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Few previous studies have focused on corporate social responsibility communication that 

demonstrates prominent interactivity through social media. This thesis, which replicates Kim, 

Kim and Sung’s study (2011), examines the dominant corporate communication strategies (i.e. 

corporate ability [CAb] strategy, corporate social responsibility [CSR] strategy and hybrid 

strategy) of CSR Index Top 50 companies on their corporate Facebook pages. The study also 

examines the interactivity components employed on these companies’ official Facebook pages 

and their cause-focused Facebook pages. The results reveal that CSR Index Top 50 companies 

employ a CAb strategy more frequently than a CSR or a hybrid strategy, though they indeed 

make more effort in communicating CSR on Facebook compared with the results of Fortune 100 

companies’ Facebook pages in previous research. Besides, the results indicate significant 

differences among industry type for both CSR strategy and CAb strategy. The proportion of 

positive fan comments to corporate messages employing a CSR strategy is significantly ten 

percent greater than those employing a CAb strategy. Furthermore, interactivity components are 

analyzed with publics’ participation in dialogue. The results suggest that personalized messages 

are more likely to engage fans in dialogue on Facebook.  In addition, the results show that the 



 

10 

 

frequency of dialogue participation by fans with companies was affected by the frequency of 

companies’ Facebook wall postings and the total number of Facebook page fans. Finally, 

practical implications for communicating CSR through social media are provided. 
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CHAPTER 1 

INTRODUCTION 

 

As globalization progresses, accompanied by international economic growth and the loss 

of governmental control over the private sector, the debate about importance of Corporate Social 

Responsibility (CSR) has been accelerated (Hamann & Acutt, 2003). On the other hand, 

globalization also brings more various stakeholders and makes the needs of stakeholders intricate. 

As a result, more than ever, companies are engaging in various CSR initiatives, ranging from 

philanthropic contribution to environment stewardship, in order to meet various stakeholders’ 

expectations. According to the academic research, almost 90% of the Fortune 500 companies 

have explicit CSR initiatives (Luo & Bhattacharya, 2006), and more than 250 companies across 

the world now have CSR policies to implement (Hollender, 2004). 

These unprecedented CSR endeavors are driven not only by ethical reasons, but also by the 

possible business returns that companies may reap from CSR initiatives. Some scholars believe 

that CSR will benefit corporations in the long run, in terms of improving companies’ reputations, 

maintaining customer loyalty, building brand equity and enhancing employee recruitment 

(Bhattacharya & Sen, 2004; Etter & Fieseler, 2010; Kim & Park, 2011; Lin et al., 2009). For 

example, Sen et al. (2006) found that individuals’ reaction to companies’ CSR activities included 

buying more products, seeking employment with the company and advocating such behaviors. 

Consistent with the academic findings, a Cone research study (2007) showed that 87% of 

American consumers tend to switch from one brand to another brand, which was associated with 

a good social cause, based on the equal price and quality; 66% of American consumers will 

boycott a company’s products or services because of its negative business practices. 

To reap these business benefits, a company’s CSR efforts must be recognized, understood 

and accepted by its stakeholders. Therefore, CSR communication plays an important role in 
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“doing better at doing good” (Bhattacharya & Sen, 2004).  Studies show a positive effect of CSR 

communication on corporate performance (Du et al., 2010; Porter & Kramer, 2002). However, 

many companies find the frustrating fact that most stakeholders are still unaware of their CSR 

activities. According to a poll conducted by Ipsos Reid and Canadian Business for Social 

Responsibility (Ipsos, 2006), 75% of business leaders surveyed said their companies have 

created and implemented programs related to CSR, with 56% saying implementation is fully 

underway. In contrast, Canadian consumers remained considerably unaware of companies’ CSR 

practices, with only 38% having knowledge of companies who have created and implemented 

CSR activities (Ipsos, 2006). Hence how to communicate CSR more effectively seems to be an 

urgent task for corporations since vast resources and time has been devoted. 

To date, most studies (e.g. Golob & Bartlett, 2007; Idowu & Towler, 2004; Sweeney & 

Coughlan, 2008) regarding ways of communicating CSR focus on the social report—

publications that involve a holistic view of reporting companies wide range of responsibilities 

towards stakeholders (Birth et al., 2008), with little emphasis on the social media as 

communication tools for CSR. 

Social media, the product of Web 2.0, have been witnessed building interactive online 

conversations through a wide range of online software applications including blogs, microblogs, 

social networking sites (e.g. Facebook), social bookmarking sites (e.g., Digg, del.icio.us), wikis 

and podcasts. Compared with the traditional tools in Web 1.0 (e.g., web sites without RSS feeds), 

social media demonstrate their prominent interactivity, which magnify their roles in two-way 

communication. Due to social media’s manifest advantages in facilitating two-way 

communication, it is no wonder that some companies shift more attention to implementing social 

media into external and internal corporate communications. To give but one example, the UK 
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branch of Ben & Jerry’s focused more on the 1.3 million fans they had on Facebook and Twitter, 

even discontinuing their regular email marketing campaigns (Qualman, 2010). 

In addition, some companies also recognize the potential of social media in communicating 

CSR. K.C. Brown, Senior Vice President of Cision, believed that social media can be more 

helpful in communicating CSR progress than annual meetings or CSR reports (Jacques, 2010). 

Others thought social media provided a platform for companies to have a picture of what 

stakeholders are saying. For example, Michelle Russo, Senior Vice President of Discovery 

Communications, said “ Facebook, Twitter and the recently launched Discovery Blog provide 

additional platform for Discovery to raise awareness about its CSR efforts, to generate discussion 

among viewers and to provide a community for those who want to get involved”(Jacques, 2010, 

p.12). In terms of raising awareness and engaging stakeholders, Procter & Gamble (P&G) 

created “The Future Friendly Challenge” on Facebook to encourage followers to save energy. 

Through Facebook strategy, this online CSR initiative has attracted over 150,000 followers. In 

short, social media provide CSR communication the opportunities of inviting stakeholders to 

participate, listening to stakeholders and engaging with them in a real-time way. 

Furthermore, stakeholders show signs of comfort with CSR communication in social 

media. The 2010 consumer new media study (Cone, 2010) found that three-quarters of social 

media users believe that it is an effective way to explore CSR, and 47% think companies are 

transparent when disseminating CSR information through social media. On the other hand, 

corporate misbehavior is more easily monitored and spread via social media. Fifty-eight percent 

of people will likely to spread their unsatisfied experience with the company via social media 

(Cone, 2010). 
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Although the impact of social media on CSR was highlighted, little is discussed about CSR 

communication and social media in the academic field. Kim, Kim and Sung’s (2011) study shed 

light into quantitative research on social media and corporate communication of CSR. They 

found that Fortune 100 corporations were more likely to emphasize a corporate ability strategy 

than a corporate social responsibility strategy when communicating with their fans on Facebook 

(Kim et al., 2011). The result means that the Fortune 100 companies emphasize more on 

corporate ability of delivering high quality products or service than companies’ CSR initiatives 

on Facebook. Would this be the same in corporations which are professionally recognized by 

their CSR efforts? Do they utilize Facebook to emphasize more CSR than CAb (i.e. corporate 

ability)? Do they interact with fans on Facebook effectively? 

This study tried to examine CSR Index Top 50 companies’ dominate communication 

strategy (i.e. CAb strategy, CSR strategy and Hybrid strategy) and components of interactivity of 

their corporate Facebook pages and cause-focused Facebook pages. The three communication 

strategies were developed by Kim et al. (2011). CAb strategy is focused on companies’ ability to 

deliver high quality products or services; CSR strategy is focused on companies’ efforts on 

corporate social responsibility; and Hybrid strategy is the combination of CSR strategy and CAb 

strategy. These three strategies will be illustrated in the literature review. In addition, this study 

attempted to explore any correlation between corporate communication strategies and publics’ 

participation on Facebook. Although this study basically replicated Kim, Kim and Sung’s (2011) 

study, it helped assess the communication strategies adopted by companies that are 

professionally recognized for their CSR efforts.  It also attempted to explore corporate the cause-

focused Facebook pages in terms of employing CSR strategy indicators and interactivity 



 

15 

 

component. These findings will also provide insight for practitioners to engage stakeholders in 

social networking sites and to develop successful communication strategies in social media. 
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CHAPTER 2 

LITERATURE REVIEW 

Corporate Social Responsibility 

The concept of corporate social responsibility has become a popular notion among 

companies, organizations, governments and the media (Etter & Fieseler, 2010, Fieseler et al., 

2010; Gomez & Chalmeta, 2011; Johnson, 2003; Kaplan & Haenlein, 2010). Many researchers 

have developed numerous approaches on CSR, but no single authoritative definition of the term 

has been agreed upon (Carroll 1979, 1991; Crane et al., 2008; Wood, 1991). Schwartz and 

Carroll (2003) argued that the definitions of CSR can be divided into two general categories:  the 

minimalist view those believing that the only obligation of corporations is to maximize profits 

within the boundaries of the law and ethical minimums, and a more common contemporary view 

advocating that corporations have a wider range of obligations toward society.  

Friedman (as cited in Chen, 2009, p.524), the representative scholar of the minimalist view, 

stated that “there is one and only one social responsibility of business-to use its resources and 

engage in activities designed to increase its profits so long as it stays within the rules of the game, 

which is to say, engages in open and free competition without deception or fraud”. This approach 

emphasizes on profits and shareholders.  

Since the 1950s, the idea of CSR has evolved into the latter thought category, one that has 

prevailed in the past decade (Moreno & Capriotti, 2009).  A stakeholder theory approach on CSR 

fits into the latter category very well. It emphasizes that the corporation ought to create value for 

its stakeholders—its consumers, community members, policy makers, employees, and 

activists—within the larger system (Evan & Freeman, 1988; Kim, Kim &Sung, 2011). Similarly, 

Carroll (1979, p.500) offered the definition of CSR in combination with economic and other 

expectations—“the social responsibility of business encompasses the economic, legal, ethical 
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and discretionary expectations that society has of organizations at a given point in time”. Based 

on this perspective, Carroll (1991) also proposed a classical CSR Pyramid, encompassing 

economic, legal, ethical and philanthropic responsibilities. McWilliams and Siegel (2001) argued 

that CSR is corporate actions that go beyond compliance and further social good beyond the 

interests of the firm. Overall, the latter view expected that corporations to go above and beyond 

profit maximization and have a wider set of responsibilities towards society. 

More recently, CSR has often been discussed in terms of corporate citizenship and 

corporate social performance, which is a more pragmatic way to address CSR. The idea of 

corporate citizenship, which is combined by globalization and the stakeholder theory approach of 

CSR, entails the corporation’s social role of solving problems that government have failed to 

solve (Mattern &Crane, 2005). Mirvis and Googins (2006) proposed a normative five—stage 

path in the development of corporate citizenship: elementary, engaged, innovative, integrated, 

and transforming. For example, corporations in the elementary stage only respond to economic 

responsibility and legal pressure from stakeholders and society, where corporations in the 

transforming stage work with partners like NGOs and government to solve social problems. This 

five-stage model of corporate citizenship suggested that the CSR debated has shifted from 

passive response to society’s legal requirements to a proactive engagement in social issues with a 

belief that such engagement is a duty of a corporation as a citizen within society (Tang & Li, 

2009). It comported with Frederick’s (1994) prediction that a proactive corporate social 

responsibility will develop and mature in the forthcoming era. Nevertheless, other researchers 

believed that most corporations develop a reactive social responsibility agenda which is 

characterized by stakeholders and is used primarily as a public relations tool (Esrock & Leichty, 

1998). 
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Although more and more corporations engage in CSR activities, one controversial problem 

hovering around the corporations’ CSR efforts is whether CSR efforts contribute to bottom line. 

Hence, recent research regarding CSR practice has concentrated on the financial benefits 

generated by CSR activities (Johnson, 2003; Lin, Yang, & Liou, 2009; McWilliams & Siegel, 

2000). Several studies have concluded that there is a positive correlation between CSR and 

financial performance (Johnson, 2003; Lin, Yang, & Liou, 2009). Since CSR can bring economic 

benefits, there is a strong incentive for corporations to engage in CSR practice. 

Apart from the tangible profits, CSR practice has been shown to positively affect some 

relevant intangibles. For instance, a study (Sims & Keon, 1997) suggested that CSR practice can 

cultivate an ethical work climate, leading to more employees’ identification with corporations, 

more positive morale, and greater job satisfaction, which in turn enhance the productivity and 

profitability (Sims & Keon, 1997). In addition, CSR efforts can yield a sense of loyalty among 

customers (Etter & Fieseler, 2010), improve evaluation of corporation and product, and facilitate 

purchase behavior (Bhattacharya & Sen, 2004). Finally, CSR efforts can reduce conflict with 

NGOs, improve a company’s image and serve as safeguards against attacks from the activists 

and the media in times of crisis (Bhattacharya & Sen, 2004; Etter & Fieseler, 2010; Fieseler, 

Fleck, & Meckel, 2010). Overall, the tangible and intangible benefits brought by CSR create 

strong incentives for corporations to successively engage in CSR practice. 

Furthermore, from a relationship management perspective, CSR can be regarded as a 

relationship-building role (Bhattacharya, Korschun & Sen, 2009; Kim & Park, 2011). Extant 

research revealed that CSR activities are conducive to generating returns to companies in terms 

of cultivating strong and enduring relationships with stakeholders (Waddock & Smith, 2000). 

Scholars indicated that stakeholders form relationships with corporations in order to obtain 
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benefits, which may range from tangible to intangible, and monetary to psychological 

(Bhattacharya, Korschun & Sen, 2009). CSR activities provide ample benefits to stakeholders. 

For instance, Bhattacharya and Sen (2004) found that CSR initiatives can positively affect 

consumers’ general sense of well-being. Through the knowledge or experience of companies’ 

CSR initiatives, stakeholders develop CSR associations, which include beliefs, feelings and 

attitudes toward a company’s CSR practice (Bhattacharya, Korschun & Sen, 2009; Kim & Park, 

2011). CSR associations belong to corporate associations, which also include corporate ability 

associations (Brown & Dacin, 1997). The two distinct corporate associations have different  

impact on people’s evaluation of corporation and its product (Kim& Rader, 2010).Hence, the 

two corporate associations will affect the relationships between organizations and publics (Kim 

&Rader, 2010). Notably, Bhattacharya and Sen (2004) proposed that effective overall corporate 

communication strategy, especially the messages of CSR communication (e.g., CSR fit) would 

be one of the multipliers of CSR program. For instance, consumers will generate positive internal 

outcomes (e.g., attitudes, attribution) if the company’s CSR initiatives are perceived to fit well 

with its overall positioning (Bhattacharya & Sen, 2004). How consumers perceive a company’s 

CSR initiatives partly depends on company’s communication efforts. Similarly, in cases where 

companies advocate distinctive CSR initiatives that stand out among competitors, consumers’ 

favorable attributions will be more likely to elicit (Bhattacharya & Sen, 2004).  

CSR Communication 

Bittner and Leimeister (2011) defined CSR communication as the way in which companies 

communicate their achievement or impact on the environmental, social and economic realm, and 

which message channels, and message contents they use.  

In order to realize the aforementioned benefits, corporations should communicate their 

CSR efforts to various stakeholders, including consumers, community members, policy makers 
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and activists (Fieseler, Fleck, & Meckel, 2010; Kim et al., 2010). Notwithstanding that many 

companies are committed to fulfilling their social responsibilities, they were found to fail to 

communicate with stakeholders actively enough (Lewis, 2003). For instance, Chaudhri and 

Wang (2007) found the number of top 100 information technology companies in India with CSR 

information on their corporate web sites was strikingly low. Also, Pomering and Dolnicar (2009) 

showed that Australians’ level of awareness of CSR activities undertaken by Australian banks 

was quite low, despite the fact that the banks communicated their good deeds via advertising 

campaign. Dawkins (2004, p.109) pointed out that “communication often remains the missing 

link in the practice of corporate responsibility.” In addition, scholars argued that false and 

misleading CSR communication would jeopardize a company’s image and brand equity within 

the environment surrounded by critical media and informed publics (Chaudhri & Wang, 2007). 

Hence, a need for transparent and effective communication on CSR is highlighted. 

What and How to Communicate 

According to Kim and Rader’s (2010) research on corporate web sites, corporations may 

have three corporate communication strategies based on distinct types of corporate associations 

(corporate ability association and CSR association): CAb (corporate ability)-focused strategy; 

CSR (corporate social responsibility)-focused strategy and hybrid strategy. A CAb-focused 

strategy is to promote a company’s ability to deliver high quality products or services to create 

corporate ability association, whereas a CSR-focused strategy is focused on corporations’ 

contributions to society in terms of social concerns to create corporate social responsibility 

associations (Kim & Rader, 2010). Moreno and Capriotti (2009) also found that the most 

common and vast information on corporate web sites is corporate profile and information about 

its products and services, which was presented primarily from commercial rather than ethical 

perspective. Based on Kim and Rader’s study (2010, p.67), a CSR-focused strategy may include 
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six components: a company’s environmental stewardship, philanthropic contribution, education 

commitments, employee involvement, public health commitments and sponsorship of cultural 

activities. All these components can be the content of CSR messages. Similarly, six components, 

including a company’s expertise in product or service quality, global success, implementation of 

quality control program, industry leadership, market orientation, and innovation and R&D efforts, 

were also developed for CAb-focused strategy (Kim & Rader, 2010, p.67). These twelve 

indicators provide a quite comprehensive classification of information disseminated by 

corporations. According to Kim, Kim and Sung’s (2011) study, most Fortune 100 companies 

focused more on a CAb strategy than a CSR strategy or hybrid strategy. Among the CAb 

strategy indicators, the one most frequently used was the company’s expertise in its products or 

services (Kim et al., 2011). The company’s philanthropic contribution was the most mentioned 

indicator among the CSR strategy indicators (Kim et al., 2011). 

Based on Grunig & Hunt’s (1984) classical models of public relations, Morsing and 

Schultz (2006) developed three CSR communication strategies: the stakeholder information 

strategy (one-way communication); the stakeholder response strategy (two-way asymmetric 

communication) and the stakeholder involvement strategy (two-way symmetric communication). 

The CSR focus is decided by top management in stakeholder information and stakeholder 

response strategy, while stakeholder involvement strategy invites stakeholders to negotiate the 

CSR focus with corporations concurrently (Morsing & Schultz, 2006). In terms of 

communication task, the stakeholder information strategy only focuses on informing 

stakeholders of corporate CSR actions, whereas the stakeholder response strategy needs to show 

stakeholders how the company integrates its concerns (Morsing & Schultz, 2006). In contrast, 
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the stakeholder involvement strategy is more proactive and interactive, characterized with 

establishing frequent and systematic dialogue with stakeholders (Morsing & Schultz, 2006). 

In addition, Du et al. (2010) concluded that CSR commitment, CSR impact, CSR motives 

and CSR fit can be emphasized in CSR communication. CSR commitment focuses on a 

company’s durability of support for a cause, including donating funds, human capital, time and 

so forth. Moreover, longer-term commitments were more likely to be judged as intrinsic CSR 

motives by publics (Du, Bhattacharya, & Sen, 2010). CSR commitment focused on the input 

aspect, while CSR impact emphasized the output of CSR efforts. CSR impact was often 

demonstrated by actual benefits that have occurred to the public. CSR fit expressed a logical 

association between companies’ core corporate activities and their CSR initiatives (Cone, 2007). 

For instance, it can be attributed to common association that a product dimension share with a 

cause. Scholars believed that low CSR fit will increase stakeholders’ skepticism and reduce their 

positive reactions to a company’s CSR activities (Du, Bhattacharya, & Sen, 2010). But there is 

considerable evidence that this may backfire under certain conditions. 

Apart from basic strategies and content of CSR communication, industry is a strong 

predictor of CSR communication. Some studies showed that there is significant focus difference 

among annual social reports of organizations in different industries (Esrock & Leichty, 1998; 

Sweeney & Coughlan, 2008; Tang & Li, 2009). For instance, Tang and Li (2009) concluded that 

companies targeting consumers were more likely to use an ad hoc or strategic philanthropy 

strategy, whereas companies targeting businesses were more likely to emphasize the ethical 

conduct of business. Likewise, Sweeney and Coughlan (2008) found that automobile and oil 

industries almost always focus on environmental performance, while the companies in the 

telecommunications industry were more likely to focus on customer acquisition and retention. 
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These differences may result from corporations’ stakeholder response or stakeholders involve 

strategy, both of which embrace the consistence between reporting on CSR and what key 

stakeholders expect.  

Also important, cultural distinctions should be noted in CSR communication. Maigan 

(2001) found that U. S. consumers prefer corporate economic responsibilities most, while French 

and German consumers tend to value legal and ethical business conduct more. Similarly, a cross-

cultural study (Hartman, Rubin, & Dhanda, 2007) found that U.S. based companies rely heavily 

on financial elements in justifying their CSR activities, whereas EU-based companies 

incorporate both financial and sustainability elements for CSR justification. 

Where to Communicate  

There are a variety of communication channels to disseminate corporations’ CSR activities. 

These channels can be divided into channels controlled by external communicators, such as 

media, and channels that are controlled by companies (Du, Bhattacharya, & Sen, 2010). A 

company can have control over the content of CSR activities through its own communication 

channels, whereas it has little control on the media’s representation of its CSR practice (Du, 

Bhattacharya, & Sen, 2010). Moreover, scholars concluded that “there is a trade-off between the 

controllability and credibility of CSR communication” (Du, Bhattacharya, & Sen, 2010, p. 13), 

that is to say, the more controllability the communication channel has, the less credible it is. For 

instance, consumers were shown to react more positively to a company’s CSR practice when 

they received information from a neutral source rather than a corporate source (Yoon et al., 

2006).  

In addition, it is also very important to note the importance of word- of- mouth by 

stakeholders as credible CSR communicators. Customers and employees are valuable 

communicators (Du, Bhattacharya, & Sen, 2010). In terms of customers, they can be 
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ambassadors passing down words of company’s CSR endeavors both in the real world and the 

virtual world. For example, one customer wrote about Toms shoes’ One for One campaign, 

“Thanks for the shoes I love them. I also love the fact that a child in need also gets a pair. I am 

passing down the word at my school and trying to get our college campus involved in this” 

(“Show us your TOMS pride”, 2009).Admittedly, while customers demonstrate great power with 

word- of- mouth, Dawkins (2004) suggested that companies should not focus only on customers 

and underestimate the power of employees. Employees can serve as advocates by advising 

someone else to use their company’s product or service because it acted responsibly (Dawkins, 

2004). Furthermore, employees can serve as ambassadors to reach wide stakeholder relationships 

through their social ties (Dawkins, 2004). However, it is often difficult to get endorsements from 

the third parties—the media, customers and other stakeholders. 

Fortunately, a company can communicate CSR efforts through its own communication 

channels such as an annual social report, advertisement and web sites (Du, Bhattacharya, & Sen, 

2010). Social reports are the main channel for communicating CSR. They were prevalent in the 

1990s, and nearly 80% of the largest 250 companies worldwide issued corporate responsibility 

reports in 2008 (KPMG International Survey of Corporate Responsibility Reporting, 2008). 

Nonetheless, companies are often accused of writing arbitrary reports with little quantifiable data. 

In addition to a corporate social report, companies also utilize traditional advertising channels 

and web sites (Du, Bhattacharya, & Sen, 2010). For instance, Coca-Cola runs TV commercials 

of its CSR practice of heart disease and women, and it also set up a web site in order to 

communicate the brand’s involvement with this social cause.  

CSR communication via web sites is increasingly emerging in recent decade. More than 80% 

of the Fortune 500 companies address their CSR issues on their official web sites (Bhattacharya 
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& Sen, 2004). Chaudhri and Wang (2007) argued that the web sites enable organizations to 

convey messages directly to stakeholders without the dictates of the gatekeepers of print and 

electronic media, thereby influencing agenda-setting. Moreno and Capritotti (2009) proposed 

that web sites provide a unidirectional way of diffusing information to influence the image that 

stakeholders have. Web sites increase the velocity of corporation communication process, by 

speed up “dissemination, access and feedback” (Esrock & Leichty, 1998, p.308). Furthermore, 

they indeed show company’s CSR involvement more transparently through the integration of 

third-party opinions (Esrock & Leichty, 1998). 

Nonetheless, whether or not organizations are doing a good job of fully utilizing the web 

sites for CSR communication remains to be determined. The 2004 CSR Online Survey found that 

their “CSR material is hidden in hard-to-reach places, or presented as huge PDF downloads” 

(Coope, 2004, p.20). In addition, Chaudhri and Wang (2007) found that CSR information on the 

top 100 information technology companies in India is static and out-of-date. Likewise, Fieseler 

et al. (2010) argued that many companies’ web sites did not fully utilize the dialogue loop of the 

Internet, which enables companies to respond to concerns, questions and problems (Moreno & 

Capritotti, 2009). Most corporate web sites were criticized for their top-down information-push 

communication, lacking design of facilitating two-way interaction between corporations and 

stakeholders. 

Apart from the ineffectiveness of utilizing CSR communication channels, researchers 

proposed several other challenges for CSR communication. Dawkins (2004) emphasized that the 

organizations were struggling with two major challenges: one was skepticism toward company 

message and potential hostility from the media and others, the other lay in the diverse 

information requirements of different stakeholders. The global CSR study conducted by APCO 
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Worldwide (2004) attests to the criticism surrounding CSR progress, indicating that only four 

percent opinion of elites say companies have become “much more” responsible. 

CSR Communication via Web 2.0 

In contrast with static websites and social reports, the development of Web 2.0 has 

significant potential for increasing dialogue with stakeholders. The term Web 2.0,  first coined 

by O’Reilly (2005), is defined as “ the philosophy of mutually maximizing collective intelligence 

and added  value for each participant by formalized and dynamic information sharing and 

creation”(Hoegg et al., 2006, p.36).  Predominate applications of the Web 2.0 era are wikis, 

blogs, and social networks. These all belong to social software or social media, which are 

defined as “a group of Internet-based applications that build on the ideological and technological 

foundations of Web2.0, allowing the creation and exchange of user-generated content” (Kaplan 

& Haenlein, 2010, p.61).  Pressley (2006) described four main benefits of social media for 

communication: inexpensive collaboration, efficient, real-time communication, public relations 

and online archiving. For example, the commentary function of blogs enables open discussion on 

every entry that is made, thus fostering dialogue between blog authors and readers (Fieseler, 

Fleck, & Meckel, 2010). 

Despite the demonstrated role of brand building, Web 2.0 is believed to provide collective 

wisdom toward CSR (Fieseler, Fleck, & Meckel, 2010). Moreno and Capriotti (2009) identified 

communicating CSR via applications of Web 2.0 as bidirectional, allowing dialogue and 

interactions between organization and its different stakeholders, whereas using websites of Web 

1.0 is a unidirectional way to communicate CSR. The prominent interactivity of social media 

enables organizational communicators to interact in a direct, timely and personalized way with 

stakeholders and to encourage them to participate in sharing ideas, supervising CSR progress and 

bringing about change. According to a 2009 Consumer New Media Study (Cone, 2009), two-
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thirds of American new media users feel they can influence business practices by voicing 

opinions online. In Kim, Kim and Sung’s (2011, p.10) study, six components of interactivity 

were developed : “(a) seeking publics’ feedback/opinions/comments, (b) providing live chat 

opportunities, (c) seeking publics’ specific action-based participation (e.g. photo uploaded), (d) 

triggering publics’ general action (i.e. try, see, learn etc.), (e) posting seasonal/holiday/weekend/ 

greeting and (f) messages about fan’s daily life/ personal life”. The results showed that nearly 

half of the corporate Facebook message sample employed “triggering public’s general action” 

component.  

Such interaction between the publics and the organizations greatly demonstrated the 

practice of two-way symmetrical model, which is believed as the most effective model of public 

relations communication (Grunig & Hunt, 1984). The two-way symmetrical model “uses 

research to facilitate understanding and communication rather than to identify messages most 

likely to motivate or persuade publics” (J. Grunig & L. Grunig, 1992, p.289). 

Beyond brand building and providing collective wisdom, social media are similar to web 

pages in that they offer the organization an opportunity to move from passive forms of self-

presentation to more active forms of agenda-setting (Kent, 2008; Esrock & Leichty, 1998). 

Given the ability of organizations using social media to provide information directly to audiences 

without passing through the gatekeepers, the channel can be used as the platform for expressing 

the organization’s position on specific issues, thereby gradually raising public’s awareness 

toward CSR (Esrock & Leichty, 1998). Due to the advantages of social media, more and more 

companies have engaged in the virtual world to communicate corporate information and CSR 

efforts. For instance, more than half of the 100 leading U. S. retailers had established Facebook 

pages by September 2008 (Rosetta, 2009). 



 

28 

 

On the other hand, social media bring some challenges to CSR communication. The 

biggest advantage of Web 2.0 is that it is open and interactive. In the virtual world of Web 2.0, 

individuals can freely contribute information to the platform. However, corporations have little 

control over CSR information disseminated by other stakeholder groups online (Schneider, 

Stieglitz, & Lattemann, 2007). Therefore, corporations need to engage with a variety of social 

media to monitor ongoing dialogue in Web 2.0 to measure public opinion and influence it , and 

detect criticism as well (Bittner & Leimeister, 2011; Etter & Fieseler, 2010). Furthermore, some 

scholars argued that the style of communication in Web 2.0 communities is more informal, 

casual and sometimes humorous (Etter & Fieseler, 2010). Hence, it is important for companies to 

set an appropriate tone to communicate with stakeholders in Web 2.0 communities. 

Although the impact of social media on CSR was highlighted, little is discussed about CSR 

communication and social media in the academic field. Most studies concerning social media 

and CSR to date take the qualitative approach.  Fieseler et al. (2010) used social network analysis 

to examine the interaction between McDonald’s CSR and the blogosphere, concluding that 

McDonald’s CSR blog can indirectly reach a larger public sphere through opinion leaders. This 

study showed the potential of Web 2.0 in recording CSR activities and engaging stakeholders. 

Bittner and Leimeister (2011) identified unused potential of social media for companies’ CSR 

communication through a case study approach, comparing the case of Badische Anilin & Soda-

Fabrik and the case of BP. Schneider et al. (2007) found that the usage of social software is more 

common on NGO web sites than on firm’s web sites. One exception is Gomez and Chalmeta’s 

(2011) study, which revealed that only 27% of the top 50 American profitable corporations from 

the Fortune 500 displayed interactive characteristics including sharing tools, RSS news feeds 

and other interactive tools on CSR websites from the evaluation model. In addition, a recent 
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qualitative research study conducted by Kim et al. (2011) shed light into corporate 

communication strategies on Facebook. The results showed that companies rarely adopted a CSR 

strategy on Fortune 100 companies’ corporate Facebook pages.   

Research Questions 

Based on the literature review, this study looked at the following research questions: 

 RQ1: Is CSR strategy more dominant than CAb or hybrid strategies on the corporate 
Facebook pages of CSR Index Top 50 companies? 

 RQ2: Which indicator of CSR strategy is most frequently used on CSR Index Top 50 

companies’ corporate Facebook pages and cause-focused Facebook pages respectively? 

 RQ3: Does industry type influence the adoption of indicators of CSR and CAb strategies? 

 RQ4: What components of interactivity are employed on CSR Index Top 50 companies’ 
corporate Facebook pages and cause-focused pages respectively? 

 RQ5: Is there any relationship between the numbers of “like”, “comment” and “share” that 
fans posted and corporate communication strategies on corporate Facebook pages? 

 RQ6: Is there any difference in the tone of fans’ comments across the messages adopting 

three corporate communication strategies on corporate Facebook pages? 

 RQ7: Is there any relationship between the numbers of “like”, “comment” and “share” that 
fans posted and interactivity components that companies employed on Facebook pages? 

 RQ8 Is there any relationship between the frequencies of fans’ posting on corporate 
Facebook walls, the frequencies of companies’ Facebook wall posts and responsive 

comments, and the total number of corporate Facebook page fans? 

These research questions were basically adopted from Kim, Kim and Sung’s (2011) study, 

which found CAb strategy was more dominant on Fortune 100 companies’ corporate Facebook 

pages and a company’s philanthropic contribution was the most frequently used CSR strategy 

indicator. The results also showed that Fortune 100 companies addressed customers’ needs most 

on Facebook and half of the FB message sample employed an interactivity component of 

“triggering publics’ general action”. In addition, the study revealed that there were no significant 

relationship between communication strategies between the numbers of “like”, “comment” and 
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“share”. However, positive relationships are found between the numbers of “like” and messages 

addressing fans’ daily life. Besides, the results also revealed that the frequency of fans’ posting 

on corporate FB wall was positively related to the frequency of companies’ total wall posts. RQ 

2 and RQ4 were modified to explore the difference of most frequently used indicators of CSR 

strategy and interactivity components between cause-focused (CSR-orientated) FB pages and 

corporate pages. RQ3 was originally designed to explore the influence of industry type on the 

adoption of indicators of CSR and CAb strategies. RQ6 was designed to add different 

understandings of publics’ preferences for corporate communication strategies. 
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CHAPTER 3 

METHODOLOGY 

The purpose of this study is to explore the communication strategy employed by the 

corporations’ Facebook pages and whether corporations fully utilize the interactivity of Web 2.0.  

Given these objectives, content analysis was chosen as the research method. According to 

Neuendorf (2002), content analysis is defined as, 

a summarizing, quantitative analysis of messages that relies on the scientific 

method (including attention to objectivity, intersubjectivity, a priori design, 

reliability, validity, generalizability, replicability, and hypothesis testing) and is not 

limited as to the types of variables that may be measured or the context in which 

the messages are created or presented (p. 10). 

Babbie (2007, p. 320) stated that content analysis was particularly appropriate to the study 

of communications when answering the classic questions of communication research: “Who says 

what, to whom, why, how and with what effect?”  The objective of this study is closely related to 

corporation communication strategy, which is focused on the question of “what”, “to whom” and 

“how”. Hence, content analysis is appropriate as the research method of this study. 

This study followed the basic procedures of content analysis: (1) selecting the sample; (2) 

developing the coding scheme in order to examine corporations’ Facebook messages; (3) coding 

the units of analysis and testing for reliability and validity and (4) data analysis. 

Sampling 

The 2010 CSR Index Top50 corporations were the census for this study. The CSR Index 

ranking was created by the data from Reputation Institute’s 2010 Global Pulse Study, which is 

analyzed jointly by the Boston College Center for Corporate Citizenship. Three dimensions, 

including citizenship, governance and workplace, determined the CSR Index ranking. Thus, one 

can arguably say that the CSR performance of corporations in this list is recognized by the 

professional realm. The 2010 CSR Index Top 50 list is appropriate for this study because 
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corporations on it should have a higher possibility of emphasizing CSR via Facebook (FB) than 

corporations which are not so much engaged in CSR activities.  

The official Facebook pages of the 2010 CSR Index Top 50 corporations were identified 

through the FB hyperlink in companies’ official web sites and the keyword search of companies’ 

names on Facebook itself. Out of the 50 companies, 47 companies were found to have official 

corporate FB pages in November 2011 (General Mills, Dunkin’ Brands and Coca-Cola Bottlers 

didn’t have official FB pages). This study also included these companies’ cause-focused FB 

pages (e.g., Kraft Fight Hunger FB page) since one of the main interests here was CSR 

communication. The cause-focused FB pages were identified by reviewing the “Likes” of 

official corporate FB pages or the hyperlink provided through official corporate web sites. 

Following the logic about a CSR focus, the product brand-based FB pages were excluded. In 

addition, four companies (i.e., Apple, SC Johnson, Medtronic, Southern Company) did not have 

any posts on their pages. As a result, a total of 43 official corporate FB pages and 9 cause-

focused FB pages served as the final pool of companies in the study. 

Messages posted on these 52 FB pages were the units of analysis, including FB wall posts, 

FB event posts, FB note posts, photos, videos and other documents linked to FB posts. Time 

span was set as January, 2011. 

Variables 

The first several variables collected were related to the background information of the 

company’s FB page, including (a) the URL of its FB page, (b) industry, which was coded based 

on the ten industry types of Standard & Poor’s categorization (Kim & Rader, 2010), and (c) the 

total number of fans who “Like” the corporate FB page (the number of “Like” clicks on a 

company’s FB page). 
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The operational definitions of CAb and CSR strategy were given in order to examine the 

adoption of these three corporate communication strategies. According to Kim and Rader (2010), 

a CAb (Corporate Ability) strategy was attempted to promote a companies’ ability of delivering 

high quality products or services to create corporate-ability associations, whereas a CSR 

(Corporate Social Responsibility) strategy was focused on the corporations’ contribution to 

society in terms of social concerns to create corporate-social-responsibility associations. The 

twelve indicators used in coding for the three corporate communication strategies were based on 

the studies of Kim and Rader (2010) and Kim, Kim and Sung (2011), and are shown in the Table 

3-1. 

In addition, six indicators from Kim, Kim and Sung’s (2011, p.10) study were adopted to 

investigate the components of interactivity employed on the official corporate FB pages and 

cause-focused FB pages: “message (a) seeking public’s feedback/comments/opinions” (e.g., how 

many donations did you contribute to the fight against hunger? etc.), (b) “ providing live chat 

opportunities”,  (c) “seeking publics’ specific action-based participation” (e.g., watch these 

amazing documentaries and cast your vote today for the Project Voice Scape Audience Award, 

then help us spread the word!, etc.),  (d) “triggering publics’ general action (i.e., try, see, buy, 

etc.)”, (e) “posting holiday/weekend greetings” and (f) “addressing fans’ daily life with 

personalized content” (e.g., we hope everyone is getting their new year off to a great start! What 

education goals do you have for 2012?, etc.). 

Coding 

Each unit of analysis was coded for these indicators based on whether the indicator was 

completely absent (0), or was stated (1). The overall communication strategy of a message was 

determined by summing up the score of each indicator. Based on Kim and Rader’s (2010) study, 

a true hybrid strategy was identified when both the CAb and CSR indicators were present and the 
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CAb indicators score equaled to the CSR indicators score. If the CAb indicators score was 

greater than the CSR indicators score, the message was identified as employing a CAb 

communication strategy. Otherwise, if the CSR indicators score was greater than the CAb 

indicators score, the message was identified as employing a CSR communication strategy.  

Coders were two graduate students at the University of Florida who are fluent at English. 

Each coder coded a random sample of 50% of the units. A detailed coder guide (Appendix A) 

was designed for facilitating content analysis of messages and documents. Also, a coding sheet 

(Appendix B) was used for recording data. Coders independently coded about 12% (n=165) of 

the sample to test the intercoder reliability, which was assessed by Scott’s pi in this study.  

Neuendorf (2002) offered the following suggestions for using Scott’s pi: .70 is the 

appropriate minimum acceptable level and .80 or greater is very good and acceptable. The 

intercoder reliability in the pretest, which ranged from .75 to 1.00 using Recal for Scott’s pi, was 

acceptable. The overall Scott’s pi was .85. 

Data Analysis 

Data collected were analyzed using the software Statistical Package for the Social Science 

(SPSS) based on the research questions. To answer the six research questions, ANOVA, 

correlation, linear regression and chi-square analyses were performed. 
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Table 3-1. Indicators of CAb and CSR corporate communication strategy 

 
CAb Strategy CSR strategy 

1 A company’s expertise in product or 

service 

A company’s environmental 

stewardship 

2 A company’s global success A company’s philanthropic 

contribution 

3 A company’s implementation of 

quality control program 

A company’s education commitments 

4 A company’s industry  leadership A company’s employee involvement 

5 A company’s market orientation A company’s public health 

commitments 

6 A company’s innovation and R& D 

efforts 

A company’s sponsorship of cultural  

activities 

  



 

36 

 

CHAPTER 4 

RESULTS 

 

This chapter covers descriptive statistics of the sample and answers to the eight research 

questions. 

Descriptive Statistics of the Sample 

Based on the ten industry types of Standard & Poor’s categorization (Kim & Rader, 2010), 

in this study,  30.2% (n=13) of the companies were from the consumer staples industry (e.g., 

industry that manufactures and sells food, beverages, drugs and household products; Publix, 

Procter & Gamble, Coca-Cola, etc.), 23.3% (n=10)  were from the consumer discretionary 

industry (Walt Disney, JC Penny, New Balance, etc.), 23.3% (n=10) were from the information 

technology industry (Google, Dell, Microsoft, etc.), 16.3% (n=7) were from the industrials 

industry (Deere & Co., 3M, General Electrics, etc.), 4.7% (n=2) were from the health care 

industry (Johnson & Johnson and AmerisourceBergen) and 2.3% (n=1) were from the financials 

industry (Fidelity Investments). There were no companies from energy, materials, 

telecommunication services or utilities sectors in this study. 

The forty-three selected companies released a total of 1,340 Facebook messages during 

January 2012. On average, the companies in this census posted 31.2 Facebook messages during 

the one month period (SD=24.6). Yahoo! posted the largest number of corporate Facebook 

messages (9.7%, n=130), followed by Pepsico (5.9%, n=79), Microsoft (5.5%, n=74), Texas 

Instruments (5.3%, n=71) and Dell (4.5%, n=60). Anheuser-Busch InBev posted the smallest 

number of messages on Facebook (0.1%, n=1). About 33% (n=14) of the companies had more 

than a million fans on their corporate FB pages (i.e., Walt Disney, Microsoft, Hershey, Google, 

Intel, JC Penny, Dell, Amazon, Yahoo!, Coca-Cola, Southwest Airlines, Starbucks, Hewlett-

Packard and eBay), and AmerisourceBergen had the fewest fans on its FB page (n=161).  
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Among the nine cause-focused FB pages, a total of 84 messages were posted during 

January, 2012. Of the total number of messages, eBay Giving Works posted the largest number of 

messages on a cause-focused FB page (22.6%, n=19), followed by P&G my GIVE (16.7%. n=14) 

and General Mills Give (14.3%, n=12). Brewing A Better World developed by Green Mountain 

Coffee Roasters and Stamp Out Hunger developed by Campbell Soup Company posted the 

smallest number of messages respectively (4.8%, n=4). Kraft Fight Hunger had the largest 

number of fans among the nine cause-focused pages (n=567,968), and there were other two 

cause-focused pages with more than 100,000 fans (Thank You Mom and P&G my GIVE, both 

initiated by Procter &Gamble). General Mills Give had the smallest number of fans (n=3,084). 

RQ1: Dominant Corporate Communication Strategy 

RQ1 asks that whether CSR communication strategy is more dominant than CAb or hybrid 

strategies on CSR Index Top 50 companies’ corporate FB pages. About 55.7% (n=747) of the 

messages employed at least one indicator of a CAb or CSR communication strategy on CSR 

Index Top 50 companies’ corporate FB pages. As Table 4-1 indicates, the CAb strategy was 

more dominant than the CSR and hybrid strategies on corporate FB pages. Overall, about 44.3% 

(n=593) of the total messages employed a CAb strategy, while only about 9.9% (n=133) used a 

CSR strategy. About 1.57% (n=21) of the total messages used a true hybrid strategy, adopting 

the same number of both CAb and CSR strategy indicators. Based on both of the CSR and CAb 

indicators scores of each message and the number of every company’s total messages, the results 

showed that about 81.4% (n=35) of companies employed a CAb strategy more often than a CSR 

strategy or a hybrid strategy, whereas only 14.0% (n=6) of companies (Adobe, Unilever, Sarah 

Lee, Procter &Gamble, 3M and Anheuser-Busch InBev) employed a CSR strategy more 

frequently than a CAb strategy or a hybrid strategy. Johnson & Johnson was the only company 

where a hybrid strategy was more dominant than a CSR or CAb strategy. Finally, messages 
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released by Yahoo! did not contain any CSR or CAb indicators, as all messages released by 

Yahoo! were about everyday news, ranging from politics to entertainment. It seemed that the 

Yahoo! corporate FB page was dedicated to providing news to fans, though Yahoo Corp already 

had a Yahoo! News FB page with the same function. 

As shown in Table 4-2, all six industries in the sample employed a CAb strategy more 

frequently than a CSR strategy or a true hybrid strategy. Furthermore, the results of chi-square 

tests among the industry type and adoption of three communication strategies indicated that the 

adoption of three corporate communication strategies varied by industries in this study (χ
2 
(10, 

N=747) = 55.81, p <.001). Thus, tests for difference in proportions of CSR strategy by industry 

type were performed. With regard to the CSR strategy adoption, the consumer discretionary 

industry adopted a significantly smaller proportion of CSR strategy than the consumer staples 

(z= -3.87, p < .001), information technology (z= -2.11, p < .001) and industrials sector (z = -3.53, 

p < .001) (see Table 4-3). In addition, the consumer staples industry adopted a significantly 

larger proportion of CSR strategy than the financial industry (z= 2.26, p < .05) and information 

technology industries (z= 2.53, p <. 05) (see Table 4-4). Also, the industrials sector embraced a 

significantly greater proportion of CSR strategy than the financial industry (z= 2.21, p < .05) and 

information technology sectors (z=2.10, p < .05) (see Table 4-5). 

RQ2: The Most Frequently Used Indicator of CSR Strategy 

RQ2 asks that which is the most frequently used CSR strategy indicator on corporate FB 

pages and the nine cause-focused FB pages. The results revealed that a company's sponsorship of 

cultural/sports activities (4.6% of the total 1340 messages on corporate official FB pages, n=62)  

(e.g., “As part of the new UK Brighter Mornings initiative, Tropicana has commissioned visual 

artist collective Greyworld to create a man-made "sun" over London” from Pepsico FB posting) 

and a company’s environmental stewardship (2.9%, n=39) (e.g., “We’re happy to report that our 
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cereal plant in Belleville, Ontario, reduced electricity use by 9% and natural gas use by 11%” 

from Kellogg FB posting) were the most frequently used types of messages on corporate FB 

pages. These types of messages were followed by a company’s employee and community 

involvement (2.0%, n=27) (e.g., “UPSers and their family members contributed more than 1.2 

million hours of volunteer time” from UPS FB posting) and a company’s philanthropic 

contribution (1.3%, n=18). Among the nine cause-focused FB page messages, about 17.9%  

(n=15) of the total 84 messages on cause-focused FB pages showed a company’s public health 

commitment(e.g., “We're excited to continue our support of Grounds for Health's work within 

coffee-growing communities!” from Green Mountain Coffee Roasters cause-focused page 

posting), and about 16.7% of the total 84 messages focused on a company’s philanthropic 

contribution (n=14) (e.g., “P&G has now contributed more than $1 million to Special Olympics” 

from Thank you Mom by P&G FB posting). Additionally, a company’s sponsorship of cultural 

and sports activities and a company’s educational commitments (e.g., “Today’s Challenge from 

Join My Village* 2500 Likes could provide 100 dictionaries to classrooms in Malawi” from 

General Mills Gives FB posting) accounted for 15.5% (n=13) and 11.9% (n=10) of the total 84 

messages respectively on cause-focused FB page messages (see Table 4-6). 

On the other hand, a company’s market orientation was the most frequently used CAb 

strategy indicator on corporate FB pages (26.6%, n=357) (e.g., Microsoft launched the Year of 

the Dragon mice to celebrate Chinese New Year). About 15% (n=202) of the total 1340 

messages focused on the company’s expertise in product or service quality such as  emphasizing 

the durability, reliability, deliciousness, and precision of products . In addition, a company’s 

innovation and R&D efforts accounted for 9.1% (n=122) (see Table 4-7). 
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RQ3: Industry Type and the Adoption of Indicators of CSR and CAb strategies 

To explore levels of CSR and CAb strategy indicators usages by different industry types, 

one-way ANOVA tests were performed on the total number of communication strategy 

indicators by industry as the independent variable. The results showed that there were overall 

significant differences among industry types for both the indicators of CSR strategy (F (5, 1334) 

= 5.89, p < .001) and the indicators of CAb strategy (F (5, 1334) = 8.95, p < .001) (see Table 4-

8). The health care (n=2) industry showed the highest levels of adopted CSR strategy indicators 

(M= .39), whereas the financial industry (n=1) displayed the lowest levels of adopted CSR 

strategy indicators (M= .00) (see Table 4-8). This means every message posted by the health care 

industry employed .39 CSR indicators on average, but the financial industry in this study did not 

post any messages employing CSR indicators. The financial and health care industries revealed 

relatively higher levels of adopted CAb strategy indicators (M= .95 and M= .87, respectively). It 

showed that health care industry displayed relatively higher levels of both CSR (M= .39) and 

CAb strategy indicators (M=.87). In other words, companies in the health care industry are more 

likely to employ indicators of both CSR and CAb strategies when posting FB messages. 

Furthermore, Scheffe post-hoc comparisons of the mean number of strategy indicators by 

industry indicated that the health care industry (M=. 39) adopted a significantly higher level of 

indicators of CSR strategy than the financials industry (M= .00), the information technology 

industry (M= .10) and the consumer discretionary industry (M = .06) at the .05 level (see Table 

4-9). In addition, the industrials sector (M = .25) adopted a significantly higher level of indicators 

of CSR strategy than the financial sector (M = .00, p < .05) (see Table 4-9). With regard to the 

indicators of CAb strategy, the homogeneous subsets of means showed that the health care (M =. 

87) and the financial (M= .95) sectors adopted a significantly higher level of CAb strategy 

indicators than the consumer staples sector (M= .41, p < .05) (see Table 4-10). 
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Additionally, the results revealed that the adoption of five indicators of CSR strategy 

varied by industry type. Significant differences were found in environmental stewardship (χ
2 
(5) 

=70.39, p < .001), philanthropic contribution (χ
2 
(5) = 17.97, p < .05), employee and community 

involvement (χ
2 
(5) = 32.07, p < .001), public health commitments (χ

2 
(5) =107.95, p < .001) and 

sponsorship of cultural activities (χ
2 
(5) = 15.38, p < .05) across industries.  More specifically, 

51.3% (n=6) of the messages about a company’s environmental stewardship were from the 

industrials sector. Meanwhile, the proportion of messages adopting an environmental 

stewardship against total messages of industrials companies was about 12%, which was 

relatively larger than those of other industries. The second indicator, philanthropic contribution, 

was adopted by the consumer staples (40.0%, n =7), industrial (33.3%, n=6), consumer 

discretionary (22.2%, n=4) and health care sectors (5.6%, n=1). No significant differences in the 

proportions of adopting philanthropic contribution were found among these four industries. But 

information technology and financial companies did not post any messages about philanthropic 

contribution. In addition, 64.5% (n=40) of the messages about sponsoring cultural and sports 

activities were posted by the information technology sector. The proportion of messages about 

adopting sponsorship of cultural and sports activities against total messages of information 

technology companies was larger than those of other industries. Regarding messages about 

employee and community involvement, the industrials companies employed the largest number 

of employee and community involvement messages (33.3%, n=9). But the results of difference 

between proportions showed that the health care companies employed a significantly larger 

proportion of employee and community involvement messages than the industrials companies 

(z= 2.40, p < .05). Although both the health care and the consumer staples industries adopted 

almost the largest number of  messages about public health commitment, the result of difference 
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between proportions test indicated that the health care sector adopted a significantly greater 

proportion of  public health commitment than the consumer staples (z = 4.97, p < .001). 

RQ4: Interactivity Components 

Regarding RQ4, considering what interactivity components are employed on CSR Index 

Top 50 companies’ corporate FB pages, the results revealed that about 78% (n=1043) of the total 

messages employed at least one interactivity component. About 42.8% (n=574) of the total 

messages employed seeking fans’ feedback and opinions, and about 24% (n=322) of the total 

messages triggered publics’ general action such as “Use HERSHEY'S Baking Chocolate to 

create this classic chocolate cake” from a Hershey posting. On the other hand, messages asking 

publics to be involved in specific participation, like “Send a message to Congress to protect the 

web by signing our petition against SOPA & PIPA” from Google, accounted for 10.9% (n=146). 

In addition, about 17% (n=226) of the total message sample personalized the message by 

addressing fans’ daily lives, and 3.3% (n=44) of the total messages were greetings for holidays 

and weekends (see Table 4-11). The results also showed that about 11% (n=142) of the total 

corporate messages were combined component seeking fans’ comments with  component 

addressing fans’ daily lives. For example, Pepsico posted a message “Okay Giants and Pats fans, 

let's hear it- who's going to go home with the glory this year?” and it was considered as a 

message of addressing fans’ love for Super Bowl and asking fans’ prediction of the outcome of 

the game. Only four messages (0.3%) of the total messages provided live chat opportunities. 

On the other hand, every message of the cause-focused page message sample employed at 

least one interactivity component. The results showed that about a quarter of the cause-focused 

page messages (25.0%, n=21) asked fans to be involved in specific participation (e.g., “Help 

make a family’s holiday season a little brighter by donating to your local food bank” from Stamp 

Out Hunger by Campbell). The corporate messages seeking fans’ feedback and opinions, and the 
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corporate messages triggering fans’ general action had equal occurrence (23.8%, n=20). In 

addition, 21.4% (n=18) of the total cause-focused page messages addressed fans’ daily lives, and 

10.7% (n=7) greeted fans during holidays. There was no message employing interactivity 

component providing live chat opportunities on cause-focused FB pages. 

Next, according to the six difference of proportion tests on each interactivity component 

adopted by corporate FB pages and the nine cause-focused FB pages, the messages seeking fans’ 

feedback/ opinions on the corporate FB pages embraced a significantly greater proportion than 

those on the cause-focused FB pages (z = 3.426, p < .001). But the messages seeking fans’ 

specific action-based participation and the messages about holidays /seasonal/weekends 

greetings had significantly smaller proportions than those on the cause-focused FB pages (z = -

3.896, z = -3.476, respectively, p < .001) (see Table 4-11). 

RQ5: Relationships between Communication Strategy and Fans’ Participation 

RQ5 asks if there is any relationship between the numbers of “like”, “comment” and 

“share” clicks on the messages and corporation communication strategies on corporate FB pages. 

To answer this question, one-way ANOVA tests were conducted on the numbers of “like”, 

“comment” and “share” by strategy type as the independent factor. The results showed that 

among the three corporate strategies, no significant differences were found in the numbers of 

“like” (F (2,744) =1.365, p > .05), “share” (F (2,744) =1.527, p > .05) and “comment” (F (2,744) 

=1.573, p > .05) that fans posted. 

RQ6: Corporate Communication Strategies and the Tone of Fans’ Comments 

To explore whether the tone of fans’ comments (i.e., positive, negative or neutral) was 

different across the three corporate communication strategy types (i.e., CSR, CAb and hybrid 

strategies), chi-square tests were performed among the first five fans’ comments of every 

message and three communication strategies. The results indicated a significant difference in the 
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distribution of the tone of fans’ comments across CAb, CSR and hybrid strategies (χ
2 
(4) = 22.19, 

p <.001). Next, tests for difference in proportions were conducted. The results showed that the 

proportion of positive comments to corporate messages employing a CSR strategy was 

significantly greater than those employing a CAb strategy (z = 4.428, p < .001) (see Table 4-12). 

Also, the proportion of neutral comments to corporate messages employing a CSR strategy was 

significantly smaller than those employing a CAb strategy (z = -3.620, p < .001) (see Table 4-12). 

Meanwhile, the proportion of negative comments to the messages in CSR strategy category was 

significantly smaller than those in the hybrid strategy category (z = -.2.215, p < 0.05) (see Table 

4-13). No significant differences are found between the proportions of the three types of fans’ 

comments to the messages in the CAb strategy category and those in the hybrid strategy category 

(see Table 4-14). 

RQ7: Relationships between Interactivity Components and Fans’ Participation 

RQ7 asks if there is any relationship between the numbers of “like”, “comment”, “share” 

and the interactivity components. Correlation analyses were carried out. The results revealed that 

there were significant positive relationships between the number of fans’ “like” and the number 

of corporate message addressing fans’ daily lives (r = .15, p < .001), and also  positive 

relationships between the number of fans’ “like” and corporate messages incorporating seasonal / 

holiday/ weekend greeting (r = .09, p = .001). However, negative relationships were found 

between the number of fans’ “like” and corporate messages triggering public’s general action 

(e.g., try, see, learn, etc.) (r = - .08, p < .05). Also,  negative relationships were found between 

the number of fans’ “like” and corporate messages seeking fans’ feedback and opinions (r = - .08, 

p < . 05). That is to say, when companies tried to seek fans’ feedback and opinions, and tried to 

trigger fans’ general action (to see, learn, try, etc.), the number of fans’ “likes” for the message 
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was more likely to decrease (see Table 4-15). But the correlations here were so small they hardly 

predict any of the variance. 

Additionally, significant positive relationships were found between the number of fans’ 

“comment” and corporate messages seeking fans’ feedback and opinions (r = .11, p < .001). Also, 

the number of fans’ “comment” was significantly correlated with corporate messages addressing 

fans’ daily life (r= .08, p < .05)  However, significant negative relationships were found between 

the number of fans’ “comment” and corporate messages triggering publics’ general actions (r = -

 .10, p < .001). Again, small correlations here basically predict less than 1% of the variance. 

As to the relationships between the number of fans’ “share” and interactivity components, 

the results showed that there were significant positive relationships between the number of fans’ 

“share” and corporate messages addressing fans’ daily life (r = .15, p < .001). But negative 

relationships were found between the number of fans’ “share” and corporate messages seeking 

fans’ feedback (r = - .09, p < .05), and the number of corporate messages triggering fans’ general 

action (i.e., see, try, learn, etc.) as well (r = - .06, p < .05)  

To summarize, when companies attempted to seek fans’ feedback and opinions, the 

number of fans’ “comment” tended to very slightly increase, but the numbers of fans’ “like” and 

“share” tended to slightly decrease. When companies tried to address fans’ daily lives, fans were 

slightly more likely to “like”, “comment” or “share” the messages. In addition, when companies 

posted holiday greetings this also tended to make fans “like” the messages. But, when corporate 

messages used the terms like “try”, “see”, or “learn” to trigger fans’ general action, the numbers 

of fans’ “like”, “comment” “share” tended to decrease. However, all these correlations are 

relatively small and do not predict much of the variance. 
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RQ8: Relationships between Companies’ Participation and Fans’ Participation 

RQ8 asks if there is any relationship between companies’ participation and fans’ 

participation. The correlation analysis was conducted among the frequency of fans’ posting 

comments, the frequency of companies’ FB wall posts, the frequency of companies’ responsive 

comments, and the total number of corporate FB page fans to answer RQ 8. The results indicated 

that there were significant and very strong positive relationships between the total number of 

corporate FB page fans and the frequency of fans’ posting comments (r = .77, p < .001) (see 

Table 4-16). In other words, when companies had more FB page fans, they got more fans’ 

posting comments. No significant relationships were found among the frequency of companies’ 

responsive comments, the frequency of companies’ wall posts and the frequency of fans’ posting 

comments. Furthermore, linear regression analyses were performed for the total number of 

corporate FB page fans, the frequency of companies’ wall posts and the frequency of companies’ 

responsive comments on the frequency of fans’ posting comments as the dependent variable. The 

results revealed that the frequency of fans’ posting comments was both correlated with the total 

number of corporate FB page fans (β = .77, t = 8.48, p < .001) and the frequency of companies’ 

FB wall posts (β = .31, t = 3.35, p < .05) (see Table 4-17).  

To summarize, when companies post more messages on FB walls, fans were more likely to 

participate in dialogue with companies on corporate FB pages. Also, when the total number of 

corporate FB page fans increased, the chance of involving fans in dialogue tended to increase.  
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Table 4-1. Percent of CAb, Hybrid and CSR messages as a total for each company 

CSR 

Index 

Rank 

Company  

 

No 

strategies  

%   

CAb  

strategy 

% 

Hybrid 

Strategy 

% 

CSR 

Strategy 

% 

Total 

 

N 

18 Anheuser-Busch InBev    100.00 1 

34 Sarah Lee 18.18   81.82 11 

50 3M  33.33  66.67 3 

31 Unilever 25.00 12.50  62.50 8 

20 Adobe 20.83 35.42 2.08 41.67 48 

39 Fedex 8.33 50.00  41.67 12 

38 Procter &Gamble 20.69 34.48 3.45 41.38 29 

11 Caterpillar 5.26 57.89 5.26 31.58 19 

19 UPS 38.71 32.26 3.23 25.81 31 

41 New Balance 37.50 31.25 6.25 25.00 16 

3 Kraft Foods Inc. 23.53 41.18 11.76 23.53 17 

9 Kellogg  80.00  20.00 5 

10 Google 15.00 65.00  20.00 20 

48 Hewlett-Packard 32.14 50.00 1.79 16.07 56 

1 Johnson & Johnson 14.29 14.29 57.14 14.29 7 

42 The Coca-Cola Company 68.18 18.18  13.64 22 

26 Dell 26.67 58.33 1.67 13.33 60 

13 Publix Super Markets Inc. 43.59 46.15  10.26 39 

40 General Electrics 59.62 23.08 7.69 9.62 52 

29 Lowe's Home 

Improvement 

38.10 52.38  9.52 21 

17 Marriott International 43.48 47.83  8.70 23 

15 Green Mountain Coffee  62.96 29.63  7.41 27 

12 Intel 46.43 39.29 7.14 7.14 28 

47 Starbucks Coffee 

Company 

50.00 42.86  7.14 14 

21 AmerisourceBergen 25.00 68.75  6.25 16 

44 Southwest Airlines 16.67 77.78  5.56 18 

28 Avon Products 14.29 80.95  4.76 21 

4 Microsoft 32.43 62.16 1.35 4.05 74 

23 Clorox 52.00 44.00  4.00 25 

49 eBay 55.56 40.74  3.70 27 

37 Deere & Co. 22.58 74.19  3.23 31 

45 Texas Instruments 36.62 60.56  2.82 71 

24 Eastman Kodak 26.83 70.73  2.44 41 

5 Pepsico 63.29 34.18 1.27 1.27 79 

2 The Walt Disney company 31.82 68.18   22 
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Table 4-1. Continued 

CSR 

Index 

Rank 

Company No  

strategies 

% 

CAb 

strategy 

% 

Hybrid 

strategy 

% 

CSR 

strategy 

% 

Total 

 

N 

7 Hershey Company 66.67 33   45 

14 JC Penny 70.83 29.17   24 

16 Campbell Soup Company 90.91 9.09   22 

25 Fidelity Investments 25 75   20 

27 Amazon.com 37.93 62.07   29 

30 AMD 25.42 74.58   59 

32 Goodyear 11.76 88.24   17 

35 Yahoo! 100    130 

 Total 44.25 44.25 1.57 9.93 1340 

 

 

 

 

 

 

Table 4-2. Percent of CAb, Hybrid and CSR messages as a total for each industry 

 Consumer 

discretionary 

Consumer 

staples 

Financials Health 

Care 

Information 

Technology 

Industrials Total 

 % % % % % % % N 

CAb 

strategy 

90.6 71.6 100 66.7 81.8 69.4 79.4 593 

Hybrid 

strategy 

0.7 2.5 0 22.2 2 5.4 2.8 21 

CSR 

strategy 

8.7 25.9 0 11.1 16.2 25.2 17.8 131 

Total 

(N) 

138 162 15 18 303 111 100 747 
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Table 4-3. Results of difference in proportion tests: CSR strategy adoption by consumer 

discretionary and other industries 

 CSR strategy Industry CSR strategy z p≤ 

Consumer  

discretionary 

 

8.7% 

Consumer staples 25.9% -3.87 .001 

Information technology 16.2% -2.11 .035 

Industrials 

Financials 

Health care 

25.2% 

0.0% 

11.1% 

-3.53 

1.19 

- .34 

.001 

.234 

.736 

 

 

 

 

Table 4-4. Results of difference in proportion tests: CSR strategy adopted by consumer staples 

and other industries 

 CSR strategy Industry CSR strategy z p≤ 

Consumer  

staples  

 

25.9% 

Financials 

Health care 

0.0% 

11.1% 

2.26 

1.39 

.024 

.165 

Information technology 

Industrials 

16.2% 

25.2% 

2.53 

  .13 

.012 

.896 

 

 

 

 

Table 4-5. Results of difference in proportion tests: CSR strategy adoption by industrials and 

other industries 

 CSR strategy Industry CSR strategy z p≤ 

Industrials 25.2% Financials 0.0% 2.21 .027 

Information technology 16.2% 2.10 .036 
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Table 4-6. Six indicators of CSR strategy on cause-focused and corporate Facebook pages 

  
Cause page Corporate page 

  
N 

 
N 

 Indicators 

of CSR  

Strategy 

 

1. A company's environmental stewardship 2 2.4% 39 2.9% 

2. A company's philanthropic contribution 14 16.7% 18 1.3% 

3. A company's educational commitments 10 11.9% 16 1.2% 

4. A company’s employee/community  

involvement 8 9.5% 27 2.0% 

5. A company's public health commitments 15 17.9% 14 1.0% 

6. A company's sponsorship of 

cultural/sports activities 13 15.5% 62 4.6% 

No 

Indicator 

of CSR 

Strategy 

Messages  22 26.2% 1164 86.9% 

 

Total 

 

84 100.0% 1340 100.0% 
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Table 4-7. Six indictors of CAb and CSR corporate communication strategy on corporate 

Facebook pages 

  N  

Indicators 

of CAb 

strategy 

1. A company's market orientation 357 26.6% 

2.A company's expertise in product or service quality 202 15.1% 

3.A company's innovation and R&D efforts 122 9.1% 

4. A company's industry leadership 68 5.1% 

5. A company's global success 17 1.3% 

6. A company's implementation of quality control program 6 0.4% 

Indicators 

of CSR 

strategy 

1. A company's sponsorship of cultural/sports activities 62 4.6% 

2. A company's environmental stewardship 39 2.9% 

3. A company’s employee/community involvement 27 2.0% 

4. A company's philanthropic contribution 18 1.3% 

5. A company's educational commitments 16 1.2% 

6. A company's public health commitments 14 1.0% 

Messages 

With No 

Indicators 

 593 44.3% 

Total  1340 100% 
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Table 4-8. One-way ANOVA results: Levels of CSR and CAb strategy indicators usage by 

industry type 

 Indicators of Indicators of  Messages 

 CAb strategy CSR strategy  

Industry type Mean SD Mean SD N 

Consumer Discretionary  .61 .61 .06 .26 234 

Consumer Staples  .41 .57 .17 .45 324 

Financials .95 .67 .00 .00 20 

Health Care .87 .63 .39 .78 23 

Information Technology        .61 .80 .10 .31 573 

Industrials  .63 .73 .25 .50 166 

Total .57 .71 .13 .38 1340 

F 5.89  8.95   

df 5/1334  5/1334   

p≤  .001   .001   

 

 

 

 

Table 4-9. Homogeneous subsets of Scheffe post-hoc tests:  Means of CSR strategy indicator 

usage by industry type 

 Messages Subset for alpha = 0.05 

Industry type N 1 2 3 

Financials 20 .00   

Consumer Discretionary 234 .06 .06  

Information Technology 573 .10 .10  

Consumer Staples 324 .17 .17 .17 

Industrials 166  .25 .25 

Health Care 23   .39 

Significance  .36 .23 .08 
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Table 4-10. Homogeneous subsets of Scheffe post-hoc tests: Means of CAb strategy indicator 

usage by industry type 

 Messages Subset for alpha=0.05 

Industry type N 1 2 

Consumer Staples 324 .41  

Consumer Discretionary 234 .61 .61 

Information Technology 573 .61 .61 

Industrials 166 .63 .63 

Health Care 23  .87 

Financials 20  .95 

Significance  .75  .26 
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Table 4-11. Six interactivity components on corporate FB pages and cause-focused FB pages and their difference of proportions tests 

results 

  Corporate page Cause page     

  N   N   z p≤ 

1. Messages seeking fans’ feedback/opinions/comments 574 42.8% 20 23.8% 3.426 .001 

2. Messages  providing live chat opportunities 4 0.3% 0 0 .504 .614 

3. Messages seeking fans’ specific action-based participation 146 10.9% 21 25.0% -3.896 .001 

4. Messages triggering public's general action 322 24.0% 20 23.8% .042 .967 

5. Messages about seasonal/holiday/weekend greetings 44 3.3% 9 10.7% -3.476 .001 

6. Messages addressing fans’ daily lives/personal lives 226 16.9% 18 21.4% -1.062 .288 

Total 1340 100.0% 84 100.0%     
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Table 4-12. Results of difference in proportions tests: Positive, neutral and negative comments to 

messages employing CSR and CAb strategies 

 CSR strategy CAb strategy   

 N  N  z p≤ 

Positive 275 64.86% 1270 53.25% 4.428 .001 

Neutral 127 29.95% 935 39.20% -3.620 .001 

Negative 22 5.19% 180 7.55% -1.732 .083 

Total 424 100% 2385 100%   

 

 

 

 

 

Table 4-13. Results of difference in proportions tests: Positive, neutral and negative comments to 

messages employing CSR and hybrid strategies 

 CSR strategy Hybrid strategy   

 N  N  z p≤ 

Positive 275 64.86% 41 53.95% 1.816 .069 

Neutral 127 29.95% 26 34.21% - .742 .458 

Negative 22 5.19% 9 11.84% -2.215 .027 

Total 424  76    

 

 

 

 

Table 4-14. Results of difference in proportions tests: Positive, neutral and negative comments to 

messages employing CAb and hybrid strategies 

 CAb strategy Hybrid strategy   

 N  N  z p≤ 

Positive 1270 53.25% 41 53.95% -.120 .904 

Neutral 935 39.20% 26 34.21%   .878 .380 

Negative 180 7.55% 9 11.84% -1.384 .166 

Total 2385  76    
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Table 4-15. Pearson correlations among frequencies of comment, like, share and six interactivity components 

 
Comment Like Share 

Seeking 
feedback 

Providing 
live chat 

Seeking 

specific 

participation 

Triggering 

general 

action 

Posting 

holiday 

greeting 

Addressing 

fans' daily 

lives 

Comment 1 .50
**

 .37
**

 .11
**

 -.02 .02 -.10
**

 .03 .08
** 

Like   1 .86
**

 -.08
**

 -.01 -.02 -.08
**

    .09
**

 .15
**

 
Share     1 -.09

**
 -.01 -.03 -.06

*
 .02 .15

**
 

Seeking 

feedback       1 -.05 -.09
**

 -.30
**

 .01 .18
**

 

Providing 

live chat         1 .03 -.03 -.01 -.03 

Seeking 

specific 

participation           1 -.20
**

 -.01 -.09
**

 

Triggering 

general 

action 
            1 -.09

**
 -.18

**
 

Posting 

holiday 

greeting 
              1 -.06

*
 

Addressing 

fans' daily 

lives 
                1 

Note: N=1340. * and ** indicate variable significance at the 0.05 and 0.01 level (2-tailed).  

  



 

57 

 

Table 4-16. Pearson correlations among the frequencies of companies’ posting and responsive 

comments, the frequency of fans’ posting, and a total number of fans 

  

Frequency of 

companies' 

posting 

Frequency of 

corporate responses 

A total number 

of fans 

Frequency 

of fans' 

posting 

Frequency of 

companies' posting 
1 0.18 -0.04 .27 

Frequency of 

corporate responses  
1 -0.12 -0.07 

A total number of 

fans   
1 .77

**
 

Frequency of fans' 

posting    
1 

Note: N=43 * and ** indicate variable significance at the 0.05 and 0.01 level (2-tailed). 

 

 

Table 4-17. Linear regression results for the frequency of fans' posting 

Predictor Variables B 

Std. 

Error Beta t p≤ 

A total number of corporate FB page 

fans 132.168 39.173 .30 3.37 .002 

The frequency of companies' wall 

posts .001 .000 .78 8.66 .001 

Note: F (3, 39) = 27.50, p < .001
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CHAPTER 5 

DISCUSSION AND CONCLUSION 

Discussion 

This study investigated the dominant corporate communication strategy (i.e. CAb, CSR 

and hybrid communication strategies) of CSR Index Top 50 companies’ corporate FB pages and 

their adoption of CSR indicators and interactivity components. It also examined the nine cause-

focused FB pages that belonged to these CSR Index Top 50 companies in terms of incorporating 

CSR indicators and interactivity components.  

The results showed that CSR Index Top 50 companies employed a CAb strategy more 

frequently than a CSR strategy or a hybrid strategy on corporate FB pages. This finding is 

consistent with previous research results that Fortune 100 corporations rarely adopted a CSR 

strategy on their corporate FB pages (Kim, Kim & Sung, 2011). But a previous study found a 

CSR strategy adoption was more prevalent than CAb or hybrid strategies adoption on Fortune 

500 corporate websites (Kim & Rader, 2010). Since most of sample companies in this study 

were also listed in Fortune 500 (except Adobe, Green Mountain Coffee Roasters, and New 

Balance), the potential difference of adopting CSR strategy on corporate websites and FB pages 

raises a question of whether the CSR Index Top 50 companies employed a consistent dominant 

corporate communication strategy across different media. If so, we need to be reminded of 

research showing that keeping consistent in delivering messages across different media is vital 

for creating coherent publics’ perception of corporation (Helm, 2006). Inconsistent 

communication strategy may lead publics to be confused about the corporate image.  

With regard to the reason for this potential difference of dominant communication strategy 

between corporate websites and corporate FB pages, Kim et al. (2011) inferred that perhaps the 

personalizing attribute of Facebook induced companies to emphasize more a daily-life related 
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CAb strategy, which included exploring and meeting customer needs, providing customer 

service, or market orientation. In addition, Vorvoreanu (2009), through focus groups, found that 

users of Facebook believed that Facebook was a medium for personal interaction, and only 

organizations that were able to communicate in a personalized tone would be embraced in 

Facebook. On the other hand, participants agreed that discounts and coupons would motivate 

them to engage in dialogue with organizations (Vorvoreanu, 2009). It was consistent with Kim, 

Kim and Sung’s supposition. Hence the difference of the dominant communication strategy 

between corporate websites and corporate FB pages might be attributed to the personalizing 

aspect of Facebook. This and other reasons such as the relative newness of corporate Facebook 

pages certainly need to be explored in future research. 

Although the general CSR strategy adoption was quite low, the percent of adopting CSR 

strategy was more prominent in CSR Index Top 50 companies’ corporate FB pages than in the 

earlier study of Fortune 100 companies’ corporate FB pages. About 18% (n=133) of the adopted 

communication strategies messages in this study employed a CSR strategy, whereas only about 9% 

of the adopted communication strategies messages employed a CSR strategy in the study of Kim, 

Kim and Sung (2011). Similarly, about 14% of our sample companies (n=6) employed a CSR 

strategy more frequently than a CAb strategy or hybrid strategy, whereas only 5% (n=2) of 

sample Fortune 100 companies employed a CSR strategy most often (Kim et al., 2011). 

Additionally, one company in this study (Johnson & Johnson) employed a true hybrid 

communication strategy, which was not found in the previous study (Kim et al., 2011). Although 

overall these CSR Index Top 50 companies, like Fortune 100 companies, focused more on CAb 

strategy than CSR strategy on corporate FB pages, the percentage adopting a CSR strategy was 

relatively higher than the companies which were not recognized for their CSR efforts. This 
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finding implies that CSR Index Top 50 companies indeed made above-average effort in 

communicating CSR activities on Facebook, though it was still rare for “doing better at doing 

good.” 

Furthermore, this study revealed the disparity of adopting a CSR strategy among different 

industry types. It indicated that health care sector companies showed the highest level of adopted 

CSR strategy indicators usage, whereas the financial industry displayed the lowest level. 

According to the 2010 corporate social responsibility perceptions survey (Burson-Marsteller, 

2010), consumers believed that CSR is very important for health care (88%) and financial 

companies (85%), while these industries scored relatively low on their CSR performance (35%, 

27%, respectively). Therefore, it seems reasonable that the health care companies in this study 

adopted a CSR strategy more frequently than other industry sector companies. On the other hand, 

financial companies in this study did not emphasize a CSR strategy in spite of consumers’ high 

expectations shown in the Burson-Marsteller survey. In addition, public relations practitioners in 

the consumer discretionary industry may want to also pay more attention to the adoption of CSR 

strategy indicators on FB messages since they likewise fell behind consumer staples, information 

technology and industrials sectors. 

The most frequently used CSR strategy indicator in this study was a companies’ 

sponsorship of cultural/sports activities. Perhaps this was largely due to the sampling time span 

chosen, January 2012, during which six companies (Adobe, Hewlett-Packard, Microsoft, 

General Electrics, Southwest Airlines and Yahoo!) were sponsoring the Sundance film festival 

and releasing related information on FB pages. A company’s philanthropic contribution was 

more emphasized on cause-focused FB pages than corporate FB pages, owing to the fact that five 
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out of nine cause-focused FB pages were promoting CSR programs related to giving and 

donation. 

As mentioned in the literature review, industry type is a strong predictor in CSR 

communication and, these results showed that CSR Index Top 50 companies employed different 

CSR strategy indicators depending on industry type. For example, consumer staples companies 

posted a relatively larger number of messages about corporate philanthropic contribution (38.9%, 

n=7), while environmental stewardship was most frequently used by industrials sector companies. 

This finding was consistent with previous research which found that industries that had more 

direct contact with customers were more likely to focus on philanthropy and education, whereas 

industries that had less direct contact with customers and that relied on the exploitation of natural 

resources or that might bring community harm were more likely to focus on environmental 

responsibility (O’Connor & Shumate, 2010; Rowley & Berman, 2000). In other words, industries 

closer to the consumers in the value-chain differed from industries further up the value-chain in 

terms of communicating CSR practices (Rowley & Berman, 2000). Hendry (2006) claimed that 

industries further up the value-chain were more likely to be targeted by activists, and 

emphasizing environmental responsibility would appease or redirect activists. 

With regard to incorporating interactivity components on FB pages, the results found that 

companies in this study most often sought fans’ feedback, opinions and comments, which was 

different from Kim, Kim and Sung’s (2011) finding that companies triggered fans’ general 

behavioral action most frequently. However, the negative relationships between the numbers of 

fans’ comment/like/share and corporate messages triggering fans’ general action, and the 

positive relationships between the numbers of fans’ like/share and corporate messages 

addressing fans’ daily lives, were consistent with Kim, Kim and Sung’s findings (2011). But the 
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correlations in this study were relatively smaller than the results in Kim, Kim and Sung’s study 

(2011) and they may hardly predict much of the variance. On the other hand, the positive 

relationships between the numbers of fans’ like/share and corporate messages addressing fans’ 

daily lives found in this study and Kim, Kim and Sung’s study (2011), suggest that personalized 

messages are more likely to engage fans in dialogue on Facebook. In addition, it also reflects the 

personalizing attribute of Facebook. 

Finally, the frequency of fans’ dialogue participation with companies was affected by the 

frequency of companies’ FB wall posts and the total number of FB page fans. Another possible 

determinant, the frequency of companies’ responsive comments, which was found in Kim, Kim 

and Sung’s (2011) study,  did not show significant positive relationships with the frequency of 

fans’ posting comments in this study. 

Implications 

Although Facebook was initially for personal interaction, the social networking among this 

medium gradually becomes complicated since more and more parties like activists, NGOs and 

media have joined in Facebook. As a result, interests of different stakeholder groups diversify. 

Companies need to emphasize their CSR practice more often and present themselves as good 

corporate citizens to meet stakeholders’ interests. In addition, the fact that more and more 

“boycott” FB pages (e.g., Boycott BP, Boycott Walmart and Boycott Avon) were established 

indicates that stakeholders also utilize Facebook to push companies to focus more on corporate 

social responsibility. Although corporate websites emphasized CSR strategy very often, a recent 

survey found only 13% of consumers read a company’s CSR agenda on the corporate website 

(Burson-Marsteller, 2010). In contrast, Facebook messages are automatically updated in fan’s 

news feed list. This particular feature renders it easier for fans to get corporate information 

related to CSR. As for publics who have knowledge of a company’s CSR agenda, emphasizing 
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CSR more often on corporate FB page will strengthen the corporate image related to “good 

corporate citizen.” The results in this study also show that CSR strategy is more likely to 

generate fans’ positive comments. Therefore, this study suggests that companies should adopt a 

CSR strategy more often on corporate FB pages, and perhaps establish more cause-focused (CSR 

campaign orientated) FB pages to keep consistent with corporate website communication 

strategy. 

Second, this study demonstrated that some companies focus on communicating different 

aspects of CSR practices depending on industry type. According to previous academic research 

(O’Connor & Shumate, 2010; Rowley & Berman, 2000), companies further up in the value-chain 

and companies that rely on the exploitation of natural resources or have the potential to cause 

community harm (i.e., companies in energy, utilities, materials sectors and some companies in 

industrials sector), may want to communicate their environmental stewardship more often. For 

example, General Electric often addressed its effort on controlling of greenhouse gas emissions 

and water use reduction on Facebook. Such communication might appease or redirect activists. 

On the other hand, companies closer to the consumers in the value-chain may want to focus more 

on philanthropic contribution and education (Rowley & Berman, 2000). In this study, five out of 

nine cause-focused FB pages were related to giving and donation. All were initiated by 

companies from consumer discretionary and consumer staples sectors. Target, another example, 

donated 5% of pre-tax profits to local community education (Weeden, 2011). By doing so, 

Target underscores its concern for community education and keeps customer loyalty by jogging 

quite a number of customers’ memory about how the company is giving money back to develop 

local education (Weeden, 2011). Furthermore, these kinds of companies may want to move 

beyond a sole focus on philanthropic contribution. For example, postings from Sarah Lee’s 
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corporate FB page render it a supporter for local cultural initiatives. Apart from the fact that the 

commitment of Sarah Lee on local cultural initiatives is conducive to fostering “vibrant, healthy 

and livable communities,” Sarah Lee also demonstrated long-term commitment on workplace 

safety and environmental sustainability (Sarah Lee Corp, n. d.). Therefore, the diversified CSR 

portfolio of Sarah Lee meets the interests of communities, employees and environmental 

activists in some degree. Hence, by diversifying its CSR activities, a company is more likely to 

meet different stakeholders’ interests with one caveat that a company should ensure long-term 

commitment to each CSR activity. 

Meanwhile, companies should keep CSR practices consistent with their “CSR report.” The 

BP oil spill case made publics suspicious that such CSR communication does not stand for 

companies’ real CSR performance. Therefore, companies should ensure themselves by being 

long on words and long on action as well. 

Third, this study suggests that public relations practitioners should try to personalize 

messages to encourage fans’ participation in dialogue. Since findings point out that publics are 

more likely to respond when a company released personalized messages, practitioners are 

encouraged to post messages that make publics feel like they are talking with a real friend. For 

example, General Electric posted a message “We all experience stress at work. While we can’t 

eliminate it totally, we can cope with it better,” which is like conversation between friends that 

happens in everyday life. In addition, practitioners are encouraged to incorporate personalization 

and CSR strategy indicators together into messages, like “Congratulations, you did it! With your 

likes and "Words from Mom", you helped us reach our goal of a $100,000 donation to Special 

Olympics!” from Thank you Mom by P&G postings. Such combination may enhance fans’ 

awareness of companies’ CSR practices, contribute to fans’ participation in CSR events, and 
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help spread the word about a company’s CSR activity due to one of Facebook’s features that 

friends of fans can see their responses to companies’ messages in news feeds list. 

Lastly, based on the findings of this study and of Kim, Kim and Sung (2011), public 

relations practitioners are advised to update wall posts frequently and be responsive to fans’ 

comments in order to increase fans’ participation in dialogue. To give but highly productive and 

responsive example, General Electric released 1.7 messages on average every day and responded 

to almost half of the fans’ comments (2158 corporate responses, 4505 fans’ comments during 

January, 2012).  

Limitations and Future Research 

This study has several limitations. First, the span is small. It only examined CSR Index Top 

50 companies’ corporate FB pages and their cause-focused FB pages. Due to the immaturity of 

establishing CSR-orientated or cause-focused pages on Facebook, only nine cause-focused FB 

pages were found out of fifty companies. Future research should examine a larger sample of 

companies such as Fortune 500 companies to reach more detailed results regarding industry 

differences of dominant corporate communication strategy and most frequently used CSR 

indicators. In addition, future research should also examine a larger sample of cause-focused FB 

pages separately when such patterns of FB pages become more ordinary and mature in order to 

explore CSR communication on Facebook in a more detailed manner. 

Second, the coding scheme is basically adopted from Kim, Kim and Sung’s (2011) study. 

After coding, we found that the interactivity component providing live chat opportunities was 

rarely used by these companies. Also, some messages were difficult to be classified into any 

current interactivity component category. For example, Walt Disney often released messages 

about classic lines from Disney cartoons, such as “The very things that held you down are gonna 
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carry you up and up and up” from the cartoon movie Dumbo. Therefore, it would be more useful 

to develop customized interactivity components through open coding purposely. 

Another limitation of this study is that it investigated only one type of social media outlet. 

Future research would benefit greatly from exploring corporate communication strategies and 

interactivity components in other social media outlets such as Twitter and LinkedIn.  

Regarding suggestions for future research, apart from those already mentioned, topics 

worth exploring include, but not limited to, (1) whether and why does a difference of dominant 

communication strategy exist between corporate websites and corporate FB pages (both 

quantitative and qualitative); (2) research examining implementation of CSR strategy on SNSs in 

other languages (such as Chinese) to compare differences of CSR communication in terms of 

cultural characteristics; and (3) comprehensive determinants that increase fans’ participation in 

dialogue, especially whether the frequency of companies’ responsive comments contributes to 

fans’ participation or how the content of companies’ responsive comments influence fans’ 

participation. 

In spite of the limitations, this study provides an understanding of how companies that are 

professionally recognized for their CSR efforts discussed corporate communication strategies on 

Facebook and how they interacted with publics. Compared with previous research, the findings 

suggest that CSR Index Top 50 companies need to emphasize CSR more often on Facebook to 

strive for “doing better at doing good,” though they made more effort in communicating CSR on 

Facebook compared with Fortune 100 companies. In addition, it is a preliminary step for 

exploring corporate cause-focused Facebook pages in terms of employing CSR strategy 

indicators and interactivity components. This study also reflects the importance of social media 

in people’s life on voicing opinions, supervising companies and sometimes bringing about 
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change. Therefore, public relations practitioners need to monitor dialogue in social media outlet 

to measure public opinion and influence it, and detect criticism as well. We believe that this 

study may provide several useful suggestions for practitioners to develop social media strategies. 
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APPENDIX A 

CODER GUIDE 

 

V1 Coder Name: 

1. Jingyi Huang, 2. Jing Sun 

V2 Corporate ID: pre-entered by researcher 

V4 Posting Date: Enter the date of the post posted by corporation 

V3 Number of Comments: Enter the number of fan’s comments below each message                     

posted by corporations 

V4 Number of Likes: Enter the number of “Likes” (with the icon of thumb up) right below each 

message posted by corporations. 

V5 Number of Shares: Enter the number of “Shares” at the right bottom corner of each message 

posted by corporations.    

CAb Strategy 

 

Definition of CAb strategy: CAb strategy is defined as “attempts to create corporate ability 

associations which focus on an organization’s expertise in terms of its product or service quality” 

(Kim & Rader, 2010). 

 

Indicators of CAb strategy: There are six indicators of CAb strategy and they are not mutually 

exclusive. It means that one post posted by company can reflect more than one CAb indictor. But 

when you think that the post is not a CAb message, then we do not include it into any CAb 

indictor category. 

 

1. Expertise in products or service: A company’s expertise in producing and delivering 

high quality of product and/ or service (e.g. using imported technology, expertise of 

employees, emphasizing the durability, reliability, deliciousness precision of products, 

etc.) 

 

2. Global success: A company’s success in overseas market, including its overseas revenue, 

market share in host countries, sales increase in the global/foreign market, etc. 



 

69 

3. Implementation of quality control program: Quality control program emphasizes 

products inspection/testing to uncover defects before the product is sold into the external 

market. Note: This indictor emphasizes the required product/service quality that 

corporation promised to provide. Expertise in quality/service is more closely related to 

higher quality.  

 

4. Industry leadership: A company’s leading position in its industry, emphasizing market 

share, sales, profits, revenue, reputation, industry ranking, etc. It often compares it with 

the industry competitor or industry average. 

 

 

5. Market orientation: A company’s business approach focuses on identifying and meeting 

the needs or wants of customers, such as 1) developing different flavors; 2) emphasizing 

the variety of product selection; 3) customer survey, questions relevant to customers’ 

preferences; 4) direct promotions through gift cards, coupons and giving “for free”; 5) 

products/service tailored to a specific market, e.g. launch Year of the Dragon Mice for 

Chinese consumers. 

Examples: PepsiCo: In China, consumers expect their chips not only to be spicy, but to 

mimic the full experience of a hot and spicy meal. That's why this Flavor Friday we 

bring you Lay's Numb & Spicy Hot Pot from Western China! 

 

6. Innovation and R&D efforts: A company’s investment on internal research and 

development and the resulting technological innovation (e.g.  launching  new products, 

wining international awards for patent technology, improvement of existing products or 

service, etc.) 

 

CSR strategy 

Definition of CSR strategy: CSR strategy is defined as “attempts to create corporate social 

responsibility associations that emphasize an organization’s contribution to society in terms of 

social concerns” (Kim & Rader, 2010). 
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Indicators of CSR strategy: There are six indicators of CSR strategy and they are not mutually 

exclusive. It means that one post posted by company can reflect more than one CAb indictor. But 

when you think that the post is not a CSR message, then we do not include it into any CSR 

indictor category.  

 

1. Environmental stewardship: A company’s management of environmental friendliness and 

environmental sustainability (e.g. environmental-friendly products, hazardous-waste 

management, animal testing, pollution control, recycling, use of ozone-depleting 

chemicals, etc.) 

 

2. Philanthropic contribution: A company’s monetary and non-monetary contribution for 

philanthropy (e.g. contribution to red-cross organization) 

 

3. Education commitment: A company’s long-term support for the development of 

education (e.g. establishing scholarship foundation, Dell giving PCs to schools, etc.) 

 

4. Employee involvement: A company’s employee support, such as concern for safety, job 

security, diversity in hiring, profit sharing, training program, team-building, community 

service, employee volunteerism, etc.  

 

5. Public health commitment: A company’s long-term support for the public health 

development, such as carrying out public health initiatives in limited-resource countries, 

training medical professionals and assigning them to places where experts needed, giving 

medical supplies, funding relevant health research, etc. 

 

6. Sponsorship of cultural activities: A company’s support for cultural activities, for 

example, IBM’s virtual Forbidden City campaign provides the opportunity of 

appreciating Chinese traditional architecture and culture.   
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Interactivity 

1. Seeking feedback/opinions/comments: Encouraging publics to give their feedback, 

opinions and comments  

Examples: 1) Coke + ______ = :)  

2) How many donations did you contribute to the fight against hunger?  

3) If you were asked to come up with a slogan for Sierra Mist Natural, what would it be? 

 

2. Providing Live Chat opportunities: Utilizing the chatting function of Facebook to invite 

fans talk with companies (e.g.  Don’t forget to join us for tonight’s #FashionTalk with 

Madewell to chat fall denim at 7 pm EST!) 

 

3. Seeking publics’ action-based participation: Asking publics to be involved in specific 

participation. 

Examples: 1) Uploading your today’s outfit! 

2) Watch these amazing documentaries and cast your vote today for the Project Voice 

Scape Audience Award, then help us spread the word! 

3) Today's the last day to enter to win a great 'Pepsi's Challenge' prize like a Mountain 

Dew Flip Cam signed by P-Rod! Enter here for your chance to win 

4) Send a message to Congress to protect the web by signing our petition against SOPA 

& PIPA 

 

4. Triggering publics’ general action: Asking publics to take general action, to try, see or 

learn, check out the video, etc. 

Examples: Use HERSHEY'S Baking Chocolate to create this classic chocolate cake! 

 

5. Posting seasonal/ holiday/ weekend greeting: Greeting publics on special day (e.g. Happy 

Thanksgiving, Merry Christmas, we hope everyone is getting their new year off to a great 

start! What education goals do you have for 2012? etc.) 

 

6. Addressing fan’s personal life: addressing fan’s daily life/ personal life trying to 

personalize. 

http://www.facebook.com/madewell
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Examples: 1) It's pizza night! This Flavor Friday we bring you pizza-flavored Doritos 

from Mexico! 

2) We've reached 3,000,000 fans, and its all because of YOU! Thank you from 

HERSHEY'S! 

3) We all experience stress at work. While we can’t eliminate it totally, we can cope with 

it better. 

The posts are often combined indicator seeking comments with addressing fan’s daily life. 

Eg: 1) Coca-Cola: If you could share a Coke with anyone, who would it be?  

2) Pepsico: Is it a Mocha, Vanilla or Coffee kind of morning? 

3) Pepsico: Okay Giants and Pats fans, let's hear it- who's going to go home with the 

glory this year? 

4) Hershey's: Who is the biggest chocolate fan in your life? 

Corporate Responsive Comment: whether the company replied to fan’s comment below this 

post, if yes, code as 1(presence), if no, code as 0 (absence). The frequency indicates that how 

many times the company replied to fans’ comments below the posting we are coding. 

Fans’ Comment: we need to examine the tone of first five comments towards companies below 

each corporate post. If the tone of comment towards company seems positive, code as 1; if it is 

negative, code as 3; if you can not tell or it is not obvious to be positive or negative, then code as 

2.  
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APPENDIX B 

CODING SHEET 

 
1. Coder ID ____________  

2. Corporate ID # ___________________________ 

3. Posting Date__________________ 

4. Number of Comments:_____________________ 

5. Number of Likes:_______________ 

6. Number of Shares:_________________ 

 

Corporate Communication Strategy 

 

7. CAb Strategy Indicators  

 

Does this post contain 

Presence 

(Yes=1; 

No=0) 

1 A company’s expertise or its employees’ expertise in providing high-quality product 

and/or service 
 

2 
A company’s global success   

3 
A company’s implementation of quality control programs  

4 
A company’s industry leadership  

 

5 
A company’s market orientation  

 

6 
A company’s innovation and R&D efforts  

 

Total  
 

 

8. CSR Strategy Indicators  

 

 

Does this post contain 

Presence  

(Yes=1; No=0)   

1 
A company’s environmental stewardship  

2 
A company’s philanthropic contribution  

3 
A company’s educational commitments   

4 
A company’s employee involvement   

5 
A company’s commitment for public health  

6 
A company’s sponsorship of cultural activities  

 

Total  
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Interactivity 

9. Interactivity Components 

 

Does this post contain 

Presence  

(Yes=1; 

No=0)   

1 
Message seeking publics’ feedback/opinions/comments  

2 
Message providing live chat opportunities  

3 
Message seeking publics specific action-based participation  

4 
Message triggering publics’ general action  

5 
Message posting seasonal/holiday/weekend/greeting  

6 
Message about fans’ daily life/personal life trying to personalize  

 

10. Corporate Responsive Comment:   0=Absence; 1=Presence.  Frequency___________ 

 

Fans’Comments 

 

11. Fans’ Comment#1: 1=Positive; 2=Neutral; 3=Negative; 99=N/A 

 

12. Fans’ Comment#1: 1=Positive; 2=Neutral; 3=Negative; 99=N/A 

 

13. Fans’ Comment#3: 1=Positive; 2=Neutral; 3=Negative; 99=N/A  

 

14. Fans’ Comment#4: 1=Positive; 2=Neutral; 3=Negative; 99=N/A  

 

15. Fans’ Comment#5: 1=Positive; 2=Neutral; 3=Negative; 99=N/A  
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