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ABSTRACT: 

Social networking allows users to connect and interact with likeminded people. While these 

tools were originally developed for individual use, the aspects of information sharing and 

instant responsiveness of social media lend itself well for corporate communications. 

Through social media platforms, companies can build and promote their brands, introduce 

new products, and learn about their customer base. Social media becomes an extension of real 

world communication strategies by allowing enhanced transparency and increasing 

interaction between companies and their stakeholders. In this paper an attempt has been made 

to define the role of social media in applying good corporate governance practices and 

problems arises due to social media and explained precautions can be taken by companies to 

use social media for the better corporate governance practices. Of recent, social media has 

become an increasingly important method of communication as an aggregator and distributor 

of news and information. Social media plays a corporate governance role by shaping the 

reputational capital of managers and directors, and by shaping shareholders’ informational 

environments. 
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1.0 INTRODUCTION: 

Social media has reinvented the relationship between companies, customers, employees, 

suppliers and regulators, shortening processes that used to take days or weeks down to just 

hours or minutes. Companies are using social media to increase efficiencies in their supply 

chain. Others are using social media to build new business models and new kinds of 

relationships with customers, employees, investors and other interested stakeholders. Some 

companies are using social media to boost employee morale and improve internal 

communications. Still more are using social media to find and attract the best employees 

available. Others are using social media to strengthen their brand, customer loyalty and grow 

market share. But in addition to the many opportunities that social media generates, there are 

also many new challenges. Social media — and everyone who has internet access — can 

quickly build a company’s brand, but it can, with equal, speed crush it. The many potential 

challenges include data security, privacy concerns, regulatory and compliance requirements, 

issues over employees’ use of work time and company tools to engage in social media. Some 

companies respond to specific social media-related challenges quickly by enacting piecemeal 

solutions. This approach frequently results in lost time, energy and money as executives are 

then forced to react to other social media-related issues not originally addressed. Leading 

practice companies are investing in a holistic, enterprise-wide social media strategy, one that 

encompasses all efforts to protect and strengthen the brand and that is robust and flexible 

enough to accommodate constantly changing technological advances. Such an approach 

crosses all organizational lines, impacting human resources, IT, legal, marketing, sales 

departments, customers, clients and suppliers. Only by building a broad and comprehensive 

approach to social media can organizations realize the effective governance — and its 

resulting clarity — needed to effectively protect and strengthen a brand. 

The social media elements that generate business opportunity for companies to extend their 

brands are often the same elements that have created IT-related risk. Like the borderless 
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nature of social media itself, the various risks surrounding social media can be borne by 

multiple enterprise functions at the same time, challenging companies to understand how, 

when and where to engage their IT functions or plug risk coverage gaps. Legal, compliance, 

regulatory, operational and public relations issues are at the top of the list of potential IT-

related social media risks that can ultimately cause erosion of customers, market share and 

revenue. For example, on most of the popular sites — Twitter, Facebook and LinkedIn — 

users are able to create company profi les and communicate on behalf of the organization 

through social media channels. This can create marketplace confusion because of multiple 

messages and different audiences, polices and practices. 

 
Figure 1: Social media enterprise framework 

Because the spread of social media has been so fast and furious, a variety of definitions and 

perspectives have been hastily developed to help companies understand how to manage social 

media strategies. Unfortunately, many of these efforts apply to just portions of the enterprise, 

often with little or no consistency or understanding of the impact on the overall enterprise or 

key stakeholders. For example, marketers and advertisers might think of the elements of 

social media that impact only their focus (the branding aspect). IT or information security 

may focus on social media as a technical or data challenge (the risk aspect). The legal or 

compliance department, public relations, human resources, production, shipping and 

procurement may also have a unique — and differing — perspective on social media. In 

reality, social media impacts all facets of the enterprise; therefore leading companies 

recognize that effective social media governance should be enterprise-wide and holistic. An 

effective governance strategy should be:  

• Cross-divisional and interdisciplinary   

• Transparent for all stakeholders  

• Inclusive of integrated training, education and awareness with data analysis, data  loss 

prevention tools and end-user safeguards including password protections and plug-in 

prohibitions. 

Ideally, a company’s framework for social media should cross multiple enterprise functions, 

such as marketing, knowledge management, sales, recruiting, advertising, internal and 

external communications, distribution, customer engagement and loyalty, employee training, 

production, legal affairs and more. 
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Effective social media strategy and governance consists of an overall social media 

assessment, a clear social media strategy, consistent social media policies, an awareness 

program and professional social media monitoring. If these are well designed, and 

successfully meshed with data loss prevention, data analysis and end-user protection, the 

resulting governance enables organizations to leverage their use broadly, helping to lower 

risk and protect the brand. By bringing clarity and consistency into the otherwise 

uncoordinated use of social media, an effective governance model will help the organization 

and its employees gain valuable insights into customer perceptions of an organization’s 

goods, services and brand. Armed with these insights, employees — and even customers — 

can help strengthen the brand — internally or externally. 

2.0 Literature review: 

Terri Willard, (2009) The International Institute for Sustainable Development contributes to 

sustainable development by advancing policy recommendations on international trade and 

investment, economic policy, climate change, measurement and assessment, and natural 

resources management. Through the Internet, we report on international negotiations and 

share knowledge gained through collaborative projects with global partners, resulting in more 

rigorous research, capacity building in developing countries and better dialogue between 

North and South. 

Weiguo Fan, (2014) Social media analytical tools are designed to address questions like 

these. At the same time, social media are transforming the very nature of business. Current 

patterns suggest that social media could produce an additional $940 billion in annual 

consumption, especially in electronics, hardware, software, and mobile technologies. As we 

have suggested, social media are now supporting the “co-creation” of products, with 

consumers working online with companies’ product designers 

Stefan Stieglitz, (2015) Social Media Analytics is an emerging interdisciplinary research 

field that aims on combining, extending, and adapting methods for analysis of social media 

data. On the one hand it can support IS and other research disciplines to answer their research 

questions and on the other hand it helps to provide architectural designs as well as solution 

frameworks for new social media-based applications and information systems. The authors 

suggest that IS should contribute to this field and help to develop and process an 

interdisciplinary research agenda. 

3.0 ANALYSIS: 

In order to achieve the objectives of the project, I have identified the various parameters to be 

considered for defining the influence of an individual and given weightage to them. The 

weights keep changing as the application grows in the number of factors being considered. 

The feeds which we have considered for the 1st phase of testing of the application are of the 

twitter profile of the individuals. The reason for choosing twitter profiles is that they are open 

and easily accessible and give us a really simple data set to be analyzed. 

First of all we start by defining the influence group for the user. For this we have considered 

the following circles of influence: 

 Followers of the User 

 Profiles the User is following 

 Individuals in the follower list in the same city as the user 

 Individuals mentioned by the user in tweets 

Influence of a profile in a given circle is defined by the function fi (for twitter profiles) 

following equation: 

                                          fi : (m+ rt)/n 

Where: 

fi: influence of user in the circle 
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m: Total mentions of the user 

rt: total re-tweets of the user’s content by people 

n: total number of individuals in the circle 

For deciding the overall influence we have taken the weights of the possible parameters. 

The mathematical model for defining influence is through 2 arrays 

Array containing the influence value in each circle defined: Ai 

Array containing weights of each influence circle: Aw 

Array containing value of n for each circle: An 

The above data helps us in defining the absolute influence of a user on our network. However 

this data is not very beneficial as influence is a relative aspect and we should be considering 

total influence as a relative quantity between the most influential and least influential user in 

the network. The total absolute influence (Ia) of an individual throughout our network can be 

found using: 

 
This total absolute influence will be used in calculating the Overall Influence of user on the 

network (Io) which will be the quantity mostly beneficial for the users. In order to define the 

overall influence we have to consider 2 more quantities: 

Ia, max: Maximum absolute influence in the network 

Ia, min: Minimum absolute influence in the network 

This will help us in determining the Overall Influence of user on the network (Io) which will 

be given by the formula: 

 
Sample Data Sets: 

In solving our problem we have considered the sample data set which consists of the 

following social media sites and their data: 

Site Users 

Twitter 380 million 

Facebook 800 million 

From these we can get the various interactions happening on the social media sites. For our 

project we have used the data from Twitter over Facebook majorly for the following reasons: 

1. Twitter data is has fewer properties and lesser interaction points. Meaning ever tweet can 

either be replied to or re-tweeted as opposed to Facebook interactions where each interaction 

has properties like comments, sharing, likes and likes on comments, which make the data a 

bit difficult to use.  

2. Twitter data has a fixed character limit which helps in designing easy algorithms and 

judging influence better as everyone is judged on how they are influencing per 140 

characters.  

3. Twitter dada is always text and hence can easily be processed to determine sentiments 

using simple Language Processing techniques, Facebook data on the other hand can be text, 

pictures, videos, application posts etc. which are difficult to process as per the limitations of 

our algorithm.  
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4. Overall daily postings on twitter by an individual are higher as compared to that on 

Facebook which makes the inferences drawn each day to be better. 

Also for classification we have considered the following data set of positive and negative 

keywords as base along with all their synonyms and slangs: 

Positive Words Negative Words 

agreeable, alert, alluring, ambitious, 

amused, boundless, brave, bright, calm, 

capable, charming, cheerful, coherent, 

comfortable, confident, cooperative, 
courageous, credible, cultured, dashing, 

dazzling, debonair, decisive, decorous, 

delightful, detailed, determined, diligent, 

discreet, dynamic, eager, efficient, elated, 

eminent, enchanting, encouraging, 

endurable, energetic, entertaining, 

enthusiastic, excellent, excited, exclusive, 

exuberant, fabulous, fair, faithful, fantastic, 

fearless, fine, frank, friendly, funny, 

generous, gentle, glorious, good, happy, 

harmonious, helpful, hilarious, honorable, 

impartial, industrious, instinctive, jolly, 

joyous, kind, kind-hearted, knowledgeable, 

level, likeable, lively, lovely, loving, lucky, 

mature, modern, nice, obedient, painstaking, 

peaceful, perfect, placid, plausible, pleasant, 

plucky, productive, protective, proud, 

punctual, quiet, receptive, reflective, 

relieved, resolute, responsible, rhetorical, 

righteous, romantic, sedate, seemly, 

selective, selfassured, sensitive, shrewd, 

silly, sincere, skillful, smiling, splendid, 

steadfast, stimulating, successful, succinct, 

talented, thoughtful, thrifty, tough, 

trustworthy, unbiased, unusual, upbeat, 

vigorous, vivacious, warm, willing, wise, 

witty, wonderful 

angry, annoyed, anxious, arrogant, ashamed, 

awful, bad, bewildered, black, blue, bored, 

clumsy, combative, condemned, confused, 

crazy, flipped- out, creepy, cruel, dangerous, 

defeated, defiant, depressed, disgusted, 

disturbed, dizzy, dull, embarrassed, envious, 

evil, fierce, foolish, frantic, frightened, 

grieving, grumpy, helpless, homeless, 

hungry, hurt, ill, itchy, jealous, jittery, lazy, 

lonely, mysterious, nasty , naughty, nervous, 

nutty, obnoxious, outrageous, panicky, 

repulsive, scary, selfish, sore, tense, terrible, 

testy, thoughtless, tired, troubled, upset, 

uptight, weary, wicked, worried 

 

User Interaction: 

The initial user interactions will be sending to our system which will do some pre analysis on 

the data and finally send the data to the Influence function. This strategy is based on 

recording each user interactions. 
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Process Diagram: 

A web application was developed which followed the following flowchart in calculating the 

influence of each user profile. 
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Figure 2: Social media within an enterprise with little or no effective strategy and 

governance 

 
Figure 3: Social media within an enterprise with effective strategy and governance 

Social media-related regulation in different sectors: 

A social media strategy and governance plan should be customized, based on unique 

compliance and reporting requirements for specific industry sectors. There is no “one-size-

fits-all” approach to building a compliance and regulatory plan. To help illustrate this, here 

are social media regulations for three important industries:  

Financial services  

Regulators within the financial services sector such as the U.S. Securities and Exchange 

Commission (SEC), the Financial Industry Regulatory Authority (FINRA) or the Investment 

Industry Regulatory Organization of Canada (IIROC) have begun to regulate the use of social 

media by banks and other financial firms. While the regulators consider social media as yet 

another form of electronic communication, they set out detailed mappings of existing 

regulations such as filing requirements of any written communication with the context of 

social media. It is thus highly recommended that firms in such environments understand the 

new social media regulations thoroughly and implement them through clear social media 

policies and awareness training of responsible staff.  

Electric, power and utilities  

The use of home-based remote sensors and Smart Grid technology can present some IT-

related risks not only because of data security related issues, but also from a potential social 
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media backlash from consumers concerned about how utility usage data might be used to 

exploit them. In many countries, power and utilities are often governmental, or pseudo-

governmental, and must comply with regulations and open records laws on issues around 

rates, the environment, customer education, disaster planning, legal discovery, data archiving 

and emergency communications.  

Health care  

Rules regarding the use of social media in social networking environments often shadow 

those for medical record-keeping, privacy, training, disclosure and health care warning 

requirements. In the India, both the India Food & Drug Administration, and the Health 

Insurance Portability and Accountability Act (HIPAA) closely regulate how social media can 

and should be used. For example, those visiting a health care site and becoming “friends” 

with a doctor and beginning an ostensibly one-on-one online conversation may be impacted 

by rules regarding malpractice patient abandonment and patient information privacy rules. In 

another example of how social media rules impact health care; a large international drug 

maker began an online Facebook promotion for one of its drugs, but regulators stopped it 

because the promotion did not carry the requisite drug warnings seen on other media channels 

and mechanisms. Other rules and laws potentially impacting the use of social media in a 

health care environment include those regarding discrimination, harassment, medical 

endorsements, stereotyping and record archiving. 

Role of social media in corporate governance: There are powerful benefits to using social 

media and social media networking which can enhance business reputation, create more 

opportunities for a company and be an effective tool to promote a business.  

Role of social media for the Board of Directors: Today Companies are formally gathering 

data from social media and incorporating them into corporate strategy, operational plans, and 

risk management. However, those who do rely on this information find it useful in pursuing 

corporate objectives. Now companies have considerable opportunity for companies that 

develop a reliable infrastructure for capturing data from social media and distilling them into 

an actionable, usable form for corporate decision makers. The directors and executives 

assume that there is a potential impact of social media on marketing, branding, reputation 

management, and customer outreach.  

Role of Social Media to Internal Audit Committee’s: Internal Audit Committee has the 

responsibilities and functions set forth in this Charter, it serves in an oversight capacity and, 

as such, it is not the duty of the Audit Committee to plan or conduct audits or to determine 

that the Company’s financial statements and disclosures are complete and accurate and are in 

accordance with generally accepted accounting principles and applicable rules and 

regulations. Audit committee can see the comment and post on social media like on face book 

twitter and will check authenticity of theses post and comments. 

Role of Social Media to Employees for applying good Corporate Governance: A good 

team of employees is the backbone of a company. A responsible employee should be alerted 

enough to point out the wrong doings of his superior. Abuse of social media by other 

employees and superiors, especially when work versus private life boundaries are crossed, 

can have a detrimental impact on a business and, in some cases, damage the reputation of that 

business. 

Role of Social Media to Government and other Law Making Agencies: Since the 

introduction of Indian companies Act 1956 the government has added many legislations and 

new acts to make corporate sector more accountable and their working more transparent. But 

many of the acts do not emphasis on maximum level of corporate governance in a systematic 

manner. Now the inception of using social; media by the government make possible to know 

the bad practices done by the companies. 
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Role of Social Media in Protecting Stakeholders: Because of their format, targeting 

abilities, and structure, social media‐based communication strategies are an effective 

extension of a company’s existing shareholder outreach. The main benefits of social media in 

stakeholder’s relations can be summarized in the following four principles. 

Social Media is a High ROI Strategy: Costs for establishing a social media strategy for 

stakeholder’s relations are negligible, as most channels are free of charge and profiles easy to 

set up. In contrast, the potential benefits may be unlimited: increased shareholder base, more 

transparent stakeholders communications, more relevant feedback from the investment 

community, and improved brand perception are just some of the potential gains. On the other 

hand, risks related to more relaxed content and brand control are relatively low if the strategy 

is managed correctly. 

4.0 Objectives of the Study: The following are the objectives of the study:  

• To know about the role social media in applying social Governance in the organization.  

• To know about the problems arises due to use of social media.  

• To know about various steps can be taken while using social networking sites by the 

employees.  

• To know the social media policy can be used by the company 

5.0 Conclusion: 

Many companies are already leveraging social media as a powerful tool for connecting with 

stakeholders and building a trusted, reputable brand. Yes, there are risks, but avoiding social 

media is no longer an option. The days of one-sided communication are long gone. Instead, 

we now have a continuing two-way conversation with traditional stakeholders and the 

community at large, including technology-savvy people who know how to shape and 

dominate public discourse. This means that all stakeholders can demand accountability. 

Ethics, working conditions, and company culture take on new importance as employees 

become de facto examiners and raters of the company, putting the company in the public 

spotlight. Under these circumstances, it is key that boards guarantee the necessary resources 

for management to address social media opportunities and challenges. Boards also need to 

challenge management’s assumptions, test the accuracy of the information the company is 

relying on, ask the right questions, and help establish the proper strategy. 
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