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ABSTRACT

Organizations engage with the stakeholder community through communication of current
and relevant topics on various platforms. This communication from the firm helps the
firm’s engagement with the stakeholder groups and enhances the firm financial
performance. The CEO of the firm plays a crucial role in stakeholder engagement and
building a positive impression. They are often perceived as an authentic and credible
source of information. Literature indicates that the CEO’s use of social media platforms
for sharing a firm’s business-related information helps develop better relationships
between the firm and the stakeholders, supports wide public accountability, and has an
impact on the firm financial performance. In today’s information age, businesses heavily
rely on social media due to its two-way information communication, creating an
emotional experience and influencing stakeholders’ perceptions in real time. With such
increasing popularity of social media has resulted in increased opportunities as well as
challenges for CEOs for their strategic utilization of social media platforms for sharing
relevant content that is of interest to stakeholders, helping them in their decision-making.
CEOs communicate business-relevant and attuned topics to the stakeholders’ perspective
to foster meaningful engagement and generate a higher impact on stakeholder
engagement. Sustainability has become an important agenda that organizations are
adopting to cater to the changing business and societal demands, and the CEO, being the
face of the organization, becomes responsible for the disclosure of sustainability agendas
in the company's communication with the stakeholders. They adopt multiple strategic
orientations in their communication with the stakeholders to have a competitive
advantage and gain business value.

This research, therefore, provides visibility regarding a CEO’s strategic use of

social media through different orientations in their social media communications related



to the firm’s sustainability agendas. The selective studies in this thesis focus on the causal
impacts of the CEO’s strategic use of social media on stakeholder engagement, the CEO’s
reputation and the firm’s financial performance during the crisis. Furthermore, the
research also explores the influence of in(congruence) in CEO communication on social
media and the firm’s business actions towards their sustainability initiatives on the firm
financial performance. This research utilizes multiple theories, i.e. attribution theory,
stakeholder theory, resource-based-view theory, signalling theory, and impression
management theory, as theoretical lenses to explain the importance of strategic use of
social media and its impact on firm financial performance. Annual reports and social
media (Twitter) data have been used to derive insights about CEO communication on
sustainability. Further, methods of text mining, content analysis, natural language
processing (NLP), social media analytics (SMA), and econometric modelling have been
used to investigate the research agendas.

This thesis contributes to the different research streams such as information
disclosure, social media for stakeholder engagement, the importance of sustainability for
business as well as stakeholders, the role of CEOs and their different orientations in their
communication for building reputation and firm financial performance. Overall, this
research provides a conceptual model based on the CEO’s engagement with stakeholders
regarding the firm’s sustainability agendas through effective utilization of social media
during a crisis to build a strong reputation among the stakeholders and influence the firm

financial performance.
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