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Abstract

The digital world is significantly contributing to environmental destruction from the production of digital content and the
behaviours of producers and consumers. The annual global carbon footprint of the social media platform TikTok alone is already
comparable to that of a country like Greece (Shepherd, 2025; O’Brien, 2024). Hence, failing to address the issue now will only
worsen our environment rapidly. In this piece, I further problematise this issue by making online influencers accountable for their
actions in content production. I introduce the term “sustainable content” to help provide solutions in the field. Sustainable content
is a discipline influencers should foster among themselves and later apply when producing social media content. Three types of
content that are deemed fun but are actually detrimental to the environment are discussed: mukbang, luxury travel, and
livestreaming. Three solutions in the context of sustainable content are also provided by analysing the psychology behind the
fame of each content type. The goal of introducing sustainable content to academia is to integrate the digital communications
field into global sustainability discussions by highlighting this issue, encouraging researchers to develop the concept further, and

motivating influencers to adopt and normalise sustainable practices in their content production.
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1. Introduction

The conversation around environmental and climate
change initiatives is decisively shifting more toward sustainable
practices. Defined by the United Nations Brundtland Commission,
sustainability encompasses actions that meet the needs of the present
without compromising the ability of future generations to meet their
own needs (WEDC, 1987). The UN has advocated for global
responses to reduce environmental harm through the Sustainable
Development Goals (SDGs), which address a broad range of
sustainable initiatives, influencing everything from economic
frameworks to individual lifestyles (General Assembly Economic
and Social Council, 2024). One result that can be observed is the
growing number of sustainability terminologies that have emerged
to reflect specific advocacies related to the SDGs. Terms such as
sustainable tourism (Zolfani et al., 2015), sustainable furniture and
designs (Liu et al., 2025), sustainable luxury (Kunz et al., 2020),
sustainable entrepreneurship (Bajdor and Paweloszek, 2020), and
sustainable digital rent (Ozdilek, 2024) address the worsening
environmental issues of contemporary economic and cultural
societies.

According to studies, understanding sustainable concepts
and terminologies is crucial, as they bring awareness of history,
transition periods, and core ideas that can guide decision-making
toward sustainable considerations (Robertson, 2021; Mensah, 2019).
While the UN sets the standard definition of the term sustainability
used by academics and practitioners alike, its widespread use in
literature and other platforms has made it somewhat cliché
(Robertson, 2021). Furthermore, the term is often used in various
contexts or defined imprecisely across different sources, leaving
many people confused about what sustainability truly means
(Robertson, 2021; Glavi¢ & Lukman, 2007). Glavi¢ and Lukman
(2007) recognised this issue early on, prompting them to define 51
sustainable terms to help clarify their meanings. Terminology is
important because naming something influences how we think and
behave regarding it (Baden & Harwood, 2012). In sustainability, a
clear, well-defined terminology, with a coherent concept and a solid
etymological background, helps advance the paradigm further
(Robertson, 2021; Glavi¢ & Lukman, 2007).

At a conference I attended in Miami, I encountered the
term "sustainable destination branding." It focused on the local
government's rebranding efforts for this well-known spring break
hotspot, utilising tools such as social media, to transform it into a
haven of elegance and tranquillity. This shift aims to heal the
destination from the negative impacts of over-tourism, including
high crime rates and overcrowding (Spezzano and Lusby, 2024).
This concept, along with the plethora of sustainability terminologies
that emerged, piqued my interest in the implications of sustainability
in my field of digital communications.

Upon a cursory search? across Scopus, Web of Science,
and Google Scholar, it became evident that there is a significant gap
in research on sustainability practices in digital content creation. The
majority of existing studies focus on the role of online influencers in
shaping consumer behaviour, promoting sustainable purchasing,
endorsing ethical brands, or distancing from non-sustainable
companies and products (Verma and Kapoor, 2025; Kaivonen, 2024;
Mawad and Freiha, 2024). The closest literature I encountered on
sustainability in digital content production focused on regulating
influencers’ promotional and marketing activities (Luzak, 2024). Its
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primary focus is sustainable activism, or deinfluencing on social
media, in which followers are encouraged to reevaluate their
purchases of overhyped products or rethink their consumption
choices, rather than delving into the nuances of sustainable content
creation itself. Another study focused solely on eco-influencers who
embody sustainable living through practices such as minimalism,
reducing food waste, and adopting or rescuing animals (Yalcin,
2020).

These findings highlight a lack in the literature regarding
the accountability of online influencers who engage in unsustainable
practices within digital content production, and the need to explore
how influencers can be encouraged to adopt sustainability practices
in their content creation. To address this critical gap, I propose
introducing the term "Sustainable Content" as a conceptual
framework to explore how digital content production can align with
sustainability principles, and meaningfully contribute to the dialogue
on environmental and social responsibility in this increasingly digital
world. In my analysis, I examined three popular online content
formats that have significant negative environmental impacts:
mukbang, luxury flights, and livestreaming. My findings reveal that
the digital media landscape plays a substantial role in harming the
environment. Furthermore, the situation is likely to worsen, as even
simple online activities, like scrolling through social media on
mobile phones, can significantly increase an individual's greenhouse
gas emissions. As such, I positioned sustainable content as a
potential framework for building digital media resilience by
equipping online users with behaviours that can promote
sustainability. I also utilised various conceptual lenses to further my
arguments, including value co-creation, and the monocausal attitude-
behaviour perspective, among others.

2. Why Problematise Digital Content Creation in the
Name of Sustainability?

To achieve sustainability objectives, it is essential to
implement a holistic approach that holds all stakeholders
accountable for their contributions to carbon emissions,
encompassing not only lifestyle choices but also professional
practices. As an interdisciplinary researcher in social sciences and
media communications, who sees the impact of the latter on society,
I propose that it is time to hold the digital and social media field
accountable in the name of sustainability. I assert that with the right
encouragement, it can play a pivotal role in advancing sustainability
initiatives within the field by addressing the sustainability practices
of today’s leading players: social media, digital content, and online
influencer culture.

Data mining and fashion influencing are two of the most
controversial forms of digital content that compromise
sustainability. The large-scale nature of data mining leads to
unsustainable practices, as larger sources are required for operation
and distribution, resulting in high energy consumption, significant
greenhouse gas (GHG) emissions, and increased electronic waste
(Zewe, 2025). For example, it will require a tremendous amount of
streaming data or an online algorithm to gather real-time predictions,
particularly for disaster management and risk assessment (Morik et
al., 2012). In addition, online fashion influencing will remain
sustainably challenging due to social media's rapid demand for
change and tendency to glamourise everyday life (Suh, 2020).
Influencers quickly discard newly purchased clothing that has
already been featured in their content, buy unnecessary home

2 Keywords used in these platforms: (1) ALL=(sustainable online content influencer), (2) ALL=(sustainable digital content influencer), (3) ALL=(sustainable online

content creator), and (4) ALL=(sustainable digital content creator).



Ildefonso

products and appliances to keep up with aesthetic trends, and receive
monthly PR subscription boxes that contribute to the hundreds of
metric tonnes (Mt) of carbon dioxide (Co2) emissions and significant
product waste produced annually in a country (Luu et al., 2018;
Faye, 2019). Along with the poly mailers, plastic, bubble wraps, and
boxes used for deliveries and returns, all these lead to excessive
waste in manufacturing (Luu ef al., 2018).

In this section, I discuss three types of social media content
that, while deemed fun and engaging, are actually damaging the
environment for future generations.

Mukbang = Food Waste

Mukbang is a video content in which influencers super-
indulge in eating vast amounts of food, accompanied by the sounds
of eating, known as the autonomous sensory meridian response
(ASMR), to add a multisensory aspect to the content. Mukbang
viewers watch and listen as the influencer eats and finishes their
food. Several reasons were identified for this online phenomenon's
popularity. For example, people are gratified by watching someone
eat (Anjani et al., 2020). In China, having this amount of food is
considered a sign of affluence and personal prestige (Qu, 2021). In
South Korea, it is the youth’s way of expressing their disappointment
with their society’s pressure to maintain slim bodies (ibid.). It also
serves as a source of connection among fellow watchers during a
mukbang livestream (Lee and Wan, 2023), helping people living
alone have company while eating, as eating alone is considered
atypical in South Korea (Sayekti and Butar, 2024).

What perplexes me is the substantial food waste generated
by mukbang creators, despite global poverty. In Indonesia, food loss
and waste are estimated to be 15 to 184 kilograms per capita
annually, while approximately 19.4 to 20 million individuals are
struggling with hunger (ibid.). China also experienced a food
shortage during the pandemic. Hence, its government enforced the
'Clean Plate' campaign in 2020, in which people browsing for
mukbang content online were served warning notices (Tidy, 2020).
In 2022, the country recorded food waste of up to 35 million tons,
prompting the Chinese government to start fining content creators,
including TV shows, up to more than USD 15,000 if food waste is
featured (Kong, 2022).

“I Flew Business Class...” = Increase in CO2 Emission

Flight travel is the most significant contributor to each
individual’s GHG emissions, accounting for 5% of global warming
each year (Kingston, 2020). The frequent fliers, comprising 1% of
the world's population, contribute half of those emissions annually
(Stiiben and Cantoni, 2024). Passengers using private planes
contribute 7,500 tons of CO2 per passenger per year (ibid.).
However, the social media sphere appears to be oblivious to these
issues.

A quick search for “business class flight influencer” on
YouTube reveals a wealth of content from online creators who
highlight their experiences in business and first-class travel. These
videos often focus on the flight’s premium features such as gourmet
meal options, luxurious amenities, top-tier service, and overall
comfort. Many influencers travel across various airlines and
destinations to generate content from their experiences, comparing
business- and first-class features to determine which airline and route
offer superior service or the most delectable cuisine. At this rate,
predictions of a 110% increase in CO2 emissions from the aviation
industry by 2050, rising from 416 Mt in 2005 to between 876 and
1013 Mt, could actually come true (Macintosh and Wallace, 2009).

Livestreamers, Gamers, Podcasters = Greenhouse Gas Emissions
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“Data is energy, emissions”

(Bonsignore, 2023, p. 87).

and energy creates

The most relevant information I could locate regarding
content creators' accountability for their energy use and GHGs is
presented by Bonsignore (2023). The study states that we emit 5
pounds of greenhouse gases per GB of data that we use. How content
creators affect this is the file size of their audio or video output.
Based on calculations by Forret (2022, as cited in ibid.), a half-hour
YouTube video at 24 frames per second is roughly equivalent to 1.73
GB, contributing approximately 5+ pounds of GHG emissions. For
a podcast of the same length, mono-channel, and talk-only style, the
typical file size is measured at 23 MB (Blubrry, 2021, as cited in
ibid.).

In the current digital era, where everyone aspires to be an
online influencer, people are posting a staggering 34 million TikTok
videos per day (Shepherd, 2025). As a result, an estimated yearly
global carbon footprint of 50 million Mt of CO-e was recorded from
TikTok alone. This data is comparable to Greece’s annual carbon
footprint (51.67 million Mt of CO: equivalent) or to “an extra 123
miles in a gasoline-powered car each year” (O'Brien, 2024, para. 1).

3. The Psychology of Sustainable Content

At this point, I propose the term “Sustainable Content” to
flag this issue. It is defined as any online or digital content produced
using sustainable materials or practices. Sustainable content goes
beyond merely promoting the sustainable initiatives of brands,
organisations, or groups. It is not simply about swaying public
opinion, encouraging a shift away from unsustainable practices, or
sharing information.

Sustainable content is a discipline that online influencers
and digital content creators should cultivate among themselves and
religiously apply in their practices to ensure that their actions do not
compromise future generations’ planetary, economic, social, and
related conditions for the sake of producing social media content.

In healing Miami through “sustainable destination
branding,” its purpose and roles are clear: to transform the city’s
image and attract tourists who contribute positively rather than
detract from its environment. The terminology’s etymology is also
clear: to mitigate the adverse effects of being a once-renowned
spring-break hotspot for young partygoers from across the United
States into a sophisticated, luxurious, and safe destination. With the
help of digital and social media campaigns, the initiative is shifting
the narrative of Miami visitors’ characteristics, moving away from
ravers toward more sustainability-conscious, socially responsible,
and sophisticated visitors (Spezzano and Lusby, 2024).

Sustainable content is not far from that. The discipline
should always be at the forefront of content creation, reflecting the
influencer’s environmental awareness and intelligence, and
potentially changing the field towards sustainability. In cultivating
the discipline to embody sustainable practices in digital content
creation, the psychology behind the activity should be identified,
tapped and then shifted.

The following discussion is my attempt to analyse the
psyche behind each type of content, initially examining the factors
surrounding it, and providing suggestions for future research to
further enrich sustainable content as a discipline.
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4. Sustainable Content Reflects the
Influencer’s Intelligence and Humility

Regarding business and first-class content creators,
suggesting that they refrain from flying to reduce carbon emissions
will not make a substantial impact on the airline industry as a whole,
as flights will continue regardless of their absence. To truly change
the culture around air travel, a more substantial effort is needed than
merely purchasing carbon offset credits with airline tickets.
Nonetheless, researchers can begin exploring initiatives that promote
sustainable content among influencers of this online content. For
instance, Finnair plans to implement electric or hybrid aircraft to
reduce its carbon footprint in the coming years (Setéld et al., 2025).
However, widespread adoption of such practices will require time.

Hence, I propose facilitating a shift in the prevailing
mindset surrounding the display of luxurious travel on social media.
This can be examined through the conventional monocausal attitude-
behaviour perspective, which suggests that enhanced understanding
of climate change will naturally lead to changes in travel behaviour
(Lassen, 2010). This can be achieved by promoting the mindset that
sustainable travel is far superior to luxury travel. It is essential to
cultivate the understanding that being environmentally conscious
reflects a person's intelligence and humility; that these qualities are
not easily handed to influencers of this content. It is a refined,
cultured, and educated feature unique to an influencer who has
genuinely mastered the sustainable content discipline in their content
production. Brettmo and Williamson’s (2020) study, which
examines interactions and relationships between the urban freight
industry and influencers, can serve as a valuable starting point for
this discussion.

A practical recommendation for online influencers on
actions they can undertake now is to seek travel options that actively
prioritise sustainability. Airlines such as Lufthansa and KLM offer
alternatives to those with connecting flights through train or bus
services. This approach can effectively reduce influencers' carbon
footprints by encouraging them to use more sustainable
transportation to reach their next destinations rather than taking
additional flights. Furthermore, online travel agencies are
increasingly providing sustainability information about flights
available on their platforms, which can help cultivate
environmentally conscious travellers moving forward (Stiiben and
Cantoni, 2024). However, the study recommends that further
exploration is still needed for this intervention to gain broader
acceptance and usage.

5. Sustainable Content Protects Your Mental Health

Analysing the cause of the mukbang phenomenon can
reveal the psychology behind it and may offer ways to address it. A
study by Kircaburun et al. (2021a) examined this from various
perspectives, including sociolinguistic, coping-style theory, feminist
viewpoints, and content analysis. Although several pieces of
evidence were collected, the study revealed that the primary reasons
for the persistence of this phenomenon were twofold: it serves as a
coping mechanism for loneliness and provides gratification for
multiple reasons.

The loneliness epidemic, stemming from factors like
living alone or social anxiety, leads viewers to combat isolation by
watching mukbang. The platform offers a social eating experience
by allowing users to interact with fellow livestream viewers
(Ocklenburg, 2022; Kircaburun et al., 2021; Kircaburun et al.,
2021a). Gratifications include sexual (fetishising slim women who
eat a lot), entertainment (through the ASMR produced while eating),
stress alleviation, satisfying food cravings (for those on a diet), and
compensating for what is lacking in their offline lives (the freedom
to create an online persona that differs from reality) (Kircaburun et
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al., 2021a). Several proven health problems arise from mukbang
viewing and influencing, such as nutrient deficiencies, eating
disorders, and depression (Ocklenburg, 2022; Kircaburun et al.,
2021; Kircaburun et al., 2021a). Despite these issues, mukbang
continues to thrive. The US-based eating disorder clinic Seeds of
Hope identifies ‘food noise’ as one issue clients are advised to avoid
when watching mukbang videos (2025).

Food noise is a “heightened and/or persistent
manifestations of food cue reactivity, often leading to food-related
intrusive thoughts and maladaptive eating behaviours” (Hayashi et
al., 2023, p. 23). Exposure to harmful food cues, such as mukbang
videos, can alter brain mechanisms that lead to unhealthy food
consumption and cravings, particularly among content creators who
consume excessive amounts of food (Hayashi et al, 2023;
Kircaburun et al., 2021). The effects extend to audiences, potentially
influencing them to binge-eat despite lower hunger levels or
triggering those with eating disorders.

To manage food noise, Dhurandhar et al. (2025) suggest
identifying its underlying causes among individuals. They
recommend using Uher’s (2021) technique, which involves
pinpointing the signifier (written or spoken content), the referent
(information or experience related to the phenomenon), and the
signified (the meaning of the signifier) in the behavioural analysis.
By adopting both Dhurandhar et al. (2025) and Uher’s (2021)
perspectives, the phenomenon can be interpreted as follows:
mukbang as ASMR or binge-eat content is the signifier, the coping
mechanism or source of gratification is the referent, and food noise
is the signified. Hence, I propose that in identifying the underlying
cause of the mukbang phenomenon, a negative effect, such as food
noise from mukbang videos, is fueled by the viewer’s desire for
coping or gratification (see Figure 1).

+ EEEEENE =

Written or
spoken content

Information or experience

Meaning of the content to the persan.
related to the phenomenon

The point of departure
for further analysis
(i.e. behavioural or psychological)

When applied to the mukbang phenomenon...

FOOD
NOISE

COPING MECHANISM,
SOURCE OF
GRATIFICATION

ASMR,
BINGE-EAT

Figure 1- Analysing the Behaviours Surrounding the Mukbang
Phenomenon

Therefore, to create sustainable mukbang content, I
recommend shifting the signifier to a more sustainable perspective.
Rather than traditional binge-eating that leads to food waste or
ASMR causing food noise, mukbang should be rebranded as a
companion to one’s eating experience, without the intent to waste
food. Similar to ‘study with me’ videos on YouTube, where people
study and take breaks with fellow livestreamers to inspire
productivity, mukbang can be rebranded as an ‘eat with me” video.
Since the primary motivations for mukbang subscribers are to
alleviate loneliness or seek gratification, we should retain these
elements while reducing food waste. This format would involve a
livestream where the presenter eats a normal amount of food while
interacting with viewers. The renewed mukbang content will aim to
share a meal, swap stories, or discuss the day with other people, akin
to a typical family dinner. Through this shift in mukbang approach,
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not only can it inspire content creators to adopt sustainable practices
and reduce food noise and waste, but it will also not harm their
revenue, as the purpose of viewership remains intact despite the
rebranding.

6. Sustainable Content is Redefining the Field

Similar to mukbang, influencers and their audiences
connect in livestreaming content to feel a sense of connection despite
physical distance (Wang et al., 2024). During these livestreams,
influencers can also generate revenue through partnerships with
various companies. These companies aim to create demand for their
products and encourage quick purchases by featuring their items
during livestreams. This sales technique is proven effective (ibid.).
Hence, recommending a circular economy approach to product sales
or encouraging viewers to recycle technological materials or buy
refurbished products may not be ideal for influencers, as it would
result in fewer brand sponsorships.

In this case, I propose focusing on what influencers can do
on their end to reduce their carbon footprint while livestreaming,
without endangering their revenue streams or brand sponsorships,
while still having a significant impact on promoting sustainability
practices among their followers. This can be achieved through
redefining environmental value and value co-creation (Jin et al.,
2025).

In redefining the environmental value of livestreaming,
livestreamers can exclusively use green technology gadgets in their
content creation. This refers to a gadget that is either produced using
recycled materials, has a minimal carbon footprint, or utilises
renewable energy. For example, using refurbished gadgets, power
banks with built-in solar panels, or recycled furniture (i.e. gaming
chairs). However, livestreamers often consume significant power
while streaming, as they must remain connected to a power source
for hours. This specific problem should be addressed and largely
redefined by the livestreaming community.

Practically, utilising renewable energy sources, such as
solar power from solar panels, can address this. This can help them
save 50% to 80% on annual electricity costs and the opportunity to
sell excess electricity generated back to the grid (Energia, 2025;
ePower, 2024). This is highly feasible for more established gaming
livestreamers and podcasters, as mid- to high-tier influencers
typically earn between US$1,000 and US$500,000 monthly
(StreamYard, 2025; Friel, 2024).

Influencers can play a pivotal role in redefining the
environmental value of livestreaming by normalising these
approaches, encouraging fellow livestreamers to adopt the same
sustainable practices, and framing this as the defining characteristics
of the new generation of smarter livestreamers. To seal the deal and
influence viewers to adopt the same lifestyle, they should be a
significant part of the redefinition through value co-creation (Jin et
al., 2025). In this approach, viewers are actively part of
reconstructing the environmental value of livestreaming through
feedback and live engagement. For example, when a livestreamer
demonstrates consistent, real-time use of green technology and
sustainable practices, with commentary from professionals, it builds
viewers’ trust in adopting the same lifestyle and further increases
their confidence in the value the community is collectively
redefining (ibid.). Unlike one-sided traditional media, where
audiences are reduced to passive content consumers, value co-
creation fosters a community with a voice in redefining what
sustainable content in the livestreaming sphere should be, which is
pivotal to establishing the discipline of sustainable content in this
context.
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7. Sustainable Content as a Coping Mechanism

The non-exhaustive data on the harmful effects of digital
media presented in previous sections highlight a troubling
possibility: future generations may face dire environmental
challenges that could force them into survival mode. Just as we
implement mitigation strategies to reduce the impact of extreme
natural disasters on communities, such as protecting lives and
properties, the risk of environmental degradation from harmful
digital content production practices can be viewed in a similar light.
The key difference is that, while we cannot control natural disasters,
which have developed an increased resilience among survivors and
people living in disaster-prone areas, we do have complete control
over the effects of digital media. Hence, in building resiliency in the
current digital environment, I propose utilising sustainable content
as a coping mechanism to alleviate anxiety about future
environmental problems, while also actively taking steps to mitigate
the issue at hand.

DeMello and colleagues (2020) define resilience as the
ability to cope with what has already occurred through positive
adjustment or transformation. Given the current state of the
consequences of digital media, resilience-building practices should
be tapped as soon as possible. In linking value co-creation to
resilience building in the discipline of sustainable content, online
influencers are in the best position to catalyse this reflection as they
have a platform and audiences for it. Developing new habits or
altering behavioural patterns to build resilience is well-studied.
Moreover, resilience is best developed when practised in groups
(ibid.). For example, peer support among men in building mental
health resilience has been shown to be effective, particularly in
tackling isolation caused by significant events in men’s lives, such
as unemployment (Robinson et al., 2015).

Studies show that providing people with coping
mechanisms can reduce vulnerabilities among individuals and
groups, and enhance resilience (Simarasl et al., 2025; Moles et al.,
2014). This is because individuals were given tools to survive and
bounce back from the hardships they experienced and will continue
to experience (ibid.), while feeling relieved to know they are not
alone in what they are going through (George et al., 2023).

Hence, 1 argue that linking sustainable content to
resiliency can help in solving the problem at hand. Sustainable
content not only provides people with a coping mechanism but also
increases their awareness and understanding of sustainable practices,
equipping them to make better, conscious choices in their digital
behaviours. These informed decisions will not only reduce people's
vulnerabilities to environmental change but also foster a community
of creators and users who actively promote sustainability. This
collective approach can transform how we interact with and utilise
digital platforms through fostering a generation of online users who
are more responsible in their digital practices, ultimately leading to
stronger, more environmentally responsible digital ecosystems.
Thus, I argue that through the practices I have recommended in this
article, sustainable content can play a promising role in developing
resilience in the digital media field to mitigate its direct link to
environmental problems.

The crucial point is that for sustainable content to succeed
in fostering resiliency, influencers must genuinely commit to
practising this discipline, while encouraging their followers to follow
suit. Such individual-led resiliency can contribute to a larger
community-based movement towards sustainability in the digital
media field, as evidenced by various studies, which can be a good
starting point for researchers interested in furthering the discussion
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of resiliency (see Weber, 2023; Helgeson et al., 2022; Roostaie et al.,
2019; Wilkinson and King-Okumu, 2019).

The interconnectedness promoted on this platform can
lead to long-term resilience at the community level. This exchange
of knowledge and practices not only enables collective efforts to
mitigate the harmful environmental impacts of digital media but also
helps stabilise digital consumption practices across the ecosystem.
The long-term sustainability of these practices can be strengthened
by the understanding that engaging in sustainable content practices
can lead to tangible improvements in life, such as reduced energy
costs and further financial savings from energy efficiency driven by
renewable resources. Furthermore, as highlighted by Simarasl et al.
(2025), Moles et al. (2014), and George et al. (2023), behavioural
changes and lasting positive impacts are more likely to occur when
individuals work together in groups. Hence, promoting adaptive
capacity within the community, such as regularly holding meetings
to exchange ideas on sustainable content and how to build digital
media resiliency in everyday life, can foster responsible online
behaviours that keep digital consumption within ecological limits.
Therefore, it is highly probable that community-level resilience in
digital media will be achieved through the framework of sustainable
content and practices, ultimately reducing long-term vulnerability
and enhancing the overall stability of our digital ecosystem.

8. Conclusion

In today's society, where a growing focus on sustainability
is encouraged, the digital media field has yet to catch up. In this
piece, I highlighted the content-creation or production practices of
social media and online influencers that undermine sustainability by
problematising three content types: mukbang, luxury travel, and
livestreaming. In offering a solution, I proposed the term
“sustainable content”, which is not merely the production of a new
sustainability terminology but a starting point for identifying a
specific problem in the field and devising solutions tailored to it.

I further proposed the following ideas as a foundation for
enhancing this conceptual framework: that sustainable content is a
discipline influencers should master in content creation, and that the
key to enforcing this discipline is to determine the psychology
behind various types of content. Hence, I analysed the rationale
behind the popularity of the three problematised social media content
I discussed, enabling me to develop three approaches to shift the
mindset of influencers and viewers to foster sustainable content.
First, sustainable content reflects the influencer’s intelligence and
humility. Second, it can help protect one’s mental health in content
consumption. Lastly, it is a tool that allows influencers to redefine
the environmental meaning of their content speciality by
demonstrating practicality through sustainable approaches and
fostering a community with enhanced knowledge of sustainability,
which can ultimately lead to resilience-building practices in the field.

It is clear that additional work is needed to further
strengthen the arguments presented. For example, what are the other
implications of sustainable content to influencers and viewers? Are
there other psychological foundations that are more appropriate in
this discussion? Future research can capitalise on that by introducing
new disciplines to the framework. In conclusion, I encourage the
academic community to prioritise the problematisation of digital
content creation in order to inspire researchers and experts to develop
solutions that contribute to sustainable content and resilience before
the situation worsens. While this article introduces the etymology of
sustainable content, it is also evident that a thorough examination of
the topic is required. Hence, I advocate for studies exploring
strategies to persuade current and future online influencers to adopt
sustainable practices in their content creation. The insights presented
here can serve as a point of departure for advancing sustainable
content within a conceptual and theoretical framework, thereby
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integrating the field of digital media communications into
discussions surrounding global sustainable development goals.
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