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Abstract

Frame of the research: In light of growing concern for environmental conservation 
and rising awareness of the significance of both physical and psychological well-being, 
the literature has shown a link between individual well-being and environmental 
sustainability. Nevertheless, none of these studies has analyzed the bidirectional 
relationship between these two domains and the influences that one has on the other. 

Purpose of the paper: The paper aims to explore online conversation involving 
well-being and sustainability, to understand how users perceive, relate to, and 
emotionally respond to these topics. The objective of this study is to identify emergent 
themes, attitudes, and communicative patterns within the domain of user-generated 
content (UGC).

Methodology: A web-listening methodology was employed to collect a dataset 
comprising over 75,000 Italian-language public posts. These were sourced from a 
variety of social media platforms, blogs, forums and review sites, and were collected 
over a period of 12 months. The present study employed a mixed-methods design, 
integrating quantitative metrics (e.g. mentions, engagement, sentiment) with 
qualitative content analysis of a selection of posts.

Results: The findings indicate that well-being and sustainability are progressively 
perceived as integral lifestyle choices. The overarching themes that emerged included 
aesthetic care, nutrition, nature, and physical activity. A thorough investigation 
into the sentiment expressed by users in their online conversations pertaining to the 
subjects was conducted. The investigation revealed a predominantly positive attitude 
among users.

Research limitations: The study is limited by the temporal scope (12 months). 
Furthermore, the emphasis on Italian-language content may constrain the 
generalizability of findings to other cultural contexts.

Practical implications: Businesses should align their communication strategies 
with seasonal dynamics and platform-specific engagement. In addition, emphasis on 
optimistic yet realistic messages may prove more effective in promoting sustainable 
behaviours.

Originality of the paper: This study presents a new application of web listening 
to examine the intersection of sustainability and well-being. It offers an authentic, 
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data-driven perspective on how digital communities connect personal health with the 
health of the planet.

Keywords: environmental sustainability; individual well-being; user generated 
content; web listening; sentiment analysis

1. Introduction 

In recent years, increasing attention has been paid to the relationship 
between individual well-being and environmental sustainability 
(Ericson et al., 2014; Liu et al., 2022; Minor et al., 2023). The literature 
suggests that well-being can function as both a driver and a barrier 
for pro-environmental behaviours (Innocenti et al., 2023; Binder and 
Blankenberg, 2016). It has been shown that individuals who experience 
a state of well-being show greater sensitivity to environmental issues and 
are more likely to adopt sustainable behaviours, such as recycling and 
using environmentally friendly means of transportation. Consequently, 
this results in an increase in their sense of accomplishment and purpose 
(Ericson et al., 2014; Innocenti et al., 2023). Conversely, individuals who 
experience lower levels of well-being may lack the emotional resources 
or energy to prioritize sustainability (Binder and Blankenberg, 2016; 
Innocenti et al., 2023). At the same time, environmental conditions, such 
as access to clean air, green spaces, and biodiversity have a proven impact 
on physical and psychological health, contributing to improved quality 
of life (Kjell, 2011; Lehberger et al., 2021; Martin et al., 2020; Minor et 
al., 2023). Yet, the effects of climate change are increasingly threatening 
this delicate balance. The growing frequency of extreme weather events 
and ecological degradation exacerbates physical risks and mental distress, 
triggering cycles of disconnection and disengagement (Curll et al., 2022; 
Lawrance et al., 2022; Ogunbode et al., 2022). These dynamics suggest that 
sustainability is not only a planetary issue but also a question of public 
health and personal well-being. 

From a marketing and management perspective, the relationship 
between sustainability and well-being has long been debated. Traditional 
marketing paradigms have often emphasized the association between 
consumers’ well-being and material possessions (García‐Rodríguez et 
al., 2025), promoting the idea that happiness stems from acquisition and 
consumption. Unfortunately, this consumption-driven pursuit of well-
being has contributed to unsustainable production and consumption 
system, pushing the planet to its ecological limits (Lin et al., 2021). For 
decades, it was assumed that reducing consumption would necessarily 
reduce individual happiness, implying that sustainability goals would 
conflict with well-being (García‐Rodríguez et al., 2025). 

Recent research has challenged this view, demonstrating that 
sustainable and conscious consumption can actually improve personal 
well-being (Bahl et al, 2016; Elo et al., 2024; Dhandra, 2020). Sustainable 
behaviours, such as purchasing green products, reducing waste or engaging 
in pro-environmental conducts, are increasingly associated with feeling of 
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coherence and higher well-being (Jägel et al., 2012; Capstick et al., 2022; 
Mao et al., 2025). Furthermore, current unsustainable consumption 
patterns are not only harmful to the environment, but also to individual 
and collective health (Dhandra, 2019; Duguleană and Croitoru, 2021). 
This emerging perspective reframes sustainability as a path to well-being 
rather than a constraint on consumption, marking a paradigm shift from 
materialistic to conscious and purpose-driven consumption. 

The link between sustainability and well-being has been explored in 
various fields with different methods (see García‐Rodríguez et al., 2025). 
However, despite this growing attention in consumer and marketing 
literature, little is known about how the relationship between well-being 
and sustainability is perceived, interpreted, and communicated in everyday 
life. To fill this gap, this study investigates the relationship between well-
being and sustainability through the lens of social media conversation, 
examining what and how is discussed on these channels regarding these 
topics. Research has yet to examine how marketers leverage this connection 
in brand communications and how users express it in a spontaneous and 
unbiased context. Therefore, drawing on a web listening methodology, the 
study explores online conversations to uncover the attitudes, emotions, 
and representations associated with these two interconnected concepts. 
User-generated content (UGC), as a spontaneous and unfiltered form of 
public expression, provides a valuable resource for capturing authentic 
insights into how these themes are discussed and connected in everyday 
digital conversations. From a managerial perspective, these insights can 
inform sustainable branding, communication, and consumer engagement 
strategies, thus helping organizations to understand when and how to 
communicate the two domains effectively, whether jointly or by leveraging 
one to reinforce the other. 

The paper is structured as follows: next section provides a theoretical 
perspective of the research; the methodology section describes the research 
techniques used, the data collection procedure and analysis methods; the 
last sections discuss the results, managerial and theoretical implication and 
future research avenues.

2. Literature review

The concepts of well-being and environmental sustainability are central 
to this study and require a clear theoretical foundation. Well-being has 
been widely recognized as a multidimensional and dynamic construct, 
shaped by philosophical, psychological, and social paradigms (Ryff, 
2021). The World Health Organization (WHO) has defined it as “a state 
of emotional, mental, physical, social, and spiritual well-being that enables 
individuals to achieve and maintain their full potential within society”. 
This holistic definition reflects the interaction of various aspects of the 
human experience, emphasizing the importance of balance and integration 
between the physical and emotional spheres. In contrast, environmental 
sustainability implies the conscientious and fair use of natural resources, 
to safeguard ecosystems and avoid use that exceeds the regenerative 
capacity of the planet (Goodland and Daly, 1996). Climate change, caused 
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primarily by anthropogenic activities, poses a significant challenge to 
environmental sustainability. This challenge is evidenced by phenomena 
such as global warming, sea level rise, and biodiversity loss (OECD, 2024). 
The adverse effects of climate change extend beyond ecological systems 
and have significant consequences for individual well-being (OECD, 
2024). Extreme weather events, including floods, droughts, heatwaves, 
and hurricanes, have been shown to affect both physical and psychological 
health. On a physical level, they increase the risk of illness, injury, and 
mortality (Harlan and Ruddell, 2011; Kovats and Hajat, 2008; Lieber et al., 
2022). Concurrently, these events precipitate emotional and psychological 
distress, encompassing stress, anxiety, and depression (Barchielli et al., 
2022; Clayton, 2020; Gifford and Gifford, 2016).

Importantly, mental health impacts of climate change can result 
from both direct and indirect exposure. Direct exposure is defined as 
the experience of the physical consequences of climate events firsthand, 
which often results in post-traumatic stress disorder (PTSD), anxiety, 
and depression (Doherty and Clayton, 2011; Gifford and Gifford, 2016). 
Indirect exposure, by contrast, occurs through observation or awareness 
of climate change, often via media content, without personal involvement. 
This form of exposure can elicit intense emotional responses, such as fear, 
guilt, sadness, and helplessness, and may contribute to broader declines 
in subjective well-being and even the onset of mental disorders (Clayton, 
2020; Kurth and Pihkala, 2022; Cunsolo and Ellis, 2018). 

These emotional responses align with well-documented anxiety-
related states in the literature, including eco-anxiety (Kurth and Pihkala, 
2022), climate anxiety (Clayton, 2020), and ecological grief (Cunsolo 
and Ellis, 2018). When experienced at moderate levels, such emotions 
may foster adaptive responses, motivate pro-environmental behaviours, 
and support psychological well-being. Environmental actions, in this 
context, serve as a mechanism for transforming anxiety and grief into 
tangible forms of engagement, thereby mitigating feelings of helplessness 
(Bouman et al., 2020; Berglund, 2019). From this perspective sustainable 
behaviours can enhance individuals’ sense of well-being, promoting a 
sense of empowerment and coherence (Binder and Blankenberg, 2016). 
This dynamic gives rise to a virtuous cycle in which emotional discomfort 
becomes a catalyst for engagement and environmental commitment, 
providing motivation and psychological resilience. 

Conversely, the same emotional responses may also evolve in a 
maladaptive direction. The complex, large-scale, and urgent nature of 
ecological crises may generate psychological overwhelm, particularly when 
individuals perceive the challenges as too vast or intractable (Haltinner 
et al., 2021). In these cases, intense states of eco-anxiety, climate anxiety, 
and ecological grief are generated, which can culminate in a condition 
described as eco-paralysis: a state of emotional immobilization and 
behavioural inaction driven by psychological overload and the perceived 
lack of individual efficacy in dealing with the crisis (Albrecht, 2011). This 
condition compromises both mental health and the ability to engage 
proactively with the environment (Wullenkord et al., 2021; Hart and 
Nisbet, 2012). 
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Two factors that can shape the intensity and direction of these 
emotional responses are the way and the context in which sustainability 
issues are communicated. Given that individuals increasingly engage with 
sustainability content through social media, the framing of such messages 
can indirectly shape climate-related emotional responses (Liu and Kuang, 
2024). The immediacy and intensity of digital communication may heighten 
anxiety when issues are presented pessimistically, or conversely, support 
constructive engagement when framed around solution and effectiveness 
(Sanford et al., 2023). Recent studies show that positively framed messages, 
focused on achievable solutions, benefits, and hope, tend to foster longer-
lasting engagement with sustainable actions (König and Maier, 2024; 
Olbermann et al., 2024). In contrast, negatively framed messages may 
be effective in the short term but often elicit feelings of helplessness or 
paralysis (Sanford et al., 2023). While messages emphasizing the negative 
consequences of environmental degradation can raise awareness, their 
excessive use may provoke avoidance rather than proactive behaviour 
(Carlson et al., 2020; Olbermann et al., 2024). In this sense, communication 
strategies that emphasize gains, opportunities, and collective effectiveness 
appear more effective in promoting sustained engagement, as positive 
emotions are generally more conducive to constructive action.

Beyond emotional and psychological response, prior research has also 
highlighted that the relationship between well-being and sustainability 
can manifest through everyday practices and lifestyle choices, including 
consumption. Marketing studies indicate that engaging in sustainable 
behaviours can simultaneously enhance individuals’ well-being (García‐
Rodríguez et al., 2025). In particular, several sectors have been examined 
where environmental sustainability and individual well-being intersect, 
including food consumption (Xie et al. 2022; Alotaibi and Abbas 2023), 
access to green space (Stoltz and Schaffer, 2018), sport participation 
(Wicker and Thormann, 2022), sustainable fashion consumption (Bardey 
et al., 2022), and sustainable lifestyle practices more broadly (Binder and 
Blankenberg, 2017; Daniels and Gupta, 2025). These studies demonstrate 
that more sustainable choices in these domains can enhance individual 
well-being, while higher levels of well-being are also associated with greater 
engagement in pro-environmental behaviours and responsible lifestyles 
(Nhung Thang and Nguyen, 2025; García‐Rodríguez et al., 2025). 

These findings suggest that well-being and sustainability may reinforce 
each other through everyday practices, including communication through 
online platforms and social media content that users engage with (García‐
Rodríguez et al., 2025; Binder and Blankenberg, 2016; König and Maier, 
2024). Despite the existence of scientific contributions highlighting the 
interconnection of well-being and sustainability across psychological, 
sociological, managerial, and marketing perspectives (García‐Rodríguez 
et al., 2025), no study to date has examined how these topics are actually 
expressed in public online conversation, or how they are communicated, 
including the use of positive and negative framing and associated themes. 
Understanding these aspects is important to grasp how well-being and 
sustainability are approached in everyday life, and how they might be 
promoted simultaneously in ways that reinforce each other rather than 
creating conflicting or adverse effects. 

Beatrice Ceccoli 
Donata Tania Vergura 
Guido Cristini
From self to planet: 
exploring the link 
between well-being and 
sustainability in online 
conversations 



sinergie
italian journal of management 
Vol. 44, Issue 2, 2026

308

To begin addressing this gap, this study proposes an exploration of 
online conversations on these themes through digital platforms. These 
environments provide access to vast volumes of spontaneous and unfiltered 
conversations in which users express emotions, opinions, and concerns 
related to both well-being and sustainability. This type of data, commonly 
referred to as user-generated content (UGC), has been successfully 
employed to investigate diverse phenomena, including healthcare 
(Abirami and Askarunisa, 2017; Marchetti et al., 2022; Wong et al., 2015), 
tourism (Lee et al., 2020; Marcolin et al., 2021), political behaviour (Wu et 
al., 2020), and sustainable consumption (Bellini et al., 2024).

Building on this approach, the present study adopts a web listening 
methodology to examine how people discuss and connect the concepts of 
well-being and sustainability in online context. This method offers a richer 
and more authentic understanding of public conversation than traditional 
research approaches, enabling the detection of subtle patterns of meaning, 
sentiment, and engagement that might remain hidden in traditional 
research settings.

3. Methodology

To achieve a more comprehensive and nuanced understanding of 
the observed phenomena (Andreotta et al., 2019), the research adopted 
a mixed-methods approach, integrating the quantitative analysis of data 
with an in-depth qualitative assessment. the data were collected using the 
Blogmeter Suite, a web and social intelligence platform that provides tools 
for the aggregation, monitoring, and analysis of data from a plethora of 
online sources. The Blogmeter Suite collects data exclusively from publicly 
available online sources, integrating information retrieved through official 
platform APIs where accessible. Data collection fully complies with the 
terms of service of each platform, and no private or restricted content 
was included in the analysis. All data were analysed in anonymized form, 
as provided by the platform, in full compliance with the General Data 
Protection Regulation (GDPR).

The platform facilitates access to an extensive database comprising 
over 2 billion documents, thereby enabling the monitoring and analysis of 
user conversations across various digital platforms, including social media 
such as Facebook, X (formerly Twitter), Instagram, YouTube, TikTok, 
Twitch, as well as forums, blogs, news sites, and app review platforms. 
The comprehensive data extraction and analysis capabilities of the 
platform facilitated the aggregation of a substantial and diversified array 
of information, thereby offering a representative overview of the subjects 
discussed in online conversations.

This methodological choice aligns with the aim of exploring how the 
concepts of well-being and sustainability are spontaneously connected in 
everyday digital conversations, as it captures a large number of unfiltered 
narratives that reflect how people perceive, interpret, and relate these two 
domains without researcher intervention. The web listening approach 
enables the continuous and systematic monitoring of public online 
conversations, and thus the identification of themes, emotions, and 
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discursive patterns emerging from spontaneous interactions among users. 
The analysis focuses on user generated content (UGC) produced by a 
variety of actors (consumers, brands, organizations, and influencers) who 
collectively contribute to shaping public discourse around these topics. 
While differences in coverage across platforms may occur due to data access 
and API restrictions, which can favour verified or business accounts, the 
dataset captures a heterogeneous mix of contributors, ensuring a rich and 
diversified representation of spontaneous online conversations. The study 
is exploratory in nature and does not aim for statistical representativeness, 
but rather for a qualitative and interpretive understanding of how users 
discuss and relate well-being and sustainability. 

The analysis was restricted to the Italian context for reasons pertaining 
to the interpretation and reliability of the output, as well as to the cultural 
divergences that may manifest in users’ interest in and approach to 
the subjects under consideration. With regard to the initial point, the 
incorporation of content from disparate nationalities has the potential 
to complicate matters. The presence of differing cultural and linguistic 
backgrounds may give rise to variations in expression patterns and the 
subjects discussed, which could, in turn, lead to analytical confusion. 
Furthermore, the employment of particular keywords may result in the 
inclusion of irrelevant content or, conversely, the exclusion of relevant 
material if the keywords do not precisely align with searches conducted in 
languages other than Italian.

The keywords employed to guide the analysis focused on central themes 
related to well-being and sustainability, with the aim of identifying the main 
discourses and trends in these areas. All keywords were originally entered 
in Italian, consistently with the scope of the analysis, and are translated 
into English in this paper for international readably. Specifically, the 
search query was designed to identify all discussions in natural language 
that referred to the concepts of well-being and health. Key terms included 
expressions such as “well-being,” “health,” “mental health,” “self-care,” 
and “personal care,” along with various hashtags related to these themes, 
such as #well-being, #wellness, #health, and #selfcare. Concurrently, to 
explore discussions related to sustainability, terms such as “sustainability,” 
“environmental sustainability,” and “green” were used, along with hashtags 
#sustainability, #sustainable, and #green.

The time frame for the data analysis spanned from June 2023 to 
May 2024, providing a sufficiently broad window to observe trends, 
developments, and changes in online conversations about these topics. 
Following the extraction of the raw data, a meticulous manual cleaning 
process was conducted to ensure that only relevant content was included in 
the final analysis. Specifically, only instances of the keywords that addressed 
the themes of well-being and sustainability were selected, thus excluding 
irrelevant or off-topic data.

With regard to the quantitative analysis, a number of metrics were 
adopted in order to provide a comprehensive overview of online activity 
related to these subjects. The metrics included the total number of 
messages related to well-being and sustainability, the level of engagement 
generated by each post (i.e., the level of interaction generated by the posts, 
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such as comments, likes, and shares), and the sentiment associated with 
the content, which was divided into positive and negative. The sentiment 
analysis was conducted using Blogmeter’s proprietary opinion mining 
system, which applies Natural Language Processing (NLP) models 
specifically trained on Italian-language data.

These measurements enabled the quantification and analysis of the 
intensity and direction of public discourse on well-being and sustainability, 
offering useful insights into how these topics are treated and discussed on 
social media platforms and online media.

4. Results

4.1 Descriptive analysis

Well-being and sustainability are widely discussed topics online, 
as evidenced by the results they collect a substantial volume of content 
embodying these themes with mentions amounting to 75.08k and a 
significant level of engagement (6.63M). This phenomenon indicates a 
high interest in self-care and environmental care in online conversations. 

Mentions refer to the number of original documents that include 
at least one of the keywords set as the search criteria while its temporal 
evolution is examined through the history, over the considered time period 
(12 months) of the number of original documents that match the search 
criteria (see Figure 1). The chart illustrates a decrease in the discussion of 
the topics analysed during summer vacation and holiday periods, followed 
by an increase in the months typically associated with the resumption of 
daily activities, such as September and January.

Fig. 1: Time evolution of mentions (total mentions over the period: 75.08K)

Source: Blogmeter Suite 

The engagement (6.63M) represents the total number of user 
interactions with individual posts, including comments. These interactions 
originate from platforms such as Facebook, Twitter, Instagram, YouTube, 



311

Twitch, and blogs. Overall, 6,630,000 interactions were recorded on posts 
and comments related to sustainability and well-being. It is also relevant 
to examine the temporal evolution of user engagement (see Figure 2). An 
analysis of the twelve-month timeline reveals a peak in engagement during 
the Christmas period, followed by a decline immediately after the holidays. 
Subsequently, a recovery is observed from February through April, with a 
new decrease in May. This trend is in contrast with the one observed in 
Figure 1. It seems that, during the holiday period, users are less inclined 
to take active action online to express their opinions and experiences but 
appear more attentive to the contents of other users, towards whom they 
show greater engagement.

Fig. 2: Time evolution of engagement (total engagement over the period: 6.63M)

Source: Blogmeter Suite

The graphs in Figure 3 illustrate the distribution of mentions and 
engagement across sources under analysis, highlighting which platform 
leads the discourse under analysis. Newspaper articles were excluded from 
the graph for two reasons: first, because these articles are often sponsored 
or remunerated, which can result in a biased representation of public 
opinion and, consequently, a distortion of the data; second, including 
media content produced by professional journalists would have altered the 
nature of the dataset, shifting the focus from user-generated content to 
institutionally mediated narrative.

In terms of mentions, blogs (51%) rank first, followed by Instagram 
(24%) and Facebook (22%), while other platforms remain marginal. While 
in terms of engagement, a completely different situation emerges. Instagram 
(55%) and TikTok (27%) show a high level of engagement, revealing that 
the few posts on the topics on the two platforms generate a lot of interest 
and engagement. In contrast, blogs are not represented in the engagement 
graph, suggesting that despite the high volume of content production on 
the analysed topics, they do not generate significant interactions. This is 
likely due to the nature of blogs, which are primarily designed for reading 
and offer limited interactive features, usually restricted to comments. 
However, such interactions are not comparable to those enabled by social 
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Source: Blogmeter Suite

4.2 Most used terms 

A general overview of the connection between these two overarching 
topics is provided by the terms cloud in Figure 4, which highlights the 
most frequently discussed themes and recurring concepts related to well-
being and sustainability. Users describe well-being and sustainability as a 
lifestyle to be embraced in the pursuit of a healthy life, not only for oneself 
but also for the planet. The terms most frequently associated with these 
concepts relate to four main areas: aesthetic care (aesthetics, skincare, 
beauty, haircare, makeup, cosmetics, natural cosmetics, plant-based 
cosmetics); nutrition (nutrition, diet, food, healthy eating, organic, vegan, 
nutritionist); nature (nature, natural, green); and physical activity (sports, 
coach, fitness).

Fig. 4: Terms cloud

Source: Blogmeter Suite
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Aesthetic care and individual well-being. According to users, taking care 
of self-appearance is not just an act of beauty, but a self-care ritual that helps 
to improve physical and psychological health. Online posts often promote 
products that use natural, environmentally friendly ingredients, enabling 
people to take care of themselves while maintaining ecological awareness. 
Emphasis is placed on cosmetics such as natural skincare and plant-based 
products, which not only enhance external appearance but are also safer 
for the environment due to recyclable or biodegradable packaging and 
the use of ingredients from sustainable agriculture. The adoption of such 
products is promoted as a way of living in harmony with nature without 
compromising personal care. 

Healthy and Sustainable Nutrition. Nutrition is the second most 
discussed topic. Online posts regarding diet promote healthy eating 
habits, often favouring plant-based foods without necessarily excluding 
other types of products. Many users emphasize the importance of buying 
organic, locally sourced and seasonal foods: choices that not only promote 
physical well-being, but also reduce the environmental impact associated 
with transportation and food production. A post by @sinu_italia (Italian 
Society of Human Nutrition) illustrates how individual food choices can 
have a significant effect on the health of the planet by encouraging conscious 
practices that reduce one’s ecological impact, such as plant-based diets. 

“[…] Nutrition not only affects our well-being but also has a profound 
impact on the environment! Every food choice can either support the health 
of our planet or contribute to its degradation. […] Choose local and seasonal 
products […]. Reduce food waste […]. Embrace environmentally low-impact 
diets […]. Plant-based diets require fewer natural resources and produce 
lower greenhouse gas emissions than meat-heavy diets”.

Some posts adopt a more radical stance, outright condemning the 
consumption of animal-based products and advocating for a vegan diet, 
which is seen by users as the most environmentally sustainable choice. The 
vegan diet is frequently praised not only for its health benefits (such as 
reduced risks of cardiovascular diseases and diabetes), but also for its lower 
ecological impact given its reduced reliance on natural resources and lower 
greenhouse gas emissions. The awareness of how one’s diet can affect global 
climate change is increasingly widespread, with users perceiving dietary 
changes as an opportunity for both personal and collective improvement. A 
representative example of this perspective is a post by @attivismo_vegano, 
which frames veganism as a responsible choice for both personal health 
and environmental sustainability. 

“Veganism is much more than just a dietary choice; it is a philosophy 
that embraces compassion, ethics, and sustainability in a deep and integrated 
way. […] The ethics of veganism are based on the belief that animals are 
not resources to be exploited but sentient beings with the right to life and 
freedom. […] Moreover, veganism is closely tied to environmental philosophy. 
The devastating impact of intensive livestock farming on our planet is well 
documented: deforestation, excessive water use, and greenhouse gas emissions. 
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Adopting a vegan diet is an act of responsibility towards our planet, a concrete 
step to preserve natural resources for future generations. […] Reducing the 
consumption of animal products can prevent chronic diseases and promote 
a long and healthy life. […] Veganism is not just a diet; it is an ethical and 
sustainable revolution for a better world”.

Although radical, this approach underscores how individual choices 
can have a significant and positive impact on the future, both for human 
health and for the sustainability of the planet.

Another widely addressed topic concerns achieving and maintaining an 
optimal weight, which is regarded both as a health-promoting behaviour 
and as a means of lowering the demand on natural resources. A clear 
example of this perspective is reflected in the Spreco Zero (Zero Waste) 
campaign driven by Andrea Segrè, an Italian agronomist and economist 
known for his work in promoting sustainable development models and 
combating food waste. In one of his social media reels, Segrè highlights 
how food choices directly affect both health and the environment. 
Specifically, the concept of “junk food” is presented as doubly wasteful: on 
the one hand, it contributes to increased food waste and CO₂ emissions, 
exacerbating climate change; on the other hand, it increases the risk of 
metabolic diseases, such as diabetes, thus increasing health care costs.

“[…] Did you know that junk food causes double damage—or rather, 
double waste? Food and Environmental Waste: If these foods end up in the 
trash, they increase the volume of food waste, raising CO₂ emissions and 
contributing to climate change. Health Waste: If they end up in your stomach, 
they increase body weight, leading to obesity and metabolic diseases like 
diabetes, and thus increase healthcare costs. […]”

Nature and Outdoor Physical Activity. The other two significant topics 
emerging from online discussions are nature and physical activity, which 
are often perceived as closely interconnected. Users argue that engaging 
in outdoor sports in natural environments not only enhances physical 
well-being but also has a positive effect on mental health. The relationship 
between physical activity and nature is particularly valued, as it provides 
a means to connect with the environment, reduce stress and improve 
mood. An article exemplifying this type of wellness highlights the benefits 
of cycling, an activity that not only helps to keep fit but also promotes a 
healthy and sustainable lifestyle.

“Why choose cycling? It’s a fun and healthy activity! Here’s why kids 
should start pedaling: Healthy heart: Strengthens the heart and improves 
circulation. Toned muscles: Increase muscular strength and endurance. Burns 
calories: Helps lose weight and stay fit. Peaceful mind: Boosts happiness and 
well-being. Eco-friendly: Saves money and respects the environment. Social: 
Join events and meet new people. Pedal hard, smile at the challenge, and 
never stop!”
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Finally, the importance of green spaces in urban areas also appears 
to be a relevant issue in this context. Users point out that green areas in 
cities both improve individual well-being and encourage more sustainable 
lifestyles. Users report that the creation of urban parks and gardens helps 
reduce air pollution and provides space for outdoor physical activity, 
motivating people to get around without relying on polluting means of 
transportation. 

The interconnection between well-being and nature is also reflected 
in the growing demand for green mobility. The promotion of sustainable 
means of transportation (such as bicycles and electric scooters) is 
considered essential to reduce CO₂ emissions and encourage an outdoor 
lifestyle that benefits both health and the environment.

4.3 Sentiment analysis

Online conversations about well-being and sustainability reveal positive 
acceptance, with most users expressing favourable opinions (71%), focusing 
on the benefits of a healthy and environmentally friendly lifestyle (Figure 
5). However, a non-negligible portion of the content (22%) is characterized 
by criticism and complaints. Thus, two contrasting views emerge from the 
online posts: a positive attitude, oriented toward change and optimism, and 
a negative one, highlighting critical issues and inviting deeper reflection. 
The latter approach reflects the urgency for radical change and awareness 
of the serious environmental challenges facing society.

Fig. 5: Sentiment Map

Source: Blogmeter Suite

Positive posts highlight changes resulting from adopting beneficial 
behaviours that not only improve individual well-being but also contribute 
to environmental conservation. In particular, many users celebrate the 
importance of conscious food choices (such as buying organic, locally 
sourced, and seasonal produce), emphasizing how these decisions can have 
a positive impact on both personal well-being and the planet. Users share 
experiences that illustrate, for example, how a commitment to healthy, 
sustainable eating can significantly reduce environmental impact by 
minimizing emissions associated with food production and transportation. 
Adopting a diet that favours local and seasonal foods is seen as an act of 
responsibility, as it promotes conservation of natural resources and reduces 
food waste. Many users also choose to share visual content, such as reels 
and video tutorials, in which they show, for example, how to grocery shop 
in a healthy and environmentally friendly way. These materials provide 
practical advice on how to prepare meals that are not only nutritious 
and inexpensive but, more importantly, environmentally sustainable. A 
concrete example of this approach is a video by TikTok that presents “4 
solutions for ethical and sustainable food shopping! [...]”

73,69 K7%22%71%
Negative Opinions       Positive Opinions       Questions
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While posts with negative sentiment (22%) focus on the negative 
consequences of unsustainable behaviours and the urgent need for 
radical change. These posts aim to raise awareness of the serious impact 
of human actions on the environment and biodiversity. In particular, 
many users point out how human activity has profoundly altered natural 
ecosystems, causing irreversible losses of habitats and species. Issues such 
as deforestation, pollution, and climate change are addressed in these 
messages using dramatic language to convey the gravity of the current 
situation. A particularly significant example in this regard is the following 
post, which denounces the pressure human activity exerts on natural 
balances: 

“We are an intrusive species. Through our activities, we have significantly 
altered three-quarters of the Earth’s land and more than 60% of the marine 
environment […]”.

The frustration conveyed in these messages is fuelled by the fear that, 
without profound and immediate change, the issues related to sustainability 
will continue to worsen. The tone is often urgent and reflective. The need 
for a radical shift in human behaviours is emphasized, with a call for 
both individual and collective responsibility. These contents push users 
to critically assess their behaviours, urging concrete action to prevent the 
situation from becoming irreversible.

In conclusion, the online debate on well-being and sustainability is 
characterized by two opposing polarities: the positive, which highlights the 
benefits of sustainable dietary and behavioural choices, and the negative, 
which denounces environmental issues and calls for radical change. While 
many users choose to focus on messages of optimism and empowerment, 
other voices criticize the current consumption model and call for a deep 
and urgent reflection on the damage caused by human actions. This contrast 
between positivity and denunciation creates a vibrant and complex debate, 
encouraging people to engage with the reality of global challenges.

5. Discussion and managerial implication

This web listening research confirms the growing online interest in 
individual well-being and environmental sustainability and highlights the 
strong interconnection between these two dimensions.

 This synergy between well-being and sustainability represents an 
important strategic lever. Topics such as healthy eating, physical activity, 
self-care, and contact with nature intertwine in a balanced lifestyle that 
meets both individual and environmental needs. The increasing attention 
to natural cosmetics, organic foods, and outdoor activities demonstrates 
how daily choices can promote both personal and planetary health. 
These insights are consistent with prior research demonstrating the 
close interconnection between well-being and sustainability in everyday 
consumption practices (García‐Rodríguez et al., 2025). In line with this 
literature, several domains, such as food consumption, sport participation, 
self-care routines, and access to green spaces, emerge as key contexts in 
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which individual well-being and environmental sustainability mutually 
reinforce one another (Xie et al. 2022; Alotaibi and Abbas 2023; Stoltz 
and Schaffer, 2018; Wicker and Thormann, 2022). At the same time, some 
patterns that have been documented in earlier studies, such as sustainable 
fashion consumption (Bardey et al., 2022), appear less prominent in the 
present analysis. This likely reflects the relatively early stage of diffusion of 
this sector within the Italian market compared to other national contexts 
(Il Sole 24 ORE, 2025). 

Taken together, these findings not only corroborate evidence that 
specific consumption sectors can simultaneously foster individual well-
being and environmental sustainability (Nhung Thang and Nguyen, 
2025; García‐Rodríguez et al., 2025) but also show that such synergies are 
mirrored in public online conversations. This alignment between scholarly 
evidence and everyday conversation highlights a strategic opportunity 
for organizations. By integrating these values into their communication 
strategies and market offerings, firms can better engage growing segment 
of consumers who view sustainable and well-being-oriented practices as 
complementary rather than competing priorities. 

The research shows platform-based differences: blogs, despite 
extensively addressing these topics, generate little engagement, likely 
due to their less interactive nature. In contrast, social network shows 
high levels of engagement. This suggests the opportunity to differentiate 
the communication strategies, focusing on more dynamic platforms 
to stimulate active conversations and reserving blogs for more in-depth 
content.

Results also suggest that users tend to reflect more on well-being and 
sustainability during the vacation periods. These data provide strategic 
insights for brands and influencers: during periods of high engagement, 
although with fewer mentions, interactive content (such as challenges 
and experience sharing) can be proposed, while in moments of higher 
activity, it is useful to focus on reflective content that promotes long-term 
sustainable choices. In this way, online activities can align with the seasonal 
cycles of user interest.

Another key point concerns the communication methods used on 
the web. Based on sentiment analysis, two main approaches are observed: 
positive-positive and negative-positive. The first promotes positive changes 
by leveraging hope and concrete solutions and being more effective in the 
long term, as it stimulates self-efficacy and proactive engagement. The 
second approach, which is based on fear and guilt, may attract attention and 
induce quick actions, but it risks causing disengagement if it is perceived 
as too alarming. 

Although the literature highlights that gain-framed, positively valenced 
messages tend to foster intentions to act pro-environmentally (König and 
Maier, 2024; Olbermann et al., 2024), whereas loss-framed and pessimistic 
messages may elicit helplessness or paralysis (Sanford et al., 2023). Our 
findings show that a considerable share of users (22%) still adopts loss-
based framing. This tendency may expose individuals to psychological 
risks and increase the likelihood of eco-paralysis, especially when negative 
emotions are repeatedly emphasized. 
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From a practical perspective, sustainable nudging emerges as a 
valuable tool for translating communication strategies into tangible 
behavioural outcomes (Thaler and Sunstein, 2021). Nudging refers to 
subtle adjustments in the decision-making environment that guide 
individuals toward more sustainable choices without limiting freedom 
(Thaler and Sunstein, 2008). In the context of environmental and 
health communication, such interventions can support the adoption of 
responsible behaviours by making them more intuitive, accessible, and 
emotionally rewarding. For instance, highlighting the number of people 
who engage in sustainable actions or showcasing the progress they achieve 
can foster a sense of collective efficacy and positive momentum. Rather 
than focusing exclusively on environmental catastrophes, this approach 
may help prevent eco-paralysis and instead encourage constructive and 
hopeful engagement.

However, both communicative approaches appear to be “approved” 
and leveraged by users and can therefore guide communication choices 
depending on the objectives and target audience. Each mode of expression 
has different persuasive potential depending on the context. The positive-
positive approach, for example, is particularly useful for stimulating 
engagement and promoting gradual behaviour changes in the medium-
long term. In contrast, the negative-positive approach proves effective 
for raising awareness of the negative consequences of certain actions and 
encouraging the adoption of immediate, concrete behaviours.

6. Limitations and future agenda

The study represents an exploratory phase of a larger project aimed to 
investigate the relationship between well-being and sustainability.

The limitations of the study mainly concern the methodology adopted. 
First, the maximum time coverage of 12 months may have limited the 
observation of long-term dynamics. In the future, it will be necessary 
to implement a longitudinal approach to identify recurrent patterns of 
engagement more precisely and assess their repeatability.

A further limitation concerns the lack of demographic data, which the 
platform does not provide, thus preventing any segmentation based on 
sociodemographic variables. This represents a critical issue, particularly 
in light of existing literature showing that younger people tend to be 
more sensitive to environmental issues (Rousell and Cutter-Mackenzie-
Knowles, 2020). In this regard, it would be especially relevant to analyse 
the sample composition to identify which user groups are most actively 
engaged in online conversations.

 Moreover, an in-depth analysis on the communicative tone is also 
proposed, with a focus on the use of negative-positive or positive-positive 
approaches. A qualitative investigation, through targeted interviews, could 
be useful to explore the underlying dynamics of these communicative 
choices. Finally, results suggest that the literature be expanded on the role 
of social networks like TikTok in disseminating content related to wellness 
and sustainability, considering its potential for engagement and impact on 
consumer behaviour.
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