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Introduction
The article in entirety highlights how teams demonstrate corporate social responsibility on Instagram. Initially, the efforts and abilities of the teams were usually reported through the media, however recently, teams can showcase their skills and abilities themselves. Instagram has particularly offered the teams an opportunity to post photos and videos concerning their charitable acts and abilities directly on their timelines (Hull & Kim, 2016). For decades, baseball teams and players have tried to build charitable social networks to represent worthy cause by reaching out to those who are sick and the less unfortunate. Charity is thus considered part of the Major League Baseball spanning for several years, however, there has been no adequate coverage of the teams' charitable acts on social media. 
Against this background, as argued by the authors of this article, Instagram has provided the teams with a photo-sharing network to particularly showcase scenes from the ballpark and associated acts of charity. For instance, almost all the MLB teams as of 2016 operated an account that featured thousands of photos and videos for the fans to follow. Instagram houses millions of users, and because teams spend considerable amounts and time on charities, it has come in handy since followers can react to the posts that showcase a team’s charitable effort (Dean, 2003). Arguably, a large number of users on Instagram presents companies with opportunities to promote their products. Similarly, sports too need social media presence to create and enhance a better relationship with their fans.
[bookmark: _GoBack]Corporate social responsibility is generally defined as a set of actions that seem to contribute towards some social good, extending beyond the financial expectations of an organization and whose implementation is not required by law. Sports teams have continued to engage in socially responsible activities. It is argued that sports teams can extend strategic interests and resources without having to expect any obvious return. Evidence is drawn from this study particularly observed that despite their social media presence, baseball teams are not using Instagram to showcase their charitable acts. A closer look at the statistics reveals that posts marked as charity always exhibit the lowest fan engagement. This trend generally demonstrates that baseball fans are not always interested in posts exhibiting social responsibility. 
Considering the current trend registered by the charitable posts on social media (Instagram), Major League Baseball teams have a responsibility to find a way of optimizing fan interests to similar levels as those witnessed on the other non-charitable posts (Aguilera et al., 2007). Going by the results generated in this article, it is evident that the researchers were not conclusive as to whether the results also applied to the other sports such as the National football league, or even the other minor leagues. Future conclusive research is thus needed to particularly determine the underlying reasons why charitable posts on Instagram are not received as positively as other posts. Ideally, if the primary goal attached to the teams’ presence on social media is to engage their fans while speaking directly to the target audience, the teams should, therefore, be able to understand what further ideas are required to help them effectively showcase their charitable works in the community. 
Conclusively, it is argued that sports coordinators shouldn’t ignore the opportunities provided by Instagram considering the huge number of users. Teams should not shy away from Instagram just because of the low engagement in posts. These posts should continue to be sent to followers with an aim that they could lead to additional opportunities with other charities consequently helping to enhance the standing of the team in the eyes of the public. Teams need not be particularly focused on the likes and comments but rather they need to understand that awareness and corporate social responsibility can be achieved through posting photos and charitable efforts (Dean, 2003). 
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