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ABSTRACT 
We observe many CEOs of big companies as easily as movie stars 
or sports players on Twitter. Why do they appear on social media 
and what would be the effect of their Twitter network on the 
corporate performance and shareholder benefit? This study 
explores big company CEOs on Twitter. We identify Twitter-
using CEOs and examine the impact of their social media activity 
on the corporate performance. While academic literatures have 
studied the performance of publicly well-known CEOs mainly 
with media coverage, we focus more on the big company CEOs on 
the social media and test its effect on the corporate performance. 
We discovered the determinants of Twitter status of CEOs, in 
terms of personal attributes, company attributes and industry. We 
also found the positive impact of Twitter on corporate 
performance, contrary to previous evidences of negative effect.  

Categories and Subject Descriptors 
G.3 [Probability and Statistics]: Regression 

J. 4    [Social and Behavioral Sciences]: Economics 

General Terms 
Management, Finance, Economics, Human Factors 

Keywords 
Social Media, Corporate Performance, Compensation 

 

1. INTRODUCTION 
The behavior or characteristic of firm executives has been studied 
in corporate finance and behavioral economics in terms that it can 
possibly affect the corporate performance, and consequently the 
benefit of shareholders. Among the attentions to executives, public 
reputation is one distinct interest to both researchers and 
shareholders. Especially, the main interest is focused on their 
individual compensation and the consequences of their distinctive 
status on the performance. Empirical evidences have shown that 
public fame has positive effect on the executive compensation but 
negative ex-post consequences on the corporate performance, 
leading negative effect for the shareholders [1].  

We test such argument in the context of social media.  While the 
previous literature used award-winning event as means of 
obtaining the superstar CEO status [1] or press coverage as a 
proxy of reputation [2, 3], we use the	 figures of social media to 
identify the CEO characteristics, as well as their personal 
attributes. In the literatures of corporate finance, personal 
attributes of CEOs, such as age [4, 5] or gender [6], have 
explained the different consequences in the firm’s financial 
performance, related with CEO overconfidence. We consider 
these personal variables to find the determinants of social media 
activities of CEOs. Thereafter, we investigate its impact on the 
corporate performance, as social media becomes a novel channel 
of transmitting opinions between investors [7].   

 

2. PROPOSED APPROACH 
2.1 Hypotheses 
We mainly propose two questions: What are the determinants of 
Twitter-using CEO? And what is the impact of Twitter on the 
corporate performance. These questions are described by the 
following hypotheses.  

H1. Twitter activities of CEOs will be explained by personal 
attributes and firm attributes. 

H2. Twitter activities of CEOs will have an impact on the 
corporate performance.  

2.2 Variables 
We describe the Twitter-using CEOs by personal attributes and 
firm attributes. Personal attributes include age, gender and total 
compensation of CEOs, while firm attributes include company 
size, return on assets (ROA), return on equity(ROE), and leverage. 
Industry dummies are also used.  

Regarding the corporate performance, we apply stock market 
variables (price, trading volume, bid and ask, shares outstanding) 
and compute the market-based performance measures(return, 
spread, turnout) to build up the following models.   

1.1 𝑇𝑤𝑖𝑡𝑡𝑒𝑟  𝑎𝑐𝑐𝑜𝑢𝑛𝑡   =   𝛼! + 𝛽!,!𝑝𝑒𝑟𝑠𝑜𝑛𝑎𝑙  𝑎𝑡𝑡𝑟! + 𝛾!,!𝑓𝑖𝑟𝑚  𝑎𝑡𝑡𝑟! +
𝑖𝑛𝑑𝑢𝑠𝑡𝑟𝑦 

1.2 𝑇𝑤𝑖𝑡𝑡𝑒𝑟  𝑠𝑡𝑎𝑡𝑢𝑠! =   𝛼! + 𝛽!,!𝑝𝑒𝑟𝑠𝑜𝑛𝑎𝑙  𝑎𝑡𝑡𝑟! + 𝛾!,!𝑓𝑖𝑟𝑚  𝑎𝑡𝑡𝑟! +
𝑖𝑛𝑑𝑢𝑠𝑡𝑟𝑦 + 𝛿!,!!!𝑇𝑤𝑖𝑡𝑡𝑒𝑟  𝑠𝑡𝑎𝑡𝑢𝑠!!! 

2.1 𝑃𝑒𝑟𝑓𝑜𝑟𝑚𝑎𝑛𝑐𝑒! =   𝛼! + 𝛾!,!𝑓𝑖𝑟𝑚  𝑎𝑡𝑡𝑟! + 𝛿!,!𝑇𝑤𝑖𝑡𝑡𝑒𝑟  𝑠𝑡𝑎𝑡𝑢𝑠! 

2.3 Sample 
Underlying dataset is the S&P 500 constituents in 2014 and their 
CEOs on Twitter. Companies’ financial data, and executive 
information are obtained from CRSP, COMPUSTAT, and 
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EXECUCOMP. After refining preferential/ordinary stocks with 
classes, we maintain 484 firms and corresponding CEOs, whose 
screen names and twitter status are verified through Twitter API. 
We discovered the CEOs who have Twitter accounts and finally 
identified 109 CEOs.  

Table 1(a) shows the details of overall sample, in terms of age, 
gender and compensation. Compensation consists of salary, bonus, 
and other compensations with option granted. Table 1(b) shows 
Twitter group and NonTwitter group by industry, using GICS 
(Global Industry Classification Standard). 

Table 1(a). Sample Overview: Avg. Age and Compensation 

 
 

Table 1(b). Sample Overview: Industry 

 
Average Twitter status of CEOs is shown in Table 2. On average, 
female CEOs have more followers. Considering less number of 
female CEOs, it seems to show the public interest toward female 
CEOs of big companies. 

Average Twitter status is also different through industries. The 
industries in Consumer discretionary sector (e.g. Media, Retailing, 
Apparel), and IT sector (e.g. Software) turn out more active on 
Twitter. CEOs of IT companies tweet more, having more friends, 
more followers for a longer period. 

Table 2. Average Twitter Status of CEOs 

 

 

3. CURRENT RESULTS  
3.1 Determinants of Using Twitter 
According to Table 3, age and compensation turn out as 
significant determinants of having Twitter accounts and holding 
period. The younger and the more-paid CEOs are likely to have 
Twitter accounts with significance. Industry dummy test shows 
that the CEOs of consumer service-oriented industries and IT 
industries have more Twitter accounts. However, variables related 
to twitter status (number of tweets, friends and followers) are 
explained mainly by other twitter status variables one another, 
implying the fundamental character of networking. Among 
company variables, only current total asset shows significance.  
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Table 3. Determinants of Twitter holding and using Twitter  

 
Meanwhile, there exists heteroskedasticity according to Breusch-
Pagan LM test. However, this seems due to significant correlation 
between the Twitter status variables as shown in Table 4.  

Table 4. Correlation test between Twitter Status 

 
3.2 Corporate performance and Twitter 
To find the Twitter impact on the corporate performance, we use 
simple model with Twitter variables and Market capitalization as a 
company variable. Assuming that potential retail investors are 
more interested in the stock and performance variables are related 
to stocks, market capitalization can be tangible proxy for the 
company size that investors perceive.  

Return CEO tweet has positive effect on the market return of 
company share with weak significance. The number of followers 
and holding period also shows positive effect on the return, even 
with less significance. Hence, being popular on social media may 
not always be bad to company. Even though further study will be 
carried for it, this positive effect opens a room for new insights.  

Spread defines the difference between bid and ask price of share 
on the trading day. Therefore, it is often regarded as a measure of 
market efficiency, regarding the symmetry of information between 
traders. In our results, negative effect of CEO tweets on the spread 
means that CEO tweets may reveal better signal and bring less 
inefficiency in the share price. However, the number of friends 
still raises the question with its positive impact.  

Share turnout defines the period trading volume compared to the 
number of shares outstanding on the same period. Therefore, it 
implies how volatile the market would react for specific factor. 
The result shows that the number of followers of CEO Twitter has 
significant impact on the volatile trading mood. Holding period is 
also showing positive effect on the share turnout. Market cap has 
opposite effect on the share turnout. 

Table 5. Twitter effects on Return, Spread and Share Turnout 

 
 

4. Remarks 
We currently work on the model, data, and measures. In order to 
develop the notion of the fame of CEO on Twitter, more measures 
from Twitter will be adopted, on top of the basic figures of 
Twitter. Furthermore, the influence of CEO tweets on the 
corporate performance will be studied on firm-specific issues. By 
measuring the abnormal returns on the event window of related 
tweets, we expect to observe its instant impact on the market 
response. The remaining part of this work will be better improved 
through the opportunity of peer review on the workshop.  
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