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Abstract 

This study extends the findings of previous studies that were 

concerned with voluntary financial disclosure through 

examining Saudi Arabian firms’ adoption of Social Media (SM) 

networks in disclosing their financial information. This study 

aimed to achieve two main objectives. The first objective was 

to investigate the Saudi Arabian non-financial listed firms’ 

level of financial disclosure via Twitter as one of the SM 

networks. The second objective was to explore the potential 

impact of family – related determinants on the Saudi Arabian 

non-financial listed family firms’ level of financial disclosure 

via Twitter in 2020. To test the association between family 

determinants and financial tweets, this study used an Ordinary 

Least Square (OLS) multiple regression model.  

The findings reveal the sampled Saudi Arabian firms’ low 

level of financial tweets disclosed on their Twitter accounts. 

Further, three out of the five family variables have an impact on 

financial tweets.  From this study’s findings it can be concluded 

that, on the one hand, there is a negative association between 

the family member on the firm’s board and the number of 

financial tweets. On the other hand, there is a positive 

association between family leadership and family cross-

directorship and financial tweets.  By examining the impact of 
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family variables on financial disclosure via Twitter, this study 

contributes to the accounting studies and paves the way for 

more studies in this field.  

Keywords – Social Media disclosure; Financial tweets; 

Saudi Arabia; Family firms 

1. Introduction 

The availability of the required information can be viewed 

from two sides. First, investors need a massive amount of 

information to aid them to make rational decisions. Second, 

there is the firm’s desire to use different disclosure mediums to 

provide their interested parties with certain financial 

information (Boylan and Boylan, 2017). However, there are 

increased uncertainties about the current and future investment 

opportunities which have not enable market participants to 

possess the required information like the firm’s management. 

This created information asymmetry problems (Albarrak et. al., 

2020). In order to reduce such problems between informed 

investors and uninformed ones, and between management and 

market participants, firms disclose more information (Diamond 

and Verrecchia, 1991; Kim and Verrecchia, 1994; Leuz and 

Verrecchia, 2000; Albarrak et al., 2020). It was agreed to 

increase the efficiency of the foreign financial market and to 

achieve equality between management and investors and among 

investors themselves. In turn, this resulted in reducing the 

information asymmetry problems (Basuony et al., 2018).  

As more disseminated information and better disclosure 

improves the investors’ recognition of the firm’s stocks in the 

market and, hence, lowers uncertainty about the investment 

decisions, this in turn, may reduce the cost of equity (Merton, 
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1987; Klapper and Love, 2004; Alvarez et al., 2008; Fuertes-

Callén et al., 2014; Basuony et al., 2018; Albarrak et al., 2020). 

Consequently, when searching and retrieving and understanding 

such information, investors compromise between the required 

time to obtain value-relevant information regarding the firms 

and the costs that they are prepared to pay (Hong and Stein, 

1999; Hirshleifer et al., 2011; Hirshleifer and Teoh, 2003; 

Albarrak et al., 2020).  

As such, investors rely on different information 

intermediaries such as financial analysts, financial advisors, the 

business press papers and journals and credit ratings agencies to 

acquire this information (Bartov et al., 2018). However, 

investors may find that not all these mediums are suitable to 

obtaining the required information. In addition, firms 

experience difficulties in ensuring that their information reaches 

a wide variety of investors (Blankespoor et al., 2014; Albarrak 

et al., 2020). Therefore, this may lead to firms searching for 

better dissemination strategies.  

Communications with the various stakeholders give the firms 

more competitive advantages in the market and ensure at least 

they retain their existing investors. In addition, they may attract 

more investors in the future due to informing investors about 

the firms’ financial performance, in turn, this is likely to 

increase the amount of information obtained by the investors 

and improved their decision making (Albarrak et al., 2020). 

Consequently, firms search for complementary mediums with 

the aim of striking a balance between the desire to reduce 

information asymmetry (from the firms’ side) and to enhance 

the acquisition of information (from the investors’ side).  
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 SM platforms provide the firms with a proper solution to 

achieve this equilibrium. SM provides a Web 2.0 network that 

offers innovative tools to enable firms to enhance their 

disclosure policies through direct interactions with stakeholders 

that allow them to obtain not only the required information but, 

also, to produce information at the same time. (Bonson and 

Flores, 2011; Xiong et al., 2015; Ramanandaand Atahau, 2020; 

Nuseir and Qasim, 2021). Stakeholders can post replies on 

disclosed information and interact directly either with the firms 

or with other stakeholders (Lee, et al., 2015; Trinkle, et al., 

2015; Rennekamp and Witz, 2018; Teoh, 2018). Resulting from 

the wide spread of online disclosure, SM has stood out as a 

direct-access platform that “pushes” the information directly to 

stakeholders instead of their seeking to “pull” the information 

(Blankespoor et al., 2014; Snow and Rasso, 2017; Crowley et 

al., 2018; Lei et al., 2019a), Therefore, SM eases the sharing of 

financial information and direct interactions with various 

stakeholders (Alexander and Gentry; 2014; Al-Sartawi, 2019).   

Investors can view SM as the preferable source to obtain 

financial information and firms can view SM as the ideal 

platform to manage their relationships with investors 

(Antweiler and Frank 2004; Zhou et al., 2014; Chen et al., 

2014; Nuseir and Qasim, 2021; Rennekamp and Witz, 2021). 

SM promotes a dynamic two-way exchange of user-generated 

content that bypasses traditional media and enables firms to 

disclose their required information to a large network of 

stakeholders (Kaplan and Haenlein, 2010, Lee et al., 2015; 

Lardo et al., 2017; Cade, 2018). Therefore, SM provides firms 

with additional communication channels that enable them to 

avoid the usage of information intermediaries. This means that 
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they can communicate directly with stakeholders and provide 

information in real time format to save time and costs while 

controlling the firm’s information (Blankespoor et al., 2014; 

Boylan and Boylan, 2017).  

 Consequently, firms use SM widely either to disclose 

financial information or to provide instant financial 

notifications to their stakeholders who are connected to their 

SM accounts. This enables the firms to share their financial 

information with interested parties (Blankespoor et al., 2014; 

Zhou et al., 2015; Elliott et al., 2018), and, at the same time, 

investors depend on SM to obtain the required financial 

information (Elliott et al., 2018).  Firms’ usage of SM to 

disclose financial information represents one of their critical 

decisions on disclosure strategies (Jung et al., 2018). 

Consequently, nowadays, SM platforms have become more 

popular and represent a medium of disclosing financial 

information quickly to a wide range of stakeholders at lower 

costs (Khlifi, 2021).   

Disclosure through SM has achieved its importance from the 

acknowledgement of both regulator bodies and researchers in 

the accounting field. Both regulators and academic researchers 

argue the usage of SM as a disclosure medium (Lardo et al., 

2017). In April 2013, The Securities and Exchange 

Commission (SEC) recognized the usage of SM platforms (e.g., 

Facebook and Twitter) as a medium to disseminate financial 

information and encouraged firms to use these platforms to 

communicate with their investors (Alexander and Gentry, 

2014). In 2015, the SEC declared that firms could use Twitter 

to disclose information about their stock or debt offerings to 

investors (Securities & Exchange Commission (SEC), 2013a; 

Securities & Exchange Commission (SEC), 2013b; Lei et al., 
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2019). Further, the Canadian Investor Relations Institute (CIRI) 

recognized SM’s increased role in disseminating financial 

information to investors (Al-Sartawi, 2019). Consequently, 

firms, which disregard SM as a medium for disseminating 

financial information, may be classified within the investors’ 

community as firms with poor performance. Accordingly, such 

firms may become motivated to disclose financial information 

via SM (Alexander and Gentry, 2014; Elliott et al., 2018). 

With regard to the accounting field, many researchers argue 

that the recent changes in IT and SM have affected disclosure 

policies (Miller and Skinner, 2015). Recent literatures have 

discussed the importance of using SM as an effective platform 

that facilitates communications between firms and their 

stakeholders. This is because it allows firms to announce their 

intended message to large number of stakeholders and provide 

the interactions required to assure the creditability of disclosed 

information. In turn, this affects the disclosure implications and 

enables stakeholders through posting comments to discuss with 

the management about the disseminated information and helps 

the management to make their decisions (Lee et al., 2015; 

Miller and Skinner, 2015, Elliot et al., 2018 Al-Sartawi, 2019).  

Further, SM platforms enable various stakeholders to 

communicate with each other. This increases the dissemination 

rate of the firm’s financial information without incurring either 

additional costs or efforts. Hence, stakeholders rely on SM to 

obtain the required information and investment advice (Lardo et 

al., 2017; Cade, 2018). Consequently, as part of their strategies 

to extend their level of disclosure, firms use SM platforms to 

achieve various purposes (such as create a recognized 

reputation; increase value; reduce information asymmetry; 
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enhance transparency; and reduce agency (Blankespoor et al., 

2014; Basouny et al., 2018). 

SM includes various platforms such as Facebook, Twitter, 

LinkedIn, YouTube, Instagram, Pinterest, and Google + (Zhou 

et al., 2015). Launched in 2006, Twitter is one of the most 

common worldwide microblogging platforms and leading 

message networks (Amin et al., 2020;  Blankespoor et al., 

2014). Twitter emphasizes fast communication between users. 

This helps with the dissemination of critical financial (Sprnger 

et al., 2014b, Xiong et al., 2015). Firms can opt to use Twitter 

as a disclosure medium because of their abilities to have full 

control on what they disclose, the flexibility in the timing and 

frequency of disclosed information, and the possibility to reach 

a wide range of stakeholders (Albarrak et al., 2020). 

Accordingly, by exploiting Twitter’s unique features, firms can 

enhance their disclosure strategies.  

On their official accounts, firms can post a financial brief 

text- message “tweet” to stakeholders who, in turn, can retweet 

this financial information to another group of stakeholders and 

even add their comments. This enables the firm’s one tweet to 

reach a wide range of stakeholders (Xiong et al., 2015). By 

posting a tweet that include 280 characters, firms can disclose 

more accurate and controlled financial information. In addition, 

tweets can include hyperlinks to either various intermediaries 

(Blankespoor et al., 2014; Amin et al., 2020; Albarrak et al., 

2020), or can include quotes to various financial indicators and 

performance or can use hashtags (#) or cashtags ($) to enable 

rapid searching (Best and Caylor, 2019). All these features 

enable the required financial tweet to achieve widespread 

coverage.    
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There are many reasons why the researcher chose Twitter as 

the SM platform for this study. (See also Crowley et al., 2018). 

First, Twitter is one of the most widely used platforms for 

financial disclosure (Pizzani, 2010; Zang 2015; Xiong et al., 

2016; Yang and Liu, 2017; Jung et al., 2018; Bartov et al., 

2018, Amin et al., 2020). When compared to other SM 

platforms (e.g. Facebook), which require a pre-existed 

relationship, Twitter provides fast communications between 

firms and their stakeholders since it is far reaching and can be 

obtained easily by stakeholders. Further, when compared to 

other SM platforms, Twitter’s messages are shorter, more 

concise and have more hyperlinks (Zhou et al., 2015). 

Therefore, when disseminating information, Twitter is the first 

choice of professionals, involved in investor relationships 

management, (Alexander and Gentry, 2014; Blankespoor et al., 

2014), and firms’ managers (Prokofieva, 2015; Elliott et al., 

2018; Lei et al., 2019).  

Second, when searching for the required financial 

information disclosed by firms, there is the ease of using 

Twitter’s special features, such as the hashtags (#), and cashtags 

($). These features enable stakeholders to obtain the necessary 

information more quickly (Bartov et al., 2018; Best and Caylor, 

2019). 

Third, when compared to other SM platforms, there are the 

arguments used in previous studies about Twitter’s primacy use 

in disclosing financial information and that the empirical tests 

are more meaningful (Zhou et al., 2015; Guggenmos and 

Bennett, 2017; Jung et al., 2018; Elliott et al., 2018). 
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Accordingly, SM has become an important aspect of 

disclosure literature due to its valuable characteristics that have 

increase its usage by a large cross section of society and that 

has allowed stakeholders to share their opinions about the 

financial information disseminated by firms (Miller and 

Skinner, 2015). 

However, the argument in favor of using SM and, more 

specifically, Twitter as a disclosure medium to disseminate 

financial information is that there needs to be further research 

studies in this aspect of accounting research (Albarrak et al., 

2020; Nuseir and Qasim, 2021). 

Recently, the academic literature has argued that Twitter has 

an importance role in capital markets (Antweiler and Frank, 

2004; Chen et al., 2014; Bartov et al., 2018; Rennekamp and 

Witz, 2021). Many  articles  have illustrated the significance of 

many aspects of information being disclosed on Twitter, These 

are such as the  reduction in information asymmetry (e.g., 

Blankespoor et al., 2014; Lee et al., 2015; Prokofieva, 2015; 

Jung et al., 2018; Khlifi, 2021); the firm’s stock market 

performance (e.g., Bollen et al., 2011; Mao et al., 2012; Yu et 

al., 2013); the influence on  the firm’s stock price, returns, and 

liquidity (e.g., Blankespoor et al., 2014; Lee et al., 2015; 

Bartov et al., 2018; Chen et al., 2017; Blankespoor et al., 2018; 

Ding et al., 2019); the impact on investors’ responses to 

earnings announcements (e.g., Curtis et al., 2016); and the 

association with the firm’s value (e.g., Luo et al., 2013; Jung et 

al., 2018). 

Many academic studies have explored Twitter’s general 

usage in business from many perspectives such as marketing, 

news distribution, promotions, customer services, managed 
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product recalls and investors’ perceptions (e.g., Case and King, 

2011; Xiong and Mackenzie, 2015; Lee et al., 2015, Trinkle, et 

al., 2015). In addition, while, on the one hand, some  studies 

were concerned with the usage of Twitter as a financial 

disclosure medium (e.g., Bollen  et al., 2012; Mao et al.,2012; 

Blankespoore et al., 2014; Zhou et al., 2015; Lee et al., 2015; 

Curtis et al., 2016; Jung et al., 2018) , on the other hand, few 

studies examined the determinants of financial disclosure  

through using Twitter (Basuony et al., 2018; Amin et al., 2019; 

Ayman et al., 2019; Basuony et al., 2020). This study responds 

to Miller and Skinner’s (2015) call to explore SM platforms as 

a disclosure medium. Accordingly, this study’s first objective is 

to explore the non-financial listed Saudi Arabian firms’ levels 

of financial disclosure via Twitter.  

This study’s second objective is to investigate empirically in 

the context of Saudi Arabia the association between the firms’ 

financial disclosure on Twitter and family determinants. 

Family-related determinants are those variables that are 

widespread in family firms and constitute the family 

dominance. Many such firms may have family members on 

their boards of directors either as executive or non-executive 

directors or may have members who hold significant stakes in 

the firms’ ownership structure (Ali et al., 2007; Chen et al., 

2008). Many accounting studies have explored the impact of 

family firms on different aspects of disclosure (e.g., Ali et al., 

2007; Prencipe et al., 2008; Salvato and Moores, 2010; Cascino 

et al., 2010; Songini et al., 2013; Prencipe et al., 2014; 

Campopiano and De Massis, 2015; Drago et al., 2018). 

However, previous studies have not paid much attention to the 
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association between family determinants and financial 

disclosure via Twitter.  

The motivation for this study within Saudi Arabia’s 

environment is derived from the following points. First, Saudi 

Arabia has unique socio-economic settings since the Saudi 

Arabian capital market is one of the largest capital markets in 

the surrounding regions due to its application of an open 

economic philosophy. Further, the Saudi Arabian Government 

has performed various steps to reform and improve the structure 

of the Saudi Stock Exchange. Recently, these changes have 

attracted more foreign investments (Habtoor and Ahmed, 

2017). Second, Saudi Arabia’s non-financial listed firms have 

adopted Twitter to communicate with their stakeholders. Most 

Saudi Arabia’s non-financial listed firms have Twitter accounts, 

and this has aided this study’s empirical examination. Third, all 

Saudi Arabia’s listed non-financial firms have high levels of 

corporate governance disclosure and this has helped this study 

to collect the required data of family determinants.        

In terms of this study’s objectives, this study’s findings 

demonstrate that Saudi Arabia’s non-financial listed firms 

produce low numbers of financial tweets.  Therefore, this 

requires Saudi Arabia’s regulators to pay more attention to 

motivate Saudi Arabia’s non-financial listed firms to increase 

their financial tweets and communicate promptly with their 

stakeholders. Moreover, the findings reveal that some family 

variables have an impact on financial tweets. These findings 

support the achievement of this study’s objectives.   

This study contributes to the existing literature in several 

ways. First, it paves the way to explore further the usage of SM 

platforms in financial disclosure since there has been little 
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previous examination of them in the context of developing 

countries. Second, few studies have investigated the association 

between family-related determinants and disclosure. However, 

the association between family -related determinants and 

financial disclosure via Twitter not examined widely in the 

previous studies. This study represents one of pioneer studies in 

this field through investigating the impact of family 

determinants on financial tweets for Saudi Arabia’s listed non-

financial firms. Third, this study applies various theoretical 

frameworks to test the association between family determinants 

and financial tweets. There has been little exploration in 

accounting research of some of these theories such as resource 

dependence theory and the technology-organization-

environment (TOE) framework. This study has formulated 

some hypotheses to test these theories and, accordingly, this has 

added more value to its findings.         

The rest of this paper is organised as follows: Section 2 

presents the background of the study. Section 3 reviews the 

previous studies in the field of SM disclosure. Section 4 

discusses in brief the theoretical framework and the formulation 

of this study’s hypotheses. Section 5 presents the research 

methodology. Section 6 discusses the empirical findings. 

Finally, Section 7 presents the conclusions. 

2. Background 

Firms’ stakeholders place great importance on the 

availability of timely and value relevant information. Firms are 

required to provide useful information to uninformed investors 

to both improve their competitive advantages and reduce their 

information asymmetry problems through extending the level of 
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disclosure (Boylan and Boylan, 2017; Rosati et al., 2019; 

Nuseir and Qasim, 2021). Accordingly, firm disclosure has 

attracted many researchers and, consequently, this has become 

one of the hot topics in the accounting field (Miller and 

Skinner, 2015; Amin et al., 2020). On one hand, firms can rely 

on different third- party information intermediaries, such as 

financial analysists, financial advisors, news coverage, credit 

rating agencies, etc. (Bartov et al., 2018). While, on the other 

hand, firms can use their own tools to disseminate the required 

information.  

Noticeably, during the last 20 years, firms have used various 

channel to disclose various types of information to stakeholders 

(for example, written documents such as annual reports, 

financial reports and earnings press release, or verbal 

statements such as conference call and shareholders meetings or 

other channels such as firm website) (Best and Caylor, 2019). 

Firms rely mainly on their financial reporting to notify current 

and prospective stakeholders of their financial performance 

(Healy and Palepu, 2011; Xiong et al., 2015; Xiong et al., 

2016).  

Further, in the late 1990s, the world witnessed an IT 

revolution. One of the consequences of this revolution is the 

extended usage of the Internet which encourages firms to use 

their websites to disseminate various types of information 

(Ashbaugh et al., 1999; Zhou et al., 2015; Ayman et al., 2019). 

In this regard, the FASB acknowledged firms’ website to be a 

disclosure medium (Khlifi, 2021). However, the above- 

mentioned channels are questionable due to firms’ uncertainty 

about the required information being disseminated to a broader 

set of investors who have a limited time and resources to use 

pull technology (Blankespoor et al., 2014). Therefore, firms 
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seek to improve the availability of information by targeting 

investor relation programs and by providing the required 

information through high technology channels such as their 

websites and, more specifically, SM which has become an 

essential source to disseminate financial information (Manika et 

al., 2013; Zhou et al., 2015; Agarwal et al., 2016; Jung et al., 

2018).       

Recently, SM has included a new channel that depends on 

mobile web-based technology and to provide useful features of 

information to stakeholders. These features are such as: sharing, 

discussing, modifying, and analyzing the various types of 

information through the interactive internet-based platforms 

(e.g., Facebook, Twitter, YouTube, LinkedIn, etc.) that enable 

investors to easily access to the required information (e.g. 

Kietzmann et al., 2011; Ngai et al., 2015; Shiau et al., 2017). 

Accordingly, SM complements the other disclosure mediums 

in disseminating financial and non-financial information 

(Blankespoor et al., 2014; Akmese et al., 2016; Ramananda and 

Atahau, 2020). Firms can use Twitter’s new communication 

two-directional interactive SM platform, which is called the 

“pull approach” alongside the more traditional disclosure 

mediums (e.g. static websites) which represent the passive one-

directional flow of information from firms to stakeholders 

which is called the “push approach” to disclose their financial 

information and gain from the uniqueness characteristics of 

such SM platforms (Lardo et al., 2017; Al-Sartawi, 2019; 

Ramananda and Atahau, 2020). Basically, firms can combine 

the two mediums to achieve the ideal situation in disseminating 

information.  
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It is noteworthy that SM has implications on the way that 

firms disclose their information. These implications are because 

stakeholders increase their expectations regarding the ready 

access to the various types of required information. 

Accordingly, in the late of 2000s with the advent of SM, many 

firms  began to create their official SM accounts to disclose 

governance information efficiently, disclose performance and 

financial information to reach new communities, which were 

not considered previously, and to fulfill the stakeholders’ needs 

through the interactive real time communications with various 

stakeholders which enable firms to take corrective decisions 

(Kurinyepa, 2017 ; Lodhia and Stone, 2017; Jung et al., 2018; 

Cade, 2018 ; Ayman et al., 2019; Al-Sartawi, 2019; Xiao, 

2019). 

In this regard, Adams’ (2015) findings point out that, rather 

than using a static website, communication interactions with 

stakeholders via Twitter can provide them with useful financial 

information. Further, Zhou et al., (2015) argue that firms have 

used SM to disclose their annual reports and other financial 

information. However, the decision of using SM platforms as a 

disclosure medium depends on addressing some concerns such 

as “the firm’s membership in the industry, running costs, 

financial efficiency, technical capability, mobile environment 

and organizational culture” (Bamber et al., 2010; Jung et al., 

2018; Nuseir and Qasim, 2021). 

SM is described as web-2 based direct- access information 

technologies using virtual platforms that facilitate the sharing 

and exchanging of a firm’s various content (Kaplan and 

Haenlein, 2010; Blankespoor et al., 2014; Lee et al., 2015; 

Amin et al., 2019). Therefore, real time SM platforms, which 

enable firms to interact widely with various users and to 
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disseminate information more easily and quicker to a large 

online network of stakeholders; and provide more 

comprehensive cheaper means of doing so. Consequently, SM 

has shifted the method used by firms to disclose their (Lovejoy 

and Saxton, 2012; Blankespoor et al., 2014; Miller and Skinner, 

2015; Lee et al., 2015; Jaing and Shen, 2017; Blankespoor, 

2018; Lei et al., 2019; Nuseir and Qasim, 2021). 

SM should not be viewed as a replacement disclosure 

medium but instead as complementing traditional disclosure 

mediums (Rennekamp and Witz, 2021). However, SM is 

characterized by some features that for stakeholders make the 

style and content of disclosed information more unique than 

traditional disclosure media. Among these characteristics the 

ease of access to SM websites and platforms enables 

stakeholders to express their opinions about the various issues 

related to the firm’s operations, performance, and stock price. 

In addition, SM provides two-way interactive communications 

between stakeholders which enable firms to share the required 

information and to obtain useful feedback. Further, since SM 

platforms are clearly defined and understood by various users, 

this eases their usage as a source of information. Moreover, the 

widespread coverage of SM platforms enables firms to reach a 

wide range of stakeholders who integrate and interact with each 

other on the public networks. In addition, this promotes firms to 

broadcast over time their intended messages directly to various 

stakeholders (Daft and Lengel, 986; Debreceny, 2015; Cade, 

2018; Xiao, 2019; Nuseir and Qasim, 2021).           

 Among SM’s many advantages is the possibility to quickly 

reach a wider range of stakeholders with real conversation and 

provides timely interactions at relatively low costs (Hearn et al., 



Amr Nazieh Mahmoud Ezat 
 

 

  2222  - ولالأ العدد -   36المجلد               المجلة العلمية للبحوث والدراسات التجارية  

17 
 

 

 

 
 

2009; Du and Jiang, 2014; Zhou et al., 2015; Basuony et al., 

2018; Ayman et al., 2019). Further, the direct interactions with 

stakeholders provide worldwide dialogue either between the 

firms and stakeholders or between the stakeholders themselves 

(Bonsón and Flores, 2011; Vernuccio, 2014; Alexander and 

Gentry, 2014; Broekemier et al., 2015; Basuony et al., 2018), 

and immediate notifications to interested stakeholders (Lei et 

al., 2019b). Consequently, Miller and Skinner (2015) stated that 

SM represents one of the most important components of firms’ 

disclosure that aids the dissemination and exchange of financial 

information to various stakeholders and enables direct 

interactivity with them.  

To be more effective in disclosing financial information, 

firms should consider some points in terms of SM (Boylan and 

Boylan, 2017). First, there is the legislation of using SM 

platforms as a disclosure medium. Second, there is 

stakeholders’ acceptance of SM platforms as a desired 

disclosure medium. Third, there is the firms’ ability to control 

the disclosed information.   

First, in terms of the legislation of using SM as a disclosure 

medium, this is achieved from the acknowledgment given by 

various regulatory bodies in different developed countries. For 

example, in April 2013, the SEC issued guidance about SM 

following its investigation about Netflix CEO, Reed Hasting, 

posting on his personal Facebook account in July 2012 that 

Netflix’s monthly viewing had exceeded 1 billion hours. This 

information resulted in a significant increase in Netflix’s share 

price. The SEC considered the post to be a violation of the 

Regulation Fair Disclosure (Reg.FD) and proceeded to 

investigate the firm since the post was not mentioned in its 

official channels. After clearing Netflix’s CEO, the SEC 



Family- related Determinants and Financial Disclosure via Twitter: 

Evidence form the Saudi Firms 

 

 

  2222  - ولالأ العدد – 36المجلد               المجلة العلمية للبحوث والدراسات التجارية  

18 
 

 

 

 
 

approved the usage of SM as a medium to disclose financial 

information if investors were alerted. This ruling motivates 

firms to adopt SM for financial disclosure (Alexander and 

Gentry, 2014; Boylan and Boylan, 2017; Cade, 2018; Best and 

Caylor, 2019; Amin et al., 2020). 

Second, the acceptance is achieved through the widespread 

coverage of various SM platforms among the various users. 

This confers the general admission of SM platforms and 

underpins their usage. Further, the unique features, provided by 

these platforms, make them preferable for stakeholders to 

depend on them continuously.  

Third, the control about what firms need to disclose increases 

the efficiency of SM platforms over the intermediatory 

information parties since the firms can determine who receives 

the information; the amount of disclosed information; and the 

timing of disclosing the information (Schumaker and 

Chen,2009; Boylan and Boylan, 2017). Firms’ determination of 

the disclosed content enables them to control what is disclosed 

and to communicate effectively with their stakeholders.    

Among the SM platforms that are widespread and used 

greatly, Twitter has emerged at the forefront. Twitter is a 

“microblogging service” that facilitates users to build their own 

online networks to share and disseminate information with up 

to 280 characters. These are the so-called “tweets” (Magro et 

al., 2009; Saeed and Sinnappan, 2011; Sprenger et al., 2014b; 

Xiong et al., 2016). These tweets are published on the firms’ 

websites either through their official accounts or through other 

third-party accounts. Investors can obtain the required 

information through either following the desired official 
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accounts or through searching for specific key words which 

provide real time information (Sprenger et al., 2014b). 

Moreover, Twitter enables direct two-way connections 

among various stakeholders and enables them to discuss and 

share financial information through posting tweets and 

obtaining feedback through comments which enhance the 

creditability of disclosed information (Li et al., 2018; Albarrak 

et al., 2020). In addition, Twitter allows stakeholders to retweet 

what they obtained and, in doing so, the disclosed financial 

information is spread widely.  

Due to its unique features, Twitter can affect the firm’s 

disclosure from many aspects (Blankespoor et al., 2014; Li et 

al., 2014; Xiong et al., 2016; Boylan and Boylan, 2017; Jung et 

al., 2018; Elliott et al., 2018; Lei et al., 2019a; Best and Caylor, 

2019; Albarrak et al., 2020; Rennekamp and Witz, 2021). First, 

there is the flexibility of using Twitter either in numbers of 

disclosed information or in the timing of the disclosure. Firms 

can use Twitter frequently to post many items of financial 

information without any restrictions. Further, firms can select 

the suitable time for disclosing financial information to 

stakeholders and to achieving the firm’s objectives. By using 

Twitter, firms apply push technology which provides 

stakeholders with the intended financial information instead of 

their waiting to obtain this information through pull technology 

from the various information resources. Through following 

their official Twitter accounts, this push technology allows 

stakeholders to obtain all the financial information tweeted by 

the firms. The application of push technology provides timely 

financial information at low cost. Accordingly, this enriches the 

investors’ attention to the disclosed information and improves 
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their responses to firm financial disclosure (Xiong et al., 2015; 

Teoh, 2018).  

Second, Twitter determines the size of firm’s use, and this 

may aid them to formulate their disclosure strategies. When 

compared to traditional disclosure mediums, the investors’ 

responses of SM disclosures increase reasonably since investors 

can respond more efficiently to messages posted on Twitter 

(Elliott et al., 2018; Rennekamp and Witz, 2021). 

Third, firms can use Twitter to disclose precise and 

determined information to stakeholders instead of 

disseminating comprehensive information. This is due to the 

nature of Twitter massages that include 280 characters and, 

thus, enables firms to disclose their intended financial 

information.  

Fourth, Twitter can use the retweet feature which enables 

financial information to reach a wide range of stakeholders and 

to increase the repetition of disclosed information. This results 

in improving the level of disclosure.  

Fifth, stakeholders can widely recognize disclosed financial 

information through Twitter’s special features such as hashtags 

(#) or cashtags ($). These features allow firms to disclose 

financial information repeatedly and be assured that this 

information is spread widely.  

Sixth, the ability to measure effectiveness of the disclosed 

financial information through considering the number of tweets 

or retweets. These indicate the reader’s intensity and interests.  

All these features encourage firms to adopt Twitter to widen 

the communications with their stakeholders and to overcome 
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their awareness of the traditional mediums (Blankespoor et al., 

2014, Jung et al., 2018). Further, Twitter’s flexibility allows 

firms to manage their relationships with stakeholders efficiently 

(Kaplan and Haenlein 2010; Etter 2013; Miller and Skinner, 

2015; Lei et al., 2019a). Accordingly, Twitter’s use as a 

disclosure medium affects the level of the firms’ disclosure and 

allow them to increase the amount of disclosed financial 

information. By doing so, this reduces information asymmetry 

and agency problems and increases the quality of disclosure. 

Recent literature has indicated the extended usage of Twitter as 

a medium for disclosing information and discussing the firms’ 

main financial indicators (e.g., zhang et al., 2010; Bollen et al., 

2011; Sprenger and Welpe, 2011; Sprenger et al., 2014a,b; 

Zhang, 2015). 

Disclosure literature concentrates mainly on the use of firms’ 

website to disclose financial information. This is called Web 

1,0 technologies. However, there are a lack of literature that has 

explored the usage of SM as a disclosure medium. This is 

called Web 2,0 technologies (Bonson and Bednarova, 2015; 

Basuony et al., 2020). Little attention has been paid to SM 

platforms’ disclosure of voluntary information (Zhang, 2015). 

SM’s advent as a disclosure medium has encouraged a trend in 

the research to examine the impact of SM on financial 

disclosure (Blankespoor et al., 2014; Lee et al., 2015; Chen et 

al., 2017; Cade 2018; Elliott et al., 2018; Rennekamp and Witz, 

2021). Few studies have examined the role of SM platforms in 

disclosing financial information (e.g., Zhang, 2015; Zhou et al., 

2015; Trinkle et al., 2015; Lardo et al., 2017; Basuony et al., 

2018; Cade, 2018; Al-Sartawi, 2019). Accordingly, with their 

unique features, SM platforms have affected the optimal level 

of the firm’s disclosure and represents a new trend in the 
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accounting field that has been expanded in the recent literature 

(Teoh, 2018). 

3. Literature Review  

The rapid growth in technology has led to dramatic changes 

in the capital markets and the media. This has resulted in a two-

fold impact on firms’ disclosure polices by which firms adopt 

SM as a medium of disclosed financial information in 

recognition of the legislation used by the regulatory bodies 

(Lardo et al., 2017; Al-Sartawi, 2019). 

The accounting literature on SM can be classified into three 

strands (Lei et al., 2019b). The first strand indicates the main 

factors that have encouraged the firms to adopt Twitter as a 

disclosure medium. Many pieces of literatures have discussed 

these factors which are such as Corporate Social Responsibility 

(CSR) reporting, industry types, spending on advertising, CEO 

age, types of firm news, governance mechanisms, 

environmental performance, firm’s size, market to book ratio, 

leverage ratio and analyst coverage.  

In terms of CSR reporting, Lee et al., (2013) have reported 

that firms with higher ratings of CSR reporting are more likely 

to adopt Twitter. As regards industry type, Zhou et al.’s (2015) 

findings show that the adoption of Twitter and Facebook is 

higher in the retail industries. For the spending on advertising, 

CEO age, and firm’s news, Lee et al.’s (2015) findings indicate 

that firms with higher spending on advertising, younger CEOs, 

and bad news are more likely to engage in Twitter for the 

purpose of disseminating information. These findings are 

supported by Bhagwat and Burch (2016) and by Jung et al., 

(2018) who show that firm’s news, spending on advertising, 
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and a younger CEO are among the firms’ determinants in 

adopting Twitter. Turning to governance mechanisms, Yang et 

al.’s (2017) findings illustrate that better governed firms are 

more likely to choose Twitter as a disclosure medium. Huang et 

al.’s (2016) findings demonstrate the impact of environment 

performance in adopting Twitter as a complementary disclosure 

medium. In terms of firm’s size, market to book ratio, leverage 

ratio, and analyst coverage, Bhagwat and Burch’s (2016) 

findings show that smaller firms with fewer analyst coverage 

and lower institutional ownership are more willing to adopt 

Twitter. However, Jung et al.’s (2018) findings demonstrate 

that the adoption of Twitter is related to large firms with high 

market to book ration, low amount of leverage and more analyst 

coverage.   

 The second strand indicates the characteristics of firm 

disclosure used in SM. These characteristics include the types 

of disclosed information on SM platforms and the benefits of 

disclosure. Blankespoor et al., (2014) have provided empirical 

evidence of the impact of firms’ tweets about earnings news on 

the stock’s trading and investor attention. Using a sample of 

technology firms, they conclude that, when firm tweet 

information about earnings, the trading volume and depth as 

measures of liquidity are higher and, as a main measure of 

information asymmetry, bid ask spreads are lower. Further, 

their findings show that tweeting can only reduce information 

asymmetry for firms with low visibility. The increase in 

tweeting activity led to a reduction in information asymmetry 

for firms with larger share trading volumes.  

Likewise, Prokofieva’s (2015) findings demonstrate that 

firms use Twitter to publish information already available in 

other mediums. Further, her findings show that, when compared 
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to highly visible large firms, low visibility firms post large 

numbers of tweets and these have more impact on reducing 

information asymmetry.  

Lee et al.’s (2015) findings illustrate SM’s role in mitigating 

the negative effects (such as loss of firm reputation, loss of 

future sale, and legal liability) resulting from product recall 

which can constitute a product crisis. They report that the usage 

of Twitter in disseminating product recall information to 

consumers mitigates the negative price reaction of recall 

announcements.  

Xiong et al. (2015) examined 199 information related tweets 

from 14 ASX listed firms’ Twitter accounts to determine the 

extent and nature of using Twitter as a disclosure medium for 

financial reporting information. Their findings show that 

earnings and operation performance are the most disclosed 

information on Twitter. Further, industry type is a determinant 

for the disclosure of financial reporting information on the 

sampled firms’ Twitter accounts. 

Moreover, Xiong et al.’s (2016) findings demonstrate that 

financial reporting on Twitter reduces the information 

asymmetry as reflected in the reduction of bid-ask spread and in 

the increase of share trading volume.  

Jung et al., (2018) examined Twitter’s role in the strategic 

dissemination of firm-specific information. Their findings show 

that the dissemination of quarterly earnings announcements by 

Twitter, the sending of fewer earnings announcement tweets 

and “rehash” tweets are less likely to be used by firms when the 

news is bad. By using a machine learning approach, Crowley et 

al.’s (2018) findings indicate that firms disclose voluntarily 
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more financial information (e.g., earnings announcements, 

accounting filling and specific news events) on Twitter than 

disclosed already through conventional channels and contained 

media and links related to these types of information when 

these types of information are significantly good or bad.  

Al-Sartawi’s (2019) findings show that Gulf Corporation 

Countries’ disclosure of financial information through various 

SM channels (including Twitter) of has a significant impact on 

these countries’ firm values. Moreover, Albarrak et al.’s (2020) 

findings indicate that the amount of financial information 

disseminating to investors via Twitter reduces the cost of equity 

for non-financial firms listed on the US NASADAQ Stock 

Exchange.  

Recently, Nuseir and Qasim (2021) reviewed the relevant 

academic papers, published on the Scopus and Google scholar 

databases during the period from 2000 to 2020, that explored 

the strategic usage of SM as a disclosure medium for investors. 

From the selected 16 articles, their findings show that some 

firms adopt SM to reduce information asymmetry between 

managers and investors. Accordingly, the findings show the 

strategic usage of SM for information disclosure and, more 

particularly, when firms are announcing positive news and 

disseminating voluntary information. 

The third strand argues SM’s impact of disclosure on the 

capital market. Many academic papers have discussed the 

relationship between the content of information disclosed on 

Twitter (including sentiments) and either the movement of the 

stock market or a firm’s stock performance (Sprenger et al., 

2014b; Zhang, 2015; Xiong et al., 2016; Teoh, 2018).   
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For example, Zhang et al.’s (2010) findings illustrate the 

significant emotional influence of the level of tweets on the 

Dow Jones, NASDAQ, and S&P 500 indicators. Further, 

Bollen et al.’s (2011) findings demonstrate that the collective 

investor sentiment, resulting from the textual information 

disseminated on Twitter, predicts the changes in the Down 

Jones Industrial Average (DJIA) closing values. Similarly, 

Springer et al.’s (2012) findings indicate the crucial role of the 

information published on Twitter (e.g., corporate governance 

information) on the firms’ stock prices.  

Through using sentiment analysis, Yu et al., 3102) ) observed 

the powerful effect of different SM platforms (including 

Twitter) on firm financial performance. In the same vein, Luo et 

al., (2013) have examined the association between SM and firm 

equity value. They report that, when compared to traditional 

media, SM has a higher meaningful prediction power on firm 

equity performance.  

Moreover, by using a method of computational linguistics to 

analyze 250,000 S&P 500 stock-related Twitter messages, 

Sprenger et al.’s (2014b) findings show a significant 

association between tweets’ features (e.g., sentiment, volume, 

and disagreement) and capital market indicators (i.e., stock 

returns, trading volume, and volatility). They argue that the 

greater the number of investors who receive above average 

investing advice, the higher the rate of retweeting and followers 

of those investors. This indicates the influence of Twitter 

features on capital market participants.  

Further, Curtis et al.’s (2014) findings show that the higher 

the level of investor attention, as measured by investor activity 
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on Twitter, the greater the sensitivity of earnings announcement 

returns to earnings surprises. Boylan Boylan, (2017) examined 

whether shareholder value, as measured by the rises and falls in 

stock prices is enhanced through the financial institutions 

disclosing financial information via SM (both Facebook and 

Twitter). They depend on event study as a methodology to 

compare over multiple time periods the changes in financial 

institutions’ stock price for. Their study provides evidence of 

the increase in share value in the three – day period following 

the disclosure of financial information.  

In the UK, Yang and Liu (2017) investigated Twitter’s 

impact on earnings disclosure of firm performance in respect of 

FTSE 100 firms that had applied management strategies. Their 

findings show that firms, when compared to firms with poor 

performance, firms with high performance are more likely to 

disclose earnings-related tweets to connect with their 

stakeholders.  

In a related vein, Bartov et al.’s (2018) findings indicate that 

the predictions of individuals’ aggregate opinions of tweeted 

just prior to a firm’s earnings announcement with the upcoming 

firm earnings and earnings announcement returns through 

measuring sentiment opinions of tweets by using a machine 

learning method.  

During the period from 2011 to 2014, Rosati et al., (2019) 

used an event study methodology on a sample of American 

publicly traded firms to examine the impact of Twitter on stock 

prices during data breach crises. Their findings show that, 

during the period when the data breach was announced, 

Twitter’s usage has a negative influence on the firm’s stock 

price.                  
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Moreover, few studies have illustrated the impact of SM 

disclosure on investors’ judgement. Cade, (2018) examined 

whether the investor perceptions were affected by the firms’ 

attitudes towards the Twitter users’ criticisms. He used multiple 

experiments to measure the non-professional investors’ 

perceptions to the activities related to earnings announcement 

on Twitter. The results show that the greater the number of 

times the criticism is retweeted, the higher the numbers of 

perceptions received from the non-professional investors. 

Accordingly, the study provides an explanation on the 

usefulness of managing criticism about SM disclosure by 

communicating with investors to mitigate their perceptions 

instead of the abandonment of such disclosure.  

Similarly, Renneekamp and Witz (2018) argued that 

investors are highly motivated to invest in the firms that use 

Twitter as a medium of disclosure. The investors’ perceptions 

increased when the firms’ managers used Twitter to disseminate 

positive news.   

Further, Elliott et al.’s (2018) findings show that, after a 

negative earnings surprise, investors can increase their 

investments in a firm if the CEO tweets the firm’s news in his 

personal Twitter account rather than publishing the news on 

either the firm’s website or on the Investor Relations Twitter 

account. This finding suggests that managers can mitigate 

investors’ loss of trust and negative perception, which followed 

the negative news, by responding quickly to such news and 

disseminating it on Twitter.       

Based on the above literature, firms are increasingly adopting 

Twitter to disclose financial information. However, few studies 



Amr Nazieh Mahmoud Ezat 
 

 

  2222  - ولالأ العدد -   36المجلد               المجلة العلمية للبحوث والدراسات التجارية  

29 
 

 

 

 
 

have examined the key determinants of financial disclosure on 

Twitter. For example, by using a cluster analysis, Zhang (2015) 

has investigated the voluntary disclosure of financial 

information on SM (including Twitter). The findings indicate 

the role of adopting a level of technology, such as Twitter, to 

explain the disclosure of financial information. The disclosure 

of voluntary information on Twitter can be explained by the 

determinants examined in the traditional disclosure medium 

such as firm performance, information asymmetry, and debt 

structure.   

Ayman et al., (2018) examined the relationship between the 

usage of Twitter as a disseminating platform for earnings 

announcements and both board gender diversity and board 

national diversity. In their study, they used four proxies for 

earnings announcements: i.e., disseminating earnings news at 

least once; disseminating earnings news quarterly; the number 

of earnings’ tweets; and the age of the Twitter account. The 

findings demonstrate that both board diversity variables are 

associated positively with the first three proxies of earnings 

news announcements. In contrast, only board national diversity 

is related to the age of the Twitter account.  

By constructing a social networks disclosure index (including 

Twitter among other five platforms) for the top listed FTSE 150 

companies in the UK, Basuony et al.’s (2018) findings show 

that board composition is among the determinants of firm 

disclosure via SM.  Their findings show that the higher the 

number of female board members, the greater the firm’s 

disclosure via SM.    

In the same vein, Amin et al., (2019) explored for the top 

listed companies, which constituted the UK’s FTSE 35 index, 
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the influence of board characteristics on the extent of financial 

disclosure on Twitter.  The findings show that only board 

independence, board tenure, and board age have a positive and 

significant influence on the extent to which Twitter is used as a 

financial disclosure platform. However, board tenure shows a 

negative association with that of financial disclosure.   

Recently, Basuony et al., (2020) have investigated the 

associated between firms’ characteristics and SM’s (including 

Twitter) impact on firm disclosure in four countries, namely, 

Australia, Canada, the UK and the USA. Their findings show 

that both firm size and leverage are among the variables that 

have the highest effect on firm disclosure via SM.    

 With regard to the Saudi Arabian environment, few studies 

have explored financial disclosure via SM. Khlifi (2021) has 

investigated SM platforms’ impact in 2019 on the information 

asymmetry of the Saudi Arabian listed non-financial firms. 

Descriptive results demonstrate that Twitter, Facebook, and 

LinkedIn are the most common SM platforms adopted by Saudi 

listed firms to disclose financial information. Among the 

platforms examined, only Twitter as a channel for financial 

disclosure has a negative association with information 

asymmetry. Further, the findings reveal that disclosure of 

financial information via Twitter has a stronger impact on the 

reduction of information asymmetry by larger rather than 

smaller Saudi Arabian firms.    

Family- related determinants explained many aspects of 

disclosure such as annual report readability, voluntary 

disclosure, CSR disclosure and corporate risk disclosure (e.g., 

Ali et al., 2007; Prencipe et al., 2008; Cascino et al., 2010; 
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Mazzola et al., 2013; Campopiano and De Massis, 2015; 

Haddad et al., 2015; El-Ghoul et al., 2016; Habtoor and 

Ahmed, 2017; Drago et al., 2018). However, there has been 

little investigation of the relationship between family 

determinants and financial disclosure on Twitter.  Therefore, in 

the context of Saudi Arabia, this study adds to the existing 

literature by investigating the impact of some family 

determinates on financial disclosure via Twitter.  

4. Theoretical Framework and Development of the 

Hypotheses  

Saudi Arabian firms are more willing to benefit from the 

various advantages of using SM. Therefore, they use Twitter as 

one of SM platforms to disclose various financial information 

to their stakeholders. Some of the listed Saudi Arabian non-

financial firms are family-based firms which have either family 

representatives on their boards or have family members who 

hold stakes in their equity. Accordingly, this study investigates 

the impact of the listed Saudi Arabian non-financial firms’ 

various family determinants on the disclosure of financial 

information via Twitter.  

Many theories explain the association between the listed 

Saudi Arabian non-financial firms’ family determinants and the 

disclosure of financial information via Twitter. Agency theory 

alleviates the information asymmetry problem between firms’ 

management and stakeholders through the monitoring of family 

owners who have the power to mitigate the dominance of 

management. Family owners have the authority to access the 

disclosed information and, hence, by reducing the level of 

information asymmetry, lessen the level of conflict between 

management and stakeholders. Consequently, based on agency 
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theory family firms disclose less financial information via 

Twitter (Chen et al., 2008). 

According to stakeholders theory, firms connect to the 

various stakeholders to respond to their various needs through 

disclosing the required information via Twitter (Gray et al., 

1995). Family firms are characterised by various features such 

as maintaining a high reputation, responding to the ethical 

values and strong communications with stakeholders. When 

compared to non-family firms, these features make them closer 

to stakeholders than by fulfilling their various needs (Dyer and 

Whetten, 2006; McGuire et al., 2012; Cennamo et al., 2012). 

Consequently, based on stakeholder theory, family firms are 

more trustworthy and more confident than non-family firms. 

Therefore, through increasing the level of financial disclosure 

via Twitter, this increases the family firms’ commitment to 

maintain their reputations and support their communications 

with stakeholders.   

In addition, institutional theory assumes that firms should 

respond to the society’s regulations and value (DiMaggio and 

Powell, 1983; Scott, 2001; Campopiano and Massis 2015) and 

should meet the stakeholders’ needs through performing the 

actions that achieve the society’s values and seek to lessen the 

legitimacy gap to maintain the firms’ continuity in the business 

environment (Gavana et al., 2017). Therefore, family firms are 

required to act legitimately and to signal to the public that their 

goals are aligned with the society’s values. In addition, they are 

required to provide better linkage with their stakeholders by 

increasing the level of disclosure of financial information via 

Twitter Gavana et al., 2017; Nekhili et al., 2017; Ntim et al., 

2017; Ayman et al., 2019). 
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 Moreover, resource dependence theory explains the board 

members’ motivation to use different networks in order to 

secure their firm’s resources and, more especially, when the 

board of directors has diversity in family lineage between their 

members (Carter et al., 2003). Consequently, when board of 

directors include family members, this increases the level of 

disclosure of financial information to enable the firm to access 

better resources.    

Finally, the Technology-Organization-Environment (TOE) 

framework can explain the disclosure of financial information 

through Twitter. TOE explains the motivation to use Twitter as 

a technological tool to disseminate financial information (e.g., 

Srivastava and Teo, 2009; Kuang-Wei and Yan, 2010; Picoto et 

al., 2012; Basuony et al., 2018). The TOE framework is an 

organization- level theory that justifies the family firms’ use of 

Twitter within three main contexts. These are: technological 

context; the organizational context; and the environmental 

context. As an organization, a family firm can adopt Twitter to 

increase their level of disclosure of financial information to 

benefit from its technological features and to respond to the 

increased usage of Twitter in the environment that surrounds 

them. 

Few studies have explored the determinates of financial 

disclosure via Twitter. However, academic research has not 

paid sufficient attention to family -related determinants.  

Consequently, this study aims to shed light on the impact of the 

listed Saudi Arabian non-financial firms’ various family 

determinants on the disclosure of financial information via 

Twitter. Saudi firms, which have either family members on 

their boards or have members who hold shares, may adopt 

Twitter to disseminate financial information. Accordingly, they 
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can benefit from the wide usage of Twitter as a social network 

to improve their social images among the various users and to 

present their good reputations achieved by disclosing timely 

financial information through the instant communications with 

interested parties. Accordingly, based on the institutional theory 

and TOE framework, the study formulated the following 

hypotheses for this study:  

H1: There is a significant association between family 

members’ representation on the boards and the 

disclosure of financial information via Twitter. 

H2: There is a significant association between family 

ownership and the disclosure of financial information via 

Twitter. 

  Family members can have more power on the board when 

they are, also, the firm’s CEO; this is referred to as family 

leadership. When a family member acts as the firm’s CEO, he 

can enforce his power and influence to protect his interests and, 

hence, alleviate the management’s dominance to reduce 

information asymmetry problems. Therefore, based on agency 

theory, the study formulated the following third hypothesis: 

H3: There is a significant association between family 

leadership and the disclosure of financial information via 

Twitter. 

A firm can derive its name from the family name. This 

represents an interaction between the firm’s identity and the 

identity of its family members. Such an overlap enables family 

members to influence the firm’s survival (Drago et al., 2018). 

Further, when there is an overlap between the firm’s name and 

that of the family, there is a greater responsibility on family 
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members to preserve the firm’s image and its business 

reputation and to enhance the communications with various 

stakeholders through using Twitter as a widespread tool to 

disclose financial information. Consequently, based on 

institutional and resource dependence theories, we formulated 

the following fourth hypothesis:        

H4: There is a significant association between family 

firms’ names and their disclosure of financial information 

via Twitter. 

One firm’s family member can sit on another firm’s board of 

directors. This is referred to as family cross-directorship. The 

multiple directorships enable family members to enhance their 

experiences and to transfer any technology from one firm to 

another. Haniffa and Cooke (2005) argue that members, who sit 

on more than one board, can share any strategic changes with 

multiple firms and influence their behaviors. Accordingly, 

based on the TOE framework, firms with cross-directorship 

family members are more motivated to benefit from Twitter as 

a technological medium to disclose and disseminate timely 

financial information to various stakeholders. Therefore, the 

study formulated the following fifth hypothesis: 

H5: There is a significant association between family 

cross-directorship and the disclosure of financial 

information via Twitter. 

5. Methodology 

The paper follows the previous studies by examining the 

disclosure of financial information and excludes all the 

financial firms listed on The Saudi Arabian Stock Exchange 

(for example. banks and insurance firms). This is due to their 
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unique characteristics and the various regulations imposed upon 

these firms to operate under different rules. Hence, when 

compared to the listed Saudi Arabian non-financial firms, there 

are significant differences in their disclosure practices (Khlifi, 

2021). Consequently, this study concentrates mainly on the 

non-financial Saudi firms listed in 2020. The study applied 

some criteria to reach the final sample. First, the study excluded 

any firm that did not have an official Twitter account. Second, 

the study rejected, also, any firm that did have an official 

Twitter account but had made any financial tweets are. Third, 

the study excluded from the sample any firms with missing 

data. This resulted in 99 observations from 18 different Saudi 

Arabian sectors. The study’s data are obtained from the firms’ 

financial statements and extracted from the annual reports 

excreted from the web site of Tadawul. Table 1 summarise the 

final study’s sample.  

Table (1): Study Samples and Sub-samples 

 Total Study 

Period (2020) 

  

Initial Size  194 

Less: Banks  

Less: Insurance companies  

Less: Firms have not official Twitter account 

Less: Firms have not disclosed any financial 

information on their Twitter account 

(11) 

(30) 

(31) 

(23) 

Final Size 99 
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5.1 Research Design 

5.1.1 Measurement of the Disclosure of Financial 

Information via Twitter 

This study depends on the financial information disclosed 

mainly on the listed Saudi Arabian non-financial firms’ official 

Twitter accounts. This contrasts with some studies that obtained 

the tweeted financial information from third party service 

providers’ websites (Xiong et al., 2015, 2016). The study 

included the firm only in the study’s sample if it had an official 

Twitter account and disclosed financial information on this 

account. Otherwise, firm are excluded from the study sample.  

Consequently, to measure the financial disclosure of the 

listed Arabian non-financial firms, The study applied many 

steps. First, the study identified such firms’ websites to search 

for any Twitter logo/link either on their websites’ web pages or 

on their site maps. In case of there being no Twitter logo or 

relevant links, the Google search engine are used to search for 

the Twitter account. Second, the study accessed the firm’s 

official Twitter account to ensure that it worked and operated 

efficiently. Third, the study scanned each Twitter account 

manually to look for any financial tweets during 2020. If we 

found any, this account is added to this study’s sample. Fourth, 

the study counted the number of financial tweets on each firm’s 

Twitter account since these represented the proxy of financial 

disclosure via Twitter. Many previous studies have depended 

on the number of tweets as a proxy for disclosure via Twitter 

(e.g., Sprenger et al., 2014a; Xiong et al., 2015; Yang and Lin, 

2017; Ayman et al., 2019; Albarrak et al., 2020; Amin et al., 

2020). Appendix 1 presents some of these financial tweets.       
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5.1.2 Measurement of Family -Related Attributes 

To test the impact of family determinants on the disclosure of 

financial information via Twitter, we used five main variables 

to measure the listed Saudi Arabian non-financial firms. Based 

on the following studies (Klein et al., 2005; Mazzola et al., 

2013; El-Ghoul et al., 2016 ; Drago et al., 2018, Ezat et al., 

2020), the study used three continuous proxies to measure three 

family determinants. These are: the existence of family 

members on the board (Fam BD) as measured by the number of 

family board’s members; family ownership (Fam Own) which 

is proxied by the percentages of shares held by the family 

members on the board; and the family members’ cross-

directorship (Fam Cross) as measured by the number of family 

board’s members who sit on the boards of other listed Saudi 

Arabian non-financial firms. In addition, the study used two 

dichotomous proxies to measure two family determinants, these 

proxies are: family leadership (Fam Lead) which takes “1” if 

the family member is the firm’s CEO instantaneously or, 

otherwise, takes “0”; and family name (Fam Name) which takes 

“1” if the firm name is derived from the family name or, 

otherwise, takes “0”. Table 2 summarises the proxies of family 

members’ attributes.     

5.1.3 Measurement of Control Variables 

Based on the previous studies (Basuony et al., 2018; Ayman 

et al., 2019; Amin et al., 2019; Basuony et al., 2020; Khlifi, 

2021), the study included seven control variables. These 

variables are: firm size (size); risk (Lev); Auditor type 

(Aud_Type); Industry type (Type), Board size (BSize); Non-
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executive members (Non Exc); and Board meetings (Meet). 

Table 2 presents the proxies of the control variables. 

Table 2: The variable definitions and their proxies 

Variable  Acronym Proxy 

(A) Dependent Variable: 

 

 

 

 

Financial disclosure via 

Twitter 

FinTw FinTw= The number of 

financial tweets disclosed by a 

firm i on 2020 

(B) Independent 

variables 

  

Family members on the 

board 

Fam_BD Number of family members 

on the board of directors 

Family ownership Fam_Own Percentage of shares held by 

family members 

Family leadership Fam_Lead Dummy variable equal to 1 

when the CEO is from the 

owning family, 0 otherwise 

Family companies’ 

name 

Fam_Name Dummy variable equal to 1 

when the family's name is 

included in the firm's name, 0 

otherwise 

Family Cross-

directorship 

Fam_Cross the number of family 

members who sit on the board 

of directors of other listed 

Saudi companies 

(C) Control variables:   

Company Size size Natural logarithm of total 

assets   

Risk Lev Total liabilities deflated by 

total assets 

Audit Type Aud_Type Dummy variable equal to 1 

when the company is audited 

by big4 audit companies, 0 
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otherwise 

Board Size B_Size The total number of board 

numbers 

Board meetings Meet The number of board meetings 

per year 

Non-Executive members Non Exc The percentage of non-

executive members to the total 

members on the board 

5.2 Research Model 

 The study ran OLS multiple regression analysis to test the 

association between family members’ determinants and the 

disclosure of financial information via Twitter. After 

controlling for industry type, the study’s model is as follows: 

  FinTw = β0 +β1 Fam_BD + β2 Fam_Own + β3 Fam_Lead + β4 

Fam_Name + β5 Fam_Cross + β6 Size + β7 Lev +β8 Aud_Type + β9 B_Size 

+ β10 Meet + β11 Non_Exc + ε     

6. Results and Discussion 

6.1 Descriptive and Univariant Analysis 

6.1.1 The Level of Disclosure of Financial Information via 

Twitter  

There are 122 (79.74%) listed non-financial Saudi Arabian 

firms that have Twitter accounts and of these firms 99 (81.15%) 

disclose financial information via Twitter. Table 3 shows the 

descriptive analysis of the disclosure of financial information 

via Twitter.  

Table 3: Descriptive Analysis of FinTW 

Variable Obs. Mean Min. Max. Percentiles  Std. 

Dev. 

     25% 50% 75%  

FinTW 99 15.76 1 55 7 13 22 11.943 
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Table 3 indicates that in 2020 listed non-financial Saudi 

Arabian firms disclosed, on average, 16 financial tweets. The 

highest number of financial tweets was 55 while the lowest was 

one tweet. About 75% of the sampled firms posted 22 tweets on 

financial information. The total number of financial tweets was 

1560 (8.74%) and, for all the sampled firms, the total number of 

financial and other tweets was 17841. These numbers 

demonstrate the low level of financial disclosure via Twitter 

posted by listed Saudi Arabian non-financial firms. Therefore, 

rather than using Twitter as an advertising or advice tool, Saudi 

Arabian firms need to be motivated to benefit from the various 

advantages of Twitter in disclosing their financial information.  

In addition, Table 4 presents the firms, which belong to each 

sector and have official Twitter accounts, and the number of 

firms that disclose financial information on their Twitter 

accounts. Further it shows the total number of financial tweets 

in each sector. Table 4 indicates that the “Software & Services” 

sector disclose the highest number of financial tweets (31.69%), 

followed by “Diversified Financials” sector (28.57%) and 

“Material” sector (24.91%). The range (between 2 and 16%) of 

other sectors’ tweets disclosing financial information confirmed 

the results shown in Table 3.    

 

 

 

 

 



Family- related Determinants and Financial Disclosure via Twitter: 

Evidence form the Saudi Firms 

 

 

  2222  - ولالأ العدد – 36المجلد               المجلة العلمية للبحوث والدراسات التجارية  

42 
 

 

 

 
 

Table 4: Descriptive analysis of number of firms in each sector that 

have Twitter account and disclose financial Tweets 

Sectors Total 

firms 

Firms have 

Twitter  

Firms disclose 

financial 

information on 

Twitter 

Financial 

tweets 

  No. % No. % No. % 

Real Estate Manag. 

and Devel. 

11 10 90 10 100 117 9.44 

Telecom. Services 3 3 100 3 100 69 2.44 

Pharma, Biotech & 

Life Science 

1 1 100 1 100 36 15.25 

Diversified Financials 4 1 25 1 100 8 28.57 

Media and 

Entertainment 

4 4 100 4 100 53 14.44 

Consumer services 11 9 81.81 9 100 105 7.54 

Commercial and Prof. 

Services 

4 3 75 3 100 74 9.78 

Health Care Equp. 

&Svc 

8 8 100 6 75 69 4.99 

Capital Goods 12 10 83.33 5 50 24 6.43 

Consumer Durables 

&Apparel 

7 5 71.43 3 60 41 13.76 

Energy 5 3 60 3 100 79 14.44 

Utilities 4 4 100 4 100 122 16.16 

Materials 43 31 72.09 22 70.97 426 24.91 

Transportation 6 5 83.33 5 100 86 7.03 

Foods & Bev. 14 12 85.71 8 66.67 103 5.83 

Food and Staples 

Retailing 

5 3 60 3 100 31 3.98 

Retailing 8 7 87.5 6 85.71 72 4.09 

Software & Services 3 3 100 3 100 45 31.69 

Total 153 122 79.74 99 81.15 1560 8.74 

Turning to the other variables, Table 5 presents their 

descriptive results.  54 (35.29%) listed Saudi Arabian non-

financial firms are family. On average, two members of the 

firm’s board are family members and family members own 12 
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% of the firm. Further, on average, only one family member sits 

on another board. Only 13 % of the sampled firms have an 

overlap between their name and the family name. However, 53 

% of the sampled firms have CEOs who are family members. 

On average, each firm’s board number has eight members and 

43% of them are non-executive. The listed Saudi Arabian non-

financial firms held, on average, six board meetings per year. In 

terms of control variables, most of the sampled firms are large, 

have moderate risk and are audited by the big 4 audit firms.       

Table 5: Descriptive analysis of independent and control variables 

Variables Mean Min. Max. Std. 

Dev. 

Panel A:  Independent and Control V. 

Fam_BD 1.590 0 5 1.525 

Fam_Own 0.115 0 0.967 0.196 

Fam_Cross 1.45 0 5 1.430 

Size 9.508 7.310 12.282 0.759 

Lev 0.481 0.021 0.946 0.237 

B_Size 8.39 4 11 1.609 

Meet 5.68 2 25 3.053 

Non-Exc 0.434 0.111 0.778 0.150 

Panel B: Dummy 

Independent and 

Control V. 

Frequency                                            %     

Fam_Lead :     Existence 

                    Not 

Existence 

52                                                        52.5 

47                                                      47.5 

Fam_Name:      Existence 

                     Not 

Existence 

13                                                        13.1 

86                                                       86.9 

Aud_Type:        Big4 

                     Non-Big4 

     55                                                       55.6               

44                                                        44.4 
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    Table 6 presents the correlation matrix between the study’s 

variables. There is a significant negative correlation between 

Twitter- based financial disclosure and the family members on 

the boards of the listed Saudi Arabian non-financial firms, 

family name and leverage. While, there is a significant positive 

correlation between family leadership, family cross-directorship 

and board size and the disclosure of financial information via 

Twitter. Table 6 shows that there is no multicollinearity 

problem because the coefficient of the independent variables is 

less than 0.80 (Gajarati, 2003, p.359).   

Table 6: Pearson coefficient correlation matrix  

 FinT

W 

Fam_ 

BD 

Fam_ 

Own 

Fam_Le

ad 

Fam_ 

Name 

Fam_ 

Cross 

Size Le

v 

Aud_ 

Type 

BSiz

e 

Mee

t 

Fam
_ 

BD 

-
0.15*

* 

    
  

  
  

Fam
_ 

Own 

-0.17 
0.52**

* 
   

  
  

  

Fam

_ 

Lead 

0.13

* 

0.76**

* 

0.53**

* 
  

  

  

  

Fam

_ 
Nam

e 

-.03* 0.40** 
0.37**
* 

0.37***  

  

  

  

Fam

_ 
Cros

s 

0.16
** 

0.73**
* 

0.45**
* 

0.63*** 
0.43**
* 

  

  

  

Size 
0.16 

-
0.36**

* 

-

0.24** 
-0.37*** -0.10 

-
0.26**

* 

 
  

  

Lev -

0.24*
* 

0.16 0.16 0.17 0.21** 

0.18 0.16 

  

  

Aud

_ 
Type 

-0.20 -0.07 0.15 0.01 0.05 

0.01 0.43**

* 
0.1

3 
 

  

BSiz

e 

0.21*

* 

-

0.21** 

-

0.31*** 

-0.21** -

0.21** 

-0.14 0.52**

* 

0.0

1 
0.18 

  

Meet 
-0.04 

-
0.24** 

-0.13 
-0.25** -0.08 -

0.25** 
0.18 0.1

3 
0.04 0.15  
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Non-

Exc 
-0.16 

-0.19 
-0.14 

-0.15 -0.09 -0.16 0.28**

* 

0.1

5 

0.23*

* 

0.15 0.11 

No serious multicollinearity among the independent variables; ***Significant at 1%; **Significant 

at 5%; * Significant at 10% 

6.2 Multivariate Analysis 

To test this study’s hypotheses, the study applied OLS 

multiple regression analysis. Table 7 indicates the results of this 

analysis. 

Table 7: OLS model results’  

 OLS Model 

Coeff. T Stat. 

Constant   1.175 3.329*** 

Fam_BD -0.392 -3.439*** 

Fam_Own -0.073 0.524 

Fam_Lead 0.248 2.314** 

Fam_Name -0.047 -0.712 

Fam_Cross 0.194 1.748* 

Size 0.338 3.214*** 

Lev 0.104 0.930 

BSize 0.249 1.804* 

Meet -0.013 -0.088 

Aud_Type -0.024 -0.199 

Other statistics  

F-Ratio (sig.) 1.967** 

Adjusted R2 0.22 

Max. VIF 2.965 

Min. Tolerance 0.337 
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***Significant at 1%; **Significant at 5%; * Significant at 10%; Tolerance values are 

more than 0.1 and VIF values are less than 5, which indicate non-existence of 

Multicollinearity problem 

The model is significant at p < 0.0000 and the adjusted R
2 

is 

22 %. The multivariate results demonstrate that family firms 

have a significant impact on the disclosure of financial 

information via Twitter. At the 1% level, there is a negative 

association between the existence of family members on the 

listed Saudi Arabian non-financial firms’ boards of directors 

and the disclosure of financial information via Twitter. This 

result suggests that Saudi Arabian firms with large number of 

family members on their boards of directors post fewer tweets 

on their Twitter account relating to financial information. This 

result is confirmed by agency theory which indicates that 

family members can easily access the required information and 

they do not need any more information. Therefore, the 

information asymmetry problems between them and 

management can be controlled with minimal effort. Family 

members act in a way that increase their interests to the 

detriment of the stakeholders’ needs. This result is consistence 

with (Ho and Wong, 2001; Chau and Gray, 2002; Haniffa and 

Cooke, 2002; Ghazali and Weetman, 2006). Consequently, 

hypothesis H1 is accepted. 

Moreover, the results demonstrate that, at the 10% level, 

there is a positive and significant association between family 

leadership and financial tweets. When the firm’s CEO is a 

family member, the family power is increased. In addition, by 

extending the level of disclosure of financial information to 

cover a wide range of their stakeholders, family members are 

highly motivated to present a good image for their firm and 
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their high -performance financial disclosure. Therefore, they 

choose to disseminate their firms’ financial information via 

Twitter which is characterized with its wide usage and 

coverage. This result is confirmed by stakeholder theory which 

postulates that family-based firms seek to build strong 

communication links with their stakeholders to maintain their 

reputation and provide them with the required financial 

information quickly. This is achieved via Twitter. 

Consequently, hypothesis H3 is accepted. 

In addition, the findings reveal that the greater the number of 

family member on the firm’s board, who sit on other firms’ 

boards, the greater the level of the disclosure of financial 

information on Twitter. Family cross-directorship increases the 

family members’ experience and knowledge, and this results in 

increasing the level of financial disclosure via Twitter. TOE can 

explain the motivation of family members who sit on other 

firms’ boards to encourage the adoption of Twitter as financial 

disclosure medium. Family members who sit on more than one 

firm’s board can justify the strategic changes in favor of using 

Twitter as a technological medium for the disclosure of 

information. This result is consistent with Haniffa and Cooke’s 

(2005). Consequently, hypothesis H5 is accepted. 

According to the other family variables, the results conclude 

that these have no impact on financial tweets. Consequently, 

hypotheses H2 and H4 are rejected. Further, among the control 

variables only firm size and board of director size have 

significant relationships with such tweets, this finding is 

consistent with those of many studies (Ezat and El‐Masry, 

2008; Laksmana, 2008; Amin et al., 2019). 

7. Conclusion 
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 The changes in information technology have provided new 

disclosure mediums that are characterized by unique features. 

These mediums have motivated firms to exploit these features 

to extend their communication links with stakeholders and to 

disseminate various information types. Despite the general 

increased adoption of SM and, more specifically, Twitter for 

the purpose of disseminating information, few previous studies 

have examined the determinants of the disclosure of financial 

information via Twitter. Further, few previous studies 

examined, to any large extent, the impact of family 

determinants on financial tweets. Therefore, this study aimed 

firstly to explore in 2020 how the listed Saudi Arabian non-

financial firms had adopted Twitter as a medium to disclose 

their financial information. Second, in the context of Saudi 

Arabia, the study examined the impact of family determinants 

on firms’ financial tweets.          

The descriptive findings illustrate that 81% of the sampled 

firms disseminate financial information on their Twitter 

accounts. However, the listed Saudi Arabian non-financial 

firms disclose little financial information via Twitter. 16 is the 

average number of such financial tweets. The “Software & 

Services” sector posts the highest number of financial tweets 

(approximately 32%).  

In terms of the multivariate results, this study provides 

empirical evidence of the impact of some family attributes on 

the disclosure of financial information via Twitter. On the one 

hand, there is a positive association between both family 

leadership and family cross-directorship and the disclosure of 

financial information via Twitter. On the other hand, there is a 

negative association between family members on the firm’s 
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board and the financial tweets. There is no evidence to support 

the impact of family ownership and family name on the 

disclosure of financial information via Twitter. Further, as 

control variables, both firm size and board of director’s size 

have a positive and significant impact on financial tweets. 

This study’s findings have important implications. First, for 

regulators, the study’s findings indicate that listed Saudi 

Arabian non-financial firms seek to exploit the great benefits of 

using Twitter as a SM network in disseminating financial 

information even although this dissemination is at a low level. 

This requires Saudi Arabia’s regulators to respond to this 

attitude and, as in Western countries, organise the usage of SM 

in the firms’ disclosure of financial information. In addition, 

this study’s findings set out the impact of family determinants 

on the disclosure of financial information via Twitter. 

Therefore, Saudi Arabia’s regulatory bodies should pay 

attention to this result when examining the role of Saudi 

Arabian family firms. Second, for Saudi firms, the increasing 

usage of Twitter as a disclosure medium in many Saudi sectors 

should motivate them to increase the level of disclosure of 

financial information via Twitter. Also, they should organise 

this disclosure in the best way that enables stakeholders to 

easily obtain the required information. Further, Saudi Arabian 

firms should recognise the important control role of family 

members on their boards and the possible effects of such a role 

in making strategic decisions. Finally, for academic researchers, 

the study extends the previous studies that explored the use of 

SM in disclosing information. This study’s findings shed light 

on the listed Saudi Arabian non-financial firms’ usage of SM 

and, more specifically, Twitter in disclosing financial 

information. After carrying out an empirical study to test this 
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study’s hypotheses, the findings found that family determinants 

impacted upon financial tweets. Previous studies had not paid 

enough attention to family attributes. Accordingly, this study 

paves the way to examine further the association between more 

family determinants and firms’ disclosure of financial 

information via Twitter. 

This study has some limitations. First, the study’s period was 

one year, namely, 2020. Future studies can extend the period of 

study to more than one year and make comparisons between the 

financial tweets posted in each year. Second, this study 

examined the impact of family determinants on the disclosure 

of financial information via Twitter. Future studies can add 

more variables such as ownership structures variables and 

explore, also, their potential impact on financial tweets. Third, 

the study’s sample was the listed Saudi Arabian non-financial 

firms. Consequently, Future studies can include Saudi Arabia’s 

financial firms. Further, Future studies can extend the sample to 

include other Gulf countries and make comparisons between 

them in terms of their firms’ financial tweets. Finally, as one of 

the SM networks, this study concentrated on the usage of 

Twitter to examine firms’ disclosure of financial information. 

Future studies may extend this examination to other networks 

such as Facebook and YouTube.        
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