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Abstract. By using the interactive big data between enterprises and stakeholders in social media, this paper investigates
the views of different stakeholders on the disclosure of enterprise digital transformation. In view of the social media plat-
form brings together different stakeholders, this paper uses the organizational hypocrisy theory to explore the stakeholders’
Reflection on the hypocritical speech, decision-making and action strategies adopted in the disclosure of enterprise digi-
tal transformation. Through data mining and computer-aided emotion analysis, the posts of sina Weibo’s top 500 Chinese
enterprises from December 31, 2020 to December 31, 2021 and the reactions of stakeholders are retrieved and analyzed.
It is found that stakeholders have different reactions to the hypocrisy strategies of enterprises. Although stakeholders pay
more attention to information related to actions, and the disclosure of such actions will cause positive and negative reactions,
the inconsistency of speech and decision-making will produce positive reactions and reduce negative impressions. Overall,
research shows that the use of organizational hypocrisy strategies in social media can enable enterprises to manage the views
and legitimacy of stakeholders.
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1. Introduction

Corporate scandals around the world continuously
threaten the legitimacy and trust of organizations.
In the current media-driven environment, if an
enterprise’s behavior does not meet its claimed stan-
dards of social responsibility, it will be regarded as
hypocrisy [1]. In particular, the COVID-19 pandemic
severely affects international economic develop-
ment. With the normalization of epidemic prevention
and control, it is foreseeable that stakeholders will
become more sensitive to corporate hypocrisy and
react strongly, such as withdrawing financial and
material support. Moreover, organizations that lack
legitimacy and trust for a long time are bound to affect
social and economic development [2].

∗Corresponding author. Bin Liao. E-mail: liaobinbuu@
yeah.net.

In recent years, scholars have shown a keen interest
in corporate hypocrisy. For example, Brunsson pro-
posed that organizational hypocrisy, different from
intentional fraud, is a management reality in a com-
plex environment [3]. Organizational hypocrisy is
considered an inconsistency between words and
actions at the level of behavior [4]. On the one hand,
influenced by the complexity of the environment,
there is no certain “rule” for enterprise operation
to follow, and on the other hand, when establishing
organizational positioning and development goals,
managers have to face different opinions and values
from stakeholders, which sometimes even conflict
with each other [5], for instance, economic bene-
fits often differ from environmental or social benefits
[6]. The ultimate goal of corporate behavior is to
realize strategic goals [7], and enterprises guarantee
the legitimacy of different stakeholders through these
“symbolic ambiguity” behaviors that are deliberately
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expressed and different from the organizational real-
ity [8].

Driven by digital technological development, Dig-
ital Transformation (DT) is widely regarded as a
strategic measure to improve service performance,
enhance customer experience, innovate business
models, practice corporate social responsibility, and
cope with the impact of COVID-19 [9]. Among a lot
of information publicly disclosed by enterprises, dig-
ital transformation has become a hot topic concerned
by stakeholders. Relevant research results reveal that,
similar to informatization transformation, technol-
ogy is only one of many difficulties that enterprises
must solve to maintain competitiveness in the dig-
ital world [10]. Besides, they should also carry out
value remolding in organizational structure, busi-
ness process, and public relations management [11].
Although people have high expectations for DT, there
is still a lack of comprehensive understanding of this
phenomenon, especially stakeholders’ views on the
digital transformation of enterprises and the result-
ing social responsibility impact. Previous studies on
corporate information disclosure often imply a pre-
requisite, that is, enterprises affect the perception
of stakeholders through selective information dis-
closure to obtain legitimacy [12]. This study pays
special attention to enterprises’ digital transforma-
tion information disclosure on social media. As a
set of online applications that can enable users to
create and share content, social media thoroughly
changed the way that the public communicates with
enterprises. Meanwhile, it is one of the most impor-
tant channels of information dissemination, shows
great value in promoting public participation [13],
and provides an ideal big data environment for
studying the interaction between enterprises and
stakeholders. Digital transformation is an impor-
tant strategic measure for enterprises to cope with
the destructive innovation of digital technology. It
is not only a remolding of enterprise management
and competitive advantages but also an important
way to practice corporate social responsibility, which
requires stakeholders’ participation and support. This
study utilizes the big data of the interaction between
enterprises and stakeholders in social media and
introduces the theory of organizational hypocrisy
to investigate stakeholders’ reactions to enterprises’
digital transformation disclosure strategy. The study
focuses on the correlation between disclosure of a
firm’s actions, words and decisions and stakehold-
ers’ interactive responses to their doings, exploring
the legitimacy of a firm’s strategy to maintain a

stakeholder perspective through a combination of
disclosures.

2. Theoretical framework

At present, there is no connotation and definition
of organizational hypocrisy that is universally rec-
ognized by scholars. Based on the literature review
of business management and social psychology,
this paper summarizes the connotation of two dif-
ferent levels of organizational hypocrisy from the
perspective of perception, that is, moral hypocrisy
and behavioral hypocrisy. This study focuses on the
behavioral hypocrisy of organizational hypocrisy and
its impact (Table 1).

Moral hypocrisy, which refers to an enterprise’s
attempt to appear nobler than it actually is, is often
regarded as having ulterior motives or greed [14]. In
contrast, corporate hypocrisy at the behavioral level
refers to the inconsistency between what an enterprise
declares and its actions, which reflects the deviation
from its words to its decisions and actions [15]. Dif-
ferent from moral hypocrisy, behavioral hypocrisy
does not involve ethical and moral issues [16]. The
nature of behavioral hypocrisy does not originate
from malice, but it affects the perception of stake-
holders and weakens the reliability and predictability
of the organization. Therefore, if enterprise managers
try to maintain the legitimacy of different stake-
holders, they will often adopt a variety of external
behavior to meet their needs.

The divergence among different stakeholder
groups of the organization is the basis of the theo-
retical framework of this study. Modern enterprises
often have to face multiple stakeholders with different
values and demands, and sometimes their demands

Table 1
Two aspects of connotation of organizational hypocrisy

Moral hypocrisy Behavioral hypocrisy

Definition [Enterprises] try
to appear more
noble than they
really are

(Enterprises’)
External actions are
not consistent with
what they claim

Representative
scholar

Monin (2011) Brunsson (2007)

Key point of
concept

Fraudulent
conduct

Action does not
consistent with words

Representative
viewpoint

[Enterprises]
pretend to be
morally superior

What enterprises
claim is inconsistent
with actions
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even conflict with each other, which often makes
enterprise managers fall into a dilemma. What is
legitimate for some stakeholders may well be the
opposite for others. Neu et al. proposed that when
the economic interests of an enterprise conflict with
the environmental protection benefits, the enterprise
should disclose as little environmental protection
information as possible, so as to dilute the environ-
mental protection claims of some stakeholders [17].
In contrast, Brunsson pointed out that organizational
hypocrisy helps to maintain enterprises’ legitimacy
among different stakeholders. Speech, decision, and
action are three important forms of the external
behavior of an organization, which are one-way cor-
related with each other [18]. Lipson further explained
Brunsson’s view that speech and decision can com-
pensate for the consequences caused by inconsistent
actions, while actions can compensate for the neg-
ative effects of inconsistent speech and decision,
and this relationship is called “anti-coupling” [19].
Under the theoretical framework of organizational
hypocrisy, managers can assign different “relevant
values” to the speech, decision, and action of the
enterprise. In other words, when maintaining the
legitimacy of different stakeholder groups, enter-
prises do not disclose information as little as possible
but weaken the negative impact brought by incon-
sistent action disclosure through speech and decision
disclosure. Organization hypocrisy provides a com-
pletely new way for enterprises to maintain different
stakeholder groups, so that managers can ensure the
legitimacy of the groups of different stakeholders
(e.g., talking about their core appeal or releasing the
related decisions) at low cost, and centralize the core
resources on actions that are closely related to the
organization’s strategic objectives, in order to meet
the core stakeholders.

Studies have shown that, compared with the disclo-
sure of ongoing or completed actions, enterprises are
more inclined to disclose information about the future
[20]. As the disclosure of actions can be verified, it is
often considered to have high credibility by the audi-
ence [21]. After analyzing the sustainability reports
disclosed by the Top 500 US enterprises, Brown
et al. found that high-quality action disclosure only
has a positive impact on the reputation perception
of enterprises with good operating conditions [22].
The COVID-19 pandemic poses a significant chal-
lenge to traditional ways of disseminating corporate
information. With the new generation of informa-
tion technology as the main driving force, the digital
wave is booming, which injects new vitality into the

sustainable development of enterprises. Currently,
digital transformation has become the consensus of
all enterprises and industries, which is the key strat-
egy for enterprises to actively respond to digital
transformation, enhance competitiveness, and prac-
tice corporate social responsibility. Based on this, this
study proposes the following hypotheses:

H1a. The action disclosure of enterprises’ digital
transformation is positively correlated with the
participation of stakeholders

Relatively speaking, according to Brunsson’s orga-
nizational hypocrisy theory, due to the divergent
demands of stakeholder groups, enterprises’ action
disclosure of a certain stakeholder group is likely
to lead to negative reactions from another group
[23]. Given that there are many different stakeholder
groups in the social media environment, the disclo-
sure of an enterprise’s actions will cause negative
reactions. Therefore, the following hypotheses are
proposed:

H1b. The disclosure of enterprises’ actions in dig-
ital transformation is negatively correlated with
the participation of stakeholders

Previous research on CSR information disclosure
shows that the speech and decision disclosure is cor-
related with the positive perception of stakeholders.
Bansal’s study confirmed that enterprises with a low
level of environmental governance can reduce non-
systemic risk through disclosure of environmental
commitment, which reflects stakeholders’ concern
about disclosure of corporate speech and decisions.
Cho and Guidry et al., by using an archiving method,
found that the quality of environmental information
disclosure of enterprises is positively correlated with
environmental reputation evaluation and Dow Jones
Sustainability Index, even if the actual environmental
performance of enterprises is not good, which reflects
that corporate reputation is driven more by “what
they say” rather than “what they do”. Stakehold-
ers believe that the remarks disclosed by enterprises
are the prediction of their actions [24]. Brunsson’s
organizational hypocrisy model assumes that there
will always be some stakeholders who question
enterprises’ actions. Therefore, when the legitimacy
of stakeholders is at risk (i.e., negative reflection),
managers should use speech and decision-making
disclosure to alleviate their concerns. If the hypocrisy
model is true, the disclosure of corporate actions
is correlated with positive and negative reactions,
while speech and decision disclosure tend to stim-
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ulate stakeholders’ positive reactions, and can even
reduce the negative reactions to action disclosure.
Therefore, enterprises can maintain the legitimacy of
different stakeholder groups simultaneously. Based
on this, the following hypotheses are proposed:

H2. The speech and decision disclosure of
enterprises’ digital transformation is positively
correlated with the participation of stakeholders

Speech and decision disclosure, which is usually
correlated with corporate vision and goal, is a qualita-
tive soft evaluation. While action disclosure is related
to results and achievements, and is usually a quanti-
tative hard evaluation. On the one hand, disclosure of
speech, decision and action will affect the perception
of stakeholders to a certain extent. The intensity of
stakeholders’ reaction to speech and decision disclo-
sure may be different from that of action disclosure.
Toms believes that when an enterprise changes from
non-disclosure commitment to disclosure, general
wording and content can significantly improve the
reputation of the enterprise [25]. After that, additional
disclosures of speech and decisions will have no rep-
utational impact until companies begin to disclose
detailed implementation of policies and objectives
and quantitative monitoring evaluations. Therefore,
compared with the perception of disclosure of speech
and decision, stakeholders have a greater reaction to
disclosure of action. In view of this, the following
hypotheses are proposed in this study:

H3. Compared with speech and decision disclo-
sure of enterprise digital transformation, stake-
holders reflect more on the disclosure of action

3. Research method

3.1. Data collection

This study aims to investigate the relationship
between digital transformation disclosure and stake-
holder response in different types of companies,
mainly through Python crawler technology to mine
the big data of interaction between China’s top
500 listed companies and their stakeholders on Sina
Weibo. Sina Weibo is one of the most popular social
media websites in China, with 510 million active
users and 224 million daily active users as of Septem-
ber 2020 (Sina, 2020). Therefore, Sina Weibo is
not only a communication medium between enter-
prises and stakeholders but also a big data platform

that gathers different stakeholders and analyzes their
behavior patterns. Besides, posts on Sina Weibo are
also limited to 140 characters, as on microblogging
sites such as Twitter, while the use of emoticons
reveals users’ specific views [26]. In this study, sub-
scribers who follow enterprises on Sina Weibo are
regarded as their stakeholders. China’s top 500 listed
companies list in 2021 comes from Fortune China
(https://www.caifuzhongwen.com/fortune500/). On
the one hand, China’s top 500 listed companies are
more active in digital transformation and have high
visibility, and on the other hand, compared with small
enterprises, top 500 enterprises have a large number
of stakeholders and invest more in social media than
small and medium-sized enterprises [27].

3.2. Coding sampling

In this study, the posts on digital transformation
actually disclosed by enterprises and the real reac-
tions of stakeholders to the posts were studied, and
the posts on enterprise informatization transforma-
tion were manually divided into three categories,
namely, speech disclosure, decision disclosure, and
action disclosure, for analysis.

Of the 500 enterprises, only 19 have released spe-
cialized posts on digital transformation. According
to the standard industry classification, these enter-
prise types include industry, general trade, securities
industry, Internet services, and commercial banking.
The criteria for judging whether a post is relevant
to digital transformation are title and content. If the
title or content theme of a post contains terms related
to digital transformation, such as digital technology,
technological change, digital economy, digital value-
added, digital workshop, etc., it will be considered a
post about enterprise digital transformation disclo-
sure. In this study, construction-monthly sampling
was adopted, which was similar to construction-
weekly sampling, to carry out code sampling of 630
posts. Later, the random number generator was used
to select the sampling date to build the construction
month, and specify the number of each month, for
example, May 2021 is “1”, June 2021 is “2”, July
2021 is “3”, and so on. Finally, a day of a month
was selected randomly to build the full date. If “1” is
selected randomly in the first month, May 1, 2021 will
be the selection date. For the second month, if “12”
is randomly selected, all post codes of the selected
date December 12, 2021 will be available. If no post
is published on the selected date, the next date with
post will be included in the study example.
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3.3. Variable coding

A code book is prepared to analyze the post
strategies of enterprises disclosing digital transfor-
mation on Sina Weibo. An initial classification set is
established under the main variables, such as three
different types of hypocritical disclosure of digital
transformation posts, and stakeholder engagement.
Then, the method of induction is adopted to appro-
priately add or revise the classification criteria by
reading the posts on digital transformation to ensure
that the classification is accurate enough. Variables
directly affect the creation of first-level codes, which
define stakeholder participation in enterprise digital
transformation posts as the degree of interaction, and
then measure it by the number of general reactions
(likes, shares, and comments) and special reactions
of enterprise digital transformation disclosure posts
[28]. The degree of interaction represents stake-
holders’ interest in information disclosure of digital
transformation [29]. In the study, 632 posts on enter-
prise digital transformation were hand-coded and
classified into three hypocritical disclosure strategies,
namely speech, decision, and action disclosure. If a
disclosure subject exists in a post, it will be coded
as “1”, otherwise, it will be “0”. The top five emojis
that appeared in replies to posts are “Love”, “Great”,
“Wow”, “Interesting”, and “Angry”.

Referring to the study of Saxton et al., some control
variables were proposed based on the characteristics
of posts, and then the logarithm of the number of
characters (Character log) in each post was used to
control the amount of information interacting with
stakeholders. Social psychology researchers hold that

longer texts are more persuasive than shorter ones.
Then, dummy variables were created for each hyper-
link (URL), hashtag, image, and video contained in
the post. Hyperlinks can take users to external web
pages for additional information, so stakeholders can
make more informed decisions about whether and
how to react to that post, while hashtags can trigger
public discussion on a certain topic and improve audi-
ence responsiveness [30]. Visual content can present
more valuable corporate information to stakeholders
[31], and it has a stronger framing effect on stake-
holders’ attitudes than text [32]. Moreover, in this
study, the size of enterprises was also controlled,
because large enterprises may attract more diverse
demands and reactions [33]. The natural logarithmic
transformation of the quarterly total assets of the firm
is used as a proxy for firm size, and all models include
fixed effects to consider time-invariant and unobserv-
able firm-level factors, as well as time fixed-effects
(weeks) to eliminate time-trend effects.

The message format is defined as the form in
which the enterprise displays information. Accord-
ing to Waters et al., five different multimedia category
patterns were created, including links, photos, graph-
ics, video or audio files, as well as a text-only category
[34]. These message formats are encoded as presence
(1) or absence (0).

3.3.1. Coding training
To improve the reliability of the encoder, two

graduate students majoring in business administra-
tion with similar majors in this research field were
selected as coders to explain the concept and evalua-
tion criteria of each variable to ensure that the coders

Fig. 1. Distribution of emoticon usage.
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understand the meaning of the variables. Before for-
mal coding, 60 coding samples were tested, and two
coders were asked to code separately and correct the
coding results. The above steps were repeated until all
the results satisfied the research requirements. Later,
the Holsti formula was used for reliability spot check,
and the results showed that the Holsti reliability was
95.3%, indicating that the coding reliability was reli-
able. Besides, Krippendorf’s alpha value was 0.85
(critical value: 0.80) and Scott’s Pi reliability was
0.85 (critical value: 0.60), both of which were higher
than the critical values.

3.3.2. Model specifications
To verify the hypothesis, the negative binomial

regression model was adopted in this study, and the
reasons are as follows: first of all, the counting of the
results of this study is the frequency of occurrence of
discrete distribution; Secondly, the counting variance
of the dependent variable is greater than the mean,
so excessive dispersion needs to be adjusted. As the
negative binomial regression requires a logarithmic
transformation of the dependent variable, the regres-
sion coefficients need to be exponential in order to
interpret the results. Then the following model was
proposed to verify H1a, H1b, and H2:

log (y) = β0 + β1 (log (Act)) +
β2 (log (Talk)) + β3 (log (Decision)) +
β4 (log (Wordcount)) + β5 (log (Photo)) +
β6 (log (Url)) + β6 (log (Video)) +
β6 (log (Firm)) + β6 (log (Month)) + ε

(1)

To test H3, speech and decision disclosure were
selected as the benchmark level to compare the impact
of action disclosure on stakeholders’ reactions and
propose the following model:

log (y) = β0 + β1 (log (Act)) +
β4 (log (Wordcount)) + β5 (log (Photo)) +
β6 (log (Url)) + β6 (log (Video)) +
β6 (log (Firm)) + β6 (log (Month)) + ε

(2)

Where log(y) is the dependent variable of stake-
holders’ reactions, including general reactions (likes,
shares, and comments) and specific reactions (expres-
sions of “Love, Great, Wow, Interesting, and Angry”,
as well as positive or negative comments). reactions to
specific stakeholders were further measured by creat-
ing dummy variables for expressions of “Love, Great,

Wow, Interesting, and Angry” and the effect (pos-
itive, negative, or neutral) of comments. The value
will be assigned to “1” if the post receives at least one
comment with a specific expression or one positive
or negative comment (PosComment and NegCom-
ment), otherwise, it will be “0”. ThenJieba sentiment
analysis was performed to calculate the net sentiment
score of each individual comment [35] and determine
whether there was at least one positive or negative
comment for each post. Besides, if the post has action
disclosure, it will be coded as “1”, and if it does not,
it will be “0”. Similarly, it will be set as “1” if the post
has speech disclosure, otherwise, it will be set as “0”.
If a post has decision disclosure, it will be coded as
“1”, otherwise, it will be “0”. The variables involved
in this study and their measurements are shown in
Table 2.

4. Research results

4.1. Descriptive statistics and correlation
analysis

Among 632 posts on digital transformation dis-
closure, 1031 likes (SD = 7294, Mdn = 42), 104
shares (SD = 1409, Mdn = 5.0, and 47 comments
(SD = 368, Mdn = 1) were received on average.
In the specific reflection of stakeholders, the posts
receiving emotional reactions account for a lower
proportion, less than half, including “Love” (41%),
“Great” (26%), “Wow” (24%), “Interesting” (7%),
and “Angry” (5%). About 63% of the posts gener-
ated at least one positive comment and 32% received
at least one negative comment in terms of the mood
of the comment. Although positive comments were
more common than negative ones, more than one-
third of posts received at least one negative comment,
indicating that stakeholders had different views on
corporate disclosure. As for the hypocritical strate-
gies of enterprise digital transformation, 7% of the
posts adopted action disclosure, 24% adopted speech
disclosure, and 4% adopted decision disclosure, indi-
cating that enterprises adopted speech disclosure
more than action disclosure to communicate with
stakeholders on enterprise digital transformation. The
average number of words per post about the con-
trol variable is 122 characters, which is close to the
140-character threshold. In terms of the multimedia
nature of posts, 45% included a hyperlink that took
users to an external web page, 51% included pho-
tos, and 19% included videos. Table 3 shows the
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Table 2
Measurement of variables

Name of variable Definition

Stakeholders’ reactions

Likes Likes Total number of likes per post
Shares Shares Total Shares per post
Comments Comments Total Comments per post
Love Love If the comments on a post contain at least one emoji of Love, then the dummy variable

is 1, otherwise it is 0
Great Great If the comments on a post contain at least one emoji of Wow, then the dummy variable

is 1, otherwise it is 0
Wow Wow If the comments on a post contain at least one emoji of Haha, then the dummy variable

is 1, otherwise it is 0
Interesting Interesting If the comments on a post contain at least one emoji of Interesting, then the dummy

variable is 1, otherwise it is 0
Angry Angry If the comments on a post contain at least one emoji of Angry, then the dummy

variable is 1, otherwise it is 0
Positive comment PosComments If the comments on a post contain at least one positive comment, then the dummy

variable is 1, otherwise it is 0
Negative comment NegComments If the comments on a post contain at least one negative comment, then the dummy

variable is 1, otherwise it is 0

Independent variable

Action disclosure Act If the post discloses action information, the dummy variable is 1, otherwise, it is 0
Speech disclosure Talk If the post discloses speech information, the dummy variable is 1, otherwise, it is 0
Decision disclosure Decision If the post discloses decision information, the dummy variable is 1, otherwise, it is 0

Control variable

Text length Wordcount Log conversion of the number of characters (excluding Spaces) in a post
Use of photos Url The dummy variable is equal to 1 if the post contains hyperlinks (i.e., “http://”),

otherwise, it is 0
Use of hyperlink Photo The dummy variable is 1 if the post contains photos, otherwise, it is 0
Use of photos Video The dummy variable is 1 if the post contains videos, otherwise, it is 0
Enterprise scale Firm Logarithmic conversion of a firm’s quarterly total assets

reactions of different stakeholders and Pearson cor-
relation analysis. The results show that most of the
hypocritical strategies of digital transformation are
significantly correlated with stakeholder reactions.
The highest VIF is 1.19, indicating that there is no
multicollinearity problem.

4.2. Multivariate analysis

Logit regression results were used to verify hypoth-
esis H1. The analysis of stakeholders’ likes shows
that action disclosure is a hypocritical variable that
is significantly correlated with Likes. The results
showed that stakeholders would only generally
approve action disclosure. To explain the effect of
this hypocritical strategy on Likes, the coefficient was
converted into an incidence ratio (IRR), which was
the unit effect of the dependent variable change on the
explanatory variable. The IRR of action disclosure
was 2.41, indicating that the number of Likes of dig-
ital transformation action disclosure was 2.41 times
that of non-digital transformation posts. According
to the results, action disclosure was positively and

significantly correlated with the number of Shares,
while speech disclosure was negatively correlated
with the number of shares (significant, p < 0.05), and
no significant correlation was found between deci-
sion disclosure and the number of Shares. Finally,
stakeholders’ reaction was measured by the num-
ber of comments generated by each post. Consistent
with the results of the first two general reactions,
action disclosure was again significantly positively
correlated with the dependent variable. However, the
results revealed that speech disclosure (p < 0.01) had
a significantly negative correlation with decision dis-
closure (p < 0.05). One possible explanation for this
negative relationship was that stakeholders viewed
speech or decision making as symbolic, rarely con-
veying information for the decision, so they were less
willing to comment on the disclosure of speech or
decision.

Panel B of Table 5 shows the Logit regres-
sion results for testing the first set of assumptions
when considering specific stakeholder reactions. The
research results show the relationship between dis-
closure strategy and stakeholders’ positive reaction
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Table 3
Descriptive statistics

Quantity Mean SD Min Max

Stakeholders’ general reactions

Likes 632 1182.21 10598.36 0 423450
Shares 632 179.34 1600.76 0 92790
Comments 632 51.3 417.69 0 34045

Stakeholders’ special reactions

Love 632 0.643 0.446 0 0
Great 632 0.356 0.476 0 0
Wow 632 0.216 0.409 0 0
Interesting 632 0.234 0.411 0 0
Angry 632 0.121 0.321 0 0
Positive comment 632 0.616 0.592 0 0
Negative comment 632 0.416 0.607 0 0

Independent variable

Action disclosure 632 0.08 0.93 0 0
Speech disclosure 632 0.24 1.06 0 0
Decision disclosure 632 0.02 0.82 0 0

Control variable

Text length 632 4.71 1.211 4.687 8.654
Use of photos 632 0.43 0.581 0 0
Use of hyperlink 632 0.34 0.621 0 0
Use of photos 632 0.23 0.601 0 0
Enterprise scale 632 9.79 1.141 9.124 13.45

(Love, Great, Wow). The results imply that the
three types of hypocritical disclosure (action disclo-
sure, speech disclosure, and decision disclosure) are
significantly positively correlated with the reaction
of “Love”. However, for “Haha” and “Interesting”,
action disclosure is positive, while speech disclo-
sure is negative, and both are statistically significant.
In contrast, decision disclosure is not. These results
suggest that stakeholders are less impressed with
speech disclosure, perhaps because corporate disclo-
sure is consistent with stakeholders’ expectations.
Therefore, it is less surprising. The results show
that disclosure strategies are associated with nega-
tive emotional reactions (Angry) to varying degrees,
action disclosure is more likely to lead to anger, while
speech disclosure is less likely to lead to anger, indi-
cating that stakeholders are more disappointed with
action disclosure. The consistent and positive impact
of decision disclosure and action disclosure on anger
may indicate that stakeholders interpreted decisions
as increasing the likelihood of corresponding actions.
Finally, the likelihood of receiving positive comments
is only positively correlated with action disclosure,
while the similar likelihood of receiving negative
comments is positively correlated with action disclo-
sure and negatively correlated with speech disclosure.
However, it should note that action disclosure is more

correlated with the likelihood of positive comments
than negative ones, indicating that although stake-
holders have different views on the disclosure of
CSR behaviors, on average, they tend not to criticize
CSR behaviors of enterprises. In general, stakehold-
ers’ disclosure of CSR actions seems to express
opposing sentiments, while their disclosure of CSR
conversations is unlikely to receive such conflict-
ing reactions. Combined with the results of general
reactions, the correlation between stakeholder reac-
tions and speech, decision, and action disclosure can
be known. However, actions, in particular, appear to
lead to mixed emotions. Therefore, on the whole, the
research results are consistent with previous H1 and
H2.

To test H3(whether stakeholders reflect more on
digital transformation action disclosure than on dig-
ital transformation speech and decision disclosure),
publicity 2 is used. The results in Table 6 show that
when an enterprise discloses its actions related to
digital transformation, the number of likes, shares,
and comments is higher than that of speech or deci-
sion disclosure. The results are consistent with H3,
indicating that stakeholders reflect more strongly
on the action disclosure of the enterprise’s digital
transformation than on the speech or decision disclo-
sure of digital transformation, usually showing their
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Table 4
Correlation coefficient matrix

Number Variable 1 2 3 4 5 6 7 8 9

1 Likes 1
2 Shares 0.309∗∗∗ 1
3 Comments 0.247∗∗∗ 0.608∗∗∗ 1
4 Love 0.069∗∗∗ 0.075∗∗∗ 0.078∗∗∗ 1
5 Great 0.119∗∗∗ 0.119∗∗∗ 0.129∗∗∗ 0.437∗∗∗ 1
6 Wow 0.167∗∗∗ 0.164∗∗∗ 0.178∗∗∗ 0.339∗∗∗ 0.419∗∗∗ 1
7 Interesting 0.204∗∗∗ 0.201∗∗∗ 0.215∗∗∗ 0.216∗∗∗ 0.339∗∗∗ 0.419∗∗∗ 1
8 Angry 0.132∗∗∗ 0.129∗∗∗ 0.159∗∗∗ 0.236∗∗∗ 0.265∗∗∗ 0.381∗∗∗ 0.365∗∗∗ 1
9 Positive

comment
0.067∗∗∗ 0.079∗∗∗ 0.087∗∗∗ 0.436∗∗∗ 0.405∗∗∗ 0.349∗∗∗ 0.240∗∗∗ 0.316∗∗∗ 1

10 Negative
comment

0.103∗∗∗ 0.109∗∗∗ 0.129∗∗∗ 0.330∗∗∗ 0.373∗∗∗ 0.427∗∗∗ 0.329∗∗∗ 0.449∗∗∗ 0.513∗∗∗

11 Action
disclosure

0.027∗∗∗ –0.005 –0.01 0.028∗∗∗ 0.022∗∗∗ –0.004 0.032∗∗∗ 0.003 0.005

12 Speech
disclosure

–0.035∗∗∗ –0.041∗∗∗ –0.062∗∗∗ –0.071∗∗∗ –0.137∗∗∗ –0.148∗∗∗ –0.086∗∗∗ –0.126∗∗∗ –0.137∗∗∗

13 Decision
disclosure

0.010 –0.009 –0.015∗ –0.035∗∗∗ –0.037∗∗∗ –0.038∗∗∗ –0.020∗∗ –0.019∗∗ –0.047∗∗∗

14 Text length 0.006 –0.019∗∗ –0.013 –0.067∗∗∗ –0.032∗∗∗ –0.051∗∗∗ –0.023∗∗∗ –0.075∗∗∗ –0.042∗∗∗
15 Use of photos 0.036∗∗∗ 0.048∗∗∗ 0.054∗∗∗ 0.136∗∗∗ 0.126∗∗∗ 0.115∗∗∗ 0.062∗∗∗ 0.050∗∗∗ 0.129∗∗∗
16 Use of

hyperlink
0.007 –0.030∗∗∗ –0.027∗∗∗ –0.086∗∗∗ –0.035∗∗∗ –0.071∗∗∗ –0.064∗∗∗ –0.122∗∗∗ –0.087∗∗∗

17 Use of photos 0.020∗∗ 0.009 0.009 –0.069∗∗∗ –0.092∗∗∗ –0.036∗∗∗ –0.016∗ –0.035∗∗∗ –0.089∗∗∗
18 Enterprise

scale
0.034∗∗∗ –0.017∗∗ 0.00 0.092∗∗∗ –0.005 0.035∗∗∗ 0.008 0.113∗∗∗ 0.158∗∗∗

Number Variable 10 11 12 13 14 15 16 17 18

1 Likes
2 Shares
3 Comments
4 Love
5 Great
6 Wow
7 Interesting
8 Angry
9 Positive

comment
10 Negative

comment
1

11 Action
disclosure

–0.01 1

12 Speech
disclosure

–0.176∗∗∗ –0.163∗∗∗ 1

13 Decision
disclosure

–0.037∗∗∗ –0.058∗∗∗ –0.096∗∗∗ 1

14 Text length –0.054∗∗∗ 0.134∗∗∗ 0.167∗∗∗ 0.083∗∗∗ 1
15 Use of photos 0.108∗∗∗ 0.023∗∗∗ –0.064∗∗∗ –0.037∗∗∗ –0.013∗ 1
16 Use of

hyperlink
–0.112∗∗∗ –0.025∗∗ 0.002 0.015∗ 0.252∗∗∗ 0.058∗∗∗ 1

17 Use of photos –0.078∗∗∗ 0.036 0.075∗∗∗ 0.021∗∗ 0.150∗∗∗ 0.097∗∗∗ 0 1
18 Enterprise

scale
0.126 0.007 –0.004 0.020∗∗ 0.003 0.072∗∗∗ –0.077∗∗∗ –0.021∗∗ 1

approval of what the enterprise has done. However, as
the action disclosure of enterprise digital transforma-
tion may meet the requirements of some stakeholders
but cause damage to the interests of other stakehold-
ers, action disclosure tends to cause more conflicts

between stakeholders, which has been confirmed in
group B. In group B, the action disclosure of dig-
ital transformation is positively correlated with all
emotions, and the probability of receiving “Love” is
similar to that of receiving “Haha”, and that of receiv-
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Table 5
Stakeholders’ reactions to CSR hypocrisy disclosure

Group A Negative binomial regression between general reaction and CSR conversation, decision making and action disclosure

Variable Likes Shares Comments

Action disclosure 0.872∗∗∗
(0.089)

0.555∗∗∗
(0.076)

0.461∗∗∗
(0.069)

Speech disclosure –0.058
(0.055)

0.132∗∗
(0.056)

–0.256∗∗∗
(0.053)

Decision disclosure –0.003
(0.113)

0.025
(0.102)

–0.221∗∗
(0.097)

Text length 0.057∗∗∗
(0.016)

0.208∗∗∗
(0.025)

0.126∗∗∗
(0.017)

Use of photos 0.379∗∗∗
(0.047)

0.396∗∗∗
(0.046)

0.505∗∗∗
(0.041)

Use of hyperlink –0.108∗∗
(0.054)

–0.294∗∗∗
(0.054)

–0.260∗∗∗
(0.047)

Use of videos 0.108∗∗
(0.049)

0.076
(0.050)

0.142∗∗∗
(0.047)

Enterprise scale 0.627
(0.424)

0.419
(0.478)

0.300
(0.435)

Constant –5.241
(4.697)

–3.772
(5.298)

–4.563
(4.834)

Observed value 362 362 362
FE of company YES YES YES
Monthly FE YES YES YES
Pseudo R2 0.076 0.089 0.117
Chi-squared test 21365 13014 14639
Investigation> chi2 0 0 0

Group B. Logit regression between specific reaction and CSR conversation, decision making and action disclosure

Variable Love Great Wow Interesting Angry Positive
comment

Negative
comment

Action disclosure 1.118∗∗∗
(0.078)

0.711∗∗∗
(0.071)

0.410∗∗∗
(0.077)

0.690∗∗∗
(0.088)

0.614∗∗∗
(0.081)

0.652∗∗∗
(0.070)

0.361∗∗∗
(0.072)

Speech disclosure 0.365∗∗∗
(0.053)

–0.243∗∗∗
(0.053)

–0.348∗∗∗
(0.063)

–0.212∗∗∗
(0.077)

–0.133∗∗
(0.065)

0.081
(0.050)

0.276∗∗∗
(0.054)

Decision disclosure 0.277∗∗
(0.109)

–0.106
(0.109)

–0.190
(0.132)

–0.143
(0.156)

0.269∗∗
(0.134)

0.052
(0.100)

–0.136
(0.114)

Text length –0.075∗∗∗
(0.021)

0.0495∗∗∗
(0.019)

0.030
(0.020)

0.027
(0.026)

–0.045∗
(0.021)

0.064∗∗∗
(0.019)

0.065∗∗∗
(0.019)

Use of photos 0.460∗∗∗
(0.048)

0.376∗∗∗
(0.045)

0.425∗∗∗
(0.053)

0.157∗∗
(0.063)

0.140∗∗
(0.055)

0.267∗∗∗
(0.044)

0.200∗∗∗
(0.046)

Use of hyperlink –0.295∗∗∗
(0.050)

–0.137∗∗∗
(0.046)

–0.177∗∗∗
(0.051)

–0.090
(0.059)

–0.040
(0.054)

–0.189∗∗∗
(0.047)

–0.124∗∗
(0.048)

Use of videos 0.198∗∗∗
(0.044)

0.037
(0.043)

0.139∗∗∗
(0.047)

0.104∗
(0.057)

0.006
(0.049)

0.007
(0.042)

0.010
(0.044)

Enterprise scale 0.171
(0.437)

0.919∗∗
(0.384)

1.416∗∗∗
(0.461)

1.608∗∗∗
(0.532)

3.100∗∗∗
(0.509)

0.689∗
(0.412)

0.297
(0.481)

Constant –4.519
(4.884)

–10.216∗∗
(5.005)

–19.709∗∗∗
(5.885)

–21.026∗∗∗
(6.776)

–36.158∗∗∗
(6.539)

6.191
(4.602)

–1.568
(6.157)

Observed value 20705 20620 20653 20396 20730 20450 20938
FE of company YES YES YES YES YES YES YES
FE of time YES YES YES YES YES YES YES
pseudo-R2 0.348 0.246 0.262 0.211 0.349 0.301 0.342
Chi-squared test 4607 5079 3815 2327 4086 4609 5080
Investigation> chi2 0 0 0 0 0 0 0

ing “Wow” is higher, suggesting that stakeholders are
more impressed when reading about what companies
are doing than what they are saying or deciding on the
digital transformation of their businesses. In terms of
negative emotions, action disclosure of digital trans-

formation is easy to cause sadness or anger and cannot
fully meet the different needs of stakeholders, so
some stakeholders express disappointment or dissat-
isfaction. The analysis that stakeholders comment on
effects find that although action disclosure of digi-
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Table 6
Stakeholders’ reactions to corporate social responsibility disclosure

Group A. Negative binomial regression between general reaction and action disclosure

Variable Likes Shares Comments

Action disclosure 3.369∗∗∗
(0.136)

1.255∗∗∗
(0.138)

3.193∗∗∗
(0.136)

Text length 0.577∗∗∗
(0.129)

0.438∗∗
(0.126)

0.238
(0.130)

Use of photos 0.144
(0.074)

0.469∗∗∗
(0.073)

0.458∗∗∗
(0.074)

Use of hyperlink –0.288∗∗∗
(0.071)

–0.966∗∗∗
(0.071)

–0.518∗∗∗
(0.072)

Use of videos 0.758∗∗∗
(0.085)

1.044∗∗∗
(0.084)

0.663∗∗∗
(0.086)

Scale of enterprise 0.443∗∗∗
(0.034)

0.975∗∗∗
(0.034)

0.564∗∗∗
(0.034)

Constant –5.966∗∗∗
(0.711)

–11.196∗∗∗
(0.701)

–6.202∗∗∗
(0.714)

Observed value 362 362 362
FE of company YES YES YES
Monthly FE YES YES YES
Pseudo R2 0.236 0.119 0.193
Chi-squared test 22790 14747 15060
Investigation> chi2 0 0 0

Panel B. Logit regression between specific reaction and action disclosure

Variable Love Great Wow Interesting Angry Positive
comment

Negative
comment

Action disclosure 1.385∗∗∗
(0.379)

1.594∗∗∗
(0.382)

1.403∗∗∗
(0.381)

1.324∗∗∗
(0.389)

1.202∗∗∗
(0.305)

1.293∗∗∗
(0.381)

0.986∗∗∗
(0.173)

Text length –0.574∗∗
(0.220)

0.277∗∗∗
(0.081)

0.506∗
(0.207)

0.382∗
(0.126)

–0.215∗
(0.089)

0.351∗∗∗
(0.072)

0.408∗∗∗
(0.154)

Use of photos 0.502∗∗
(0.200)

0.575∗∗∗
(0.041)

0.662∗∗∗
(0.255)

0.327∗∗
(0.222)

0.272∗∗
(0.006)

0.238∗∗∗
(0.351)

0.214∗∗∗
(0.061)

Use of hyperlink –0.511∗
(0.201)

–0.383∗∗∗
(0.039)

–0.217∗∗∗
(0.063)

–0.426∗
(0.206)

–0.231∗
(0.156)

–0.238∗∗∗
(0.049)

–0.234∗∗
(0.045)

Use of videos 0.627∗∗
(0.223)

0.461∗
(0.219)

0.278∗∗∗
(0.082)

0.634∗∗
(0.203)

0.077∗
(0.036)

0.123∗
(0.035)

0.081∗
(0.036)

Scale of enterprise 0.179∗
(0.086)

0.199∗
(0.085)

0.278∗∗∗
(0.082)

0.383∗∗∗
(0.039)

0.299∗∗∗
(0.003)

0.574∗∗∗
(0.041)

0.041∗
(0.021)

Constant –5.864
(3.240)

–7.917∗∗
(2.745)

–17.849∗∗∗
(5.722)

–18.176∗∗∗
(5.789)

–27.139∗∗∗
(6.039)

7.190∗
(3.014)

–3.334∗
(1.028)

Observed value 20705 20620 20653 20396 20730 20450 20938
EF of enterprise scale YES YES YES YES YES YES YES
EF of time YES YES YES YES YES YES YES
pseudo-R2 0.446 0.288 0.329 0.331 0.351 0.410 0.367
Chi-squared test 5220 5871 3720 3189 4960 4986 4720
Investigation> chi2 0 0 0 0 0 0 0

tal transformation is more likely to generate positive
and negative comments than dialogue and decision
disclosure, the probability of receiving at least one
negative comment is higher than that of receiving
at least one positive comment. This finding suggests
that stakeholders’ negative comments on action dis-
closure are more likely to occur than in speech or
decision disclosure, confirming that it is difficult for
speech and decision disclosures to generate nega-
tive comments, thus helping to alleviate stakeholders’
concerns.

5. Discussion and conclusions

5.1. Discussion

Information disclosure of an enterprise’s digital
transformation on Sina Weibo let stakeholders have
the opportunity to understand the relevant informa-
tion about the enterprise’s digital transformation.
However, there are few studies on stakeholders’
reactions to information disclosure of digital transfor-
mation. This study verified three types of information
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disclosure: speech disclosure, decision disclosure,
and action disclosure. In this study, a quantitative
content analysis method suitable for separating his-
torical materials was used to test the effectiveness of
corporate information disclosure strategies in making
the public accept information. A total of 632 pieces
of information from 19 Fortune 500 companies were
analyzed, all of which had disclosure about digital
transformation on Sina Weibo. Overall, the posts on
digital transformation generate more public engage-
ment though there are differences across industries.
The action disclosure strategy is also effective: the
data from the negative binomial regression of Table 5
shows that both corporate action disclosure and stake-
holder feedback are significant at the significance
0.01 level, which also validates H1a from the data.
The public is more involved in posts that contain mul-
timedia formats, such as links, photos, and graphics,
as well as interactive messages, requiring the public
to take some actions on social media.

The hypothesis focuses on stakeholders’ reactions
to corporate behavioral disclosure. Literature shows
that factual information can enhance the legitimacy
of enterprises [36]. Although the literature acknowl-
edges that action disclosures may help firms maintain
stakeholders’ legitimacy (reflected in positive emo-
tions), it also records that they are associated with
a higher likelihood of obtaining negative reactions
(i.e., negative comments). Related to the previous lit-
erature that the legitimacy of enterprises is related to
the disclosure of hard information, it is observed that
action disclosure is more likely to attract the views
of different stakeholders. The empirical analysis is
also consistent with the second hypothesis that stake-
holders generally respond positively to speech and
decision disclosure. The speech and decision disclo-
sure of enterprises’ digital transformation is partially
significant and partially insignificant with respect
to stakeholder feedback as revealed by the negative
binomial regression data in Table 5. Specifically, the
speech and decision disclosures of corporate digital
transformation are more likely to be “liked”. How-
ever, although CSR speech disclosure is less likely to
be negatively reflected (negative comments), it is sur-
prising to find that CSR decision disclosure is more
likely to cause “angry” reactions, which is possibly
because stakeholders may interpret decisions as the
likelihood of increasing corresponding actions.

The use of speech and decision disclosures and
action disclosure of posts about digital transforma-
tion in corporate Sina Weibo shows that enterprises
need these three strategies to maintain their legiti-

macy among different stakeholders and constantly
bridge the gap between speech and decision and
action to ensure stability, and at the same time, they
can also gain more time and flexibility to meet dif-
ferent needs of stakeholders [37]. Since enterprises
cannot make progress in all areas simultaneously,
stakeholders’ reactions to action disclosure are both
positive and negative. However, the negative reac-
tion is mitigated by speech and decision disclosures.
Therefore, the results reveal that the stakeholders
believe the causal relationship between speech, deci-
sion and action, because the speech and decision
disclosures of digital transformation are correlated
with the high possibility of obtaining “positive atti-
tudes” of stakeholders, and the significant correlation
between speech disclosure and negative reaction can
explain that such speech disclosure is consistent with
social expectations [38]. Therefore, stakeholders are
less likely to criticize the wishes of everyone in
society if the enterprise’s speeches or decisions on
digital transformation conform to social norms. At
the same time, these promises of digital transfor-
mation are often taken for granted by stakeholders.
Therefore, enterprises’ speech is less likely to impress
their stakeholders on Sina Weibo, thus leading to a
low possibility of receiving positive reactions such
as “Wow” and “Haha”. However, once an enterprise
discloses decisions, stakeholders will start to have
expectations. Studies have shown that the decision
to disclose will cause the opposite reaction. How-
ever, as Brunsson argues, if there is no hypocrisy,
one party or interest will be completely satisfied and
the other parties will be completely dissatisfied [39].
If there is hypocrisy, several sides and interests may
be somewhat satisfied [because] neither side’s needs
are fully satisfied, but neither side is fully satisfied.
If stakeholders believe that an enterprise’s decisions
increase the likelihood of the corresponding action,
those who might benefit from such a decision may
express strong support, even if the enterprise does
not take any action. Conversely, those concerned with
other issues are likely to object vehemently. How-
ever, objections only appear in emojis, rather than in
stakeholders’ comments, and a greater likelihood of
positive rather than negative reactions is observed.

Further, when examining whether there are larger
stakeholder reactions to digital transformation action
disclosure than speech and decision disclosures (H3),
the results from Table 6 show that action disclosure
receives more positive and negative reactions from
stakeholders than speech and decision disclosures.
This is because in terms of the results, the significance
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coefficients are higher than those in Table 5 in the
regressions based on speech and decision disclosure.
The data suggest that stakeholders have a higher level
of interest in behavioral disclosure.

There are some limitations in this study. First of
all, the study assumes that users on social media
are stakeholders of enterprises, reflecting their views
on information disclosure of enterprises’ digital
transformation, but their demands cannot be clearly
defined. Secondly, this study only focuses on one
social media platform, Sina Weibo. Thirdly, this study
cannot distinguish whether the Sina Weibo account
of the enterprise is operated by the enterprise itself or
outsourced to the public relations agency, and third-
party institutions can maintain high participation in
enterprises’ Weibo topics with the help of public
opinion big data monitoring system.

5.2. Conclusions

In this study, the theory of organizational hypocrisy
was adopted to investigate stakeholders’ reaction to
the legitimacy of corporate digital transformation dis-
closure on Sina Weibo. By focusing on the dynamic
interaction of the subsequent reactions between enter-
prises and stakeholders at the level of social media
and posts, it could be known that stakeholders showed
different reactions to the hypocrisy of enterprises,
and the intensity and effect of their reactions also
affected the reactions of enterprises to the comments
of stakeholders after disclosure.

The data from the regression analysis shows that
corporate behavioral disclosures are more likely to
generate stakeholder interest and positive arguments.
The speech and decision disclosures of digital trans-
formation on Sina Weibo don’t allow enterprises
to maintain their legitimacy by alleviating negative
concerns about the behavioral disclosure of digital
transformation. However, when decision and speech
disclosure is used as a benchmark, a higher level of
stakeholder interest in action disclosure is found.

Empirical evidence combining this conclusion
with the previous two sets of hypotheses supports
the argument of the organizational hypocrisy theory,
which predicts that speech and decision do obtain
relevant value, partially satisfy the diverse interests
of stakeholders [40], and support previous literature
suggesting that action disclosure is more credible.
Action disclosure will cause debate among stake-
holders, while speech and decision disclosure can
gain support from stakeholders and alleviate nega-
tive impressions. In general, hypocritical strategies

in social media determine how enterprises maintain
their legitimacy in stakeholder groups.

In the future, case studies can be used to explore
how different stakeholder groups perceive low-
criticality strategies and how firms choose strategies
based on stakeholder characteristics. At the same
time, there can be further extensions for the study
population to include the way third-party firms inter-
act with their stakeholders for in-depth analysis.
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