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With the in-depth promotion of the concept of sustainable development and the
continuous implementation of China's "dual carbon" goal, environment, society and
governance (ESG) has become an important part of enterprises to enhance brand value and
market competitiveness. In this context, how multinational enterprises carry out ESG
communication in combination with the Chinese market environment has become an
important issue in brand communication research. Based on ESG communication theory,
localization communication theory and brand identity theory, this paper studies the
communication strategies of L'Oréal's environmental responsibility, female empowerment
communication, public welfare communication and localization communication. The study
found that L'Oréal effectively realized the local communication of ESG concept and brand
value building through the localized operation of social media platforms, the expression of
culturally adaptive content and the emotional and young communication mode, and
enhanced consumers' brand identity and trust. This paper helps to enrich the research
perspective of ESG communication and provide reference for multinational enterprises to
carry out sustainable development communication practices in the Chinese market.

Communication strategies, multinational corporations, ESG communication,
L'Oréal'

In recent years, ESG has gradually become an important standard to measure the sustainable
development ability of enterprises [1]. Under the background of the continuous popularization of the
concept of global sustainable development, ESG not only profoundly affects the investment value
and market reputation of enterprises, but also gradually becomes the core component of brand
communication. In the context of China's "dual carbon" goal, the concept of green development has
been deepening into all fields of society, and consumers, especially young consumer groups, are
paying increasing attention to corporate environmental responsibility, social responsibility and
governance capacity.
At the same time, the consumption concept of Chinese consumers has also changed significantly.

Consumers no longer only pay attention to product quality and price but pay more attention to
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whether enterprises practice the concept of sustainable development, whether they actively
undertake social responsibilities and whether they have good brand values. In this context, ESG
communication has gradually become an important path for enterprises to build brand image, deepen
consumer brand identification and enhance comprehensive market competitiveness.

As a well-known French multinational enterprise, L'Oréal has long regarded China as an
important strategic market and established a relatively complete ESG system earlier. In recent years,
through sustainable development strategies such as "L'Oréal for the Future" [2]. L'Oréal has
continuously carried out environmental protection communication, female empowerment
communication and public welfare communication, and localized expression in the context of
Chinese social media, providing a typical case for studying ESG communication of multinational
enterprises.

Theoretically, the existing ESG research mainly focuses on the fields of enterprise management,
investment evaluation and information disclosure, while the research on ESG communication and its
localization expression from the perspective of communication is relatively limited [3, 4]. This
paper combines the localization communication theory and brand identity theory to analyze the ESG
communication of multinational enterprises, which helps to enrich relevant research perspectives.

From the practical level, the norms and requirements of corporate social responsibility in the
domestic market continue to upgrade, and how to realize the efficient implementation and effective
communication of ESG concept has become an important issue that multinational enterprises need
to solve urgently. This paper takes L'Oréal as a case to analyze its ESG communication practice in
the Chinese market, which can provide reference for other multinational enterprises to carry out
ESG communication.

The concept of ESG was first proposed by the United Nations Global Compact, which emphasizes
that enterprises should pay attention to the development of Environment, Social and Governance
dimensions at the same time [1]. Traditional corporate communication focuses on product functions
and competitive market advantages, while ESG communication focuses on the transmission of
corporate values, the practice of social responsibility and the communication of sustainable
development concepts.

Relevant research believes that effective ESG communication can enhance consumers' awareness
of corporate responsibility image and further enhance brand reputation and consumer trust. With the
development of social media, ESG communication has gradually shifted from one-way information
release by enterprises to interactive communication with consumers [3, 4].

The theory of Glocalization holds that globalization and localization are not opposed, but a process
of mutual integration [5]. When multinational enterprises carry out global communication, they need
to adhere to the unified tone of global brands and combine the cultural environment of different
countries and regions to complete communication adaptation.

For the Chinese market, localized communication is not only reflected in the level of language
conversion, but also reflected in the adjustment of communication content, communication channels
and expression of values. Enterprises need to combine the cultural background and media usage
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habits of Chinese consumers to recreate the global communication content, so as to improve the
communication effect.

2.3. Brand identification theory

According to the brand identification theory, consumers' recognition of a brand comes not only from
the functional attributes of the product itself, but also from the acceptance of brand values and
cultural connotation. Aaker points out that the important components of brand equity include brand
awareness, brand association and brand loyalty [6].

In the process of ESG communication, by spreading the concept of environmental protection,
social responsibility and public welfare values, enterprises can enhance consumers' positive
evaluation of the brand and further form brand identification. Therefore, the brand identity theory
provides an important theoretical basis for analyzing the communication effect of ESG [7].

3. Analysis of L'Oréal's ESG communication practices in the Chinese market
3.1. Environmental responsibility communication

Environmental responsibility is one of the important contents of L'Oréal ESG communication. In
recent years, Chinese consumers have paid increasing attention to environmental protection and
sustainable development, and green consumption has gradually become a new consumption trend. In
order to comply with this trend, L'Oréal continues to export the concept of environmental protection
in the process of communication and shows the public its practical results in the field of
environmental responsibility by relying on a number of measures such as sustainable packaging,
empty bottle recycling and low-carbon operation.

L'Oréal has launched a number of environmental projects in the Chinese market, such as
promoting sustainable packaging materials, reducing plastic use and carrying out empty bottle
recycling activities [8]. At the same time, the brand uses Weibo, Xiaohongshu and other social
media platforms to release environmental protection themed content and integrates the concept of
green consumption into consumers' daily life scenes. For example, brands share eco-friendly skin-
care tips and advocate resource recycling, so that consumers can intuitively understand the concept
of sustainable development practiced by enterprises in daily scenarios [9].

As shown in Table 1, compared with traditional corporate propaganda, L'Oréal pays more
attention to visual expression and lifestyle communication. Through short videos, graphic content
and user interaction, brands transform abstract ESG concepts into life practices that are easy for
consumers to accept, thus improving communication effects.

Table 1. Major ESG communication practices of L'Oréal in the Chinese market

ESG Dimension Communication Focus Specific Practices
) Sustainable packaging, empty- Sustainable packaging promotion,
Environment . P sng Py~ ha P £Ing pron
container recycling, carbon reduction circular economy initiatives
Social Women's empowerment, public Support for female scientists,
welfare programs charitable cooperation projects
Corporate transparency and ESG reports and long-term
Governance P p Y p &

sustainability strategy sustainability planning
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3.2. Women's empowerment and social responsibility communication

In addition to environmental responsibility, women's empowerment is the most representative core
content of L'Oréal ESG communication. As a beauty company with female consumers as its main
target market, L'Oréal has long paid attention to social issues such as female education, career
development and female scientific research personnel training.

Among them, the "For Women in Science" project has become one of the most representative
social responsibility projects of L'Oréal. The project focuses on honoring female research
practitioners and supporting the development of female research careers, conveying the core concept
of gender equality and the realization of female value to the society [2]. In the process of
communication, L'Oréal not only shows the results of the project, but also arouses the emotional
resonance of the public by telling the growth experience and struggle stories of female researchers.

In the Chinese market, female consumers pay more and more attention to brand values and social
responsibility performance. Therefore, L'Oréal continuously strengthens keywords such as
independence, growth, and self-confidence in communication, and combines the brand concept with
women's personal growth experience. This way of communication goes beyond traditional product
marketing and pays more attention to the communication of values and the expression of social
responsibility.

3.3. Public welfare communication and brand image building

Public welfare communication is also an important part of L'Oréal ESG communication. In recent
years, L'Oréal has actively participated in educational support, social welfare and public welfare
cooperation projects to enhance its corporate social responsibility image through public welfare
activities.

Unlike commercial advertising, public welfare communication pays more attention to social
value creation. L'Oréal shows the public its positive contribution to social development through
public welfare projects, thus enhancing consumers' trust and identity with the brand [10]. For
example, in the communication of some public welfare projects, L'Oréal emphasizes the concept of
common development between enterprises and society and expands its communication influence
through social media.

In terms of communication effect, public welfare practice can continuously optimize the public
image of enterprises and consolidate the brand reputation. When consumers believe that the
enterprise truly undertakes social responsibility, it is easier to form a positive brand attitude.

4. Analysis of L'Oréal's localized ESG communication strategies
4.1. Localization through social media platforms

With the continuous development of China's digital media ecology, the way consumers obtain brand
information has shown obvious platform-based and diversified characteristics [9]. Compared with
traditional media, social media has not only become an important channel for brand communication,
but also gradually become an important platform for consumers to understand corporate values and
participate in brand interaction. Therefore, when L'Oréal promoted ESG communication in the
Chinese market, it did not follow the global unified communication mode but combined with the
communication characteristics of Chinese social media platforms to build a communication system
with local characteristics.
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Specifically, L'Oréal has developed differentiated communication strategies according to the user
structure, content form and communication mechanism characteristics of different social media
platforms. Weibo has a strong function of topic aggregation and public issue discussion, and brands
usually release official content around social issues such as environmental protection, female
empowerment and public welfare activities. Xiaohongshu gathers a large number of young users
who pay attention to beauty, lifestyle and consumer experience. L'Oréal integrates ESG concepts
such as green consumption, environmentally friendly packaging and sustainable lifestyle into
consumers' daily life scenes through brand official accounts, expert cooperation and real user
sharing, making the abstract concept of sustainable development more concrete and life-oriented.
Douyin (TikTok China) is dominated by short video content, which is characterized by fast
transmission speed, strong interactivity and high entertainment attributes. L'Oréal transforms
environmental protection concept and social responsibility content into more interesting
communication content through creative short video, public welfare challenges, brand live broadcast
and other forms, so as to improve the enthusiasm of consumers to watch, like comment and share.
Further expand the coverage of ESG communication [3, 4].

At the same time, complementary effects are formed between different platforms, enabling
brands to reach different age groups and consumer groups. For example, Weibo undertakes the
functions of brand issue communication and social discussion, Xiaohongshu strengthens consumers'
word-of-mouth communication and value recognition, and Douyin further expands brand influence
and interactive communication effect.

Compared with traditional corporate social responsibility communication, which mainly relies on
official websites or annual reports, L'Oréal pays more attention to the interactive attributes of social
media and encourages consumers to participate in ESG practices through communication in
comment areas, online public welfare activities, and user UGC content sharing, so as to achieve two-
way communication between the brand and consumers. This interactive communication mode
makes consumers not only recipients of ESG information, but also gradually become disseminators
and participants, which improves consumers' sense of identity with the brand's sustainable
development concept, and enhances the authenticity and credibility of brand communication. In
recent years, Chinese consumers pay more and more attention to corporate values and the
performance of social responsibility. This platform localization strategy enables ESG content to
reach the target audience more accurately and improve communication efficiency. In addition, the
interactive attributes of social media fully mobilize the enthusiasm of consumers to participate,
realizing the transformation of ESG communication from one-way output to two-way interaction.

In addition to the localization of communication channels, L'Oréal pays more attention to the
cultural adaptation of ESG communication content in the Chinese market. It does not simply copy
the global unified communication content, but makes adjustments according to the values, social and
cultural background and hot issues of Chinese consumers on the basis of maintaining the
consistency of global sustainable development strategy. So that ESG concept can better integrate
into the context of the Chinese market.

First of all, in terms of environmental responsibility communication, L'Oréal puts more emphasis
on green consumption and sustainable lifestyle, rather than just introducing its own environmental
protection achievements. For example, in the process of product communication, brands will
combine specific practices such as environmentally friendly packaging, empty product recycling and
green production to guide consumers to form green consumption awareness, so that consumers can
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feel the connection between personal consumption behavior and environmental protection. This
method of communication is more suitable for the increasing environmental awareness of Chinese
consumers in recent years and also makes the ESG concept more relevant to daily life.

Secondly, in terms of social responsibility communication, L'Oréal, combined with its own brand
positioning, focuses on social issues such as female growth, female employment, female scientific
and technological personnel training and public welfare education. As a world-renowned beauty
company, L'Oréal has long carried out public welfare projects to support women's development. In
the Chinese market, it focuses more on women's career development, self-growth and social value
realization. These issues have a high degree of consistency with the current social hot topics such as
women's development, professional equality and personal growth, which are widely concerned by
the Chinese society, so they are more likely to resonate with consumers and improve the sense of
identity of brand social responsibility communication.

In addition, L'Oréal has also made localized adjustments in the way of communication and
expression. Compared with international communication, which emphasizes system building,
corporate governance and global sustainable goals, the Chinese market pays more attention to story-
based expression and enhances the human touch and appeal of communication content through real
people's cases, records of public welfare activities and ordinary consumers' participation
experiences. This narrative method is in line with the communication characteristics of Chinese
consumers who prefer real experience and emotional resonance, and also helps to lower the
understanding threshold of ESG concept itself and improve consumers' acceptance of brand value
concept.

In general, L'Oréal has achieved effective connection between global ESG strategy and Chinese
local culture through cultural adaptation of communication content. On the one hand, it maintains
the core value of sustainable development of the enterprise; on the other hand, it makes localized
adjustments to the communication theme, expression mode and communication language in
combination with the value demands of Chinese consumers and the media environment, so as to
improve the pertinence and effectiveness of ESG communication. This communication mode of
"global strategy and local expression" not only enhances consumers' understanding and recognition
of the brand ESG concept, but also further enhances the social image and competitive advantage of
the brand in the Chinese market [11].

5. Brand identification constructed through L'Oréal's ESG communication
5.1. Emotional communication and brand identification among potential consumers

For potential consumers who have not yet established fixed consumption habits, emotional
communication is an important way to build brand identification. In the process of female
empowerment communication and public welfare communication, L'Oréal adopts a large number of
character stories and growth narratives to convey brand values through the experiences of specific
individuals.

Compared with directly publicizing the achievements of corporate responsibility, this narrative is
more likely to resonate with consumers. While paying attention to issues such as women's growth
and social welfare, consumers gradually form a positive perception of brand values, thus enhancing
brand favorability. At the same time, emotional communication can reduce consumers' resistance to
commercial publicity, so that ESG concept can be integrated into brand communication in a more
natural and real way. By telling real cases and public welfare practices, brands not only convey the
attitude of enterprises to fulfill social responsibilities but also enhance consumers' trust in brand
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values. Especially in the social media environment, emotional stories are more likely to trigger user
comments, sharing and secondary communication, further expanding the influence of brand
communication and laying a foundation for potential consumers to establish brand identification [7].

5.2. Youth-oriented communication and brand identification among existing consumers

For consumers who have paid attention to or purchased L'Oréal products, brand identification is
more reflected in continuous interaction and emotional maintenance. To this end, L'Oréal adopts
young communication forms such as short videos, KOL cooperation and online interactive activities
to integrate ESG content into audiences' daily media use scenarios.

This way of communication not only improves the communication effect of ESG content but also
enhances the sense of consumer participation and brand belonging. Through continuous interaction,
consumers form a deeper identification with brand values and further enhance brand loyalty. In
addition, younger expressions can be more in line with the fragmented and interactive media use
habits of the current young consumer group, so that ESG communication can get rid of the
stereotype of traditional corporate publicity and enhance the appeal of communication in a more
relaxed and vivid way. In the process of participating in brand interaction, public welfare activities
and environmental protection initiatives, consumers gradually change from information recipients to
participants and disseminators of brand concepts, thus further strengthening the emotional
connection between brands and consumers. For a long time, such brand identification based on
common values not only helps to enhance consumers' repeated purchase intention but also enhances
the brand's competitive advantage in the market.

6. Conclusion

Through the analysis of the ESG communication practice of L'Oréal in the Chinese market, it can be
found that ESG has become an important part of the brand communication of multinational
enterprises. L'Oréal has built a relatively complete ESG communication system through
environmental responsibility communication, female empowerment communication and public
welfare communication. At the same time, combined with the characteristics of the Chinese market,
the brand has made localized adjustments in terms of communication channels and communication
content, realizing the local expression of the global ESG concept.

In addition, emotional narrative and younger expression effectively promote the establishment of
consumers' brand identification, making ESG communication break through the simple function of
information transmission and upgrade to an important carrier of brand value building. In the future,
multinational enterprises still need to pay attention to the consistency between communication
content and actual actions when carrying out ESG communication, so as to avoid problems such as
"greenwashing", so as to improve the authenticity and credibility of communication.
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