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Abstract

Social media are communication tools that facilitate citizens’ awareness of social problems. Through Twitter, governments 
can obtain useful information and make decisions to improve the well-being of the community and raise public awareness 
about how to achieve the Sustainable Development Goals (SDG). This work shows how Twitter and social marketing serve as 
economic policy instruments and aims to know if the messages published by the official twitter account of the Spanish Gov-
ernment (@desdelamoncloa) talk about the SDG and well-being, as well as to analyze the impact of publications with content 
on these objectives. The methodology of content analysis is used from a double approach, qualitative and quantitative, exam-
ining the messages published by @desdelamoncloa during 2018, as well as its relationship with the SDG and the Sustainable 
Wellbeing Indicator. The results reflect that the most commented SDG (those related to gender equality and inequalities) are 
not the ones that have obtained the greatest impact from the public (work and economic growth. Thus far, the highly valued 
posts have content about the SDG included in the element of the Indicator of Sustainable Welfare called Welfare, Economy 
and Sustainability. Likewise, the qualitative analysis reflects that the messages published are informative with content about 
government actions and also, the word welfare appears in a context where the values that Spain represents stands out.

Resumen

Las redes sociales son instrumentos de comunicación que facilitan la sensibilización y concienciación de los ciudada-
nos ante problemas sociales. A través de Twitter, los gobiernos pueden obtener información útil y tomar de decisiones 
para mejorar el bienestar de la comunidad y concienciar a los ciudadanos sobre el logro de los Objetivos de Desarrol-
lo Sostenible (ODS). Este trabajo muestra cómo Twitter y el marketing social sirven como herramienta en la política 
económica y pretende conocer si en los mensajes publicados por la cuenta oficial del gobierno de España (@desdelamon-
cloa) se hablan sobre los ODS y el bienestar, además analiza el impacto de las publicaciones con contenido sobre dichos 
objetivos. Para ello se utiliza la metodología del análisis de contenido desde un doble enfoque, cualitativo y cuantitativo, 
examinando de forma descriptiva los mensajes publicados por @desdelamoncloa durante 2018, así como su relación con 
los ODS y el Indicador de Bienestar Sostenible. Los resultados reflejan que los ODS más comentados (los relacionados 
con la igualdad de género y las desigualdades) no son los que han obtenido un mayor impacto del público (trabajo y cre-
cimiento económico), destacando los ODS incluidos en el elemento del Indicador de Bienestar Sostenible denominado 
«Bienestar, Economía y Sostenibilidad». Asimismo, el análisis cualitativo refleja que los mensajes publicados son de tipo 
informativo sobre actuaciones del gobierno y que el término «bienestar» aparece en un contexto donde se resalta los 
valores que representa España.
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1.	 Introduction
Digital social networks (DSN) are a universe with a lot of information about prefer-
ences, likes, concerns, sensitivities, hobbies, etc., of their users. They have opened up 
new opportunities for organizations, businesses and governments to raise awareness 
on the citizens about problems and needs of today’s society. In the same way, DSN can 
influence the decisions of users by applying social marketing techniques, since this 
discipline is intended to influence the voluntary change of the behavior of the target 
audience, aiming to improve their well-being and the society (Andreasen, 1994).

Since the advent of DSN, the social marketing paradigm has changed, and 
efforts are now focused on ensuring that users become promoters of social causes 
(Hestres, 2014). In relation to these causes, it is important to point out the new 
international agenda - Agenda 2030 - which details the objectives of the international 
community in the period 2016-2030 to eradicate poverty and promote sustainable 
and equal development. The 2030 Agenda revolves around five central axes: Planet, 
people, prosperity, peace and alliances. It consists of 169 targets and 17 Sustainable 
Development Goals (SDGs); among them is number 3, which refers to health and 
well-being.

Several studies have investigated the well-being and Sustainable Development 
Goals from several approaches. Froding et al. (2007) analyzed the aspects that influ-
ence a healthy and sustainable city, others such as the Asheim (2010); Durana et al. 
(2015); Costanza et al. (2016); Mikulcic, Klemes and Duic (2016); Momete (2017) 
and Di Maria (2019) studied the relationship between well-being and sustainable 
development. Costanza et al. (2016) relate SDG to a new welfare indicator, the ‘SWI’, 
composed of three elements: Net Economic Contribution, Natural Capital and Social 
Capital. The first represents the economic, the second represents sustainability and 
the environment and the third represents well-being.

However, there are few studies investigating the effectiveness of well-being and 
sustainable development from the point of view of social marketing in social media 
such as Twitter. Among them are the work of Menéndez, Saura and Álvarez (2018), 
which identifies factors and feelings related to the sustainable development of the 
environment and public health by analyzing the hashtag #WorldEnvironmentDay. 
Another approach is that of Sao and Lee (2018), who analyzed the relationship 
between government and social welfare using the Social Media Analysis methodology 
on Twitter.

For this reason, this work aims to advance the lines of happiness and the 
economics of well-being, integrating social marketing, the welfare economy and 
economic policy. Specifically, this work shows how the use of Twitter, from a social 
marketing approach, is an instrument for advancing the study of welfare and public 
policies related to compliance with the SDUs. To this end, the objectives are to: to 
know whether the messages published by @desdelamoncloa talk about the SDG and 
well-being, as well as to analyze the impact of publications containing content on 
these objectives and on the Indicator of Sustainable Well-being.

For this purpose, the 2 587 tweets of the official account of the Government 
of Spain (@desdelamoncloa) published during 2018 have been analyzed, using IBM 
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SPSS and Nvivo 12 plus data analysis software. The methodology used has been 
content analysis, from a qualitative and quantitative approach, through which tweets 
have been codified in accordance with the Sustainable Development Goals (SDG), 
identifying, on the one hand, the most valued by Twitter users, and on the other hand 
the terms most used by the account of the organization under study. It has also been 
hypothesized that the impact of the published messages (measured by the sum of the 
likes retweets) by @desdelamoncloa depends on the SDG used.

2.	 Theoretical framework
Since 1952 Wiebe wondered Why is solidarity not sold as soap is sold? the question 
of the ineffectiveness of sellers of social causes has been studied over time, giving rise 
to various nuances called social marketing. The starting point is in 1969 when Kotler 
and Levy (1969a) suggest a new dimension of marketing that extends to the field of 
ideas and non-profit organizations such as churches, public schools or administra-
tions, since they also have products to offer to customers. It is therefore evident that 
the “essence of marketing lies in a general idea of value exchange rather than the 
small thesis of market transactions” (Kotler & Levy, 1969b, p. 57).

Later, Andreasen (1995) added that “social marketing” must be able to modify 
behaviors in search of a higher good (individual and social); this voluntarily change 
in attitude or behavior has characterized the discipline in recent years.

However, the paradigm of “social marketing” has evolved since the emergence 
and use of social networks as communication tools. From this perspective, Hestres 
(2014) proposed a strategy that changed the vision of social marketing. This consists 
on instead of spending most of the resources on education, it is in the change in 
attitude and behavior that organizations should focus their efforts to understand the 
use of DSN. This will give the public the possibility to offer interesting content and 
offer more visibility of information. In this way, organizations will be able to work on 
how to transform their supporters into vocal promoters of their causes (Kotler, 2011; 
Dooley et al., 2012; Bernhardt, Mays & Hall, 2012).

In this sense Twitter has been thought as an ideal tool, forming an online pub-
lic space where organizations can inform and receive feedback on their contributions, 
as it is an interactive platform in which users and organizations share information. 
Various studies support their suitability as a communication tool in the public sphere 
and in politics such as Golbeck and Hansen (2014); McGregor and Mourao (2016); 
Bain and Chaban (2017), among others. Recently many research has focused on 
health-related issues (Chen et al. 2017; Pershad et al., 2018; Aboelmaged, 2018; Zhang 
& Ahmed, 2019; Colditz et al., 2019; Chua et al., 2019).

Several researchers have focused their studies on the relationships between 
happiness, welfare status and public policies (Gerdtham & Johannesson, 2001; 
Easterlin, 2010; Di Tella, Haisken & MacCulloch, 2010), while looking for indicators 
that measure the happiness or well-being of individuals, citizens and businesses. 
Others have focused on happiness from a business point of view (Fisher, 2010; 
Blanchflower & Oswald, 2011; Ravina, Villena & Gutiérrez, 2017; Frey & Stutzer, 
2018), mainly to rationally allocate scarce resources among its different alternatives, 
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distribute inputs and/or productive factors more efficiently and distribute goods and/
or services more equitably among the communities. The theory of well-being ratio-
nally leads to minimizing levels of social inequality, and establishing a more efficient 
distribution of resources (Duarte & Jiménez, 2007).

Since the end of the last century, numerous indicators have been developed 
to measure development and well-being. Among the most commonly used are the 
Better Life Index (BLI), Human Development Index (HDI), Human Poverty Index 
(HPI), Unmet Basic Needs (UBN), Sustainable Development Index (SDI), Human 
Development Index Progress (DIP) and the Sustainable Welfare Index (SWI).

Environmental deterioration and its effects are causing both research and 
policy to focus on this problem. The Stiglitz-Sen-Fitoussi report (2008) analyses 
well-being and distinguishes between the assessment of current well-being and its 
sustainability. Today’s well-being is considered multidimensional and it depends on 
economic factors - resources - and not economic - what citizens do and can do, how 
they perceive their lives and their natural environment. The sustainability of today’s 
well-being aims to transmit to future generations the stocks that are important to our 
lives - physical, human, social and natural capital. In addition, it will consider that 
the statistical system should focus more on measuring the well-being of the citizens 
in a sustainable context than on measuring economic production, and it proposes 12 
recommendations to improve statistics on the well-being of the population; five on 
material well-being, five concerning quality of life and two on the sustainability of 
the environment. 

According to the Brundtland Our Common Future report, sustainable develop-
ment is one that “meets the needs of the present without compromising the ability of 
future generations to satisfy their own” (Brundtland, 1987, p. 23). In 2000, the United 
Nations proclaimed the eight Millennium Development Goals (MDG): Eradicating 
Extreme Poverty and Hunger (1), Achieving Universal Primary Education (2), pro-
mote gender equality and women’s autonomy (3), reduce child mortality (4), improve 
maternal health (5), combat HIV/AIDS, malaria and other diseases (6), ensure 
environmental sustainability (7) and promote partnership for the development (8). 
Subsequently, 17 Sustainable Development Goals (SDG) were developed at the 2012 
United Nations Conference on Sustainable Development (RIO+20) to end poverty, 
protect the planet and ensure the peace and prosperity of people (see Table 1).

These objectives are a universal call to end poverty, protect the planet and 
ensure that all people enjoy peace and prosperity, and include new areas such as 
climate change, economic inequality, innovation, sustainable consumption and 
peace and justice, among others. They focus on well-being, responsible economic 
advancement and environmental protection. More and more authors are arguing 
that the development should be focused on well-being and sustainability (Coulthard, 
Johnson & McGregor, 2011; Rogers et al., 2012; Costanza et al., 2016; Rodrigo-Cano, 
Picó & Dimuro, 2019). According to Rogers et al. (2012) social and environmental 
sustainability require an approach based on well-being and in the human needs. For 
this research, objective 3 is highlighted, whose foundation is to ensure a healthy life 
and promote a state of well-being.
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To measure social welfare, a number of indicators have been developed, such 
as corrected GDP, the Human Development Index or the Happy Planet Index that 
measure the above-mentioned aspects, with the aim of creating policies that help 
to increase quality of life for citizens. However, there is little literature that studies 
welfare and sustainable development on social media, specifically on Twitter (see gr. 
Fownes, Yu & Margolin, 2018; Pearce, 2014).

Costanza et al. (2016) have developed methods to link the SDG to global sus-
tainable welfare measures. For them, in an interconnected world, the SDG cannot be 
achieved unless there is sustainable well-being on a global scale. They are based on 
the idea that the best system is one whose overall objective is based on a high-qual-
ity, prosperous and equitable life of its citizens that, in turn, is sustainable. In this 
sense, they propose a new indicator that is capable of measuring well-being and that 
integrates the current knowledge of ecology, economics, psychology and sociology 
for this purpose. This indicator is the “SWI” (Sustainable Wellbeing Index) which is 
a hybrid that combines three basic parts for sustainable well-being from an econom-
ic dimension, but including both society and nature. It consists of three elements: 
Net Economic Contribution (E) or efficient allocation (economic element), Natural 
Capital / Contribution to Ecosystem Services (N) or sustainable scale (environmen-
tal element) and Social Capital / Contribution Community (S) or fair distribution 
(element of welfare). In addition, in their work (op. cit.) they relate these three ele-
ments that form the Sustainable Well-being Indicator (SWI) with the 17 Sustainable 
Development Goals (SDG) (see Table 1).

Table 1. SWI and SDG ratio. The 17 SDG grouped into the three elements  
of sustainable well-being

Efficient allocation: creating a living economy (E)

Objetive 7 Ensure access to affordable, reliable, sustainable and modern energy 
for all.

Objetive 8 Promote sustained, inclusive and sustainable economic growth, full 
and productive employment and decent work for all.

Objetive 9 Build resilient infrastructure, promote inclusive and sustainable in-
dustrialization and foster innovation.

Objetive 11 Make cities and human settlements inclusive, safe, resilient and sus-
tainable. 

Objetive 12 Ensure sustainable consumption and production patterns.

Sustainable scale: remain in the planetary boundaries (N)

Objetive 6 Ensure the availability and sustainable management of water and 
sanitation for all. 

Objetive 13 Take urgent action to combat climate change and its impacts. 

Objetive 14 Preserve and use in a sustainable way the oceans, seas and marine 
resources for the sustainable development.
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Objetive 15
Protect, restore and promote the sustainable use of terrestrial eco-
systems, sustainably manage forests, combat desertification, stop 
and reverse land degradation and halt biodiversity loss.

Fair distribution: Bloom protection capabilities (S)

Objetive 1 End poverty in all its forms and everywhere. 

Objetive 2 To end hunger, achieve food security and improve nutrition, and 
promote sustainable agriculture. 

Objetive 3 Ensure healthy lives and promote well-being for all at all ages. 

Objetive 4 Ensure inclusive and equitable quality education and promote life-
long learning opportunities for all. 

Objetive 5 Achieve gender equality and empower all women and girls. 

Objetive 10 Reduce inequality within and between countries. 

Objetive 16
Promote peaceful and inclusive societies for sustainable develop-
ment, provide access to justice for all, and create effective, account-
able and inclusive institutions at all levels.

Objetive 17 Strengthen the means of implementation and revitalize the global 
partnership for the sustainable development.

Source: Costanza et al., 2016.

3.	 Materials and methods
Content analysis has been used from both a qualitative and quantitative perspective 
to collect the information to be analyzed. The first allows you to check for the pres-
ence of topics, words or concepts in a content; while the second aims to measure the 
data and establish the frequency of occurrence of the elements considered as units 
of information. Krippendorf (1990) defines content analysis as “a research technique 
intended to formulate, on the basis of certain data, reproducible and valid inferences 
that can be applied to its context” (p. 28). This methodology is appropriate for this 
work as it adopts as a unit of analysis the message that is selected according to explic-
it rules (Neuendorf, 2002). The analysis has been carried out in three stages following 
the Bardin procedure (1983): identification of analysis units, encoding of messages 
and analysis of results. 

In the first stage, the units of analysis have been identified in relation to the 
objectives to be achieved. Following these steps, user published messages -from @
desdelamoncloa, the official Twitter account of the Government of Spain, during 
2018 have been identified as units of study. The Twitter microblogging network has 
been considered for the analysis, as it is one of the most notorious and used social 
networks in Spain (IAB, 2018), with some 4.9 million users (SMF, 2018). In addition, 
it is increasingly useful for extracting information about public opinion on social 
media (Bernhardt, Mays and Hall, 2012).
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Unlike Facebook, which offers limitations with private or semi-private pro-
files, Twitter facilitates open communication between users and allows them to share 
their opinions in a publicly accessible way. The FanPageKarma tool has been used 
for data extraction. With this resource, all messages issued in 2018 have been col-
lected by @desdelamoncloa, gathering an effective total sample of 2,587 publications 
(information units).

In the second stage, these posts have been encoded according to three vari-
ables: objective v1 (or1... o17), v2 month (January... December) and v3 impact (likes 
+ share). To encode messages according to variable 1, it has been taken into account 
that they contain words or expressions related to each SGD (see Table 2). Also, to 
measure the impact (variable 3) of the message, the times that these have been shared 
and the likes of each one have been taken into account.

Table 2. Terms and expressions related to the SDG (v1)

SDG Terms

Objective 2 Hunger, malnutrition

Objective 3 Well-being, quality of life, health

Objective 4 Student, scholarship, education

Objective 5 Inequality, gender, men women, machism

Objective 6 Water, drinking water

Objective 7 Energy

Objective 8 Unemployment, employment, economic growth, wage

Objective 9 Development, industry, infrastructure, innovation, investigation

Objective 10 Equality, income

Objective 11 Cities, communities, sustainable

Objective 12 Consumption, production

Objective 13 Climatic change, weather, temperature

Objective 14 Marine, ocean

Objective 15 Environmental, pollution, fauna, flora, forest, river

Objective 16 Justice, NGO

Objective 17 Alliance, covenant, relationships

Source: Own elaboration

In the third stage, analysis of the results, the knowledge of the messages is 
deepened. The resources used have been the IBM SPSS and Nvivo 12 plus programs, 
which allow conducting two kinds of analysis: the first descriptive, both qualitative 
and quantitative to know: the most commonly used terms, the context in which the 
word appears, the impact of messages talking about the SDB and those related to 
SWI. And the second correlation is two types, one for the purpose of measuring the 
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relationship degree between the impact of messages (v3) and the SDG (v1), which 
would be carried out by the non-parametric Kruskal Wallis test in the SPSS. And 
another, using a cluster analysis with Pearson’s correlation coefficient in the Nvivo 
12 program, displaying nodes that share similar words. In addition, to show other 
results, resources such as tag clouds and word trees have been used.

4.	 Results
The analysis of the results first shows an overview of the account -@desdelamoncloa. 
The data for the qualitative analysis and the results for the quantitative analysis are 
presented. Figure 1 shows that the official Government account in Spain follows 
154 users and has 591 769 followers. This data provides an insight into the account’s 
personality, as measured by the TFF ratio (Twitter Following Follower Ratio) (Moll, 
2015). In the case at hand, since the account analyzed is a public institution of recog-
nized prestige, the value of the ratio is very high (591.769/154), which means that it 
is difficult to convey a sense of closeness.

Figure 1. Twitter general data of @desdelamoncloa

Source: Obtained on 05/26/19 from @desdelamoncloa https://bit.ly/2YVIrrC

If observing the monthly evolution of messages issued during 2018 and the 
impact on the public by such posts (likes+retweets) the data of Figure 2 are obtained, 
showing that the largest average impact per message was achieved in the month of 
June. In the morning of Saturday 9 June to Sunday 10, the Aquarius ship was rescued 
by 629 migrants trying to reach the European coast, including 123 unaccompanied 
minors, 11 young children and 7 pregnant women.
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Figure 2. Number of messages issued by @desdelamoncloa and  
average impact by message during 2018

The most impactful message in the whole year (Figure 3) deals with the host 
theme of the Aquarius ship, which achieved a total of 7,201 reactions (retweets+likes). 

Figure 3. The most impacting message of @desdelamoncloa in 2018

Source: Obtained on 05/26/2019 from @desdelamoncloa https://bit.ly/2YPP76r

4.1.	 Results of qualitative analysis
Even though the most responsive message from the public is the one related to the 
Aquarius rescue, the most common in June publications are “conference” and “press” 
(Figure 4 and 5), which refer to appearances by members of the government to jour-
nalists. These results show the tendency to post informational messages on Twitter, 
especially agreements or decisions made by the government. The same is true for the 
rest of the year (Figure 5), in which the prominence of other important terms such as 
#agenda2030 is lower (it appears in 13% of messages).

Eq. 4
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	 Figure 4. Most published 		  Figure 5. Most published 
	      terms in June 2018			           terms in 2018

Nor do the words SDG or “Sustainable Development Goals” appear, although 
the word “objective” refers to specific programs related to these SDG, such as educa-
tion (see Figure 6).

Figure 6. Tweet addressing SDA 4 “Quality Education”

Source: Obtained on 11/21/2018 from @desdelamoncloa from https://bit.ly/2YOiB8D

Making special emphasis to SDG 3 “Health and well-being”, one of the most 
outstanding and researched from a multidisciplinary approach, Figure 7 shows the 
context in the which “well-being” appears in the account under study. This word 
appears with other words such as “State” or with the hashtags #40AñosdeEstadoSocial 
or #SomosEspaña, which indicate the government’s concern for the values that Spain 
represents and for the well-being of citizens.
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Figure 7. Context in which the term well-being appears in publications  
of @desdelamoncloa in 2018

Source: Own elaboration

To understand the relationship of objective 3 (welfare and health) with other 
SDG, a conglomerates analysis has been carried out (Figure 8), which highlights that 
the messages about objectives 3, 5 (Gender Equality) and 10 (reduction of inequali-
ties) are similar in between. If looking more specifically at the messages that speak 
of the latter two, it points out that they have an impact of 4 831 reactions. It can be 
inferred that followers of @desdelamoncloa are concerned about the conditions of 
inequality and relate this aspect to well-being.

Figure 8. Conglomerates analysis of SDG messages by term similarity

Source: Own elaboration
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4.2.	 Results of quantitative analysis
After a first exploration of the data from a qualitative approach, the results of the 
quantitative analysis are presented. The first step was to analyze the number of 
messages in which some SDG are discussed, as well as the average impact of such 
publications (Figure 9). 

Figure 9. Number of messages issued by SDG and impact thereof  
in 2018 by @desdelamoncloa

Source: Own elaboration

As can be seen in the above figure, the messages on SDG 8, i.e., “decent work 
and economic growth”, have had the greatest impact, but they are not the most pub-
lished. The opposite is true of the messages that speak of objective 10, “reduction of 
inequalities”, which are the most published, but have an impact of 53.33%. On the 
other hand, the messages with the least impact are the ones that speak of SDS 15 and 
11. Referring to the SDG of “health and well-being” (3) it emphasizes that the average 
impact per message is 61.33%, being one of the most important. Other targets that 
appear infrequently are 16 and 14.

In general, the organization’s most published SDG are not the ones that have 
caused the most public reaction. In this regard, it should be noted that the biggest 
difference is in objective 16, “Peace, justice and solid institutions” and 2, “zero hun-
ger”. In both, there has been more public’s reaction compared to the number (n) of 
messages posted on them. For a more detailed view, Table 3 shows messages that 
address multiple objectives at once, in particular, those messages that contain more 
than three are displayed.
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Table 3. Messages posted by @desdelamoncloa containing  
more than three targets in 2018

Id Objetive Nº of objetives Nº of Likes Retweets

3 1,3,4,5,7,8,10,12 8 534 300

1346 1,4,5,10,11,12 6 242 150

72 3,4,8,10, 4 2588 952

5 1,5, 13 3 180 120

66 1,4,9 3 59 36

116 1,5,10 3 51 59

397 1,2,5 3 524 320

478 1,4,9 3 48 34

479 5,10,13 3 498 250

529 1,4,9 3 39 20

803 4,5,10 3 53 27

823 8,9,10 3 211 149

1340 1,9,11 3 539 365

1423 9,11,16 3 326 213

Source: Own elaboration

At this point, it is advisable to contrast the hypothesis that “the impact of the 
messages published by -@desdelamoncloa depends on the SDG they mentioned”. To 
this end, Kruskal Wallis’ nonparametric hypothesis contrast has been carried out, 
obtaining a p-value lower than 0.05, so there are significant differences between the 
impact variable and the target variable, and it can be mentioned that the impact of 
the messages depends on the topic used. 

Table 4. Kruskal Wallis test results

Test statistics a, b

a.b Impact

Chi squared 34,622

Gl  16

Sig. asymptotic  ,004

Source: Own elaboration

a. Kruskal Wallis test
b. Grouping variable: objectives
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Finally, Table 5 examined the impact of the three elements of SWI according 
to the impact of the SDG (Costanza et al., 2016). 

Table 5. Impact of SWI elements based on their relationship to the SDG

Objetives
Times 
these 

appear
Likes (a)

Retweets 
(b)

Likes/nº 
message

Impact of the 
message

Fair distribution. Social Capital / Communitary contribution (S)

1 71 13840 9539 194,93 329,28

2 7 1171 800 167,29 281,57

3 34 7105 4028 208,97 327,44

4 51 7286 4406 142,86 229,25

5 68 12783 8267 187,99 309,56

10 40 13268 8089 331,70 533,93

16 4 739 479 184,75 304,50

17 17 1889 1127 111,12 177,41

275 58081 36735 1529,60 2492,94

Sustainable scale. Natural Capital / Contribution to the  
Ecosystem Services (N)

6 14 1307 984 93,36 163,64

13 9 1103 729 122,56 203,56

14 5 397 315 79,40 142,40

15 14 1020 789 72,86 129,21

42 3827 2817 368,17 638,81

Efficient allocation. Net economic contribution (E)

7 8 971 698 121,38 208,63

8 75 17778 12088 237,04 398,21

9 49 4569 3259 93,24 159,76

11 51 4402 3203 86,31 149,12

12 22 2083 1497 94,68 162,73

205 29803 20745 632,66 1078,44

Source: Own elaboration

Table 5 shows that the impact of Social Capital/Community Contribution 
(wel-being element) is significantly higher (2492.94) than Natural Capital / 
Contribution to Ecosystem Services (environmental and sustainable element) and 
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to Net Economic Contribution (economic element), whose values are 638.81 and 
1078.44, respectively. Therefore, in the user @desdelamoncloa the element of well-be-
ing has more impact than the environmental and economic.

5.	 Conclusions and discussion
This work has proved how the social network Twitter is a tool that from the point of 
view of social marketing can be used to obtain information about the interest of users 
in the SDG and contribute to the decision-making in the development and implemen-
tation of public policies, agreeing with Rodriguez and Ureña (2011) when saying that 
Twitter is a means that makes the demands and opinions of citizens closer to their 
politicians; but it is also a way by which politicians can influence citizens’ opinions, 
making them aware of the suitability of implementing more efficient welfare policies 
in a more efficient way.

The results of the qualitative analysis, in particular in the analysis of the con-
text of the term “well-being”, show that this term appears with other words such as 
“State” or with the hashtags #40AñosdeEstadoSocial or #SomosEspaña, indicating 
the government’s concern for the values that Spain represents and for the well-being 
of citizens. This issue is discussed in different studies that show the need for such 
responsibility, especially since the approach to the institutional economy emerged 
(Vergara and Ortiz, 2016). It is also noteworthy that there are considerable references 
in which the purpose is to speak and act when asking questions about the SDG and 
to encourage through the social media (Saxton & Waters, 2014).

The results of the quantitative analysis show that the messages that speak 
about objective 8, i.e., “decent work and economic growth”, have had the greatest 
impact, however, they are not the most published. The opposite is true of the messag-
es which speak about objective 10, “reduction of inequalities”. On the other hand, the 
messages with the least reactions are the ones that speak of SDG 15 and 11. These 
results contradict those of @desdelamoncloa to the ones obtained by Menéndez, 
Saura and Alvarez (2018), Can and Atlatas (2017) and Angulo (2010), concluding 
that the “environment” is one of the most worrying issues, as well as “health and 
well-being”.

Furthermore, since the analysis of @desdelamoncloa on well-being and the 
SDG, it has been found that although compliance with the 2030 Agenda and the 17 
SDG are essential for the country’s future, messages dealing directly with them are 
not usually published.

With regard to the political implications of the analysis of objectives according 
to the three elements (Well-being, Economics and Sustainability), it has been found 
that the impact has been higher on the objectives focused on well-being and econom-
ics than on sustainability. This may lead to believe that there is little awareness of the 
environment deterioration and that it would be necessary to raise awareness of the 
environmental problem among the Spanish population in order to involve them in 
complying with the SDG.

In this sense, Liu et al. (2014) proposed the creation of a citizen observatory 
to enhance citizen awareness of environmental deterioration and maintain commu-
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nity-based environmental governance. This proposal may be interesting, but it is not 
the only virtual place to collect and share data. The problem of the environment is 
a global problem, thus the political action should be carried out both from a global 
perspective and in a particular way by each of the countries (glocal). Each country’s 
environmental citizen awareness is different, as there are countries such as Iceland 
and Norway where their citizens have a high awareness of the environment, so their 
political action would be different from that of Spain.

In short, this study has shown that Twitter provides information about the SDG 
that the user of the official government account in Spain considers, and the Sustainable 
Development Goals that are of most concern to its users. It also reveals which topic 
is related to well-being and provides useful information to know the line to follow for 
raising awareness of citizens. Further research would be desirable to help organiza-
tions advance on social marketing management through digital social media, as they 
provide a great opportunity for governments to communicate their projects and create 
long-term relationships with the community to turn them into collaborators.
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