthen relationships and achieve greater acceptance and recognition from their 
stakeholders. Lopata, Buchholz, and Kaspereit (2016) argue that CSR activities can increase the organization’s level of 
trust since these activities improve the quality of earnings, transparency, and ethical standards. CSR communication has 
become more important because society considers it a legitimating activity for organizations (Capriotti; Moreno, 2007; 
Lee; Yoon; O’Donnell, 2018). 
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The conception of what corporate responsibility is has evolved over the last 50 years. Authors who analyze the evolution 
of CSR (Carroll, 1999; Waddock, 2004; Wartick; Cochran, 1985; Wood, 1991) clearly differentiate between two broad 
corporate responsibilities: 
- the economic-legal responsibilities, related to produce good products and services, to obey the law, and to earn in-

creasing profits; and 
- the social-ethical-philanthropic responsibilities of a company, linked to a respect for human rights, to care for the en-

vironment, and to make a social contribution to the community. 

This means that companies should fulfill a social role (linked to their social responsibilities) in relation to their stakehol-
ders, which goes beyond their purely economic-legal functions (economic role) (Carroll, 1999; Waddock, 2004; Wartick; 
Cochran, 1985; Wood, 1991). The way in which these roles are carried out and communicated to the stakeholders can 
influence mental associations that people have about a company, that is, the corporate reputation. Authors like Eisene-
gger and Schranz (2011), Lee (2016), and Boccia and Sarnacchiaro (2018) affirm that communication of social attributes 
has a positive impact on the reputation of organizations.

The majority of stakeholders perceive that social and environmental responsibilities are factors that govern the forma-
tion of opinions about a company’s reputation (Brønn; Brønn, 2003). By communicating responsible behavior, compa-
nies try to achieve trust and legitimacy. But the positive effects of a good reputation are produced when stakeholders 
are involved in the communication of these activities (Eisenegger; Schranz, 2011). 

Companies are increasingly using digital platforms to disseminate information linked with their economic and social 
roles. But it seems that CSR activities are not usually communicated on Internet and social networks. Research has de-
monstrated that companies tend to focus their communication on their economic topics rather than their social issues 
(Cho; Furey; Mohr, 2017; Etter, 2013; Haigh; Brubaker; Whiteside, 2013; Kim; Kim; Sung, 2014). Thus, a first specific 
objective is to determine what kind of CSR content companies are disseminating on Facebook. 

Social networks have changed CSR communication. They have become a great “one-to-one” communication tool for 
companies, modifying the way that companies establish relationships with their stakeholders. Social media allow com-
panies to communicate their CSR activities and establish interactive and symmetrical relationships with their public 
(Kim; Park; Wertz, 2010; Taylor; Kent, 2014). Some studies show the active participation of companies in social media 
is positively associated with corporate reputation (Dijkmans; Kerkhof; Beukeboom, 2015), so that organizations increa-
singly recognize the potential of social media. Companies affirm that social media are changing the way in which they 
engage and communicate with their different stakeholders. 

The impact that the Internet and social networks have had on corporate communications has generated an evolution 
from traditional CSR communication to interactive CSR communication between organizations and stakeholders. In tra-
ditional CSR communication, an organization creates messages and disseminates them with the objective of informing 
or persuading its stakeholders about the nature of its identity, its organizational activities, and its values/products/servi-
ces. With the impact of Web 2.0, CSR communication has become more interactive and symmetrical, promoting dialogic 
relationships between organizations and stakeholders and, subsequently, organizations must make a larger commitment 
to transparency and honesty. Several authors have affirmed that social networks are key tools for CSR communication 
(Capriotti, 2011; Carim; Warwick, 2013; Cortado; Chalmeta, 2016; DiStaso; McCorkindale, 2013). Research demons-
trates that active participation of companies in social networks can have a positive impact on corporate reputation 
(Dijkmans et al., 2015; S. Lee, 2016). 

Among social networks available, Facebook is the most popular. It allows companies to increase their visibility, listen 
actively, and generate participation and interaction with their stakeholders while offering the possibility of creating and 
spreading CSR content, as well as starting up dialogue and actively listening to the organization’s stakeholders. The great 
acceptance of Facebook by Internet users and its exponential growth in recent years in the main LatAm countries (Fosk, 
2017) favors the incorporation of this social network into the communication programmes of organizations. 

Presence and activity on Facebook represent two key aspects of the analysis of CSR communication in this digital pla-
tform because they reveal whether companies recognize the importance of being permanent and actively present on 
Facebook in order to relate effectively and closely with their stakeholders. Therefore, a second specific objective is to 
analyze the level of presence and activity that companies maintain in this social network in relation to CSR issues. 

To effectively communicate with stakeholders on Facebook, organizations can use information resources available in 
this social network. These information resources allow companies to create and disseminate content with a diversity of 
graphic resources (texts, images, and emojis), interacti-
ve resources (links, hashtags, and tags) and audiovisual 
resources (video-audio and GIFs). Studies indicate that 
information resources help organizations to improve 
their reach and interaction on Facebook (Von-Leopre-
chting, 2016) and to increase the engagement if they 
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create messages that encourage dialogue with their stakeholders (Abitbol; Lee, 2017). Thus, a third specific objective is 
to determine which kind of information resources companies are using to disseminate their CSR content on Facebook. 

2. Methods
For this research, countries were selected with the highest GDP in the Statistical Yearbook of Latin America and the Cari-
bbean of Eclac (Economic Commission of Latin America and The Caribbean), and in which the most important corporate, 
reputation annual study in LatAm (Merco) was carried out over a two-year period (2013 and 2014). Merco ranking was 
used because it is the most recognized reputation study in LatAm and it is the only one that covers the main countries 
of the region. The most reputable companies were selected because they are considered key players in communication 
management issues, they invest resources to improve innovation in digital communication, and they are leaders in CSR 
management. Finally, six countries were selected: Brazil, Mexico, Argentina, Colombia, Chile, and Peru. 

In these countries, the first 35 companies in the Merco rankings were analyzed. Companies with an official, national 
corporate Facebook fanpage in 2015 and 2016 were chosen. Thus, the definitive sample included 135 Facebook profiles 
of LatAm companies (25 from Brazil, 19 from Mexico, 23 from Argentina, 27 from Colombia, 19 from Chile, and 22 from 
Peru).

Posts were selected for two weeks per month during a 12 month period: from January until June in 2015 and from July 
until December in 2016. Posts were compiled for the odd weeks in 2015 and the even weeks in 2016. Finally, a total of 
29,078 posts were obtained.

Three research questions (RQ) were defined to fulfill the established objectives: 

RQ1: Are the LatAm companies presenting their CSR issues on Facebook? What is their level of activity?
RQ2: What type of CSR content are companies disseminating through Facebook? 
RQ3: Which kind of information resources are companies using to disseminate their CSR content on Facebook?

To answer research questions, three categories were defined based on presence and activity (RQ1), content (RQ2), and 
information resources (RQ3). These categories were developed and tested in previous research (Capriotti; Carretón; 
Castillo, 2016; Capriotti; Losada-Díaz, 2018; Capriotti; Ruesja, 2018; Cho; Furey; Mohr, 2017; DiStaso; McCorkindale, 
2013). 

For RQ1 we aimed to identify the profiles developed by companies on Facebook and to evaluate the volume of content 
disseminated by companies. For this, three dimensions were determined (two of presence and one of activity): the type 
of corporate page (if it corresponds to a fanpage or user profile); other specific pages (if companies present other com-
mercial profiles, foundations, CSR, and/or CSR projects); and the level of activity (obtained from the daily average (D-AV) 
and weekly average (W-AV) of the companies’ publications).

The Content category was established for RQ2 to identify the main topics that companies address. Three key dimensions 
were identified: 
(a) Business issues: those related to the companies’ business and commercial activities. For this dimension, four topics 
were identified: 
- leadership (information related to business policies and strategies), 
- results (information on business, financial, economic, and stock market results), 
- commercial offer (information related to the characteristics of products, services, and brands), and 
- innovation (information on key aspects of creative and productive innovation); 

(b) CSR issues: those topics related to the company’s corporate social responsibility in its daily activities. For this dimen-
sion, three topics were determined: 
- governance (information linked to commitments, strategies, policies, and responsible practices at the level of corpo-

rate management, and commercial and marketing management), 
- workplace (information on the company’s labor and employment aspects and information on its commitments, stra-

tegies, policies, and responsible practices in relation to human resource management), and 
- citizenship (information related to the company’s commitments, strategies, policies, responsible practices at a social 

and environmental level); and 

(c) Context issues: those issues related to the company’s general situation and business sector. For this dimension, three 
topics were identified: 
- general context (aspects that do not concern the business activity), 
- sectorial context (aspects that concern the business activity), and 
- relational context (aspects that concern the company’s relationship with users).

The information resources category was established for RQ3 to determine resources used for disseminating content to 
the stakeholders. Seven tools were identified for this dimension: text, image (pictures, photos), GIF, audio-video, link, 
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hashtag, tag users, and emoticons. Texts, images, and emoticons are considered graphic resources. GIFs and audio-video 
are recognized as audiovisual resources. Tag users, hashtags, and links are interactive resources. More than one possible 
resource can be included in the analysis of format.

We used content analysis as the methodology. A monitoring tool available on the Internet called Fanpage Karma was 
used to collect the posts. A template was designed to contain all the data collected from the sample. The information 
obtained during the research was coded in Excel templates specifically designed for this research.

3. Results
The results obtained are presented below, organized in relation to the RQs developed in the previous section.

Presence and activity (RQ1)

The results indicate that companies mostly had corporate fanpages and frequent activity on Facebook.

The presence on Facebook of LatAm companies was around 85% (Table 1). Although Argentina, Brazil, and Colombia 
had a greater presence (more than 85%), Mexican companies had a presence that barely exceeded 70% of the total, and 
Chile, Peru, and Mexico were below the average (around 80%).

Table 1. Presence of companies on Facebook 

LatAm Argentina Brazil Chile Colombia Mexico Peru

Corporate fanpages (%)

Yes 86.5 88.5 92.6 82.6 90.0 82.6 78.6

No 13.5 11.5 7.4 17.4 10.0 17.4 21.4

Other specific pages (%)

CSR profiles 29.6 17.4 36.0 15.8 42.3 31.6 31.8

Commercial profiles 56.3 65.2 68.0 57.9 38.5 84.2 31.8

In addition to corporate fanpages, there was a prominent presence of company fanpages related to CSR (CSR, CSR pro-
jects, etc.), reaching about 30% of companies. This means that one third of companies were using the social network 
specifically for CSR issues to inform their public about social projects and their commitment to the community and the 
environment. However, there were more commercial fanpages than CSR fanpages, since more than 50% of companies 
had them (Table 1).

There were significant differences in the presence of commercial and CSR profiles in certain LatAm countries. Mexico 
was the country with the largest number of companies with commercial profiles (84.2%), followed by Argentina and Bra-
zil (around 65% each), and then Chile (almost 60%). Colombia had the largest number of companies with profiles related 
to CSR (42.3%), followed by Brazil (36%), Mexico and Peru (around 30% each). Although commercial profiles were the 
most common, Colombia had a higher percentage of CSR profiles when compared with commercial profiles (although 
the difference was not significant).

In relation to the activity, companies published content 
fairly frequently in their corporate fanpages. The analysis 
showed that each company published almost 1.2 posts 
per day.

The difference in the activity by country was not very 
relevant, except for Chile. Companies published at least 
1 post per day; however, although Chile had the second 
lowest presence of companies on Facebook, results 
showed that this country had the most activity in the so-
cial network (1.8 posts per day per company).

About the issues companies covered on Facebook, in Ta-
ble 2 it is observed CSR topics had an average of 0.2 posts 
per day per company—they were well below the average 
suggested daily activity. The activity of business issues re-
presented 0.7 posts per company per day, that is, more 
than three times the average of CSR posts, which approa-
ched the average suggested daily activity more closely.

There were no significant differences among the LatAm 
countries in relation to CSR issues, except for Argentina. 

Business CSR Context

LatAm
D-AV 0.7 0.2 0.3

W-AV 4.8 1.6 1.9

Argentina
D-AV 0.8 0.1 0.2

W-AV 5.5 0.8 1.1

Brazil
D-AV 0.6 0.2 0.2

W-AV 4.0 1.3 1.4

Chile
D-AV 1.0 0.3 0.5

W-AV 6.7 2.1 3.3

Colombia
D-AV 0.7 0.3 0.3

W-AV 4.9 2.1 1.8

Mexico
D-AV 0.6 0.3 0.3

W-AV 4.2 2.3 1.8

Peru
D-AV 0.5 0.2 0.3

W-AV 3.5 1.4 2.1

Table 2. Business, CSR and context activities of companies on Facebook 
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Table 6 shows that all countries had an average of be-
tween 0.1 and 0.3 posts per day per company (around 
one and two posts per week). This means that the pre-
sence of CSR issues was almost residual. In all the coun-
tries the average activity of business issues represented two or three times the activity of CSR topics, but in Argentina 
the difference was eight times. Regarding business issues, there was a significant difference among countries. Although 
the activity related to business issues represented the majority of posts, in the case of Peru, Mexico, and Brazil the ave-
rage was between 0.5 and 0.6, while in Colombia and Argentina the average was between 0.7 and 0.8, and in Chile the 
average was one post per company per day (Table 2).

Content (RQ2)

Companies focused more on the dissemination of content related to business issues (around 60% of cases), rather than 
CSR issues (almost 20%). Most posts were related to the product and service offer (business), and to a lesser extent to 
citizenship (CSR) and leadership (business). The other topics, such as results, innovation, governance, and workplace, 
were below 4%, with very little significance.

They also disseminated a lot of information about context issues (Table 3). More than 20% of posts were related to the 
general and sectorial situation of companies, and to aspects linked to the relationship between companies and users. 
They were informative, collaborative, and social posts. This indicates that companies were also interested in being infor-
mative referents on other topics of the social context in which they found themselves. They also manifested an intention 
to disseminate information that was closer to users (such as greetings, holiday days, motivational phrases, etc.).

Table 3. Content of companies on Facebook (%)

Business (%) CSR (%) Context (%)

  Total Leadership Results Offer Innovation Total Governance Workplace Citizenship Total

LatAm 57.8 12.6 1.5 41.2 2.5 19.6 2.8 4.0 12.9 22.6

Argentina 74.1 16.3 0.1 51.7 5.9 10.8 1.1 2.0 7.7 15.0

Brazil 60.2 12.1 0.8 43.4 3.9 18.7 2.1 5.8 10.8 21.1

Chile 55.4 11.3 0.7 42.5 1.0 17.5 3.2 3.4 10.9 27.0

Colombia 56.3 13.1 5.4 36.7 1.1 23.5 3.6 2.9 17.0 20.2

Mexico 50.9 10.8 0.5 37.5 2.2 27.5 4.2 3.9 19.4 21.8

Peru 49.9 11.9 0.2 36.0 1.8 19.7 2.1 6.7 10.9 30.4

Differences between the LatAm countries were not significant, but the case of Argentina should be noted. In this country 
the presence of posts on business issues represented a much higher percentage than in the rest of the countries (74.1%).

Out of the total number of publications on business issues (Table 4), almost three quarters corresponded to the com-
mercial offer (71.3%). Posts on topics related to business strategy were detected in a lower percentage (around 20%), 
and in a few cases there were posts on innovation (4.3%) and business, financial, economic, and stock market results 
(2.6%). These results were similar to those found in LatAm countries. However, in Colombia more content was published 
on results than on innovation.

Table 5 shows the results for posts on Corporate Social Responsibility issues. It can be observed that more than two 
thirds of the posts were related to citizenship (65.6%) (about social and environmental aspects of companies). It should 

Social networks are key tools for CSR 
communication

Business 
content

Leadership 
(%)

Results
 (%)

Offer 
(%)

Innovation 
(%)

LatAm 21.8 2.6 71.3 4.3

Argentina 22.0 0.1 69.8 8.0

Brazil 20.1 1.4 72.0 6.5

Chile 20.3 1.2 76.7 1.8

Colombia 23.3 9.6 65.2 1.9

Mexico 21.1 1.0 73.6 4.3

Peru 23.9 0.3 72.2 3.5

Table 4. Business topics covered by companies on Facebook (%)

CSR content Governance 
(%)

Workplace 
(%)

Citizenship 
(%)

LatAm 14.2 20.2 65.6

Argentina 10.4 18.5 71.0

Brazil 11.2 30.8 58.0

Chile 18.5 19.5 62.0

Colombia 15.2 12.4 72.4

Mexico 15.2 14.2 70.6

Peru 10.6 33.9 55.5

Table 5. CSR topics covered by companies on Facebook (%)
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also be noted that the governance issues (14.2%) and workplace issues (20.2%) had a presence that was three times less 
than citizenship issues.

Differences in the results by LatAm countries showed little significance. Citizenship issues were the most frequent posts 
of all LatAm countries, and Colombia (72,4%) was the country that disseminated the most content on citizenship on 
their Facebook profiles, followed by Argentina (71%) and Mexico (70,6%). It should be noted that in Peru and Brazil, in 
addition to citizenship issues, companies prominently promoted workplace issues (more than 30%).

Information resources (RQ3)

The results show that companies used graphic resources most often to disseminate content on Facebook. Almost all of 
the posts had text (97.8%) and most had images (77.3%) (Table 6). In a few cases emoticons were included in the pu-
blications. Although this resource was introduced by Facebook some time ago, just over 10% of publications used this 
graphic resource. Audiovisual resources were the least used by companies in LatAm to create and disseminate content 
on Facebook. The results indicate that just over 10% of the posts contained audio-video (12.7%) and around 10% of the 
posts had GIFs.

Companies also used interactive resources such as links (40%) and hashtags (50%), even though the percentage was 
lower than text and image. In a few cases posts also had tags to users (15%). This suggests that companies were imple-
menting these resources to encourage interaction with users on Facebook.

Table 6. Information resources of companies on Facebook (%)

Graphics (%) Interactives (%) Audiovisuals (%)

Text Image Emoticon Tag user Hashtag Link GIFs Audio-Video

LatAm 97.8 77.3 12.1 15.8 40.6 48.6 8.6 12.7

Argentina 96.8 82.3 14.3 22.1 46.0 51.7 7.5 12.3

Brazil 97.3 73.9 20.1 15.1 33.5 64.3 5.6 15.1

Chile 98.3 77.1 17.4 7.3 38.6 53.6 13.0 9.0

Colombia 97.5 76.3 5.7 14.0 43.7 39.0 7.0 11.8

Mexico 97.9 75.8 3.9 17.9 40.9 38.9 4.6 16.8

Peru 98.8 79.1 11.1 23.0 40.2 45.5 14.1 13.2

A detailed analysis among LatAm countries shows all of them mainly used graphic resources to create and disseminate 
posts (image and text). However, audiovisual resources point to differences among countries. In general, the use of 
audio-video was less frequent. Companies operating in Brazil and Mexico used audiovisual resources the most (around 
15%), and companies in Chile used them the least (less 10%). Brazilian companies also used interactive resources the 
most, especially links. Almost 70% of the posts of companies in Brazil had a link, which was between 15% and 25% more 
often than the rest of the countries.

4. Discussion
The results show a significant number of companies still do not incorporate Facebook into their communication strate-
gies (15% of them). However, companies that had a presence on Facebook had a good level of activity. According to the 
recommendations of experts and professionals the appropriate average is one to two posts per day (Jordan, 2017; Patel, 
2016). The results obtained show companies disseminate posts fairly frequently. These results are similar to those of 
other previous studies (Estudio de Comunicación, 2017; Kim; Kim; Sung, 2014). 

Companies mainly created and managed fanpages to share information on business issues (basically about their com-
mercial offer) and CSR issues were rarely found in company fanpages (less than 20%). These findings reaffirmed what 
other authors have stated (Eisenegger; Schranz, 2011; Haigh; Brubaker; Whiteside, 2013), that is, that content dissemi-
nated by companies are mainly focused on business issues. 

Companies are increasingly using Facebook to manage their online CSR communication (Cortado; Chalmeta, 2016), but 
they continue to give much more space to commercial issues and even to context topics. These results are in line with 
previous studies by authors such as Parveen, Jaafar, and Ainin (2014), who affirm that social networks are used for pro-
motion and publicity, branding, research, and the construction of relationships with stakeholders, and to a much lesser 
extent to present and dialogue about their CSR activities.

Of CSR issues analyzed, companies focused mainly on 
the communication of social and environmental issues, 
giving very little space and interest to issues such as cor-
porate governance and ethics, human resources, or em-

This research analyzes 29,078 posts of 
135 Facebook profiles of Latin American 
companies
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ployment. Posts linked to these last two CSR topics were 
almost non-existent. This is a relevant fact because CSR 
issues are key for the communication of organizations 
because CSR communication contributes to boosting 
and strengthening their corporate reputation. As men-
tioned in the theoretical framework, social networks are key tools for CSR communication (Capriotti, 2011; Cortado; 
Chalmeta, 2016) and, therefore, they should be included in the communication strategy of organizations. The results 
show that companies rarely used their corporate fanpages to communicate their CSR activities.

CSR issues and context issues were covered similarly by companies. The difference between them was not significant. 
While in 2015 the context issues were represented in posts more than CSR issues (26% against 17.5%), in 2016 the vo-
lume of context posts decreased to between 10% and 20%. This decrease in context posts indicates an increase in CSR 
issues.

Besides this, the results showed that companies were mostly using graphic resources to disseminate content (text and 
image), with very little audiovisual resources, which can be used to contribute effectively to the communicative activity 
(GIFs and audio-videos). Although audio-video resources imply a higher level of commitment, appeal more easily to 
emotion, and require more time and user attention to the story, they were not used for creating and disseminating 
content on Facebook. Previous studies show the use of audiovisual resources contributes to increasing the level of en-
gagement (Pletikosa-Cvijikj; Michahelles, 2013; Quintly, 2016), unfortunately, companies in this study were missing out 
on the benefits that come from using videos.

5. Conclusions
The results achieved in this study provide an initial global exploration of CSR digital communication on Facebook in La-
tAm companies. Thus, the main ideas extracted from this study will encourage a future, deeper analysis on these topics. 

Companies had a prominent presence and maintained fairly frequent activity on Facebook, but not as much as was ex-
pected for CSR issues. Their communication was focused on business issues (basically the commercial offer), and gave 
less importance to social issues. They mainly used graphic resources, but not so many audiovisual and interactive ones, 
instead focusing more on disseminating content rather than dialoguing and interacting with their stakeholders.

Thus, companies were focused on content dissemination with a mostly unidirectional communication approach, missing 
the opportunity that Facebook offers to promote a dialogue with their stakeholders. Companies that operate in LatAm 
recognized the importance of being present on Facebook in an active and permanent way, but they had a “one-way” 
communication approach. Information resources used by companies revealed a digital communication management 
strategy that was more unidirectional than bidirectional. Companies were not managing Facebook’s tools and resources 
to promote interaction. By contrast, they were using the social network to share information. 

Therefore, companies need to change the focus of their CSR communication. Their attention cannot only be oriented 
towards disseminating information and persuading stakeholders about the company’s practices, but should also focus 
on facilitating dialogue and interacting with stakeholders about CSR issues, and integrating stakeholders in CSR activities 
and practices. 

Finally, this research has some contributions, but also some limitations. It helped to develop a methodology that made it 
possible to analyze CSR communication management on Facebook in an integrated way. It was applied to a large number 
of companies and the results allowed us to show com-
panies’ Facebook communication strategy. From an aca-
demic point of view, this study can help to analyze the 
CSR communication of other organizations in specific 
countries or regions and make a comparative analysis. 
From the professional point of view, the results can con-
tribute to detecting the strengths and weaknesses of CSR communication management on social networks, improving 
these practices in organizations. However, the methodology was applied to a specific study object (the main companies 
operating in LatAm) in a specific period of time; therefore, the results cannot be extrapolated to other companies or to 
another specific period of time.

Thus, future research could apply the methodology to other social networks (Twitter, Instagram, Snapchat, etc.) and also 
to other non-profit and for-profit organizations to determine whether the results found are replicated in another type of 
social network and for other organizations. 
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