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Visual content targeting younger

populations.
INSTAGRAM

Written content targeting older

populations, such as linked articles with

original summaries.

Popular among all age ranges, trusted

source for education but more time

consuming to produce and watch.

Reach new audiences with short videos,

then direct to YouTube for in-depth

learning.

Interindustry content applicable to a

wider audience.

FACEBOOK

YOUTUBE

TIKTOK

LINKEDIN

Not popular with the public but great for

intra-industry content and crowd sourcing

ideas.

TWITTER
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Interviews

Engage your audience and
prompt for deeper thought,

leading to community
discussion.

Go with what
works

An interest in learning more about
sustainable buildings for practical personal
reasons applicable to their current or future

homes and workplaces.

Interviewees
ALL VS .  SOME

Results

Platform Recommendations

Discussion & Conclusions

Literature Cited

Literature Review
Learning from the past 

As we progress in the 'Decade of Climate Action', there has been slow
adoption of sustainable building practices, especially within the United
States. Bridging the gap between sustainable building professionals and
the public will propel widespread change in the built environment by
generating consumer demand for sustainable buildings, enabling all to
reap its benefits and contribute to stopping, and reversing, effects of
climate change. Queue the arguably most useful tool of the 21st century,
social media.
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Why should companies in the sustainable building industry
utilize social media? 

How can these companies use social media platforms most
effectively to grow public knowledge of sustainable buildings? 

Research Questions

 Survey: Social Media Use and Perceptions
Interviews: Conducted with 6 survey participants
Platform Discourse Analysis: An evaluation of top 10 returns for
each of the six hashtags on each platform
Peer-reviewed journals: From UA Libraries, 2010-2022
Popular Press: using Bing search engine, 2010-2022

The social media platforms included in this study are Facebook,
Instagram, TikTok, LinkedIn, Twitter, and YouTube.

This report utilizes five-point data triangulation including:

Search terms include “social media and sustainable buildings”, “social
media and green buildings”, and “social media green building
trends”. 

Methods
Cross- Sectional Review
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Leveraging Social Media to
Drive Proliferation of
Sustainable Buildings

People spend almost
an entire day on
social media every
week. This is a lot of
time to spread
awareness of the
importance of
sustainable buildings!

Highest number of returns, but the least accuracy and
helpfulness.

Highest accuracy and helpfulness of the six platforms. 

The terminology “home” in #greenhome and
#sustainablehome returns results pertaining to
purchased goods. While these are parts of living
sustainably, they do not constitute the built environment. 

The terminology “green” in #greenbuilding and
#greenhome is problematic on the visual platforms of
Instagram and TikTok. The hashtags are utilized by creators
to refer to the color as in a green design aesthetic. 

Palmer & Udawatta (2019) found
that Twitter is a core platform
within the construction industry,
but often misused for
"broadcast communication".
Afzalan & Muller (2014) found
that social media, especially
Facebook is effective, in
conjunction with other methods,
in facilitating and supporting the
collaborative process. 

Hong Kong GBC and Construction
Industry Council successfully
launched social media campaigns
promoting the national annual Green
Building Week (2016). 

Pittman, Read, & Chen (2021) found
that non-green consumers are most
likely to engage with content on
social media and pursue purchasing
if the message is low information
(fuctional) and high fear (emotional).

Survey Data
AVERAGE HOURS PER WEEK, BY AGE GROUP

SAMPLE SIZE: 227Survey

Platform Discourse

Ask Questions

Measuring KPIs allows the
realization of what an

audience does or does not
respond well to.

Social media is a two-way
street! Sustainability is a joint

effort and requires
collaboration to realize

progress.

Engage with
others

Diversify content for different
platforms to encourage a
multiplatform following,

including optimizing content
for different platform
algorithms and target

audiences.

Diversify

Utilize closed captioning to
accommodate people on-the-

go, and more importantly,
people who are hard of

hearing. This also helps to
boost SEO!

Videos

Content
Recommendations

Engaging your new
and existing audiences

 A general interest in learning more
about sustainable buildings due to

climate change concerns.

Interviewees #1-3

All interviewees had limited
knowledge of sustainable

buildings, encountered
through workplace buildings

or buildings in the local
community. 

Interviewees #4-6

Prior Knowledge


