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Abstract

This study aimed to describe and analyze social responsibility communi-
cations management at large companies in Ecuador, Colombia, and Chile
and contribute empirical observations to understand sustainability manage-
ment in Latin America better. The study followed a quantitative approach
and conducted a survey based on the Communications and Sustainabili-
ty Convergence Model. The survey was administered to 96 executives in
the three countries, who were asked to rate their practices in these two di-
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mensions. Notwithstanding the limitations associated with survey respon-
dents self-evaluating their practices, we found that most of the companies
surveyed categorize their communications and sustainability management
as more strategic than tactical and that their practices fit within a scenario
known as the Common Good, which aims at creating a triple social, eco-
nomic and environmental value. However, conceptual differences emerge
when understanding sustainability and where it should be focused with-
in the organization. Further research is recommended to help achieve a
consensus on the concept of sustainability and how it can be implement-
ed through communications initiatives that benefit both organizations and
the communities in which they operate.

Keywords
Communications; sustainable development; organization; management;
information and communication.
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Comunicar para el bien comun. El
enfoque estrategico de la comunicacion
para la sostenibilidad en Ecuador,
Colombia y Chile

Resumen

El objetivo de esta investigacion es describir en forma comparativa la ges-
tion de comunicacion de la responsabilidad social en empresas de Ecua-
dor, Colombia y Chile, contribuyendo a la observacién empirica para una
mejor comprension de la gestion de la sostenibilidad en América Latina.
El estudio tuvo un enfoque cuantitativo y aplicé una encuesta basada en
el Modelo de Convergencia de Comunicacion y Sostenibilidad, a 96 eje-
cutivos de grandes compaiiias de estos tres paises, quienes calificaron sus
practicas con respecto a diferentes variables, dentro de los dos dmbitos. Sin
dejar de tomar en cuenta la limitacién de que son los propios comunica-
dores quienes responden sobre su trabajo, se encontrd que, en su mayoria,
las organizaciones en los tres paises declaran gestionar la comunicacién de
la sostenibilidad de una manera mas estratégica que tactica, considerando
que sus practicas se pueden describir dentro de un escenario ideal, identi-
ficado como la busqueda del Bien Comun, orientado a crear un triple va-
lor social, econdémico y ambiental. Sin embargo, a pesar de estos esfuerzos,
existen diferencias de tipo conceptual al momento de entender qué es la
sostenibilidad y hacia donde se le debe enfocar en la organizacion, por lo
que se recomienda un trabajo més orientado alograr un consenso sobre el
concepto de la sostenibilidad yla forma en que la comunicacién puede pro-
mover su implementacion, lo que favorece no solamente a la empresa sino
ala comunidad en la que esta opera.

Palabras clave
Comunicacién; desarrollo sostenible; organizacion; gestion; informacion
y comunicacion.
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Comunicar para o bem comum.

A abordagem estratégica da
comunicacao para a sustentabilidade
no Equador, na Coldombia e no Chile

Resumo

O objetivo desta pesquisa é descrever comparativamente a gestao da comu-
nicagdo da responsabilidade social em empresas do Equador, da Colom-
bia e do Chile, contribuindo com a observagao empirica para uma melhor
compreensao da gestao da sustentabilidade na América Latina. O estu-
do teve uma abordagem quantitativa e aplicou uma pesquisa baseada no
modelo de convergéncia de comunicagio e sustentabilidade a 96 executi-
vos de grandes empresas desses trés paises, que classificaram suas préticas
com relagdo a diferentes varidveis dentro das duas 4reas. Levando em con-
ta a limitagao de que sao os proprios comunicadores que respondem so-
bre seu trabalho, constatou-se que, em sua maioria, as organizagoes dos trés
paises relatam gerenciar a comunicagao da sustentabilidade de forma mais
estratégica do que tatica, considerando que suas praticas podem ser descri-
tas dentro de um cendrio ideal, identificado como a busca do bem comum,
orientado para a criagao de valores social, econdmico e ambiental. No en-
tanto, apesar desses esfor¢os, ha diferencgas conceituais na compreensao do
que ¢é sustentabilidade e onde ela deve ser focada na organizagao. Portan-
to, recomenda-se que mais trabalhos sejam feitos para se chegar a um con-
senso sobre o conceito de sustentabilidade e a forma como a comunicag¢io
pode promover sua implementagao, o que favorece nao apenas a empresa,
mas também a comunidade em que ela atua.

Palavras-chave

Comunicagao; desenvolvimento sustentével; organizag¢ao; gestao; informacao.
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Introduction

Understanding sustainability challenges academics and researchers due to
its complex nature and many factors involved in its execution in different ar-
eas of society. According to Verk et al. (2021), sustainability involves greater
organizational participation and communication to resolve the contradic-
tions between social and business concerns. Many companies recognize
that, at present, incorporating the principles and criteria of sustainability
into their corporate cultures and their operations is a necessary competi-
tive factor for their success in the medium and long term (Morioka et al,,
2017). From this point of view, the participation of the private sector in the
implementation of the 2030 Agenda for Sustainable Development (Unit-
ed Nations General Assembly) should not only be approached from a cor-
porate social responsibility (CSR) point of view but as an opportunity to
adopt and transform business models (ECLAC, 2019).

According to Aldeanueva and Cervantes (2019), the sustainability
strategies of companies confer competitive advantages and help create val-
ue, which helps explain the interest of companies in working with agencies
that develop organizational performance measurement mechanisms (e.g.,
Dow Jones Sustainability Index, Carbon Disclosure Project, and Global
Reporting Initiative) and instruments to disseminate sustainability initia-
tives such as sustainability reports, newsletters, social media, and websites.

Academic research on sustainability has increased considerably in the
last decade, with published articles focused primarily on evaluating sustain-
ability reports as a management tool, critical indicators, appropriate mod-
els, frequency of dissemination, and depth of information. Among the more
relevant aspects of these studies is the link between CSR, ethics, and orga-
nizational reputation (Castafio Ramirez & Arias Sanchez, 2021; Chen et
al,, 2023; Jiménez-Yanez & Fontrodona, 2022; Kim & Lee, 2020; Schroter
etal, 2021; Sepulveda et al., 2018; Shim & Kim, 2021).

Unsurprisingly, sustainability reports have gained considerable trac-
tion in the corporate world, likely because they are voluntary and subject to
organizational guidelines (Acevedo & Pifiero, 2019; Buitrago, 2021; Her-
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rera et al.,, 2013; Hurtado-Jaramillo et al., 2016; Monfort & Mas, 2021;
Semenova, 2023; Thijssens et al., 2016). While these reports are certain-
ly a key communications tactic, they are neither the only nor the most im-
portant tactic available. In 009, the Conselho Empresarial Brasileiro para o
Desenvolvimento Sustentdvel (Brazilian Corporate Council for Sustainable
Development, CEBDS for its acronym in Portuguese) published the Com-
munication and Sustainability Guide, which was inspired by the principle
of the triple bottom line (Elkington, 1998). The guide established three di-
mensions of sustainability communications: information, change, and pro-
cess, vital elements in communications management. Sustainability reports
are clear examples of the information dimension, or what is known as sus-
tainability communications. Its objectives are to seek empathy with strate-
gic audiences by communicating what the company does, how it does it,
and why. The second dimension is aimed at changing the behavior of the
public through the promotion of dialogue, reflection, education, and even
mobilization. In this case, it is seen as communications for sustainability. The
dimension of the process focuses on interaction and construction of mean-
ing, thus considering individuals as key participants who can inspire sus-
tainability processes and help achieve their materialization in organizations
with appropriate communications management.

Based on this distinction, it is not enough to keep the public informed
about what the company does administratively and explain what behaviors
are expected; it is also essential that this communication has meaning and
authentic value so it can be internalized. From this perspective, the val-
ue of communications lies in creating a reciprocal connection with an or-
ganization to change the attitudes and behaviors of different stakeholders
(Garcia-Nieto etal., 2020). As suggested by Lattuada (2010), sustainability
processes require the construction of a collective consciousness that creates
shared meanings in the organizational environment. This can only occur
with exchanges, shared experiences, and conversations that foster meaning-
ful relationships with the public to promote social change. That is, it adds
value to the community and increases the organization’s social capital, all
while enhancing the effect of communications with stakeholders (Salniko-
vaetal.,, 2022). For Godemann and Michelsen (2010), sustainability com-
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munications is a process of mutual understanding that shows concern for
the future and development of society at different levels and contexts and
in all types of national and regional settings to assess meaningful stakehold-
er engagement. A message is absorbed with greater intensity and affects the
actions of individuals when they are inspired to act based on the knowledge
received (Costa & Teodédsio, 2011).

All this reflection leads to a more comprehensive look at communica-
tions and its strategic management, which establishes the global guidelines
for the definition of a company’s central message and subsequent selection
of the action plans that will allow a company to achieve the objectives es-
tablished with its public (Madrofiero & Capriotti, 2018).

Within this framework, this study applies the Communications and
Sustainability Convergence Model by Duran and Mosquera (2016) to eval-
uate how both disciplines are manifested in companies in Ecuador, Colom-
bia, and Chile. This was achieved through developing and administrating
a survey based on the model with communications managers at 96 large
companies in those three countries.

Communications and Sustainability Convergence Model:
Theoretical underpinnings

Numerous studies address the contribution of communications in sustain-
ability processes (e.g., Bartlett et al., 2007; Gill, 2015; Giraldo-D4vila &
Maya-Franco, 2016; Goi & Yong, 2009; Molina et al., 2017; Roger-Monz6,
2022; Roper, 2012). However, these disciplines do not continually advance
in a coordinated or coherent manner within organizations. A study con-
ducted at large Brazilian and Ecuadorian companies by Durdn and Ferra-
ri (2018) showed that only 33 % of Brazil and 26 % of Ecuador keep their
departments of communications and sustainability under the same man-
agement. Likewise, only 59 % and 66 % of surveyed communications pro-
fessionals in Brazil and Ecuador, respectively, mention support for corporate
social responsibility and sustainability as the most frequent functions of
their departments.
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Duran and Mosquera’s (2016) Communications and Sustainability
Convergence Modelis based on three theories: Grunig and Hunt’s (2000)
Public Relations Management Models, Garriga and Melé’s (2004) Para-
digms of Social Responsibility, and Austin’s (2003) Continuum of Collab-
oration. With these theories as a base, the model establishes four contexts
for companies based on their type of communications management and
sustainability.

The first context is called organizations centered on business, which
maintains the idea of philanthropic support and, in general, the adoption
of a press agent model of communications. The second context describes
organizations centered on accountability, where relations with the organiza-
tions’ public are transactional, and conversations are established to defend
the organization’s interests. The communications model is that of public
information, which maintains a one-way communications flow. The third
context applies to organizations centered on public interests, whose orien-
tation is based on the knowledge of the needs and aspirations of stake-
holders. Communications are managed through a two-way asymmetrical
model that collects feedback from different publics, allowing the company
to achieve organizational objectives. The fourth and final context is that of
organizations centered on the common good, guided by organizational values
and a view of social responsibility based on recognizing that all corporate
actions impact society. These organizations maintain a close and integra-
tive collaborative relationship in which dialogues are established t in equal
conditions, so a symmetrical two-way model of communications applies.

The model applied in the present study is based on the premise that
the context that best describes an organization can be determined by eval-
uating five key variables that allude to observable communications and sus-
tainability management practices, as established in the instrument published
by Durén and Mosquera (2016).

In the field of communications, the key variables are as follows: the
flow of information, communications objectives, communications strate-
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gies, profile of the communications professional, and corporate discourse.
Regarding sustainability, the five analysis variables are as follows: concep-
tual line, type of support, planning and resources for social responsibili-
ty, planning for environmental preservation, and respect for human rights.

Thus, the study set out to answer the following research questions:

1.  What context best describes the orientation of the organizations based
on their communications practices regarding the flow of information,
objectives, strategies, professional profiles, and discourse?

2. What context best describes the orientation of the organizations based
on their sustainability practices regarding conceptual lines, types of sup-
portreceived, allotted resources for social responsibility, environmental
planning, and level of importance given to human rights protections?

3. Whatis thelevel of alignment between the organizations’ communi-
cations and sustainability practices?

The Results section explains these variables and their use in the pres-
ent study.

Materials and methods

Sample selection

This article derives from a more extensive quantitative study on the com-
munications practices for sustainability in large companies in Ecuador, Co-
lombia, and Chile. In determining the sample, the authors worked under
the premise that larger organizations would have sufficient resources to es-
tablish management and sustainable development mechanisms. To build a
sample of 100 companies, the authors took as a reference the 2018 business
rankings published in highly prestigious specialized magazines on econom-
ics and business in each country: América Economia (Chile), Dinero (Co-
lombia), and Ekos (Ecuador). The magazines prepared the rankings based
on the companies’ income and profit reports.
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Once the sample was built, the next step was to create a database of
critical communications professionals at each company, including manag-
ers and directors. To secure participation, the researchers established con-
tact with the companies via email and phone to obtain contact information
on the professionals, explain the study’s objectives and guarantee confiden-
tiality. In total, ninety-six companies agreed to participate in the study: Ec-
uador (n=24), Colombia (n = 34), and Chile (n = 38).

Instrument implementation

The Survio platform served as a medium to create an online survey based
on Durédn and Mosquera’s (2016) instrument to identify sustainability and
communications strategies in companies. The survey was designed to in-
clude the dimensions of communications and sustainability, each with
the five variables mentioned in the theoretical framework. In each of the
five variables, four options or categories with descriptions were presented
so the respondent could weigh, on a 10-point scale, those that best de-
scribed the management of their organization. The scores assigned by the
respondents were then added and averaged in the analysis phase to obtain
data for each country.

Results

As a descriptive study, instead of generalizing the results, the objective was
to elucidate the trends of a group of companies, compare the practices of
the three countries and identify those that could be modified to favor fur-
ther evolution in the sustainability process.

Communications
Regarding the practice of communication, the results are as follows:

a.  The flow of information. Based on the public relations model by
Grunig and Hunt (2000), this variable observes whether commu-
nication flows in a one-way or two-way direction and whether it is
symmetrical or asymmetrical. Respondents highlighted the follow-
ing answers concerning the flow of information within their organi-
zations (see Figure 1).
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Figure 1. The flow of information in Ecuador,
Colombia, and Chile.
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According to the responses, in Chile (5.50) and to a lesser degree in
Ecuador (4.75) and Colombia (4.18), most respondents believe their
organization considers different audiences as interlocutors with whom
they maintain a continuous dialogue with a symmetrical and two-way
flow. This type of relationship allows organizations to discern their
demands and expectations since the success or failure of the compa-

ny depends on their satisfaction (Apolo et al., 2017).

The number of those who consider that efforts are made in their or-
ganizations to understand the needs and interests of their audiences
islower: Colombia (3.09), Chile (2.84), and Ecuador (2.54). Inlight
of the model, the data reflect that, although there is more strategic
management regarding the flow of information, an essential and one-
way approach still exists. This coincides with Capriotti et al’s (2021)
findings, who found that a business tends to maintain a monologue
even through digital means.

Communication objectives. This variable represents the nature of
communications objectives in the organization and the type of rela-
tionship with its stakeholders (see Figure 2)
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Figure 2. Communications objectives in Ecuador,
Colombia, and Chile.
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In Ecuador, the numbers show a considerable difference between
those who consider that their organizations seek to establish a dia-
logue with stakeholders to optimize ties with them (4.79) and those
who indicate that their companies do so only to respond to their needs
with specific strategies (1.88). Something similar occurs in Chile (4.68
versus 2.75). In Colombia, however, these two responses reached a
somewhat similar score (3.71 compared to 3.53).

From the point of view of the model, the search for a direct dialogue
with the public is pursued through various means, while efforts to un-
derstand the public are accomplished with research strategies such as
diagnoses of organizational climate, communication audits, market
studies, corporate image analysis, and others; these seem to be more
frequent practices in Colombia than in other countries.

Communications strategies. As a study variable, communications strat-
egies are evaluated according to the direction and approach that the set
of communication activities carried out in the organization (Cooper,
2006; Duran & Mosquera, 2016; Ferré & Ferré, 1996; Pérez, 200S; Matil-
la,2009). Developing communications strategies aligned with organiza-
tions’ needs enables them to create, improve or maintain their corporate
identity, image, and reputation (Apolo et al., 2017) ; see Figure 3).
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In Ecuador (5.88), Chile (4.45), and Colombia (3.56), executives
maintain that their companies simultaneously use diverse strategies
that take into account internal and external environments. In Chile,
the most traditional strategies, such as press releases, advertising, and
cause marketing, reached an average of 1.11, which means that very
few companies recognize them as important tactics. However, they
are more frequent in Ecuador (1.54) and Colombia (2.03).

The use of resources such as management reports, public assemblies,
awareness events, tours of projects and facilities, and open houses ob-
tained a reasonably low score in Ecuador (1.13) but not so much in
Colombia (2.18) and Chile (2.26). Something similar occurs with
the tactics that seek to investigate the interests of the public, such as
image, market, and public opinion studies. In Ecuador, the scores
reached an average of 1.46, in Colombia, 2.24, and in Chile, 2.18.

Profile of the communications professional. This variable addresses
the training and skills the communications professional must devel-
op in each context. Cubillos (2010) asserts that these competencies
are becoming more demanding and must respond to a market that
requires professionals “with more human and ethical traits focused
on cognitive and technical skills of the discipline.” In other words, ac-
cording to Costa (2012, p. 16), a multi-talented professional with a
“global, holistic view of parts and details, as well as a systemic view
of operations as a whole” (see Figure 4).
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Figure 4. Profile of the communications professional
in Ecuador, Colombia, and Chile.
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In Chile (6.89) and Ecuador (6.58), and with a notable difference
from Colombia (4.65), the majority of responses favor a profile as
someone responsible for all communications initiatives of significant
responsibility, with a holistic and articulating vision of the organiza-
tion’s objectives in communication management. Meanwhile, the low-
est score in the three cases (1.44 in Colombia, 1.04 in Ecuador, and
just 0.55 in Chile) reflects a mindset that prefers an expert in market
research, public opinion polls, and reputation audits.

In Colombia (2.29), the criterion that the ideal profile of a commu-
nications professional should include knowledge of advertising and
integrated communications is more frequent than in other countries
(Ecuador: 1.29; Chile: 0.84). Likewise, the idea of an expert in ac-
countability and media relations had a relatively low score in Ecuador
(1.08) but not so much in Colombia (1.62 and Chile 1.71).

Corporate discourse. As per the model of Grunig and Hunt (2000),
the background of the content of the message is what allows one to
discern the discursive approach of the organization; that is, what the
company says about itself or the environment. Thus, it could empha-
size disseminating a product or service or informing the public about
institutional activities beyond the products. The most complexlevel im-
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plies discourse management that ranges from responding to the needs
of the public of interest to a more strategic discourse based on the vi-
sion and corporate philosophy of the organization (see Figure 5).

Figure 5. Corporate discourse in Ecuador, Colombia,

and Chile.
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In this variable, Ecuador (5.50) stands out as the country where most
communications professionals believe their organizations have a strate-
gic discourse that considers the vision and mission of the organization,
followed by Chile (4.87) and then Colombia (4.89). The second-high-
est average score among Chileans (2.34) and Ecuadorians (1.75) is a
business discourse that keeps stakeholders informed of the organiza-
tions’ actions. On the other hand, for Colombians, the second-highest
score (2.26) reflected a focus on the interests and needs of the public.
In Chile, there were very few responses (0.74) indicating that the cor-
porate discourse has the primary function of supporting business man-
agement. While in Ecuador and Colombia, this option was also minor
(1.58 and 1.65, respectively), it was more significant than in Chile.

Sustainability

As in the dimension of communications, five variables are analyzed under
the sustainability dimension to identify the context to which each organi-
zation belongs.
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a.

Conceptualline. This variable corresponds to the theoretical approach
that organizations use or validate in the design and execution of their
sustainability strategies. In principle, they follow Garriga and Melé’s
(2004) proposal, according to which it is possible to distinguish, hi-
erarchically or evolutionarily, between instrumental, political, inte-
grative, and ethical perspectives. The survey presented options that
ranged from an interest focused on profit maximization to the search
for a fairer society, also known as the Common Good (see Figure 6).

Figure 6. Conceptual line in Ecuador, Colombia, and Chile.
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The preferred option for communications professionals from Colom-
bia (3.50) and Chile (3.21) reflects the notion that everyone in their
organization seeks the greatest efficiency to fulfill the company’s mis-
sion in society responsibly. While in Ecuador, the preferred option
(3.08) reflected a focus on maximizing company profits through dif-
ferent activities—which was also scored similarly in Chile (3.03)—,
Colombia showed a much lower score (1.88).

Type of support. This variable is based on Austin’s (2003) pro-
posal that classifies how companies are linked with public and
non-industrial organizations (NGOs, foundations, educational en-
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tities) through three stages of relationships (philanthropic, transac-
tional, and integrative) due to their flexibility and adaptive character.
These stages comprise a “collaboration continuum” (see Figure 7).

Figure 7. Type of support in Ecuador, Colombia,

and Chile.
=== Chile Colombia Ecuador
4,55 5,08
356 - [ 400
S \
3,97

/ N

—_—

My company does not provide My organization provides My organization is concerned My organization dialogues and
any support to another support to others when asked, with listening to requests so supports others equally to
according to what the company that any support given is fulfil its role in society.
is interested in giving appropriate for what is
requested, without forgetting
then needs of my company

Source: Own elaboration

Ecuadorian communications executives declared more frequent-
ly (5.08) that their organization’s dialogue and collaborate on equal
terms with several others to fulfill their role in society, followed by Co-
lombians (4.00) and Chileans (3.97). In the case of Chile, the most
frequent response was that the organization listens when support is
requested so thatit is adequate to what the applicant needs, but with-
out disregarding the company’s needs.

Planning and resources for social responsibility. This variable re-
fers to the strategies and mobilization of resources to recognize and
satisfy social needs. Considering the current importance of commu-
nity relations and the positive impact they can have on business activ-
ity (Grayson, 2005; Zudiga y Postigo, 2013 ), it is not uncommon for
social responsibility strategies to gradually mutate from philanthro-
py to deeper stakeholder engagement (Matus, 2018) (see Figure 8).
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Figure 8. Planning and resources for social responsibility in
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Ecuador, Colombia, and Chile.

=== Chile Colombia Ecuador

5,96
5,18

// 18
/
/

In my organization there are In my organization, resources In my organization there is In my organization we have a
no activities designated for are occasionally designated in budget to carry out actions in plan to contribute to the social

any social sector favor of specific social sectors favor of specific social sectors development of specific groups

Source: Own elaboration

Across all three countries, the majority of responses pointed to the ex-
istence of planning to contribute to the social development of certain
groups, with scores of 5.18 in Chile and Colombia and 5.16 in Ecua-
dor. The incidence of responses that stated activities in favor of the so-
cial sector are not contemplated or done occasionally was insignificant.

Planning of environmental preservation. Zbuchea and Pinzaru
(2017) warn that organizations’ size and financial capabilities signifi-
cantly affect their ability to design and implement environmental pres-
ervation strategies. Likewise, Bosch-Badia et al. (2020) question the
efficiency of such projects since they are customarily evaluated exclu-
sively considering their contribution to the corporate image/reputa-
tion and not to the creation of net value for the company or society.
Figure 9 shows the surveyed companies’ results concerning their en-
vironmental preservation approaches.

In this regard, the majority response is that organizations have an en-
vironmental plan to ensure the well-being of current and future gen-
erations (Ecuador: 6.92, Chile: 5.87, and Colombia: 5.71). Other
respondents indicated that their organization takes actions to pre-
serve the environment because human groups benefit from these ac-
tions (Colombia: 2.56; Chile: 2.39, and less in Ecuador, with 0.96).
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Itis worth highlighting that more communications professionalsin all
three countries say their companies carry out environmental preserva-
tion initiatives as long as they imply economic savings rather than be-
causeitis a current trend that favors the organization’s corporate image.

Figure 9. Planning of environmental preservation in Ecuador,
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€.

Colombia, and Chile.

=== Chile Colombia Ecuador
6,92
5,87
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_
2,56
2,39
0,96
My organization conducts My organization conducts My organization conducts My organization has an
activities to care for the activities to care for the activities to care for the Environmental Plan to ensure
environment as long as they environment because it is a environment because there the well being of current
imply economic savings current trend that favors are groups that benefit and future generations
its image from this

Source: Own elaboration

Respect for the rights of others. This variable values respectful con-
duct with workers, competitors, consumers, and other stakeholder
groups. Traditionally, it refers to the link between sustainability and
human rights, especially defended by the United Nations (see, for
example, UN Global Compact, 2018), and to aid in the comprehen-
sion of the concept of human rights from a contemporary business
perspective (Eizenberg & Jabareen, 2017) (see Figure 10).

Chile reported the highest average score (7.50) in this variable, fol-
lowed by Ecuador (6.96) and Colombia (6.12). At the other extreme,
not a single respondent in Chile reports that respect for the rights of
others is essential so long as it does not affect company resources or
harm the company’s reputation. While Ecuador and Colombia report
slightly higher scores than Chile, these are still relatively low (0.71
and 0.79, respectively).
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Figure 10. Respect for the rights of others in Ecuador,
Colombia, and Chile.
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the rights of others is important rights of others to prevent about understanding the rights the rights of others is a value
if it does not affect company damage to its image of others to avoid infringing that is above all others
resources them
Source: Own elaboration
D . .

Regarding the first research question, which focused on describing the
context of the organization’s communications management practices,
the survey results show a marked inclination towards an ideal scenario: the
Common Good.

. In communications work, symmetrical, two-way communication
flows are most notable, which allow constant feedback with key stake-
holders. There is also a tendency towards work aimed at maintaining
a permanent dialogue with the public.

. Company strategies have a global vision and cover the internal and
external environments of the organization. The organization’s dis-
course is proposed strategically and considers its corporate philoso-

phy; that is, its mission, vision, and values.

. The profile of the ideal communications professional is described as a
generalist and versatile executive with a holistic vision who address-
es the organization’s interests and those of its audiences (something
highly valued by the literature, as in Costa, 2015).
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As for the second research question, which aimed to describe the
context of the organization’s sustainability management practices, a simi-
lar inclination toward the Common Good was found, with some minor dis-
crepancies. Companies claim they dialogue and collaborate on equal terms
with other entities to fulfill their societal role and have social development
and environmental plans to ensure the well-being of current and future gen-
erations. Fostering respectful conduct with workers, competitors, consum-
ers, and other stakeholder groups is also prevalent.

Regarding the third research question, which seeks to analyze the de-
gree of alignment of the organization’s communications and sustainability
practices, it was found that the only sustainability management variable that
does not fit within the context of organizations centered on the Common
Good is, paradoxically, the conceptual line or, in other words, the compa-
ny’s conception of sustainability. As noted previously, according to Garriga
and Melé (2004), this aspect guides management and marks the vocation
of the company’s members. However, the responses of the communications
professionals surveyed reflected an inclination towards contexts centered
on accountability and business. Thus, they consider sustainability more re-
lated to fulfilling the organizational mission than contributing to achiev-
ing a fairer society.

The raw data alone cannot explain this particularity; in principle, the
apparent contradiction between the companies’ strategies and operations
can be seen as a point that merits criticism. However, it can also be assumed
that this difference is due to a common bias in the business world, where
sustainability is seen as a new way of doing business and, due to its connec-
tion with social needs and expectations, as a means of increasing compet-
itiveness (e.g., Eweje, 2011). In fact, this is the central argument of much
of the literature on corporate responsibility (e.g., AccountAbility, 2018;
Burke, 1999; Elkington, 1998; Kotler & Lee, 200S; Porter & Kramer, 2011).

Another possible interpretation for this uniqueness is that the con-
ceptualization of sustainability by companies remains dispersed. This co-
incides with the findings of several authors (e.g., Hurtado-Jaramillo et al.,
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2016; Montiel & Delago-Ceballos, 2014; Paul, 2008; Sarvaiya & Wu,2014)
who suggest that the diversity of terms used to refer to the subject (e.g., cor-
porate social responsibility, corporate sustainability, sustainability, corpo-
rate social performance), and the consequent lack of specificity of these
concepts make it difficult to implement, manage and evaluate company’s
performance in this matter.

On the other hand, when comparing the data from the three coun-
tries, common trends can be identified. The data gathered from the com-
munications professionals surveyed show a greater orientation toward the
ideal scenario known as the context of organizations centered on the Com-
mon Good (as per the Communications and Sustainability Convergence
Model) and a minimal orientation towards the business, which is consid-
ered a less evolved scenario as it typically involves one-way communica-
tion and a conception of social responsibility as a competitive advantage.

Conclusions and implications for future research

The average, large-sized company in Ecuador, Colombia, and Chile man-
ages its communications and sustainability processes with a focus that, ac-
cording to what is suggested by the Communications and Sustainability
Convergence Model, leans toward the Common Good and the harmonious
development of society. This shows a vocation for sustainable development
in the broadest sense in large companies, that is, against all traditional preju-
dices of companies using sustainability as a tool to improve their corporate
image, also known as greenwashing (Cooper, 2015; Hallama et al., 2011;
Kassinis & Panayiotou, 2017; Kim & Lyon, 2014), it is possible to observe
communications management that aims to strengthen the sustainability
of companies and society in general. However, the lack of consensus con-
cerning the concept of sustainability and clarity of the role of communica-
tions points to a need for academia to insist that communications fulfill its
multiple roles beyond supporting the production and commercialization
of goods and services. Further, it must transcend mechanical approaches
and recognize its integral, comprehensive, and integrative dynamics with
a multidimensional approach to satisfy the needs and motivations of vari-
ous stakeholders (Benavides & Cortés, 2018).
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Future research of a qualitative nature may provide greater clarity on
the causes and effects of communications management on sustainability in
Latin American corporations. Likewise, future research must identify the
areas with tremendous potential for the nexus between public and private
agendas and the degree to which communications drive advancement to-
ward the respective SDGs that companies have declared in their sustain-
ability policies.
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