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ABSTRACT

Background: This study compares the practice of CSR communication by French 
hotels operating in Jakarta (Indonesia) and Paris (France). It explores what CSR 
themes the hotels communicate and which of them lead to consumer engagement 
in the form of likes, comments, and shares. Purpose: The purpose of this study 
is to investigate the CSR communication strategies of French hotels operating in 
Jakarta and Paris and determine the relationship between CSR communication and 
consumer engagement. Methods: The samples, seven (7) Accor hotels operating in 
Jakarta and six (6) Accor hotels operating in Paris, were purposively selected. The 
content analysis method was used, and data were collected from the hotels’ Instagram 
accounts. The data were then examined using descriptive statistical analysis and 
multiple regression techniques. Results: The data analysis shows differences in 
the CSR communication strategy applied by the two sampled hotels. Both French 
hotels in Jakarta and Paris use Instagram to publish information about their CSR 
programs, but French hotels in Jakarta publish more CSR posts on Instagram than 
those in Paris. French hotels in Jakarta focus on environment, society, and economic 
prosperity, while French hotels in Paris focus on environment, diversity, and society. 
Customers of French hotels in Jakarta show more engagement, particularly through 
likes and comments, compared to those in Paris, where engagement is limited to 
likes. Neither group showed engagement in the form of shares. Implications: Hotels 
should be more selective in communicating CSR via Instagram, considering the CSR 
themes that customers care about. It could help improve customer engagement and 
create a more effective CSR communication strategy.
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INTRODUCTION

The hospitality industry faces intense 

competition across multiple sectors, such as 

tour operators, airlines, restaurants, tourist 

attractions, and hotels, each striving to 

deliver the best services and maintain good 

relationships with key stakeholders. The 

concept of ‘relationship’ has not been sufficient 

to assist a business in building and maintaining 

relationships with stakeholders (Freeman 

et al., 2021). Organizations, especially 

businesses, require a more detailed approach 

and strategy to maintain relationships with key 

stakeholders, which could raise the concept 

of engagement or involvement to build and 

maintain a meaningful relationship (Kang & 

Atkinson, 2021). Engagement as a concept is 

‘a part of a dialogue and through engagement, 

organizations and the public can make decisions 

to create social capital (Song & Wen, 2020). 

Engagement is an affective and cognitive behavior 

condition wherein the public and organizations have 

the same interest in a certain issue. It facilitates 

collaboration for achievement and adjustment 

of an integrated and collaborative goal (Yang 

et al., 2021). Online stakeholder engagement is 

an engagement strategy currently applied by 

many organizations, as digital communications 

can reach a larger audience and build direct 

communication with them. In the hospitality 

context, engagement strategies are essential 

due to the frequent interaction between service 

providers and customers. These interactions 

form the basis of long-term loyalty and 

brand equity, which can significantly sustain 

competitive advantage.

Over the last decade, social media has 

emerged as a viable and critical marketing tool 

(Dipa et al., 2024; Sofyan et al., 2022). New 

platforms utilizing Web 2.0 technologies offer 

superior interaction and communication between 

brands and consumers. This interaction may 

take place by different methods, such as liking, 

commenting on, or sharing the content posted 

by brands with friends and followers (Aydin, 

2020; Wong et al., 2015). Approximately half of 

the studies on the hospitality industry on social 

media focus on online reviews, whereas those on 

marketing are limited to 11% of all studies (Lu et 

al., 2018). A study involving all five-star hotels 

in Turkey indicated that the factors affecting the 

popularity of social media posts and subsequent 

engagement were found to be dependent on 

several elements, including the post’s vividness, 

the type of shared content, format, interactivity 

offered, and certain situational variables (Aydin, 

2020). Depending on situational factors and the 

type of content shared, brands can, to a certain 

extent, predict the success of their organic posts. 

Given the critical role of social media in the 

hospitality industry, the findings suggested that 

these sectors have not completely utilized the 

potential of this new medium (Aydin, 2020). 

It suggests a gap in leveraging social media, 

for not only reviews but also proactive brand 

communication and marketing strategies. To 

remain competitive, hospitality firms must 

expand their digital marketing focus beyond 

customer feedback toward strategic engagement 
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content.

The advantage of social networking sites as 

social media for hospitality business is how it 

influences the marketing activities by extending 

to deeper connections and co-creating value 

with customers to enhance the market offerings 

and promotional activities, facilitate the 

development of customer-brand relationships, 

facilitate co-creative activity, provide a means 

of acquiring feedback which can be applied to 

enhance the experience offered to customers. 

Moreover, the information garnered from 

SNSs was more reflective of customers’ actual 

experiences (Diffley & McCole, 2019). The 

nature of social media has also facilitated the 

integration of communication and distribution 

channels, allowing the customer to move 

seamlessly between them. This integration 

supports omnichannel marketing, which is 

increasingly critical in delivering a consistent 

brand experience. Through this, companies 

can respond more effectively to consumer 

expectations in real-time.

There are seven stages of building the 

customer engagement cycle: connection, interaction, 

satisfaction, retention, commitment, advocacy, and 

engagement (Macca et al., 2024). Understanding 

these stages helps brands tailor their communication 

and marketing content effectively across customer 

touchpoints. It allows hospitality firms to strategically 

design content that resonates with customers at each 

stage of their journey.

Additionally, research shows that digital 

engagement is not only about the frequency of 

interaction but also the quality and perceived value of 

content shared. Customers are more likely to respond to 

content that aligns with their values and interests. In the 

case of CSR-related posts, authenticity and transparency 

are vital elements that can influence customer trust and 

behavior. A CSR initiative that lacks clarity or appears 

to be insincere can damage a brand’s reputation. Thus, 

brands should be intentional and strategic in crafting 

their CSR communication. For instance, hotels 

that actively engage in community development, 

environmental sustainability, or employee welfare 

often generate positive reactions and higher levels of 

engagement when these stories are told effectively via 

visual and interactive social media content. Moreover, 

personalization of CSR messages—tailoring content 

to agree with different customer demographics—has 

been shown to further enhance engagement and loyalty. 

Recent developments in AI and big data analytics 

also empower hospitality firms to better understand 

consumer preferences and behavior trends, which 

enables targeted CSR messaging. Through sentiment 

analysis and real-time feedback monitoring, hotels can 

refine their CSR strategies dynamically. As technology 

continues to evolve, the integration of advanced tools 

into CSR communication is no longer optional but 

essential for hotels aiming to sustain meaningful 

stakeholder engagement in a competitive market 

landscape.

Nowadays, communicating CSR is one strategy 

to engage the public, as there has been a rising concern 

about the company’s CSR commitment and practice 

(Park et al., 2021).  CSR is the company’s commitment 

to economic, legal, ethical, and philanthropic 

responsibility to stakeholders (Carroll, 1991). 

CSR communication is a process of anticipating 

stakeholders’ expectations, articulation of CSR 
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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 

interactions with stakeholders (Türkel & Akan, 

2015). Conveying corporate social responsibility 

within the hospitality sector is essential yet 

complex, owing to the diverse range of business 

segments and the numerous stakeholders it 

encompasses (Chae, 2021). Effective CSR 

communication can strengthen public trust and 

brand reputation, especially when aligned with 

stakeholder values. It also acts as a differentiating 

factor in a crowded and competitive hospitality 

market.

The CSR orientation of hotels is primarily 

shaped by the interests of supply-chain 

stakeholders, whose influence is conditioned by 

the complex, interdependent nature of the tourism 

industry (Farmaki, 2019). Communicating CSR 

involves goals, audience, content, and channels 

(Coombs, 2019). The public nowadays is not only 

expecting CSR commitment and implementation 

but also communicating the related CSR data and 

information openly, mainly through the website 

and social media. CSR is successful when it is 

well implemented and communicated. Social 

media has long been exploited by companies to 

communicate their operations and promotional 

information, as well as their CSR practice. 

Social media can enable companies to conduct 

two-way communication in effective, efficient 

ways,             and even in a real-time context. 

Studies indicate the increasing number of 

companies that communicate their CSR 

initiative through social media like Facebook 

and Instagram (Wong et al., 2015). This trend 

shows the strategic role of digital platforms in 

enhancing stakeholder trust and transparency. 

As stakeholder expectations evolve, hotels are 

compelled to adopt more sophisticated and 

interactive CSR communication strategies.

Although studies on CSR communication 

practice in business sectors and its impact on 

customer engagement have been quite common, 

limited studies have been conducted in the hotel 

sector, especially in Indonesia and France as 

leading tourist destinations (Serra‐Cantallops et 

al., 2021). This gap presents a critical opportunity 

to explore region-specific dynamics in CSR 

communication. Understanding these regional 

variations can inform more culturally sensitive 

and effective communication frameworks for 

the hospitality sector. 

However, hospitality industries, especially 

tourism companies, demonstrate limited 

motivation to communicate their CSR initiatives, 

primarily due to, example but not limited to, poor 

data quality and usability, low levels of adoption, 

and inconsistencies in the scope and depth of 

information across different organizations. 

(De Grosbois, 2012), and difficulty of using 

it for external evaluation and comparison 

(De Grosbois, 2012). Such limitations hinder 

transparency and reduce stakeholder confidence 

in CSR claims. Addressing these barriers is 

essential for developing comparable CSR 

reporting mechanisms in the tourism industry.

Despite the pivotal role that social media 
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plays in the tourism and luxury travel industries, 

these sectors have yet to fully harness its potential 

as a strategic communication and engagement 

tool (Aydin, 2020). With the rapid expansion 

of the Internet in terms of scale, format, and 

variety, analyzing web content—especially from 

social media—and translating it into meaningful 

concepts becomes a challenge for researchers 

in e-commerce, business professionals, and 

policymakers (Troise & Camilleri, 2021). This 

challenge requires standardized methodologies 

to evaluate and optimize CSR communication 

through digital platforms. Moreover, a deep 

exploration into consumer digital engagement 

behaviors can offer insights for more impactful 

CSR content strategies.

The hotel industry is experiencing 

organizational changes driven by the integration 

of social media as a communication tool 

that fosters customer engagement (Pereira & 

Freitas, 2023).  Hotels are key components of 

the hospitality industry, especially the tourism 

sector, which is strongly reliant on them. 

This area of research is rapidly expanding, as 

indicated by the growing volume of publications 

and citations (Durão et al., 2023). As hotels 

adapt to these shifts, aligning CSR messaging 

with broad digital transformation goals becomes 

imperative. Strengthening this alignment can 

increase customer loyalty and long-term brand 

equity.

However, the use of social media among 50 

stock-exchange listed companies in Australia is 

still lacking, despite the common use of social 

media by both individuals and businesses 

nowadays (Lodhia et al., 2020). A study on a 

hotel chain in Spain revealed that the use of new 

media is not optimized, and the communication 

remained largely one-directional (Castillo 

& Villagra, 2019). These findings suggest a 

disconnect between technological availability 

and strategic application. Bridging this gap 

requires targeted training and resource allocation 

to exploit the interactive potential of social 

media completely.

To strategically leverage CSR for 

economic benefit, companies must gain a 

deep understanding of consumer expectations. 

Nevertheless, existing literature indicates that 

there remains limited clarity regarding consumer 

preferences for CSR and which initiatives are 

most effective in shaping their behavior (Kraus 

et al., 2022). Without this understanding, CSR 

initiatives risk being perceived as superficial 

or misaligned with stakeholder values. Future 

research should, therefore, focus on identifying 

CSR elements that most resonate with diverse 

customer segments.

France is recognized as the leading tourist 

destination worldwide, welcoming nearly 

89.4 million international visitors in 2018. 

This figure places it ahead of Spain, which 

attracted around 81.8 million tourists, and the 

United States, with approximately 76.9 million. 

Corporate social responsibility (CSR) initiatives 

are important in improving the performance of 

tourism companies in France. As a result, hotel 

executives and managers are encouraged to 

incorporate CSR-focused strategies into their 

corporate planning to enhance overall business 
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performance (Le Bot et al., 2022; Theiri & 

Alareeni, 2023).

In Indonesia, Law No. 40 of 2007 (Article 

74) on Limited Liability Companies mandates 

that all companies must implement Corporate 

Social Responsibility (CSR). Additionally, Law 

No. 10 of 2009 (Article 26) on Tourism requires 

tourism businesses to take responsibility for 

environmental protection. These regulations 

emphasize that companies not only focus on the 

interests of shareholders and customers but also 

be accountable to the surrounding community 

and environment (Rini et al., 2023).

This study aims to explore the strategy of 

CSR communication in the hospitality industry 

on social media and its impact on consumer 

engagement. Specifically, the study explores 

how CSR is communicated via social media 

Instagram by hotel companies in Indonesia 

and France, how often and what CSR themes 

the hotels communicate, and what impact it has 

on consumer engagement. The main output of this 

study is a strategy of CSR communication for 

hotel companies, especially on the issue of CSR 

themes that could raise consumer engagement. 

By comparing two different cultural contexts, 

this research seeks to uncover how local 

values influence consumer responses to CSR 

communication. This insight is expected to 

help hospitality companies design culturally 

adaptive CSR messages that enhance brand 

loyalty and trust.

RESEARCH METHOD

This research employed a quantitative 

approach through content analysis methodology 

to examine the relationship between CSR 

communication strategies and consumer 

engagement in the hospitality industry (Riffe 

et al., 2023). The study involved French hotels 

operating in two distinct cultural contexts: 

Jakarta, Indonesia and Paris, France. Through 

purposive sampling, the research selected 

13 five-star French hotels: 7 French hotels 

in Jakarta and 6 French hotels in Paris. This 

selection criterion assumed that luxury hotels 

possess greater resources for implementing and 

communicating CSR initiatives compared to 

their lower-tier counterparts.

The research implemented a structured 

content analysis protocol with several 

methodical steps: identifying relevant social 

media platforms for analysis, selecting specific 

hotel accounts for monitoring, defining 

appropriate methodological approaches, 

establishing a precise timeframe for data 

collection, developing keywords for content 

classification, and detailing the data analysis 

techniques employed. The study used 

descriptive statistical analysis and multiple 

regression to examine the relationship between 

CSR themes and consumer engagement metrics 

(likes, comments, and shares). This systematic 

approach followed established protocols in 

digital content research as outlined by (Macca 

et al., 2024).

Two distinct types of data were collected 
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throughout the study. Quantitative data 

comprised numerical scores assigned to 

various CSR themes communicated through 

Instagram posts and measurements of audience 

engagement metrics (likes, comments, 

and shares) for each CSR-related content. 

Complementing this, qualitative data included 

descriptive information about the specific CSR 

themes and messaging approaches employed by 

each hotel.

Data were collected through comprehensive 

observation and documentation of the selected 

hotels’ Instagram accounts. Researchers 

systematically examined all content posted from 

January 1 to December 31, 2023. Each post 

was carefully evaluated to determine whether 

it contained CSR-related messaging. Posts 

identified as CSR-related were categorized 

according to their thematic focus and had their 

engagement metrics recorded for subsequent 

analysis.

The analytical framework employed 

referred to that by De Grosbois (2012), 

that widely recognized CSR classification 

system, which identified five primary themes: 

environmental initiatives, employment 

quality, diversity and accessibility programs, 

community well-being efforts, and economic 

prosperity contributions. For statistical analysis, 

the research designated the frequency of CSR 

content across these themes as independent 

variables, while consumer engagement metrics 

(likes, comments, shares) served as dependent 

variables. Data analysis utilized descriptive 

statistical methods alongside multiple regression 

analysis, performed using SPSS version 25 

statistical software (Abu-Bader, 2021).

This methodological approach was 

strategically chosen to address the study’s 

primary objective of understanding how 

different CSR communication strategies on 

Instagram influence consumer engagement 

patterns across different cultural contexts 

within the hospitality industry. By quantifying 

the thematic distribution of CSR messaging and 

corresponding consumer reactions, the research 

facilitates comparative insights into which 

specific CSR themes most effectively resonate 

with audiences in Jakarta versus Paris.

The methodology also acknowledges 

a fundamental concern highlighted in the 

research background: many CSR initiatives fail 

to align effectively with stakeholder values and 

expectations, resulting in suboptimal impact. 

Through systematic analysis of engagement 

patterns across different CSR themes and cultural 

contexts, this research provides evidence-based 

insights that help hospitality businesses develop 

more strategically aligned and effective CSR 

communication practices.

By combining rigorous content analysis 

with quantitative measurement of engagement 

metrics, this research contributes to both 

theoretical understanding and practical 

applications in the field of CSR communication 

within the hospitality industry, particularly in 

cross-cultural contexts.
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RESULTS AND DISCUSSION

The data collected reveals that, contrary to 

expectations, the sampled hotels published fewer 

CSR posts on Instagram than initially predicted. 

In fact, French hotels both in Jakarta and Paris 

publish very few CSR posts on Instagram. 

However, French hotels in Jakarta publish CSR 

content slightly more often than those in Paris. 

The effort to communicate their CSR initiatives 

indicates that both hotels demonstrate a limited 

commitment to CSR programs on Instagram.

As Table 1 shows, French hotels in Jakarta 

publish more non-CSR and CSR content than 

the French hotels in Paris. French hotels in 

Jakarta publish a total number of 22 CSR posts 

per year, or on average 3 posts per hotel, while 

French hotels in Paris publish a total number 

of just 5 posts per year, or on average only 0.8 

posts per hotel.

Table 2 indicates how French hotels in 

Jakarta communicate CSR via Instagram. Nearly 

all sampled hotels communicate CSR, with less 

than 5% of the total posts per year. While both 

All Seasons and Pullman hotels dedicate only 

3% of the total posts to communicate CSR, 

Fairmont and Swiss Jakarta PIK hotels dedicate 

only 2% of the posts to communicate CSR.  

Only one hotel, Novotel, dedicates 7% of its 

total posts to CSR. Ibis Jakarta Hotel does not 

even communicate any CSR on Instagram. 

Table 3 indicates how Accor hotels in 

Paris communicate CSR via Instagram. Of the 

six hotels, only half communicate CSR via 

Instagram, and the number of posts is extremely 

limited, accounting for only 2% of the total 

number of posts. Therefore, Paris Hotel and 

Paris Arc de Triompe Hotel dedicate 2% of 

their total posts to CSR, while the Sofitel Paris 

Foubourg dedicates only 1%. 

Table 4 shows the number of CSR posts 

and their engagement by French hotels in 

Jakarta. Out of five CSR criteria, only three 

are implemented: environment, society, and 

economy. CSR posts focused on societal issues 

received the highest engagement, with 2619 

likes and 24 comments, followed by CSR 

related to the environment with 1234 likes 

and 27 comments. The third is CSR related to 

economics, with 317 likes and 9 comments. CSR 

themes related to employment and diversity did 

not attract any engagement. None of the CSR-

themed posts could generate shares. It suggests 

that the content did not elicit the enthusiasm level 

necessary for sharing. A notable observation 

is the relatively low engagement with CSR 

posts focused on employment and diversity. 

This trend may reflect the prioritization 

of environmental and societal issues by 

consumers, as these topics often evoke more 

immediate emotional responses. Moreover, the 

absence of share activity indicates that CSR 

posts did not generate sufficient interest to be 

disseminated within social networks. This 

finding suggests that hotels may need to refine 

their CSR communication strategies to increase 

the emotional appeal and shareability of their 

content to improve their outreach and impact.

Table 5 shows the number of CSR posts and 

their engagement by French hotels in Paris. Out 
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of five CSR criteria, only three are implemented: 

environment, diversity, and society. The CSR 

related to society attracts the most engagement 

by customers, with 316 likes, followed by those 

related to diversity, attracting 69 likes. The third 

is CSR related to the environment, with 38 likes. 

Table 1	 Number of CSR and Non-CSR Posts on Instagram, French Hotels in Paris and 
Jakarta

Descript-ions

Number of POSTS
Total Num-ber
of Posts

Average Per Hotel

Non-CSR CSR Non-CSR Post
CSR
Post

French Hotels in
Jakarta (n = 7)

766 (97%) 22 (3%) 778 109 3

French Hotels in
Paris (n = 6)

606 (99%) 5 (1%) 611 101 0.8

Source: Research Results, 2024

   
           HOTELS

Number of POSTS Total Number
of Posts

Non-CSR
Posts (%)

CSR
Posts (%)Non-CSR CSR

Sofitel lescribe Paris Opera 103 0 103 100 -
Le Royal Monceau 150 0 150 100 -
Maison Delano Paris 93 0 93 100 -
Paris Arc de Triompe 45 1 46 98 2
Sofitel Paris Foubourg 86 1 87 99 1
SO Paris Hotel 129 2 131 98 2

Table  2	  Number of CSR and Non-CSR Instagram Posts of French Hotels in Jakarta

Source: Research Results, 2024

HOTELS Number of POSTS Total Number
of Posts

Non-CSR
Posts (%)

CSR
Posts  (%)Non-CSR CSR

All Seasons 69 2 71 97 3
Fairmont 102 2 104 98 2
Novotel 105 8 113 93 7
Pullman Jakarta 196 6 202 97 3
Raffles Jakarta 135 2 137 99 1
SwissJktPIK 122 2 124 98 2
IbisJkt 27 0 27 100 -

Source: Research Results, 2024

Table 3 Number of CSR and Non-CSR Instagram Posts of French Hotels in Paris
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CSR related to employment and economics does 

not attract any engagement. There are no CSR 

themes (posts) that can generate comments and 

shares. In other words, there are no customers 

or the public willing to comment or share any 

posts related to CSR.

A multiple regression analysis is conducted 

to find the impact of five CSR themes 

(environment, employment, diversity, society, 

and economic). However, the analysis can only 

be run for French hotels in Jakarta, while it 

cannot be run for French hotels in Paris due to 

a lack of supporting data. For the French hotels 

in Jakarta, the analysis can only be run for a few 

hotels. 

The T and F tests show how some 

independent variables impact the number of 

likes and comments. The T test of Environment 

shows a significant result with a t value of = 

28.268 and significance level (Sig.) 0.000, for 

both likes and comments. This indicates that 

the perception of the environment towards the 

hotel significantly influences the customers’ 

perception of giving likes and comments. The 

F-test result also supports this finding that the 

model involving the Environment variable 

can explain the variability of data (likes and 

comments) well. On the other hand, variable 

Society/Community also shows a significant 

influence on likes and comments with a t-value 

= 38.096 for Likes and t = 19.503 for comments 

with a level of significance value 0,000 in the 

F-test. It indicates that the hotels’ contribution 

to society through their CSR programs 

significantly influences how the guests 

(customers) give evaluations and comments. 

But for other variables, Employee quality, 

Diversity & Accessibility, and Economic 

Prosperity, there is no significant result of T or 

F-tests, which indicates that the analyses cannot 

be conducted, or the result is insignificant. This 

limits the understanding of how those factors 

influence the hotel guests’ satisfaction and 

interaction. The results also critically highlight 

the importance of environment and society 

contribution as key variables in boosting guest 

Hotels CSR
Posts

Environment Employment Diversity Society Economics
L C S L C S L C S L C S L C S

All Seasons 2 0 0 0 0 0 0 0 0 0 114 0 0 0 0 0
Fairmont 2 198 0 0 0 0 0 0 0 0 117 1 0 0 0 0
Novotel 8 726 25 0 0 0 0 0 0 0 0 0 0 0 0 0
Pullman 6 0 0 0 0 0 0 0 0 0 2019 21 0 0 0 0
Raffles 2 310 2 0 0 0 0 0 0 0 0 0 0 317 9 0
SwissJktPIK 2 0 0 0 0 0 0 0 0 0 369 2 0 0 0 0
IbisJKT 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Total 22 1234 27 0 0 0 0 0 0 0 2619 0 0 317 0 0

Table  4 Number of CSR Posts and Engagement on Instagram (French hotels in Jakarta)

Source: Research Results, 2024
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satisfaction at the Pullman Hotel Jakarta. 

However, the nonavailability of other variables 

provides opportunities for further exploration 

on how the employee quality, diversity, 

accessibility, and economic prosperity impact 

the hotels’ experience. Further study is required 

to gain a more comprehensive review of how 

hotels’ operational and social aspects contribute 

to guests’ experience as a whole. The weakness 

of this data also indicates the need for improved 

research methodology so that all the relevant 

variables can be analyzed comprehensively 

to gain better insights into hotel strategic 

development. 

For the Swissbelhotel Hotel, the T and F 

tests show that the significant influence is only 

valid for one variable. The Society variable 

shows a T-test significant value towards likes 

with a t value = 53.903 and significance level 

(Sig.) of 0.0000. It indicates that the perception 

of the hotel’s contribution to society significantly 

influences the number of likes. The hotel guests 

give a more positive evaluation when they 

perceive that the hotel actively contributes to 

society or is involved in community-based 

programs. The F test for this model also shows 

a significant level of 0.000, indicating that this 

model as a whole significantly explains the 

variability in the data of likes. However, there 

is no data available for other variables, such 

as Environment, Employee quality, Diversity 

& Accessibility, and Economic prosperity, 

for likes, comments, and shares. It means that 

the analysis for these variables has not been 

conducted yet, or the result is not that significant. 

This result shows that Society is an influential 

variable on the guests’ positive evaluation 

at Swissbelhotel. The hotel’s contribution to 

society influences how the guests evaluate 

their experience. However, the nonavailability 

of other variables provides opportunities for 

further exploration on how the employee 

Table  5 Number of CSR Posts and Engagement on Instagram (French hotels in Paris) 

Hotels CSR
Posts

Environment Employment Diversity Society Economics
L C S L C S L C S L C S L C S

Softel lescrib 
Paris Opera

0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Le Royal 
Monceau

0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Maison 
Delano Paris

0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Paris Arc de 
Triompe

1 38 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Sofitel Paris 
Foubourg

1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

SO Hotel Paris 2 0 0 0 0 0 0 69 0 0 316 0 0 0 0 0
Total 4 38 0 0 0 0 0 69 0 0 316 0 0 0 0 0

Source: Research Results, 2024
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quality, diversity, accessibility, and economic 

prosperity impact the hotels’ experience. Further 

study is required to gain a more comprehensive 

review of how hotels’ operational and social 

aspects contribute to guests’ experience as a 

whole. The weakness of this data also indicates 

the need for improved research methodology so 

that all the relevant variables can be analyzed 

comprehensively to gain better insights for 

hotel strategic development.

The T and F tests for Novotel Hotel show 

that the Environment variable shows a significant 

influence on the number of likes and comments. 

For likes, Environment shows a t value = 13.408 

and significance level of 0.000, and the F test 

shows a significant result with a significance 

level of 0.000. It shows that the perception of the 

hotel’s environment influences guests’ positive 

evaluation significantly. It also applies to the 

Comment variable with a t value of 15.408 and 

significance level of 0.000, and a significant 

F test, which confirms that the environment 

aspect influences the comments given by the 

guests. However, the T and F tests are not 

presented for variables of Employee Quality, 

Diversity & Accessibility, Society/Community, 

and Economic Prosperity, for all variables of 

Likes, Comments, and Shares. The results also 

critically highlight the importance of the role of 

the environment as a key variable in boosting 

guest satisfaction at the Novotel Hotel Jakarta. 

The significant influence of the environment 

shows that the guests appreciate the hotel’s 

environmental quality, such as cleanliness and 

comfort. However, the non-availability of other 

variables provides opportunities for further 

exploration of how those factors impact the 

hotel’s experience.  Further study is required 

to gain a comprehensive review of how other 

factors contribute to the guests’ act of giving 

likes, comments, and shares, and to formulate 

a more comprehensive strategy to improve the 

guests’ satisfaction at the Novotel. 

The results indicate that French hotels 

Hotel No. Variable T-Test F-Test      
Sig.t Sig.

Pullman 1 Environment → Likes 28.268 0.000* 0.000*
2 Society/Community → Likes 38.096 0.000* 0.000*
3 Environment → Comment 20.732 0.000* 0.000*
4 Society/Community → Comment 19.503 0.000* 0.000*

SwissBell 5 Society/Community → Likes 53.903 0.000* 0.000*
Novotel 6 Environment → Likes 13.408 0.000* 0.000*

7 Environment → Comment 15.408 0.000* 0.000*

Table 6	 Multiple regression analysis for Pullman Hotel Jakarta

Note:
*= significant for T and F <0.05
-= there is no effect.

Source: Research Results, 2024
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operating both in Jakarta (Indonesia) and 

Paris (France) do not maximize the use of 

Instagram in communicating their CSR 

commitment and programs. The data shows a 

low number of CSR content posts in the hotel’s 

Instagram account. However, French hotels in 

Jakarta publish a greater number of posts than 

French hotels in Paris. This difference in CSR 

publication frequency may stem from cultural 

and societal differences between Indonesia 

and France. Indonesian consumers tend to 

be more active on social media platforms 

like Instagram. According to Statista (2025), 

Indonesia has over 139 million active Instagram 

users, while France has around 23 million. This 

disparity demonstrates higher digital activity 

and receptiveness to visual CSR content in 

Indonesia. Such social media behavior supports 

more active engagement, especially through 

likes and comments, encouraging businesses 

in Jakarta to post more frequently. Therefore, 

hotels in Indonesia are more active or engaged 

in Instagram as one strategy to engage with 

customers, communicate products and services, 

and build a positive image and reputation. 

French hotels in Jakarta and Paris focus on 

different CSR themes that align with the local 

cultural and societal concerns. In Jakarta, the 

hotels emphasize three key themes: environment, 

society, and economic prosperity. The themes 

reflect the region’s concerns with sustainability 

and development. In contrast, French hotels 

in Paris highlight environment, diversity, and 

society, which aligns with the growing interest 

in diversity and inclusivity in a cosmopolitan 

environment. Despite these differences, the 

CSR posts on Instagram generally led to positive 

engagement in likes and comments, indicating 

that these themes resonate with their respective 

audiences. However, one striking finding is the 

absence of engagement in the form of shares.

The lack of shares suggests that followers 

do not find the posts compelling enough to 

share with their networks. This could be due 

to several factors, such as the perception that 

the CSR posts are informative but irrelevant for 

amplification. Followers are often motivated to 

share content they feel strongly connected to or 

believe will resonate with their social circles. 

The lack of sharing may also reflect cultural 

differences, with Jakarta’s audience engaging 

more privately through likes and comments. 

Meanwhile, Parisian audiences may not have 

felt that the CSR posts are impactful enough to 

circulate. These findings support the literature 

that CSR engagement is higher when content 

aligns with stakeholder expectations (Abbas 

et al., 2018; Chomvilailuk & Butcher, 2018). 

However, the lack of shares contrasts with the 

expectation that emotionally resonant CSR 

content inspires broader amplification (Macca 

et al., 2024). It suggests that CSR content does 

not yet inspire viral behavior. This shows an 

area for improvement in CSR communication, 

where hotels may need to craft more engaging 

and shareable content to maximize the reach 

and impact of their CSR efforts.

The differences in CSR communication 

strategies employed by French hotels in 

Jakarta and Paris can be attributed to distinct 
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cultural and societal characteristics between 

the two regions. Based on Hofstede’s cultural 

dimensions, Indonesia scores higher in 

collectivism and power distance, where 

communal welfare and harmony are highly 

valued. In contrast, France scores higher in 

individualism and uncertainty avoidance. These 

differences explain why Indonesian consumers 

respond more actively to CSR content related 

to social and economic issues, while French 

consumers may prefer structured messaging 

on diversity and environmental responsibility. 

In Jakarta, CSR posts focusing on society 

and economic prosperity seem to garner more 

engagement. In contrast, French hotels in 

Paris emphasize diversity and environmental 

issues. These findings promote the importance 

of cultural relevance in CSR communication 

strategies, which can directly influence 

consumer engagement. Understanding these 

regional differences enables hotels to tailor 

their CSR initiatives in ways that resonate with 

local audiences. People in developed regions 

as Paris (France), are more concerned with 

issues related to the environment, diversity, and 

society. On the other hand, people in developing 

countries, such as Jakarta (Indonesia), are more 

concerned with issues related to economic 

prosperity, environment, and society. Reflecting 

on stakeholder theory, where an organization 

should be able to identify and fulfill the concerns 

and needs of key stakeholders the organization 

depends on. Considering that customers are 

considered as one of the key stakeholders by 

the tourism sector (hotel), it is important to 

communicate the commitment and practice 

related to certain issues considered important 

by those concerned stakeholders (Freeman et 

al., 2021). 

Even though the hotels in Jakarta and Paris 

have not yet maximally used Instagram to 

publish CSR commitment and implementation, 

they do have different concerns about which 

CSR themes to post on Instagram and which 

CSR themes lead to customer engagement. 

This study gives a theoretical implication of 

the importance of understanding and applying 

the stakeholder theory (Freeman et al., 2021)  

and culture in planning, conducting, and 

communicating CSR. For hotel management, 

this study notes how CSR communication on 

social media (particularly Instagram) can be 

optimized, focusing on which CSR themes to 

prioritize when engaging with key stakeholders. 

Sharing CSR activities through social media 

enhances user engagement, which fosters 

positive attitudes and subsequently strengthens 

consumers’ intention to make bookings (Veloso 

& Gomez-Suarez, 2023);  The perception of 

a company’s CSR initiatives builds customer 

engagement, which subsequently drives 

behavioral outcomes such as customer loyalty, 

word-of-mouth communication, and the 

provision of customer feedback (Abbas et al., 

2018). It is an effective antecedent of customer 

engagement  (Chomvilailuk & Butcher, 2018). 

Consumer brand engagement proves to be 

a significant predictor, while environmental 

CSR showed a moderately adequate impact. 

Both constructs influenced consumer loyalty 
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and purchase intention directly and indirectly 

through the mediating role of brand admiration 

(Gupta et al., 2020).

CONCLUSION

This study compares CSR communication 

practices by French hotels in Jakarta (Indonesia) 

and Paris (France). It explores specific CSR 

themes that the hotels communicate, and which 

CSR themes lead to consumer engagement in 

the form of likes, comments, and shares. 

The findings suggest that the differences 

in consumer engagement across these two 

locations indicate varying cultural values and 

expectations. A high engagement in Jakarta 

might reflect a great emphasis on CSR initiatives 

in developing markets where socio-economic 

factors shape consumer behavior. Consumers 

in Jakarta may view CSR as an important 

aspect of brand loyalty and identity. The active 

involvement of customers through likes and 

comments might also develop a strong desire to 

communicate their opinions and show support 

for socially responsible brands. In contrast, the 

relatively passive engagement observed in Paris, 

where likes are the main form of interaction, 

could point to a more mature market with 

different levels of CSR expectations. In such 

markets, CSR activities might be viewed as an 

expected norm rather than a distinctive feature 

that requires active consumer participation.

Therefore, hotels must recognize the 

diverse expectations and preferences of 

consumers in different locations. For instance, 

consumers in Jakarta may place higher value 

on CSR efforts that directly impact their local 

communities and environment, given the 

socio-economic challenges they face. On the 

other hand, in Paris, CSR communication may 

need to emphasize diversity and inclusion. 

Understanding these regional differences 

could allow hotels to craft more effective and 

targeted CSR messages. By aligning CSR 

communication with local concerns and values, 

hotels can enhance consumer engagement and 

ensure that their CSR efforts resonate deeply 

with their target audience. 

This study focuses solely on Accor hotels 

and one social media platform (Instagram). 

Future research could include other hotel 

brands, wider regional comparisons (e.g., 

rural vs. urban), and additional platforms, i.e., 

TikTok or Facebook. Besides, a qualitative 

approach, such as consumer interviews or focus 

groups, may uncover emotional and cognitive 

responses behind social media interactions with 

CSR content.

Author Contributions: Conceptualization, I.M.W. 
and M.C.B.; Data curation, K.D.C.P.; Formal analysis, 
I.W.E.A.; Funding acquisition, M.C.B.; Investigation, 
K.D.C.P.; Methodology, K.D.C.P.; Project administration, 
I.M.W.; Resources, U.W.E.S.; Software, K.D.C.P.; 
Supervision, I.W.E.A.; Validation, I.M.W., M.C.B., and 
I.W.E.A.; Visualization, K.D.C.P.; Writing—original 
draft, I.M.W. and M.C.B.; Writing—review & editing, 
I.W.E.A. and U.W.E.S. All authors have read and agreed 
to the published version of the manuscript.

Data Availability Statement: The data are available by 
request to the author.

Conflicts of Interest: The authors declare no conflict 



33 Jurnal Kajian Komunikasi,  Volume 13, No. 1, June 2025, pp. 18-36

Instagram as CSR bridge: Comparing hotel strategies in Indonesia-France 
(I Made Widiantara, Marie Christine Bonneau, Kadek Dwi Cahaya Putra, I Wayan Edi Arsawan, Upayana Wiguna Eka Saputra)

of interest. The funders had no role in the design of the 
study; in the collection, analyses, or interpretation of 
data; in the writing of the manuscript, or in the decision 
to publish the results.

Funding: This research was funded by DIPA PNB 2024
 

REFERENCES

Abbas, M., Gao, Y., & Shah, S. S. H. (2018). 

CSR and customer outcomes: The 

mediating role of customer engagement. 

Sustainability, 10(11), 4243. https://doi.

org/10.3390/su10114243 

Abu-Bader, S. H. (2021). Using statistical 

methods in social science research: With 

a complete SPSS guide. Oxford University 

Press. https://books.google.com/s?hl=e

n&lr=&id=TvYTEAAAQBAJ&oi=fnd

&pg=PP1&dq=Data+analysis+utilized

+descriptive+statistical+methods+alon

gside+multiple+regression+analysis,+p-

g=HMiaHst8K9ReUKVasOmnJHmkMug

Aydin, G. (2020). Social media engagement and 

organic post effectiveness: A roadmap for 

increasing the effectiveness of social media 

use in the hospitality industry. Journal of 

Hospitality Marketing & Management, 

29(1), 1–21. https://doi.org/10.1080/19368

623.2019.1588824

Carroll, A. B. (1991). The pyramid of corporate 

social responsibility: Toward the moral 

management of organizational stakeholders. 

Business Horizons, 34(4), 39–48. https://

doi.org/10.1016/0007-6813(91)90005-G

Castillo, I., & Villagra, N. (2019). The 

communication of CSR. Analysis of 

the hotel sector. Revista Latina de 

Comunicación Social, 74, 1580–1609. 

DOI: 10.4185/RLCS-2019-1400en

Chae, M.-J. (2021). Driving consumer 

engagement through diverse calls to action 

in corporate social responsibility messages 

on social media. Sustainability, 13(7), 

3812. https://doi.org/10.3390/su13073812

Chomvilailuk, R., & Butcher, K. (2018). 

The impact of strategic CSR marketing 

communications on customer engagement. 

Marketing Intelligence & Planning, 36(7), 

764–777.  https://doi.org/10.1108/MIP-10-

2017-0248

Coombs, T. (2019). Transmedia storytelling: 

A potentially vital resource for 

CSR communication. Corporate 

Communications: An International 

Journal, 24(2), 351–367. https://doi.

org/10.1108/CCIJ-11-2017-0114

De Grosbois, D. (2012). Corporate social 

responsibility reporting by the global 

hotel industry: Commitment, initiatives 

and performance. International Journal of 

Hospitality Management, 31(3), 896–905. 

https://doi.org/10.1016/j.ijhm.2011.10.008

Diffley, S., & McCole, P. (2019). The value of 

social networking sites in hotels. Qualitative 

Market Research: An International Journal, 

22(2), 114–132. https://doi.org/10.1108/

QMR-01-2017-0027

Dipa, A. K., Mayasari, M., Khang, N. T., 

Poedjadi, M. R., & Priyatna, C. C. (2024). 



34Jurnal Kajian Komunikasi,  Volume 13, No. 1, June 2025, pp. 18-36

Instagram as CSR bridge: Comparing hotel strategies in Indonesia-France 
(I Made Widiantara, Marie Christine Bonneau, Kadek Dwi Cahaya Putra, I Wayan Edi Arsawan, Upayana Wiguna Eka Saputra)

Marketing communication in ASEAN: 

A bibliometric analysis. Jurnal Kajian 

Komunikasi, 12(2), 285–299. https://doi.

org/10.24198/jkk.v12i2.57783

Durão, M., Veríssimo, M., & Moraes, M. 

(2023). Social Media Research in the Hotel 

Industry: A Bibliometric Analysis. In J. 

Marques & R. P. Marques (Eds.), Digital 

Transformation of the Hotel Industry (153–

171). Springer International Publishing. 

https://doi.org/10.1007/978-3-031-31682-

1_8

Farmaki, A. (2019). Corporate social 

responsibility in hotels: A stakeholder 

approach. International Journal of 

Contemporary Hospitality Management, 

31(6), 2297–2320. https://doi.org/10.1108/

IJCHM-03-2018-0199

Freeman, R. E., Dmytriyev, S. D., & Phillips, 

R. A. (2021). Stakeholder Theory and the 

Resource-Based View of the Firm. Journal 

of Management, 47(7), 1757–1770. https://

doi.org/10.1177/0149206321993576

Gupta, R., Shukla, V. K., Rao, S. S., Anwar, S., 

Sharma, P., & Bathla, R. (2020). Enhancing 

Privacy through “Smart Contract” using 

Blockchain-based Dynamic Access 

Control. 2020 International Conference 

on Computation, Automation and 

Knowledge Management (ICCAKM), 

338–343. https://doi.org/10.1109/

ICCAKM46823.2020.9051521

Kang, E. Y., & Atkinson, L. (2021). Effects of 

message objectivity and focus on green CSR 

communication: The strategy development 

for a hotel’s green CSR message. Journal 

of Marketing Communications, 27(3), 229–

249. https://doi.org/10.1080/13527266.201

9.1640270

Kraus, S., Cane, M., & Ribeiro-Soriano, 

D. (2022). Does doing good do well? 

An investigation into the relationship 

between consumer buying behavior and 

CSR. Economic Research-Ekonomska 

Istraživanja, 35(1), 584–601. https://doi.or

g/10.1080/1331677X.2021.1970605

Lodhia, S., Kaur, A., & Stone, G. (2020). The 

use of social media as a legitimation tool 

for sustainability reporting: A study of the 

top 50 Australian Stock Exchange (ASX) 

listed companies. Meditari Accountancy 

Research, 28(4), 613–632. https://doi.

org/10.1108/MEDAR-09-2019-0566

Lu, Y. (Tracy), Chen, Z. (Wade), & Law, R. 

(2018). Mapping the progress of social 

media research in hospitality and tourism 

management from 2004 to 2014. Journal of 

Travel & Tourism Marketing, 35(2), 102–

118. https://doi.org/10.1080/10548408.201

7.1350249

Macca, L. S., Ballerini, J., Santoro, G., & 

Dabić, M. (2024). Consumer engagement 

through corporate social responsibility 

communication on social media: Evidence 

from Facebook and Instagram Bank 

Accounts. Journal of Business Research, 

172, 114433. https://doi.org/10.1016/j.

jbusres.2023.114433



35 Jurnal Kajian Komunikasi,  Volume 13, No. 1, June 2025, pp. 18-36

Instagram as CSR bridge: Comparing hotel strategies in Indonesia-France 
(I Made Widiantara, Marie Christine Bonneau, Kadek Dwi Cahaya Putra, I Wayan Edi Arsawan, Upayana Wiguna Eka Saputra)

Park, E., Kwon, J., & Kim, S.-B. (2021). Green 

marketing strategies on online platforms: A 

mixed approach of experiment design and 

topic modeling. Sustainability, 13(8), 4494.

Pereira, N. S., & Freitas, A. A. F. (2023). 

Influence of social media management 

practices on hotel performance. RAM. 

Revista de Administração Mackenzie, 

24(2), eRAMR230155. https://doi.

org/10.1590/1678-6971/eramr230155.en

Riffe, D., Lacy, S., Watson, B. R., & Lovejoy, 

J. (2023). Analyzing Media Messages: 

Using Quantitative Content Analysis in 

Research (5th ed.). Routledge. https://doi.

org/10.4324/9781003288428

Rini, I. G. A. I. S., Hasim, M. A., & Datrini, L. 

K. (2023). Corporate Social Responsibility 

of Five-Star Hotels in Bali. Jurnal Ilmiah 

Akuntansi, 7(2), 217–240. https://doi.

org/10.23887/jia.v7i2.49640

Serra‐Cantallops, A., Peña Miranda, D. D., & 

Ramón‐Cardona, J. (2021). Antecedents of 

CSR communication by hotels: The case of 

the Colombian Caribbean Region. Business 

Ethics, the Environment & Responsibility, 

30(3), 323–337. https://doi.org/10.1111/

beer.12346

Sofyan, D., Abdullah, K. H., Akinci, A. Y., 

Osiobe, E. U., & Priyatna, C. C. (2022). 

Map-based communication: A pivotal 

function of knowledge information 

in sports. Jurnal Kajian Komunikasi, 

10(2), 133. https://doi.org/10.24198/jkk.

v10i2.42170

Song, B., & Wen, J. (Taylor). (2020). 

Online corporate social responsibility 

communication strategies and stakeholder 

engagements: A comparison of 

controversial versus noncontroversial 

industries. Corporate Social Responsibility 

and Environmental Management, 27(2), 

881–896. https://doi.org/10.1002/csr.1852

Statista. (2025). https://www.statista.com/

statistics/578364/countries-with-most-

instagram-users/

Troise, C., & Camilleri, M. A. (2021). The 

use of digital media for marketing, 

CSR communication and stakeholder 

engagement. In Strategic corporate 

communication in the digital age (pp. 

161–174). Emerald Publishing Limited. 

https://www.emerald.com/insight/content/

doi/10.1108/978-1-80071-264-520211010/

full/html

Türkel, S., & Akan, A. (2015). Corporate Social 

Responsibility (CSR) Communication: 

A Turkish Industry Example. In P. J. 

Kitchen & E. Uzunoğlu (Eds.), Integrated 

Communications in the Postmodern Era 

(pp. 151–174). Palgrave Macmillan UK. 

https://doi.org/10.1057/9781137388551_7

Veloso, M., & Gomez-Suarez, M. (2023). 

Customer experience in the hotel industry: 

A systematic literature review and 

research agenda. International Journal of 

Contemporary Hospitality Management, 

35(8), 3006–3028.  https://doi.org/10.1108/

IJCHM-04-2022-0517



36Jurnal Kajian Komunikasi,  Volume 13, No. 1, June 2025, pp. 18-36

Instagram as CSR bridge: Comparing hotel strategies in Indonesia-France 
(I Made Widiantara, Marie Christine Bonneau, Kadek Dwi Cahaya Putra, I Wayan Edi Arsawan, Upayana Wiguna Eka Saputra)

Wong, E., Leung, R., & Law, R. (2015). 

How Effective Are Asian Hotels in 

Communicating CSR Efforts Through 

the Property Websites? The Case of Hong 

Kong. In I. Tussyadiah & A. Inversini 

(Eds.), Information and Communication 

Technologies in Tourism 2015 (pp. 651–

663). Springer International Publishing. 

https://doi.org/10.1007/978-3-319-14343-

9_47

Yang, Y., Yuan, Y., Tan, H., Wang, Y., & Li, 

G. (2021). The linkages between Chinese 

children’s both cognitive engagement and 

emotional engagement and behavioral 

engagement: Mediating effect of 

perceptions of classroom interactions in 

math. Psychology in the Schools, 58(10), 

2017–2030. https://doi.org/10.1002/

pits.22571


