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Abstract: Social media are web-based communication tools
that enable people to interact with each other by both sharing and
consuming information. They refer to a group of Internet-based
application which is used to create and exchange user-generated
content. A recent definition of social media suggests that it is a
channel that allows users to opportunistically interact and
selectively self-present, either in real-time or asynchronously, with
both broad and narrow audiences. Corporate reporting refers to
the process of communicating both financial and non-financial
information about the resources and performance of a company.
Corporate reporting includes the integrated reporting, financial
reporting, corporate governance, executive remuneration,
corporate social responsibility and narrative reporting. This study
is carried out to examine the adoption of social media among
Malaysian companies by industry type; and the impact of social
media adoption on company’s performance. This study used Top
100 companies in Malaysia as the sample selected based on their
market capitalization. These companies are considered to be
leading companies that drive the Malaysian economy. It is
expected that companies may use multiple forms of social media
since users utilize different types of social media platform for
different purposes. Therefore, this study considered various types
of social media that are commonly used by companies. By using
content analysis, the uses of social media were classified into 11
categories including investor relations, corporate social
responsibility and financial reporting. The companies are
categorized into four quartiles in order to determine whether there
are differences in social media adoption by company size or
growth opportunity. Statistical model is developed in examining
the impact of social media adoption on company’s performance.
The data of this study were collected within a period of 3 months
and the social media platforms selected were Facebook, YouTube,
Twitter, Instagram, blogs, Google+ and LinkedIn since these
platforms were regarded as common among users. The analyzed
results suggest that companies from trading or services industry
used social media more frequently as compared to the other
industries. It is also reported that the highest group of companies
that use social media platform comes from those companies that
are having the total sales between RM589 million and RM1,245
million. However, there is no notable difference in the adoption of
social media in terms of growth opportunities measured by market
to book value among Malaysian companies. It is also discovered
that the use of social media has positive and significant
association with companies’ performance after controlling for
size of the company and its leverage. The findings of this study
contribute to the body of knowledge in relation to a new
dimension of corporate reporting as well as to the management of
the companies.
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I. INTRODUCTION

Social

media is defined as a group Internet-based

application which is used to create and exchange
user-generated content1. Recent definition of social media
suggests that it is Internet-based channel that allows users to
opportunistically interact and selectively self-present, either
in real-time or asynchronously, with both broad and narrow
audiences2. Corporate reporting refers to the process of
communicating both financial and non-financial information
about the resources and performance of a company3.
Therefore, it includes the information or report on integrated
reporting, financial reporting, corporate governance,
executive remuneration, corporate social responsibility and
narrative reporting.
Social media has amended the dynamics of interaction
between companies and customers that foster this
relationship4. The use of social media is crucial as it is
regarded as an influential component in engaging
stakeholders5, in decision making process by assisting users in
reviewing the product or services offered by the companies as
well as influencing users’ attitude about the company, its
brand and its management6-8. The social media has become a
customary practice to gain public support and consideration
in the event of company or brand crisis9. In terms of other
corporate reporting, social media may be used to influence
stock trading and financial market as well as to explain a
company’s results and share prices movement10.
Despite the increased use of social media and its benefits,
the use of social media as a means for corporate reporting in
Malaysia is still unknown. Since the adoption of social media
for corporate reporting is not universal, this study seeks to
investigate the types of social media that is being used in
Malaysia and how these mediums are used by Malaysian
companies. This study also attempts to find out whether there
are differences in social media adoption by industry type,
company size or growth opportunity.
The organization of the paper is as follows. The related
literature on the types and uses of social media will be
discussed in Section 2. While section 3 elaborates on the
methodology used in this study, Section 4 explains on the
findings of this study. Finally, Section 5 provides the
overview on the overall study.

II. LITERATURE REVIEW
Currently, the adoption of
internet technology has become
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a common practice in most organizations. Apart from
facilitating communication, social media also allows
organizations to conduct business anytime and anywhere10.
The social media provides platforms for creative, concerted
and value-adding interactions11-12. With regards to
communication, information and relationship management,
social media offers abundant potential to organizations for
managing effective communication and building relationships
in a globalized economy13-14. The use of social media
provides contributions in supporting decision-making
processes15.
It is suggested that the main factors determining the social
media communication are engagement motives and personal
traits16. In considering engagement motives, entertainment,
integration, social interaction, personal identity, information,
remuneration and empowerment are taken into account. On
the other hand, openness, meticulousness, extraversion,
agreeableness and neuroticism are essential for personal
traits.
It is claimed that social media may provide companies with
the most personal, trusted, and direct access to consumers17.
Social media offers increased opportunities and convenience
for reciprocal communications between the companies and
their existing and potential customers as well as between
customers and customers18-20. It also intermingles with
consumers in real-time and collect information with regards to
attitudes, view as well as consumers’ actions21. It is this
“social” nature that has prompted social media to become an
effective venue for companies to implement marketing
strategies.
Many studies on the adoption of social media in business
communication have been conducted in more developed
economies. However, not many similar studies are conducted
on Malaysian companies. A study based on top Australian
companies (ASX 100 companies) is conducted to examine the
use of social media for different business communication
purposes22 which applied and extended data analysis
framework developed by a US study23. Eleven business
content themes that cover corporate promotion, customer
service enquiries, market news, human resource management,
investor relations, corporate social responsibility, company
news, promotion of company’s event and financial reporting
have been identified. These eleven thematic template analyses
are applied in the current study.
Although the social media usage varies by industry sectors,
the majority of the US companies use Twitter for news
distribution24. The media is also used by businesses from
different industries and sizes to communicate corporate social
responsibility (CSR)25-26. Disclosure of CSR through social
media is influenced by the global nature and operation of open
and interconnected economies and societies. It is also claimed
that the social media enables businesses to position and
re-position their CSR offerings27. By exploiting social media,
CSR activities could affect companies’ commitment and
reputation28.
Many studies conducted on SMEs have found that
Facebook is commonly used for various organizational
objectives such as marketing, sales, innovation, problem
resolution, customer service, human resources, information
technology, cultural change driver, as well as tools to
communicate with their customers and to support internal
communication and collaboration29-32.
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Among the prevalent benefits of social media adoption on
human resource management is that it expedites the process of
recruitment, screening of job applications, monitoring and
disciplining current employees33. The social media does not
only facilitate management and externalization of both
personal and organizational knowledge34.but also offers
diverse channels to support the management in administering
the employee effectively35 as well as for staffing strategy,
employer branding, recruiting, on-boarding, training and
development, career mapping, rewards and flexibility36-37.
Potential employees can get feedback from existing
employees
regarding
the
prospective
employer’s
organizational structures and cultures38. Hence, the use of
social media seems to be more attractive than conventional
media39.
The adoption of social media as communication channels
may be influenced by industry types, company size and
growth opportunity. Different types of industry have different
nature that may influence the use of social media. It is
suggested that industries that rely heavily on promotion such
as trading, or services and finance tend to use social media.
The size of companies may influence the use of social media
as larger companies could implement mindful adoption
strategy40 which incorporate assigning responsibility for
governance, managing risk and measuring value created from
the exploitation of social media. Since more resources and
capacities are required in adopting effective and efficient
social media41, it is expected that larger companies may adopt
more social media platform as compared to smaller firm.
Growth opportunity is claimed to influence the use of social
media42-43. Companies with higher growth are expected to
expand their social networks by penetrating new prospective
network agents and broadening their network globally.
Literature on social media proposes that the use of social
media has positive and strong impact on financial
performance of SMEs44. It is suggested that the performance
of a company is affected through social capital, revealed
preferences, social marketing and social corporate
networking45.
III. RESEARCH METHODOLOGY
In order to investigate the types of social media that are being
used in Malaysia and how these mediums are used by
Malaysian companies, this study used Top 100 companies
based on their market capitalization as at 31 December 2015.
These companies were considered to be leading companies
that drove the Malaysian economy. It is expected that
companies may use multiple forms of social media since users
utilize different types of social media platform for different
purposes. Therefore, this study considered various types of
social media that are commonly used by companies.
Following previous literature, the data of this study were
collected within a period of 3 months from 1 April 2016 to 30
June 2016. The social media platforms selected in this study
were Facebook, YouTube, Twitter, Instagram, blogs,
Google+ and LinkedIn since these platforms were regarded as
common among users46-49.

The
process
of data
collection was done in the
following manner. First, the
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types of social media used by the selected companies were
identified. Second, the information obtained on how the
companies used the social media was classified into several
categories. Third, data on company size and growth
opportunity were collected in determining whether they
influenced the adoption of social media by these companies.
In order to identify the social media used by a company, the
company’s homepages were reviewed for the social media
word or symbol to designate links to the related social media
account. In situations where identifiable links were not shown
on the company’s homepage, the related social media
platform was searched to determine whether the company did
actually have social media accounts. In order to collect data
with regards to the company size and growth opportunity, the
information was obtained from the quarterly report available
from the companies’ website.
By using content analysis, the uses of social media were
classified into 11 categories namely human resource
management, customer service enquiries, corporate
promotion, investor relations, corporate social responsibility,
market news, companies’ event or event Tweet, financial
reporting, potential financial impact, company news and
miscellaneous22. Consistent with previous study, the company
size is measured by total assets and total sales whereas the
growth opportunity is measured by the market to book
value49. The companies were categorized into four quartiles
with each quartile containing 25 companies in order to
determine whether there are differences in social media
adoption by company size or growth opportunity. The
statistical model was developed in order to examine the
impact of social media adoption on company’s performance.
The following model is used in the multiple regression
analysis:
Performancei = βi + β1SMi + β2INDi + β3Sizei + β4LEVi + εit
Where,
SMi
= Social media adoption for company i
INDi = Type of industries for company i
Sizei = Natural log of Total Asset for company i
LEVi = Leverage for company i
εi
= Error term for company i
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The sample of the top 100 companies in this study represents
10 industries as shown in Table 1. They are trading/services
(33 companies), finance (15 companies), consumer (12
companies), industrial products (11 companies), plantation
(10 companies), properties (10 companies), IPC (4
companies), construction (3 companies), hotel (1 company)
and technology (1 company).
Table 1: Company Distribution by Industry Sectors
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This study investigates further the uses of social media
based on different types of social media platforms. Facebook,
Twitter, YouTube and LinkedIn are further scrutinized since
these platforms are frequently used by different types of
industries.
Table 3: Uses of Facebook by Industry Types
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The first objective of the study is to find out various
mediums of social media being used and how these mediums
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2

Technology

IV. FINDINGS

Industry
Sectors
Trading/services
Finance
Consumer
Industrial products
Plantation
Properties
IPC
Construction
Hotel
Technology

have been exploited by Malaysian companies. From the
findings in Table 1, this study further analyzed the adoption
of various types social media and their purpose based on the
types of industry.
The findings tabulated in Table 2 suggest that Facebook is
the most commonly used social media platform, followed by
YouTube. Twitter and Linked are also employed as another
means of corporate reporting. This study opines that the least
social media platform being used by selected Malaysian
companies is Instagram. The results also propose that
companies from trading/services industry used social media
more frequently compared to other industries. Companies
from finance and properties also adopt social media as a
means to communicate the corporate information to its
stakeholders. The social media is used occasionally by
companies from hotel and technology.
ZZZZZTable 2: No. of Companies that Use of Social
Media by Industry Types
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Where HRM = human resource management; CSE = customer
service enquiries; CP = corporate promotion; IR= investor
relations; CSR = corporate social responsibility; MN = market
news; ET = companies’ event or event Tweet; FR = financial
reporting; PFI = potential financial impact; CN = company news;
MTR = miscellaneous.

Based on the findings shown in Table 4, companies from
trading or services companies use Twitter for different
purposes. They mainly utilized Twitter for miscellaneous and
corporate promotion purposes. It is used occasionally for
investor relation, financial reporting and potential financial
impact. It seems that companies from construction, plantation
and technology do not use Twitter in communicating
information to its users. Similar to Facebook, no companies
have used Twitter to provide information on market news.
Table 5: Uses of You Tube by Industry Types
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Where HRM = human resource management; CSE = customer
service enquiries; CP = corporate promotion; IR= investor
relations; CSR = corporate social responsibility; MN = market
news; ET = companies’ event or event Tweet; FR = financial
reporting; PFI = potential financial impact; CN = company news;
MTR = miscellaneous.

Analysis on how companies based on types of industries
used YouTube is presented in Table 5 above. Unlike previous
social media platform, the findings show that YouTube has
been used for all types of uses as analyzed in this study.
Eleven companies from customer, finance, technology and
trading or services industries use YouTube as one of the
channels to disseminate their market news. Similar to
previous social media platforms, both trading or services and
finance sectors use YouTube as the channel to disseminate
information for various purposes.
Even though LinkedIn is not the most popular types of
social media platform, it is used by many companies in
various industries except in the hotel industry. This is shown
in Table 6 below. This type of social media platform is
exploited for all categorized of uses investigated in this study.
Apart from trading or services and finance industries,
companies in construction industry also exploit LinkedIn in
transferring information to their users.
Table 6: Uses of LinkedIn by Industry Types
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The results suggest that the companies that used Facebook
most frequently are those in trading/services. In most cases,
the companies use Facebook for miscellaneous purposes such
as greetings. They also use Facebook to share information on
corporate social responsibility and customer service enquiry.
The findings in Table 3 also recommend that companies from
construction and technology industries do not adopt
Facebook as a communication means. No companies have
used Facebook to provide information on market news.
Table 4: Uses of Twitter by Industry Types
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Where HRM = human resource management; CSE = customer
service enquiries; CP = corporate promotion; IR= investor
relations; CSR = corporate social responsibility; MN = market
news; ET = companies’ event or event Tweet; FR = financial
reporting; PFI = potential financial impact; CN = company news;
MTR = miscellaneous.
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Table 8: Use of Social Media by Growth Opportunity
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Where HRM = human resource management; CSE = customer
service enquiries; CP = corporate promotion; IR= investor
relations; CSR = corporate social responsibility; MN = market
news; ET = companies’ event or event Tweet; FR = financial
reporting; PFI = potential financial impact; CN = company
news; MTR = miscellaneous.

In determining whether a company size and growth
opportunity influence the use of social media, the selected
companies for the study were categorized into four quartiles.
For the company size, Q1 indicates small companies whereas
Q4 shows larger companies. With regards to growth
opportunities, Q1 and Q4 denote lower and higher growth
opportunity respectively.
Table 7 tabulates the number of social media platforms
utilized in relation to size of the company which is measured
as total assets and total sales. Based on Table 10, the mean
number of platforms used by the smaller companies (Q1) is
ranged from 0.92 to 1.28. On the other hand, the mean number
of platforms used by the largest companies (Q4) is ranged
from 1.8 to 1.96. The mean number of platforms used by the
companies in Q3 is ranged from 1.84 to 3.96. It seems that
companies that total sales between RM589 million and
RM1,245 million use the most social media platform.
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The second objective of this paper is to determine whether
social media adoption has influenced financial performance
of Malaysian companies. Correlation analysis should be
performed to determine the strength and direction of a linear
relationship between variables50. Table 9 presents the
correlation analysis for the variables used in this study. This
analysis can also be utilized to test for multicollinearity.
Multicollinearity problem may arise if the bivariate
correlations among the independent variables are greater than
0.7051. The maximum correlation value in Table 9 above is
0.561. Since none of the correlation between the variables in
this study is greater than 0.70, it is assumed that no
multicollinearity problem would arise.
Table 9: Correlation Analysis

Table 7: Use of Social Media by Company Size

Assets

Mean Market to Book

1

1
1

Properties

1

190,196

588,972

1,245,081

** Correlation is significant at the 0.01 level (2-tailed).
0.92

1.76

3.96

4,096,438
1.96

1.8

Table 8 displays the results when the companies in relation
to their growth opportunity were categorized into four
quartiles. While Q4 denotes the highest growth companies,
Q1 denotes the lowest growth companies. From the findings
displayed in Table 8, there is no notable difference in
adoption of social media among the market to book quartiles.
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The results from multiple regression analysis are
summarized in Table 10. The multiple regression results
indicate that the adoption of social media have significant
effect on performance, after controlling for company’s size,
industry types and leverage. The results prove that the
adoption of social media influences the companies’
performance. It suggests that the use of social media as
advertising platform is very cost effective since many social
media platforms such as Facebook and Twitter offer
marketing and promotion services for free52-53. Social media
also connect the business to the customers, enhance the brand
awareness and transform the prospective customers to real
customers52,54-55.
The result also suggests that the company size has negative
and significant association with performance of companies.
Consistent
with
previous
studies, it seems that smaller
firms with smaller amount of
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total assets had higher performance56-57. An inverse
relationship could be due to the reason that smaller company
has lower coordination requirements which makes managerial
task less complicated. This will lead to organizational
efficiencies and lower bureaucratization which will result in
higher performance57. With smaller and diverse workforce,
management in small companies has lower agency problem
and more managerial or technological inefficiency58-60. This
study also reveals that industry types and leverage have no
association with performance of companies.
Table 10: Regression Results
Variables
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brand consciousness will lead to higher revenue and profit.
The findings of this study contribute not only to the body of
knowledge regarding the influence of social media on
corporate reporting, they also provide insights to the
management that the appropriate use of social media will
enhance the business performance. Since this study focuses
on top companies and considers only 3 months’ period, future
studies should be extended and take into account bigger
sample size and longer duration of the study in determining
the factors influencing the adoption of social media by
Malaysian companies.

5.

6.

***, ** and * indicate significance at the level of 1%, 5% and
10% respectively

7.

V. CONCLUSIONS

8.

The objectives of this study are twofold. The first objective is
to examine various types and uses of social media platforms in
top 100 Malaysian companies. Secondly, factors such as
industry type, company size and growth opportunity are
scrutinized in assessing whether they have any influence on
the adoption of social media.
A few conclusions can be drawn from this study. The main
conclusion deals with the types of social media platforms
mainly used by Malaysian companies. The main social media
used by these companies are Facebook and YouTube. Twitter
and LinkedIn are also another favorite medium used as
compared to Instagram, blogs and Google+. Analysis by
industry type suggests that trading/services and finance are
actively exploiting the use of social media and companies
utilize different mediums of social media for different
purposes. While the highest group of social media users
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companies. Another conclusion drawn from this study
suggests that the utilization of social media has positive
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