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Abstract: As companies increasingly face scrutiny over their environmental impact, there is a growing need for innovative 

communication approaches that transcend the traditional role of the communications department. This study aims to explore 

the role of responsible communication in promoting sustainable development and effective communication indicators within a 

globalized context. By analyzing the evolution of responsible communication, this research identifies key strategies for 

mobilizing stakeholder support and fostering responsiveness to social concerns related to sustainability. The findings of this 

study emphasize the crucial role of communication in mobilizing reactions and developing transformative tools for change. It 

sheds light on the challenges faced by companies whose advertising practices are subject to scrutiny by consumers and citizens. 

The research suggests that responsible communication can serve as a powerful tool for promoting a more sustainable and 

socially responsible approach to business. Key factors, such as environmental impact, innovative approaches, and stakeholder 

engagement are examined in relation to responsible communication. The study highlights the importance of adopting an 

integrated approach that considers the broader social context, the expectations of stakeholders, and the potential for long-term 

impact. By doing so, companies can effectively navigate the complexities of a globalized world and proactively address 

sustainability challenges. Finally, this research underscores the transformative potential of responsible communication and its 

ability to shape the business landscape towards sustainability. It calls for a re-evaluation of communication practices within 

companies, urging them to embrace responsible communication as a strategic imperative. 

Keywords: Environmental Impact, Innovative Approach, Responsible Communication, Sustainable Development, 

Globalization, Stakeholders, Social Awareness 

 

1. Introduction 

There is increasing recognition of the need for innovative 

approaches to communication services and internal 

communication that go beyond the traditional role of the 

communications department [1, 2]. This requires 

understanding the role of responsible communication and its 

ability to promote sustainable development and effective 

communication indicators [3]. In a globalized context, 

responsible communication can serve as a tool for optimizing 

institutionalized communication, both internally and 

externally [4]. By crossing the mobilizing reactivity of 

various authorities and stimulating complete adhesion of 

companies to social development targets, responsible 

communication can be used to awaken true exchange and 

challenge within organizations [5]. This challenge is of 

particular importance given the increasing number of actors 

involved in any production process [6]. As such, the impact 

of responsible communication must be assessed in the short, 

medium, and long-term, to ensure that it meets the demands 

of an evolving globalized context [7]. 

Studies in the field of management have demonstrated the 

importance of testing innovative approaches to 

communication in order to meet the requirements of quality 

for service delivery [8, 9]. Research on the role of 

communication in this context focuses on the relationship 

between the service, the waiting time associated with it, the 
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object of the service, and its objectives [10]. New 

communication tools are openly available to enhance the 

advertising value of institutional and display 

adve2.rtisements, which fall under a perceptual perspective 

aimed at measuring the expected impact of messages in 

various forms [11]. Marketing messages are considered 

effective in persuading consumers to choose a particular 

company, as each establishment strives to differentiate its 

communication methods according to its implicit or explicit 

objectives, including the use of promising communication 

strategies that blend the rational and the emotional [12]. 

Therefore, it is essential to engage in professional and ethical 

communication practices, as the challenge of creating an 

atmosphere of commitment requires credible and responsible 

communication, which is the subject of our study. 

1.1. Problematic 

The focus of companies is on balancing social 

responsibility with profitability, which is a challenging 

paradox when compared to the prevailing economic 

development model that often emphasizes financial gain at 

the expense of other values. This growing awareness has 

resulted in a diversity of reactions from consumers who now 

demand more intentional and engaged communication that 

aligns with their concerns. Consequently, communication has 

a paramount role in mobilizing reactions, developing tools 

for initiating change, and promoting more responsible 

communication [13, 14]. Small and medium-sized companies 

are especially susceptible to controversy over their 

advertising, and information now needs to be quantified and 

measured based on its impact on the receiver [15]. The 

ultimate goal is to achieve coherence between assigned 

responsibility and holders on the one hand, and a consensus 

on the challenge of the relationship between companies and 

customer citizens on the other hand. This is what is meant by 

responsible communication, which is the focus of our 

proposal. Responsible communication goes beyond simple 

service promotion; it addresses the social responsibility of 

organizations and questions the relationship between them 

and their target audience [16]. To redefine their 

communication and linguistic range, organizations must 

consider changing their design of social and professional 

comfort, as well as their indicators of differentiation, to avoid 

tacit or apparent consequences of their messages [17]. 

1.2. The Commitment Label: Responsible Communication 

in Alignment with the Strategic Vision 

Effective communication can be a significant driver of 

innovation, sustainability, and effectiveness, and can serve as 

a reference point for actions at all levels - short, medium, and 

long-term. To avoid damaging the company's image and 

reputation, it is crucial to consider the socio-economic 

impacts and repercussions of non-responsible communication 

and its variations, especially as stakeholders become 

increasingly conscious of these issues [18]. Effective 

communication goes beyond just sales force and market 

share figures; it provides direction for the institutional, 

commercial, and professional values of the company, helping 

it present itself in a suitable and competitive manner [19]. In 

order to establish meaningful connections, feedback should 

be interpreted thoughtfully, and any biases should be 

addressed through the integration of private institutions of 

higher learning [20]. Responsible communication goes 

beyond merely producing and distributing data. It is essential 

to consider the relevance of actions undertaken by 

organizations, and to defend the validity of their citizenship 

initiatives, rather than relying solely on spontaneous efforts 

or prevailing trends [21]. Successful communication is not 

just about promoting citizenship initiatives; it requires a 

genuine commitment to addressing societal challenges and 

delivering tangible results. This entails adopting a long-term 

perspective, rather than focusing solely on short-term market 

trends and innovations [22]. 

It is crucial to establish partnerships with stakeholders and 

seize opportunities to demonstrate social responsibility and 

meet the needs of the target audience. However, it is 

important to remember that the target audience is also 

scrutinizing the validity of such communication, and 

credibility is crucial. Therefore, it is important to 

communicate in a responsible manner, rather than simply 

relying on traditional marketing strategies, and to prioritize 

societal benefits over short-term gains [23, 24]. 

The responsible communication approach should focus on 

integrating variables that bring together profit and 

commercial aspects, while also emphasizing investment in 

human capital. However, this approach needs to avoid being 

viewed as a return to a traditional university education model, 

as this would not generate the desired return on investment 

[25] This challenges the image and intentions of 

organizations, which need to demonstrate a more responsible 

commitment to consumer concerns. Negative attributes such 

as poor working conditions and low wages must be addressed 

and the use of certification such as ISO should be carefully 

considered in communication messages to maintain 

credibility. The commitment should be more than 

stereotypical promises of career advancement and pay raises, 

and new actors and techniques need to be introduced to 

effectively implement responsible communication practices. 

2. Communication with Responsible 

Objectives 

The services offered by a company can indicate whether it 

is acting positively or negatively toward the societal project. 

The designation of being a "market leader" brings about a 

greater sense of responsibility, but it can be overshadowed by 

messages that only provide surface-level information. This 

can hinder the quality of mobilization efforts, which should 

be based on a genuine passion for sustainable development 

and social responsibility, rather than solely focusing on 

commercial challenges. 

To ensure effective communication with responsible 



 International Journal of Language and Linguistics 2023; 11(4): 94-98 96 

 

objectives, values related to the benefits should be presented 

in a sequence that aligns with the level of commitment and 

mission expression. This classification can range from being 

a pioneer in the promotion of work tools and reactive 

innovation to being responsive to the requirements of the job 

market by multiplying social actions with economic actions. 

The ultimate goal should be to approach projects with a 

citizen-based approach. 

Using of responsible communication demands exemplary 

behaviors, including proportionate actions in response to real 

constraints, such as logistics and executive availability to 

address the legitimate concerns of consumers. It also entails 

alignment with mutual responsibility measures that 

acknowledge shared responsibilities, despite often divergent 

views, and adjusting to the true pace of the stigmatized career 

paths while maintaining continuity in public, private, or 

public-private comparative approaches, focusing on long-

term economic stability and psychological well-being. 

A company's desired impact, driven by the logic of 

influence, is ultimately tied to its own development. To 

achieve this impact, it's important to adopt a comprehensive 

communication strategy that addresses the need for 

quantifying and measuring benefits, even if the approach 

appears diverse. This approach should be scrutinized and 

evaluated based on the growth of visibility among informed 

target audiences, rather than just the initial positive reception 

in the market. Ultimately, this requires a high level of 

professionalism that cannot be disputed. 

To fully comprehend the impact, one must also consider 

the potentially negative effects of communication. The 

process of conveying information and marketing, along with 

the utilization of certain techniques, can lead to an 

exaggeration and amplification of the message based on 

various factors such as the representation of a responsible 

company and shared values. Consequently, service firms may 

need to employ impact facilitators that appeal to both 

emotions and reason, such as carefully choosing 

nomenclature that avoids common stereotypes like "our 

mission" or "our values". Communication vigilance is 

increasingly important as these messages must balance 

reality with aspirations, leaving the question of what message 

should be remembered and for what value. (3) The key lies in 

designing training programs that are both useful and 

persuasive, while also leveraging amplification techniques 

across various media channels to engage the target audience 

in imagining the benefits they could derive from the service. 

The mechanics of engagement, therefore, serve as a 

facilitator for establishing a reference framework that not 

only builds the company's brand image but also demonstrates 

its active commitment to sustainable development. (4) This 

requires carefully choosing the communication topic that 

effectively resonates with the audience's emotional or 

passionate interests, and avoiding the creation of a 

stereotypical company image that fails to adapt to changing 

economic conditions. Instead, the company should aim to 

persuade its audience through actions that align with their 

needs, desires, and aspirations, rather than relying solely on 

attracting them through pseudonymous appeals that lack a 

long-term impact. To measure the potential for engagement 

and repetition, the company needs to assess the target 

audience's potential reactivity to various messages, and use 

that information to craft personalized, reassuring 

commitments that demonstrate the company's genuine 

concern for their needs. 

Furthermore, the impact can also be seen in the negative 

effects of non-responsible communication strategies that rely 

on persuasive messages aimed at encouraging consumer 

behavior. Such messages are often associated with values 

that are excessively communicated, and the constant 

exposure of individuals to such messages contributes to the 

normalization of consumption as an automatic and 

unavoidable act. This phenomenon, also known as 

"greenwashing," has been highlighted by experts such as 

Servine Millet at the ADME; p87), who argue that the 

abundance of communication messages only serves to fuel 

the consumption culture. 

The economic argument is ever-present in this context. 

Although the impact of responsible communication is 

apparent, the representation of psychological comfort may 

falter due to the use of sales engineering tactics that portray 

parents as being trapped in a state of instability, which is 

premeditated to encourage the use of these services. This 

downstream approach to responsible communication 

emphasizes convenience, credibility, and flexible payment 

options to lure the target market. Companies must evaluate 

the economic and social consequences of their 

communication strategies on the target audience to develop a 

responsible communication approach. This necessitates a 

shift towards a responsibility-based approach, where progress 

is sought through the use of appropriate methods. 

To build trust between recipients and the company, 

responsible communication topics should be chosen carefully, 

and a responsible communication approach must be adopted. 

The goal is to attain socio-economic acceptance while 

communicating responsibly. 

To ensure moral comfort and psychological support, 

messages must be crafted in a way that resonates with 

customers and addresses their needs. (5) This requires careful 

consideration of how these messages will be received and 

perceived, with a focus on delivering tangible benefits such 

as preferential treatment or reasonable and well-thought-out 

credit options. By doing so, companies can create a positive 

impact and build long-lasting relationships with their 

customers. 

2.1. Total Implication of Pseudonymous Content 

The responsible communication approach should not be 

seen as a constraint but rather as a tool for development, 

particularly in terms of repetition, which carries the risk of 

negative reputation. It is important to view it as a valuable 

investment that can be useful during prospecting and can 

serve as a factor of differentiation through a more 

sophisticated and consistent communication policy that 

aligns satisfaction needs with the need for demarcation. 
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Therefore, it becomes important to evaluate the coherence of 

the occasions that arise to students while thinking about 

developing their communication skills and shared values. To 

ensure the reliability of the information provided, it is 

advisable to integrate an in-house charter. 

Encouraging innovation is one thing, but it raises questions 

about how to develop loyal consumers who genuinely 

embrace the values espoused by a company. Responsible 

communication can help with this, but it's important to 

carefully consider the means of distribution. 

Too often, companies default to using folders and websites 

without thinking deeply about the role of face-to-face 

communication in cementing a moral contract between the 

company and the consumer. 

To address this, organizations need to fully engage their 

employees and sensitize them to the positive impact of 

responsible communication. Clear indicators of a service's 

impact should be made available to consumers, and 

information shared with third parties should be realistic and 

aimed at promoting more responsible commercial practices. 

By doing so, companies can create a coherent system of 

evaluation that aligns with responsible behavior standards. 

How can the principles of responsible communication be 

effectively conveyed? The answer lies in equity and ethics, 

where the aim is not to create a gap between what is said and 

what is experienced. The key to successful communication is to 

avoid disappointing customers by providing clear and explicit 

information on the conditions of any service performance. It is 

important to highlight the positive impact of ethical behavior 

and to use arguments that appeal to the principles of good 

citizenship. The choice of communication channels is also 

crucial, with companies needing to consider the effectiveness of 

face-to-face communication alongside other accepted and 

acceptable forms of communication. Companies should not use 

communication solely to enhance their institutional image 

without a genuine commitment to responsible behavior, and 

should instead seek to establish new bases for their commitment 

before embarking on new communication initiatives. 

Throughout this process, it is essential to remember that the 

strategic approach to communication depends on a 

comprehensive communication strategy. 

We wonder about the possibility of applying standard 

AA2000 to the social responsibility of the companies. In 

addition it is imperative not to yield the value of the 

communication to what will correspond the classic looks of 

the advertisements; indeed, for better controlling a 

responsible action of communication, it will be necessary to 

colour the fields of the values created by the responsible 

communication in order to be able to evaluate them 

according to indicators set up according to the objectives 

related to the management of the additional activities: 

tombola, travel offered… lately introduced especially to the 

level of the reputation of such or such entity. 

2.2. Evaluating the Challenge: Engaging and Supporting 

Commitment 

The concept of responsible communication extends 

beyond the domain of service communication and involves a 

comprehensive and cross-functional approach. It requires a 

mapping of the communication landscape, followed by the 

initiation of one or more actions on multiple fronts to validate 

the communication strategy. This necessitates collaboration 

between primary communication functions and support teams 

to reinvigorate the human interface. 

The challenge lies in formulating responsible 

communication messages that optimize profitability while 

addressing the need for suitable themes. It is imperative to 

activate a responsible communication network that 

undertakes a comprehensive evaluation to deliver the 

expected results to consumers. Merely encouraging 

consumption without promoting the total process of 

expenditure control and preventive measures is not sufficient. 

It is therefore essential to prepare a political agenda that 

aligns with the consumer's expectations after each operation. 

The primary education challenge is to encourage consumers 

to integrate these measures into their decision-making 

process, rather than merely promoting consumption. 

2.3. Diagnosing the Essence of Propaganda Strategies 

The purpose of this diagnosis is to identify the strengths 

and weaknesses of past communication strategies as a 

reference point for defining the standards and principles of 

responsible communication. The aim is to incorporate these 

principles into the overall process of commercial 

communication, where organizations seek to share their 

perspective while also taking social responsibility into 

account. In this sector, it is essential to monitor indicators 

both upstream and downstream to ensure that each action is 

aligned with responsible objectives. This diagnosis should be 

carried out without compromising the quality of service 

provided to clients, while also acknowledging the constraints 

that must be considered in order to create a responsible action 

plan. 

A responsible communication strategy for private 

companies involves using additional tools to transform their 

internal and external strategies into value creation levers, in 

addition to existing methods. These tools should be useful 

and provide tangible evidence of the social impact that the 

company conveys, as well as support their target audience's 

engagement and promote transparency. Companies should 

approach communication as a reciprocal action rather than a 

one-way conversation solely focused on increasing the 

number of customers. When managing communication, it is 

essential to prioritize transparency and credibility by 

reassessing the ways in which information is presented. 

In other words, if a company wishes to implement a 

responsible communication strategy, they should first 

conduct a diagnosis to assess its utility and ensure coherence 

with other communication streams. This diagnosis should 

identify economic issues specific to the market and sector, 

associate them with the company's challenges, and take 

corrective measures to present the utility effectively through 

both new and traditional media. The pedagogical team's role 

is to work alongside the marketing team to compare and 
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express the company's viewpoints on their services in terms 

of social value. 

3. Conclusion 

It is essential to ensure that formal action plans and 

responsible behaviors are in place when discussing careers 

with a target audience. This means taking care to choose the 

right topics of commitment and being consistent in the 

answers given to the questions raised by the audience. By 

doing so, the company can build trust and reinforce 

confidence among its audience. 

One way to achieve this is by communicating a 

differentiation strategy that anticipates trends and positions 

the company as a pioneer in its sector. This approach helps to 

move away from a constraining image and towards one of 

opportunity, especially when the communication emphasizes 

the company's social objectives, promotions, and offers. It is 

also important to communicate progress and the means by 

which it will be achieved, as well as to measure the impact of 

messages in terms of shared values between the company and 

its customers. 

In short, effective communication is crucial for building 

trust, reinforcing confidence, and positioning the company as 

a responsible and socially conscious player in its industry. By 

adopting a responsible and transparent communication 

strategy, companies can not only attract and retain customers, 

but also contribute to the greater good of society. 
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