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 Abstract  

This study aims to examine public perception of sustainability 

communication carried out through the Instagram account of PT 

Agincourt Resources, as part of the company's efforts to establish a 

sustainable image in the digital era. Using a descriptive quantitative 

approach, a survey was conducted involving 100 followers of the 

Instagram account @agincourtresources. Public perception was 

analyzed based on six indicators from McGuire’s model: presentation, 

attention, comprehension, acceptance, retention, and behavior. The 

findings reveal that the average public perception score is 75.3%, with 

the indicators of message acceptance and retention reaching very high 

categories (82.6% and 84.5%, respectively). However, the behavior 

indicator scored only 59.8%, indicating a need to enhance active 

follower engagement. These findings suggest that while sustainability 

messages are well understood and accepted, active participation 

remains suboptimal. The practical implication of this study highlights 

the importance of strengthening interaction-based digital 

communication strategies, such as leveraging Instagram features and 

educational content, to foster active engagement and reinforce the 

company’s sustainable image. 

Introduction 

The development of information technology has drastically changed the corporate 

communications landscape (Bettis, 1995; Rebenok et al., 2024; Kelm & Johann, 2025). 

Companies, including those in the mining sector, are required to not only convey information, 

but also build meaningful relationships with the public. Corporate communication is no longer 

limited to one-way information delivery, but has evolved into an interactive dialog that 

involves various stakeholders actively and dynamically (Taraya & Wibawa, 2022). In this 

context, social media becomes an important space where the public forms perceptions of 

companies based on the information they receive and the interactions that occur on these digital 

platforms (Hamid et al., 2024; Ghafar, 2024) 

Public perception is formed through the process of individual interpretation of messages 

conveyed by the company (Wajdi & Asrumi, 2024; Badham et al., 2024; Putra et al., 2025). In 

the digital era, this perception is not only shaped by messages delivered directly, but also by 

the dynamics of interactions that arise on social media such as comments, likes, and other forms 

of participation. faces a big challenge to improve its image in the eyes of the public through a 

more transparent, participatory, and sustainability-oriented digital communication strategy. 

Digital transformation, especially among generations active on social media, has also driven 

expectations for transparency, openness and authenticity of messages (Rosanti et al., 2023; 

Wan & Li, 2024)). They not only see the content delivered, but also how the content shapes 
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the meaning and impression of the company's commitment, including in sustainability issues. 

Instagram plays an important role as a visual and interactive medium that can shape public 

understanding and trust in the company's sustainability commitments. 

 

 

Figure 1. Internet Usage in Indonesia (We Are Social) 

Data for 2024 shows that 66.5% of Indonesia's total population has used the internet, with 

49.9% of them active on social media. Instagram, as one of the most popular platforms, has 

evolved into a strategic medium in delivering visual messages that are easy to understand and 

attract public attention. For mining companies, this platform has become an important tool to 

communicate sustainability and social responsibility initiatives. 

However, the effectiveness of the communication strategy is not only seen from the company's 

side, but also from the public's side: how the public captures, understands, and assesses the 

messages conveyed. This public perception is an important element to assess the success of a 

company's digital communication (Dewi, 2021). It is not enough for companies to deliver 

informative content; what is more important is how the public interprets and responds to the 

content. 

As the focus of content on mining company Instagram accounts changes from showcasing 

technical activities to social and sustainability programs, questions arise about how the public 

interprets this approach. Does the public see it as a real commitment or just a form of branding? 

How do they assess the credibility of these accounts in conveying information about 

sustainability? 

Previous research shows that public perceptions of corporate sustainability are influenced by 

the credibility of the source, the quality of information presentation, and the correspondence 

between content and real actions of the company (Ali, 2023; Fadli & Sazali, 2023). In this 

context, an Instagram account is not only a communication tool, but also an instrument to 

influence the way the public perceives the company's reputation and integrity. 

PT Agincourt Resources, as one of the mining companies on the island of Sumatra, uses the 

Instagram account @agincourtresources as the main communication channel to convey 

sustainability and social responsibility messages. With 20,290 followers (as of March 10, 2025) 

and an engagement rate of 0.98%, this account is an important indicator to see how the public 

engages and responds to shared content. 
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Figure 2. Agincourt Resources Account Performance (Social Blade) 

These statistics indicate public participation that can be further analyzed as a representation of 

their perception of the content presented. PT Agincourt Resources' Instagram account has 

evolved from presenting technical content to a more humanistic and educational approach. The 

company uses a more attractive visual design, more casual language, and features such as Reels 

and Stories to reinforce messages. These changes indicate an adjustment to the expectations of 

the digital public. However, it is important to see how these changes are received by the public 

and how they interpret them in the context of corporate sustainability. The key questions raised 

in this research are: What is the public perception of @agincourtresources Instagram account 

as a sustainable mining company? 

Previous research by Dewi (2021) highlighted the implementation of the Cyber Public 

Relations strategy on PT Aneka Tambang's @official.antam Instagram account in facing the 

Industrial Revolution 4.0. This strategy prioritizes five main principles: Channel, Content, 

Clarity, Continuity, and Consistency to build a strong digital presence and maintain the 

consistency of the company's communication with the public. Instagram is used as the main 

channel to convey company information, CSR activities, and public education on a regular and 

structured basis. Meanwhile, Gigir (2019) found that mining companies tend to use Instagram 

to display the company's image through content- content that highlights success in financial 

aspects, product quality, and social responsibility. The main focus of this study is the analysis 

of the type of content used to build the company's image. Arfahsita (2019) also showed that PT 

Freeport Indonesia utilizes Instagram as a communication medium to convey organizational 

identity, CSR activities, and establish relationships with the public. Of the 103 posts analyzed, 

most of the content was used to respond to public perceptions of the company as a closed and 

uncommunicative entity.  

The focus of this research is not only on the content of the messages, but also on how the public 

perceives, assesses and responds to the sustainability messages delivered, as well as the factors 

that influence the formation of these perceptions, such as source credibility, content quality and 

user engagement. The novelty of this research lies in the evaluative approach to public 

acceptance of sustainability messages in the context of digital communication in the mining 

sector. Therefore, this research is expected to provide a deeper understanding of how 

communication strategies on Instagram influence public perception of the company as a 

sustainable entity. 
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Literature Review 

Social Media as a Corporate Communication Tool 

Social media has revolutionized the way organizations build relationships with the public. 

Instagram as a visual-based platform is considered effective in conveying messages because it 

is able to present interesting, interactive, and easily accessible content (Aichner et al., 2021; 

Gunasekara, 2024; Scarcelli & Farci, 2024). Conceptually, social media can be understood as 

a digital platform that allows users to actively create, share and distribute content and build 

social networks in online spaces (Ananda et al., 2024). The main characteristics of social media 

are user-generated content (UGC) and a high level of interactivity, making it an effective 

medium in building public engagement and trust (Wei et al., 2024; Mohamed, 2025; Nuraman 

& Astuti, 2025). 

Visual design and content consistency are two important elements in building follower 

engagement on social media. Aesthetically appealing visuals not only increase attractiveness, 

but also reinforce the message that the organization wants to convey. Haidar & Martadi's (2021) 

research shows that visual elements such as color, typography, and layout have a significant 

influence on user engagement on platforms such as Instagram. This is in line with the views of 

Arrosquipa (2021) who emphasizes that content consistency contributes to meeting followers' 

information needs and has a direct impact on digital loyalty. Thus, the design and rhythm of 

posts are not just aesthetics, but also part of a corporate communication strategy that forms 

long-term relationships with the public. 

The success of communication on social media depends not only on the delivery of an engaging 

message, but also on its ability to stick in the minds of followers (Fransiska et al., 2024; 

Damayanti et al., 2024). The effectiveness of the message should be assessed through long-

term retention or recall. Amilia (2022) emphasized that the use of the right communication 

strategy and done repeatedly can increase the ability of followers to remember the message 

delivered. This shows that visually strong content must be accompanied by consistent and 

planned communication patterns in order to create a lasting impact. 

In the realm of strategic communication, social media also allows companies to build direct 

relationships with stakeholders, increase brand visibility, and manage real-time reputation in 

the digital public sphere (Mahmudah & Rahayu, 2020; Xiayu, 2024). Pranatawijaya et al. 

(2019) explained that corporate communication plays a role in creating perceptions, trust, and 

support from various parties which are key to the competitiveness and sustainability of the 

company (Hendro & Pranogyo, 2023). Girsang & Kartikawangi (2021) added that social media 

supports a symmetrical communication model-that is, two-way communication that is dialogic 

and participatory. Thus, social media is not only an information channel, but also a tool for 

evaluating public sentiment towards corporate strategies and policies (Anderson et al., 2024; 

Jaiswa et al., 2024) 

Sustainability in Mining Companies 

The concept of sustainability emphasizes the importance of balance between economic, social, 

and environmental aspects in company operations. Fajari & Khuntari (2023) stated that a 

sustainable company is a company that integrates sustainability principles in its long-term 

business strategy. One of the most recognized approaches is the Triple Bottom Line (TBL) by 

Haryanti (2021), which focuses on three main aspects: profit, people, and planet. 

Mining companies are one of the sectors most vulnerable to sustainability issues as their 

operations have the potential to cause major environmental and social impacts. Therefore, the 

main challenge facing this sector is how to convince the public that they are carrying out 
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responsible business practices. Danti et al. (2022) underline that the mining sector needs to 

demonstrate a real commitment to sustainability to overcome the high level of public 

skepticism, especially if it is not accompanied by transparent and verifiable communication 

(Sulityowati et al., 2022). 

Public understanding of sustainability issues is determined by the level of education and the 

intensity of exposure to information received. In the context of companies, communication 

strategies must take into account educational aspects to increase public understanding. Suhud 

et al. (2025) emphasized that environmental education plays a central role in increasing public 

awareness and participation in ecological issues. Therefore, social media can function not only 

as a promotional tool, but also as an educational medium that builds public understanding of 

the company's commitment to sustainable business practices. This strategy is crucial so that 

companies do not just appear to care, but actually shape the perception that sustainability is a 

core part of corporate identity. 

Social media allows companies to display visual documentation of CSR activities, 

environmental campaigns, and contributions to local communities. This transparency can 

increase the company's accountability and credibility in the eyes of the public. In the mining 

context, a strong sustainability communication strategy is not only a response to external 

demands, but also an instrument to strengthen the company's social legitimacy. 

Public Perception  

Perception is the experience of objects, events, or relationships gained by inferring information 

and interpreting messages. In the digital era, companies are required to understand how 

perceptions are formed and how they can actively manage them from personal experiences, 

mass media, to digital exposure. According to Lina & Nasution (2024), there are 6 main stages 

of how persuasive communication works relevantly in shaping public perception: 

Presentation 

In the context of public perception this refers to how information or messages are conveyed to 

the public. This includes content published on social media, press releases and other public 

communications. 

Attention 

Once the message is presented, the public must pay attention to the message. This means the 

message must be attention-grabbing and relevant to the public's interests. 

Comprehension 

The public must understand and interpret the messages received. This means the message must 

be clear, easy to understand, and unambiguous. 

Acceptance 

Message reception depends on the public's knowledge, perception and experience. This means 

credibility and trustworthiness are crucial in influencing public perception. 

Retention 

The public must be able to remember the message. This means repetition of the message and 

the use of memorable formats can help improve retention. 

Behavior 
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The ultimate goal of persuasion is a change in behavior, such as an action for or against an 

entity. In the context of public perception, this can include changes in attitudes, opinions or 

actions.  

This series of stages shows that shaping public perception is not an instant process, but requires 

a sustainable and strategic approach.  

In building a positive corporate image, credibility plays a key role, especially in environmental 

issues that are prone to public suspicion. The credibility of the company in handling 

environmental issues and carrying out CSR has a major influence on public acceptance of the 

sustainability message conveyed. Chanafi & Fauzi (2015) stated that the public's positive 

perception of the company is an important asset in strengthening the image and support for 

sustainability programs. Therefore, corporate communication must not only be informative, 

but also trustworthy and authentic. 

In addition, the quality and relevance of content shared on social media also shapes public 

behavior and engagement. When content is able to touch the values that followers feel are 

important, the potential for digital engagement and loyalty increases. Putri & Asnusa (2025) 

emphasized that a value-driven content marketing strategy contributes to increasing user 

interaction and the tendency to recommend company accounts to others. This suggests that 

public perception is not formed passively, but rather is the result of an active interaction 

between the company's message and the values believed by followers. 

Methods 

This research methodology is designed to explore public perception of the Instagram account 

of mining company PT Agincourt Resources in the context of sustainability. This research 

adopts a quantitative-descriptive approach to obtain an objective picture of public perception 

in a measurable manner. The type of data used is primary data, which is obtained directly from 

respondents through a questionnaire survey. 

The questionnaire instrument consisted of closed-ended questions using a 1-5 Likert scale to 

measure perceived intensity, as well as multiple-choice questions (true/false, preference, and 

behavior) for descriptive frequency analysis. The Likert scale was used to capture variations in 

respondents' opinions on corporate sustainability. Multiple-choice questions were used to 

assess factual understanding, content preference, and action or information retention after 

viewing the posts (Pranatawijaya et al., 2019). 

The population of this study were followers of the @agincourtresources Instagram account, 

totaling 20,290 followers. Population is a generalization area for objects or subjects whose 

criteria and characteristics are determined by the researcher (Sugiyono, 2020). The sample 

determination was carried out using the Slovin formula with a margin of error of 10%: 

n= 
N 

    

1+Ne2 
    

      

n= 

20,290 
   

1 + 20,290 

(0,1)(2) 
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n= 
20,290 

=    99,50 rounded to 100 
203,9 

  

Thus, the sample size was rounded up to 100 respondents. The sampling technique uses 

nonprobability sampling, precisely convenience sampling, namely determining the number of 

samples using the criteria for ease of data collection. 

This study analyzes data with descriptive statistics. Descriptive statistics is a data processing 

method that aims to determine the value of one or more independent variables independently, 

without making comparisons between groups or associating them with other variables. This 

method aims to make the results of data collection and presentation easier to understand. 

Descriptive statistics are used to interpret data trends in the form of mean values, percentages, 

and the distribution of responses based on the indicators studied (Jayusman & Shavab, 2020). 

In this study, data analysis was carried out using descriptive percentage analysis techniques to 

determine respondents' perceptions of the factors studied. The steps taken include scoring, 

which is an assessment activity on respondents' answers in the questionnaire with 

predetermined score provisions to obtain quantitative data. Furthermore, the answer scores 

obtained from each respondent were summed up. The percentage technique used in this study 

follows the formula proposed by Arikunto (2019): 

   P = F/n x 100% 

Description: 

P = percentage amount 

F = frequency of answer 

n = total number 

 After being percented, the value is entered into the percentage calculation criteria based 

on the classification (Sugiyono, 2017). Thus, this descriptive analysis provides an overview of 

the public perception of the Instagram account under study. 

Table 1. Interpretation Categories 

Percentage Range Interpretation Category 

0% - 20% Very Low 

21% - 40% Low 

41% - 60% Medium 

61% - 80% High 

81% - 100% Very High 

Results and Discussion 

This research was conducted from March - May 2025 using an online survey method 

distributed to 100 respondents, namely followers of the @agincourtresources Instagram 

account. The criteria for respondents in this study are users who have followed the Instagram 

account for at least three months. This aims to ensure that respondents have had sufficient 

exposure to the content uploaded by the account. 

Based on demographic data, it is known that the majority of respondents are in the age range 

of 17-25 years, which is 74%. Meanwhile, 16% of respondents aged 26-34 years old, 8% aged 
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35-43 years old, and only 2% aged 44-52 years old. This finding shows that the 

@agincourtresources Instagram account reaches productive age groups and young people who 

are in line with the company's digital communication targets, especially in efforts to build 

perceptions as a sustainable company through social media. 

In terms of gender, the majority of respondents were male with a percentage of 52%, while 

women were 48%. Although there is a difference in percentage, the difference is relatively 

small, which is only 2%. This finding indicates that both men and women actively utilize social 

media, especially Instagram, as a source of information about mining companies. 

Furthermore, based on domicile, respondents were grouped into two main regions, namely 

Sumatra Island and outside Sumatra Island. The survey results show that 79% of respondents 

come from the Sumatra Island area, while the remaining 21% come from areas outside 

Sumatra. This data shows that the @agincourtresources Instagram account has strong reach in 

the company's main operational areas, as well as indicating that people in Sumatra Island 

actively use Instagram to obtain information about the activities and sustainability of mining 

companies. 

Descriptive Analysis 

Perception was conducted on six indicators of Mc Guire's model, namely presentation, 

attention, understanding, acceptance, retention, and behavior. The data analysis techniques 

used are mean and percentage to calculate the average. The average recapitulation of the 

questionnaire results of public perception of the @agincourtresources Instagram account is 

75.3%. 

Presentation 

Table 2. Presentation Indicator 

No. Statement F n P 

1 

I often see posts from the Instagram account 

@agincourtresources 

 

79 100 79% 

 Question    

1 
Frequency of viewing Instagram posts in one week. 

(2-4 times) 
60 100 60% 

2 
Where do you see @agincourtresources posts? 

(Scrolling feeds/ story) 
69 100 69% 

 Average Presentation  69,3% 

The presentation indicator obtained an average of 69.3%. Most respondents (79%) stated that 

they often see posts from the @agincourtresources Instagram account. The majority accessed 

through the feeds or stories feature (69%), and the frequency of access in one week was 2-4 

times (60%). This data shows that the visibility of the account is quite high, which can be 

attributed to the consistency of uploads and content visualization strategies (Fajari & Khuntari, 

2023). However, for this exposure to develop into active attention and engagement, companies 

need to maintain a structured rhythm of posts that are relevant to sustainability issues. 

Attention 

Table 3. Attention Indicator 

No. Statement F n P 
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1 
The visual design of the Instagram account is 

attractive 
85 100 85% 

2 Account topics/messages are relevant to my needs 74 100 74% 

3 I often give likes or comments 54 100 54% 

 Question    

1 
What content format gets the most attention? 

(Feeds/Instagram Photos) 
61 100 61% 

2 
When viewing posts, I tend to: (View the content in 

its entirety) 
53 100 53% 

 Average Attention  65,4% 

On the attention indicator, the average obtained was 65.4%. The visual design of the uploads 

was considered attractive by 85% of respondents, and 74% stated that the topics raised were 

relevant to their information needs. However, only 53% of respondents viewed the content in 

its entirety, indicating a potential loss of attention due to length or suboptimal presentation 

format. This suggests the importance of visual optimization and short narratives in each upload 

(Haidar & Martadi, 2021). The content format that attracted the most attention was feeds or 

photos (61%), indicating a preference for visual content over long text. 

Understanding 

Table 4. Comprehension Indicator 

No. Question F n P 

1 Known sustainable mining practices 89 100 89% 

2 
Coastal environment rehabilitation 

activities (Mangrove planting) 
87 100 87% 

3 

Education CSR programs in the last 1 

month (Construction and renovation of 

classrooms 

52 100 52% 

4 

Award from MOE related to 

environmental management (Green 

PROPER) 

77 100 77% 

 Average Comprehension  76,2% 

The understanding indicator shows relatively good results with an average of 76.2%. 89% of 

respondents understand sustainable mining practices, and 87% are aware of environmental 

rehabilitation activities such as mangrove planting. However, only 52% were aware of the 

education CSR program, indicating a lack of information delivery on non-environmental social 

issues. In fact, sustainability includes environmental, social and economic aspects. This 

reinforces the opinion of Suhud et al. (2025) that uneven education causes gaps in public 

understanding. 

Reception 

Table 5: Acceptance indicators 

No. Statement F n P 

1 
I believe Agincourt handles environmental 

impacts well 
80 100 80% 

2 
I believe CSR activities have a positive 

impact 
83 100 83% 
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3 
I agree that the company complies with 

government regulations 
85 100 85% 

 Average Revenue  82,6% 

Acceptance received a high average of 82.6%. A total of 85% of respondents believe the 

company complies with government regulations, 83% believe in the positive impact of CSR 

activities, and 80% think that Agincourt Resources handles environmental impacts well. This 

finding shows that the company's credibility has been established in the minds of followers. 

This kind of public trust is an important asset in building a sustainability image, and can 

strengthen loyalty and support for company policies (Chanafi & Fauzi, 2015). 

Retention 

Table 6. Retention Indicator 

No. Question F n P 

1 

Sustainability messages captured from 

@agincourtresources Instagram account (Agincourt 

Resources implements operations and cares for the 

environment and society) 

86 100 86% 

2 

Sustainability initiatives remembered 

(Forest rehabilitation program & Community 

empowerment program) 

83 100 83% 

 Average Retention  84,5% 

The retention indicator recorded the highest average of 84.5%. A total of 86% of respondents 

were able to capture sustainability messages delivered through the Instagram account, and 83% 

could recall initiatives such as forest rehabilitation and community empowerment. This shows 

that the company's digital communication has been effective in delivering key sustainability 

messages. In accordance with Amilia (2022), a high retention rate indicates that the content not 

only attracts attention, but also imprints in the memory of followers. 

Behavior 

Table 7: Behavior Indicators 

No. Statement F n P 

1 I often save/share posts 60 100 60% 

 Question    

1 
Types of content that are frequently 

shared/commented on  
57 100 57% 

2 
After seeing the upload, I am inclined to: (Seek more 

information about the company's sustainability efforts) 
54 100 54% 

3 I recommended the account to others (Several times) 66 100 66% 

4 
How has the upload affected your outlook (More 

positive outlook) 
62 100 62% 

 Average Behavior  59,8% 

The behavioral indicator obtained an average of 59.8%, making it the lowest scoring indicator 

in this study. Respondents showed the most tendency to recommend the account to others 

(66%), followed by an increasingly positive view of the company after viewing posts (62%), 

and the habit of saving or sharing posts (60%). The type of content that is often shared or 

commented on stands at 57%, while the behavior of seeking further information only reaches 

54%. These results show that although attitudes and perceptions towards the account are quite 
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positive, active engagement in the form of digital behavior is still limited. This is in line with 

the findings of Putri and Asnusa (2023), who stated that the success of building digital 

engagement is highly dependent on delivering content that is interactive, relevant, and valuable 

to followers. 

Table 8. Percentage Recapitulation of All Indicators 

No. Indicator Percentage Score Description 

1 Presentation 69,3% High 

2 Attention 65,4% High 

3 Understanding 76,2% High 

4 Reception 82,6% Very High 

5 Retention 84,5% Very High 

6 Behavior 59,8% Medium 

Average 75,3% High 

This research shows that public perception of the @agincourtresources Instagram account is in 

the high category, with an average score of 75.3%. The acceptance (82.6%) and retention 

(84.5%) indicators are in the very high category, indicating that the public not only understands, 

but also remembers the sustainability messages delivered by the company. However, the 

behavior indicator only reached 59.8%, which means there is still a gap between message 

reception and active engagement in the form of real actions, such as sharing content or 

recommending accounts. 

Conclusion  

This research shows that the @agincourtresources Instagram account has successfully shaped 

positive public perceptions of sustainability, with an average perception score of 75.3%. The 

acceptance and retention indicators of sustainability messages were very high, reflecting the 

company's effectiveness in delivering messages that are easy to understand and remember. 

However, the lowest score on the behavioral indicator indicates that while followers understand 

and accept the messages, they are not yet fully encouraged to show active engagement such as 

sharing or recommending content. This underscores the gap between understanding and action 

that needs to be bridged through more interactive communication approaches. This research 

contributes to the development of a social media-based corporate communication strategy to 

enhance the credibility and perception of sustainability in the mining sector. 
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