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ABSTRACT  

Purpose: This study aims to determine the effect of social 

media usage on stock return and the role of profitability as 

a mediating variable. 

Methodology/approach: This study uses a quantitative 

approach. The population in this study were consumer non-

cyclical sector companies listed on the Indonesia Stock 

Exchange in 2020-2023. The sampling technique used was 

purposive sampling and 31 companies were obtained with 

an observation period of 4 years, resulting in 124 sample 

units in this study. 

Findings: The results showed that the social media usage 

had a positive effect on stock return, but profitability was 

unable to mediate the positive effect of social media usage 

on stock return. 

Practical implications: The results of this study can 

provide strategic insights to consumer non-cyclical 

companies regarding the maximization of social media 

usage by companies. This aims to see the dynamics of 

social media which will ultimately affect the company's 

stock return. 

Originality/value: Research related to impression 

management on social media and stock return has not been 

widely conducted. Research with similar themes was 

conducted in the previous decade so it can be indicated that 

it is less relevant to current conditions. The research is a 

development of previous research that separately tested the 

use of social media on profitability and profitability on 

stock return. Therefore, this study uses a mediating 

variable of profitability with a proxy for return on assets. 

This study also adds one category of impression 

management, namely financial achievement 

Keywords: Profitability; Social Media; Stock Return 
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ABSTRAK  

Tujuan penelitian: Penelitian ini bertujuan untuk 

mengetahui pengaruh penggunaan media sosial terhadap 

return saham dan peran profitabilitas sebagai variabel 

mediasi. Populasi dalam penelitian ini adalah perusahaan 

sektor consumer non-cyclical yang terdaftar di Bursa Efek 

Indonesia tahun 2020-2023. 

Metode/pendekatan: Penelitian ini menggunakan 

pendekatan kuantitatif. Populasi dalam penelitian ini 

adalah perusahaan sektor consumer non-cyclical yang 

terdaftar di Bursa Efek Indonesia tahun 2020-2023. Teknik 

pengambilan sampel yang digunakan yaitu purposive 

sampling dan diperoleh 31 perusahaan dengan periode 

pengamatan selama 4 tahun sehingga diperoleh 124 unit 

sampel dalam penelitian ini. 

Hasil: Hasil penelitian menunjukkan bahwa penggunaan 

media sosial berpengaruh positif terhadap return saham, 

namun profitabilitas tidak mampu memediasi pengaruh 

positif penggunaan media sosial terhadap return saham.  

Implikasi praktik: Hasil penelitian ini dapat memberikan 

pandangan strategis kepada perusahaan consumer non-

cyclical terkait maksimalisasi penggunaan media sosial 

oleh perusahaan. Hal ini bertujuan untuk melihat dinamika 

pada media sosial yang pada akhirnya akan berpengaruh 

pada return saham perusahaan.  

Orisinalitas/kebaharuan: Penelitian terkait manajemen 

kesan di media sosial dan return saham masih belum 

banyak dilakukan. Penelitian dengan tema sejenis 

dilakukan dalam satu dekade sebelumnya sehingga dapat 

diindikasikan kurang relevan dengan kondisi saat ini. 

Penelitian merupakan pengembangan dari penelitian 

terdahulu yang menguji secara terpisah penggunaan media 

sosial terhadap profitabilitas dan profitabilitas terhadap 

return saham. Oleh karena itu, penelitian ini menggunakan 

variabel mediasi profitabilitas dengan proksi return on 

asset. Penelitian ini juga menambahkan satu kategori 

manajemen kesan yaitu financial achievement. 

Kata kunci: Media Sosial, Profitabilitas , Return Saham 

 

 
 

INTRODUCTION 

Companies in carrying out their operational activities aim to gain profit, maximize share value 
and improve investor welfare (Sofyan et al., 2020). To achieve these goals, companies must 
meet the need for capital by offering shares on the capital market. In this case, investors as 
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capital owners have the main goal of investing in the capital market, namely getting return. 
Return can be in the form of capital gains or dividends (Hartono, 2017). 

In 2020, there was a decline in the Bakrie Group's stock price after news of the arrest of Nia 
Ramadhani and Ardi Bakrie in connection with a drug case posted through various social 
media accounts (Fernando, 2021). In addition, issues such as labor disputes at PT Alpen 
Food Indonesia, the alleged involvement of the Sari Roti company in the 212 demonstration 
and discussions around gender issues at Unilever, have sparked discussions in cyberspace 
and have had an impact on the company's stock price (CNN Indonesia, 2020; Firmansyah, 
2016; Indozone, 2020).  

In addition to cases directly related to the company, other actions involving the company 
can also threaten the company's reputation. For example, when a brand ambassador from 
PT Sido Muncul was involved in a religious controversy, the hashtag #BoycottTolakAngin 
emerged and calls not to buy Tolak Angin products (Muhyiddin, 2017). Therefore, 
companies need to pay attention to these real-world events because they are likely to become 
a topic of conversation on social media and can harm the company's reputation. 

Reputation is something that needs to be considered by companies, especially consumer non-
cyclical companies because it is a sector that plays an important role in meeting the needs of 
society (Utama et al., 2023). When interest in consumer needs is high, competition in the 
business world is getting bigger (Rohman & Naufaldi, 2022; Siregar & Nasution, 2020). In 
addition, consumer non-cyclical companies are also a sector that is closely related to 
environmental issues so it is necessary to maintain their reputation (Rahardja & Aritonang, 
2022). Environmental issues that are widely discussed on social media are related to the 
packaging of Unilever, Indofood and Mayora products which have been proven to pollute 
11 coastal areas in Indonesia (Greenpeace, 2022).  

In dealing with the potential for good and bad impacts on social media, companies must 
ensure that their strategies in building and maintaining reputation are balanced. One method 
that can be used by companies is through impression management (Prasetyanto, 2020; 
Schniederjans et al., 2013). Impression management with efforts to form a positive 
perception of the company is becoming an increasingly relevant strategy in a competitive 
business environment. The application of impression management on social media allows 
companies to measure responses and impressions of their products or services, and creates 
opportunities as investor preferences in buying shares (Tajvidi & Karami, 2017; Zu et al., 
2019). Therefore, companies must utilize the dimensions of impression management when 
communicating through social media. 

In the context of information disclosure, signaling theory provides an overview of every 
action taken by company management will contain information (Scott, 2014). This 
information will present an overview of the company, one of which is reflected in the annual 
report. Profit reflected in the financial statements is one of the metrics for evaluating 
management performance, so one of the steps that management can take to improve its 
performance is to build the company's reputation (Ahmad et al., 2018).  

Research that uses an impression management perspective to explain social media variables, 
namely by Schniederjans et al (2013) explains that impression management on social media 
has a partially positive effect on financial performance, where the exemplification indicator 
is considered to have no effect on the company's financial performance. Several studies also 
explain that social media is considered to be able to save administration and communication 
costs and has an effect on innovation performance and brand awareness (Dewi & Supriyanto, 
2017; Kusumawardhany, 2018; Tritama & Tarigan, 2017). In addition, previous studies also 
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explain that social media engagement is considered to have a positive effect on revenue 
growth and company stock value (Apenteng et al., 2020; Chamberlain et al., 2019; Kim et al., 
2018; Yoon et al., 2018). This is because word of mouth on social media is considered capable 
of providing predictions regarding stock returns, stock trading volume, and quarterly 
earnings (Bartov et al., 2017; Liu et al., 2018; Xun & Guo, 2016).  

This study examines the influence of social media usage on stock returns because researchers 
want to see whether the use of social media by companies reviewed from an impression 
management perspective will influence investors in making investment decisions (Mcgurk et 
al., 2019; Syafitri & Suryani, 2022). This is different from the study conducted by 
Schniederjans et al (2013) which looked at the influence of social media usage by companies 
reviewed from an impression management perspective on consumer decisions to use a 
product/service as reflected in the company's financial performance. In addition, this study 
adds the category of financial achievement impression management to see the influence of 
information on the company's financial achievements published on social media on stock 
returns. 

Based on the research problems and literature review, it is known that there has been no 
research publication that specifically discusses the impression management of consumer 
non-cyclical sector companies on social media, especially in relation to stock returns. 
Therefore, this study aims to empirically test the influence of the use of impression 
management on social media on stock returns in consumer non-cyclical companies. The use 
of profitability as a mediating variable can explain how the use of social media can increase 
the effectiveness of companies in using their assets to generate profits which will then have 
an impact on increasing stock prices. 

Impression management theory explains how individuals or groups consciously or 
unconsciously regulate their actions to control other people's perceptions of them (Goffman, 
1959; Leary & Kowalski, 1990). Management as the company manager provides information 
through social media, one of which is to provide investors with an overview of the company's 
condition (Hidayat et al., 2023). The way to provide information is through a communication 
strategy that conveys the trust, competence, and experience of an organization called 
organizational promotion (Bolino et al., 2008; Gardner, 1992; Schniederjans et al., 2013). 
Another dimension of impression management is the ingratiation category which aims to 
position the company as an attractive and interesting institution (Bolino et al., 2008; Jones & 
Pittman, 1982; Turnley & Bolino, 2001). Management tries to convince investors by 
implementing a corporate communication strategy that links the organization with morality, 
ethics and commitment called exemplification (Bolino et al., 2008; Dunne et al., 2020). 

The company will also provide financial information to investors, one of which is through a 
communication strategy via social media that shows achievements in the financial sector 
called financial achievement. Corporate disclosure via social media is viewed by investors as 
additional information provided by the company voluntarily. Compared to traditional 
disclosure media, social media is a stronger and more effective communication strategy (Yang 
& Liu, 2017). Based on this description, the following hypothesis can be formulated: 

H1: Social Media Usage Has a Positive Influence on Stock Returns 

Signaling theory states that information released by a company can be a signal for investors 
in making investment decisions (Spence, 1973). If the announcement of information has a 
positive impact in the form of an increase in stock prices, then the announcement is a positive 
signal. However, if the announcement has a negative impact in the form of a decrease in 
stock prices, then the announcement is a negative signal for investors (Scott, 2014). The 
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information provided by the company to investors is a sign of how the company's operations 
are run by management. 

Previous studies have explained that disclosure of information on social media has a positive 
effect on company profitability (Fernando & Wilujeng, 2023; Jia et al., 2020; Tajvidi & 
Karami, 2017; Yang & Liu, 2017; Zu et al., 2019). Separately, research conducted by  Zakaria 
(2016) explains that company profitability has a positive effect on stock returns. Kurniawan 
& Mawardi (2017) in their research explain that an increase in ROA will increase stock 
returns, because it is an indicator of the company's welfare level. Research by Budiarjo (2016) 
also stated that a high ROA ratio indicates the company's ability to generate profits for 
investors is also high or the profit will be reinvested in the company, thus affecting the 
increase in stock returns. Based on several previous research results, there is a potential that 
the relationship between social media and stock returns does not only occur directly, but also 
indirectly. Therefore, the following hypothesis can be formulated: 

H2: Profitability mediates the positive effect of social media usage on stock returns. 

Based on the hypothesis above, the conceptual framework of this study is formulated as 
follows: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

METHOD 

This study uses a quantitative content analysis approach to see the effect of impression 
management in Instagram on stock returns (Riffe et al., 2019). Content analysis is used to see 
patterns or categories of textual data for use in quantitative analysis (Neuendorf, 2002; Riffe 
et al., 2019). In addition, the research model also allows for reliability procedures to ensure 
the reliability of the impression management data coding procedure (Neuendorf, 2002; 
Weber, 1990). This study uses secondary data, namely data obtained indirectly related to the 
topic being studied. In this study, data was collected using documentation techniques by 
collecting data related to the variables being studied. The data in this study came from the 
company's Instagram account and the company's annual report for 2020-2023. 

Independent 

Variable: 

Social Media Usage 

Mediating Variable: 

Profitability 

Dependent 

Variable: 

Stock Return 

Impression Management 

Theory 

(Goffman, 1959) 

Signaling Theory 

(Spence, 1973) 

H1 

H2 

Figure 1. 
Conceptual 
Framework 

__________ 
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The population in this study were 88 consumer non-cyclical sector companies listed on the 
Indonesia Stock Exchange for the 2020-2023 period. The 2020-2023 research period was 
chosen because in 2020 the Covid-19 Pandemic occurred which had encouraged many 
people to work from home and had an impact on the increasing use of social media such as 
Instagram (Burhan, 2020). In 2020, Instagram ranked highest among 
institutions/corporations as the most widely used social media during the pandemic to stay 
connected with audiences (Razak, 2020). 

Instagram users at Indonesia in 2020 also increased significantly, which was around 21 
million users compared to the previous year (Rizaty, 2020). On the other hand, there are 
environmental issues that are widely discussed on social media, namely regarding the 
packaging of Unilever, Indofood and Mayora products which have been proven to pollute 
11 coastal areas in Indonesia (Greenpeace, 2022). Purposive sampling techniques in this 
study was intended to obtain research samples that met the predetermined criteria. The 
research criteria are presented below:  

No. Description Total 

1. Consumer non-cyclical sector companies listed on the Indonesia 
Stock Exchange in 2020-2023 

88 

2. Consumer non-cyclical sector companies that do not use 
Instagram. 

(34) 

3. Consumer non-cyclical sector companies with Instagram 
accounts that are currently suspended, have never posted, are not 
directly connected to the company website and the last post 
update was before the research period. 

(12) 

4. Consumer non-cyclical sector companies that newly joined 
Instagram after the research period. 

(11) 

Total of Company Sample 31 

Total of Observations (31 x 4) 124 

 

This study uses dependent, independent and mediating variables. The dependent variable is 
stock returns. This study uses actual returns, namely returns that occur calculated using 
historical data (Bartov et al., 2017). Actual returns are used because they present changes in 
stock prices from the previous period to the next period. This is useful for comparing 
increases or decreases in stock prices between periods. Stock returns are calculated by 
subtracting the current year's stock price from the previous year's stock price and then 
dividing it by the previous year's stock price (Bartov et al., 2017; Mcgurk et al., 2019). The 
independent variable is social media usage. The use of social media on the company's 
Instagram account is measured using the impression management category developed by 
Bolino and Turnley (1999) and Jones and Pittman (1982). Each social media data that uses 
impression management will be given the same weight, which is 1, while for social media 
data that does not use the impression management category will be given a value of 0. Then 
each upload that includes impression management will be accumulated and divided by 4 
indicators of impression management (organizational promotion, ingratiation, 
exemplification and financial achievement) that use in this study (Fernando & Wilujeng, 
2023). The mediating variable in this study is profitability which is proxied by return on 
assets. The proxy is measured by dividing net profit after tax by the company's total assets 
(Hasanah & Enggariyanto, 2018; Zu et al., 2019). 

Table 1. 
Sample 
Selection 
Criteria 
__________ 
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Linear regression analysis is used to analyze the relationship between the dependent variable 
and the independent variable (Hair et al., 2019). Linear regression analysis is used in this study 
to determine the relationship between stock returns that act as dependent variables and their 
independent variables, namely social media usage. Path Analysis is used to test the influence 
of mediating variables. Testing of mediating variables is carried out using a procedure 
developed by  Sobel (1982) and is known as the Sobel Test (Ghozali, 2021). Sobel test is used 
to determine whether the relationship through a mediating variable is significantly capable of 
being a mediator in the relationship. The Sobel test is carried out by testing the strength of 
the indirect influence of the independent variable on the dependent variable. The regression 
model can be formulated as follows: 

𝑌 =  𝛼0 + 𝛽𝑋 + 𝑒.....................................(1) 

𝑌 =  𝛼0 + 𝛽𝑋 + 𝛽𝑍 + 𝑒.........................(2) 

 

RESULT AND DISCUSSION 

Coding of social media usage variables with impression management indicators between 
researchers and independent coders was carried out for reliability testing which can be seen 
in Table 2. 

  Value 
Asymp. Std. 

𝐄𝐫𝐫𝐨𝐫𝐚 
Approx. 𝐓𝐛 

Approx. 
Sig. 

Measure of 
Aggreement 

Kappa 0,803 0,036 70,416 0,000 

N of Valid Cases  124    

Source: Data Processed (2024) 

Instagram caption data obtained by utilizing the menu provided by the apify.com site was 
analyzed using content analysis by looking at the impression management theme used. Data 
coding was carried out by researchers and independent coders to ensure coding consistency. 
Independent coders conducted coding with the codebook guide that had been created. 
Independent coders aimed to ensure coding consistency, provide validation of the coding 
procedure and ensure that the coding provided accurate results. In Table 2, the reliability test 
between researchers and independent coders produced an intercoder reliability level 
measured by a kappa value of 0.803. This value is considered good because it has produced 
a kappa value above 0.75 (Banerjee et al., 1999). 

Descriptive Statistics 

Based on Table 3, the stock return variable has a minimum value of -0.44 at PT Midi Utama 
Indonesia Tbk in 2023 and PT Sekar Laut Tbk in 2023. In 2023, PT Midi Utama Indonesia 
Tbk and PT Sekar Laut Tbk held a corporate action, namely a stock split or splitting the 
nominal value of shares according to a certain rasio (Binekasri, 2023; Putra, 2023). The stock 
split has an impact on the price per share becoming lower and the number of shares 
outstanding increasing. Based on the maximum stock return value of 0.95 at PT Mustika 
Ratu Tbk in 2022. In 2022, PT Mustika Ratu Tbk experienced a 36% increase in stock price. 
This increase in stock price reflects the positive response of investors to PT Mustika Ratu 
Tbk's business strategy. In 2022, PT Mustika Ratu Tbk focused on innovation and 
development of personal care products (Elvira, 2022).  

The variable of social media usage showed the lowest value of 2.93 at PT Hero Supermarket 
Tbk in 2020. Based on the search for the Instagram account of PT Hero Supermarket Tbk 

Table 2. 
Reliability 

Test Result 
__________ 
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in 2020, the company actively uses Instagram social media. However, the use of Instagram 
is not accompanied by posts containing impression management. The profitability variable 
proxied by return on assets has the highest value of 0.24 at PT Unilever Indonesia Tbk in 
2020. In 2020, PT Unilever Indonesia managed to obtain a net profit of 7.2 trillion. This was 
driven by the business strategy of PT Unilever Indonesia Tbk which launched various 
relevant innovations to answer consumer needs in the midst of the pandemic (Unilever, 
2021).  The lowest value of return on assets as a proxy for profitability was -0.06 at PT Hero 
Supermarket Tbk in 2020. In 2020, PT Hero Supermarket experienced a decline in food 
segment sales of 32.67%. Tight market competition and changes in consumer behavior who 
prefer to shop via e-commerce also affect the sales level of PT Hero Supermarket Tbk (Sidik, 
2021).  

 N Min Max Mean Std. Deviation 

Stock Return 124 -0.44 0.95 0.03 0.33 
ROA 124 -0.06 0.24 0.07 0.07 
Social Media Usage 124 2.93 1022.08 115.95 240.61 
Valid N (listwise) 124     

Source: Data Processed (2024) 

Classical Assumption Test 

The classical assumption test is used as a prerequisite for conducting a regression test. This 
test aims to test whether the data has met the classical assumptions, so that it can be used 
for a regression analysis test. 

The normality test in this study uses histogram graphs and P-P Plot graphs. The histogram 
graph forms a bell and does not lean to the right or left. The P-P Plot graph shows that the 
data is spread around the diagonal line and follows the direction of the diagonal line. Thus, 
it can be concluded that the data for Model 1 and Model 2 are normally distributed. 

Multicollinearity testing in this study can be seen from the VIF (Variance Inflation Factors) 
and tolerance values (Hair et al., 2019). Based on Table 4, it can be seen that the tolerance 
value of each variable of social media usage and profitability proxied by ROA is greater than 
0.10 and the VIF value is less than 10. So it can be concluded that the regression model is 
free from multicollinearity problems. 

The autocorrelation test in this study used the Durbin-Watson test (dW-Test) (Gujarati, 
2004). The results of the autocorrelation test with the Durbin-Watson test can be seen in 
Table. From Table 5, it is known that the dW value for Model 1 is 2.171 which is between 
the dU value of 1.723 and the 4-dU value of 2.277 so it can be concluded that there is no 
autocorrelation. In Table 5.5, the dW value for Model 2 is 2.184 which is between the dU 
value of 1.723 and the 4-dU value of 2.277 so it can be concluded that there is no 
autocorrelation. 

In this study, heteroscedasticity testing was carried out using a scatterplot graph (Hair et al., 
2019). The result of test show that the points are spread randomly and are spread both above 
and below the number 0 on the Y axis. It can be concluded that the data in this study do not 
show symptoms of heteroscedasticity. 

Variable Tolerance VIF Conclusion 

Social Media Usage (X) 0.875 1.142 No multicollinearity 
ROA (Z) 0.875 1.142 No multicollinearity 

Source: Data Processed (2024) 

Table 3. 
Descriptive 
Statistics 
__________ 

 

Table 4. 
Multikolinearity 
test  
__________ 
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Model Durbin-Watson Conclusion 

1 2.171 No autocorrelation 
2 2.184 No autocorrelation 

Source: Data Processed (2024) 

 

Hypothesis Test 

Linear regression analysis is used in this study to determine the influence that occurs between 
stock returns which act as dependent variables with independent variables of social media 
usage (Hair et al., 2019). Based on Table 6, it can be seen that the equation for Model 1 is, 
Y= -0,01862 + 0,00046X + e it can be concluded that the constant value is -0,01862. This 
means that if the independent variable or variable X is not entered, the Y value will still 
increase by -0,01862. X1= 0,00046 means that if social media usage is increased by 1%, stock 
returns will increase by 0,00046.  

Based on the results of the multiple linear regression test in Table 7, the regression equation 
can be seen as Y = -0,0146 + 0,0005X – 0,0734Z + e, while the path equation can be seen 
as Y = 0,3328X – 0,0161Z + e.  

Based on table 8, the regression results to test the effect of the variables of social media usage 
and profitability on stock returns simultaneously, where simultaneously or together the use 
of social media and profitability affect stock returns. This can be seen from the p-value <0,05 
(Ghozali, 2021).  

The t-test is used to test whether there is an influence between the independent variable of 
social media usage on the dependent variable of stock returns partially. The test results show 
that the use of social media has a positive effect on stock returns. This can be seen in table 
9 which shows a significance value of 0.00021 <0.05. So it can be concluded that the use of 
social media has a positive and significant effect on stock returns. 

In table 7 it can be seen that return on assets (ROA) has no effect on stock returns. This is 
indicated by a significance value of 0.861 > 0.05. The return on assets variable in this study 
is a mediating variable. So the analysis will be continued using path analysis it can be seen on 
figure 2.  

 Unstandardized Coefficients 
Sig. 

B Std. Error 

(Constant) -0.01862 0.03169 0.55792 
Social Media Usage 0.00046 0.00012 0.00021 

Source: Data Processed (2024) 

 Unstandardized 
Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

(Constant) -0.0146 0.0393  -0.3709 0.7114 
Social Media 
Usage 

0.0005 0.0001 0.3328 3.6253 0.0004 

ROA -0.0734 0.4186 -0.0161 -0.1753 0.8611 

Source: Data Processed (2024) 

 

 

Table 6. 
Regression 

Analysis 
Model 1 

__________ 

 

Table 7. 
Regression 

Analysis 
Model 2 

__________ 

 

Table 5. 
Autocorrelation 

test  
__________ 
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Model Sum of Squares df Mean Square F Sig. 

2 Regression 1.479 2 0.739 7.269 0.001b 
Residual 12.306 121 0.102   
Total 13.785 123    

Source: Data Processed (2024) 

 

 Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 
B 

Std. 
Error 

Beta 

(Constant) -0.01862 0.03169  -0.58756 0.55792 
Social Media 
Usage 

0.00046 0.00012 0.32716 3.82405 0.00021 

Source: Data Processed (2024) 

 

Hypothesis Coefficient Sig. Conclusion 

Social media usage has a positive influence 
on stock return 

0.00046 0.00021 Accepted 

Source: Data Processed (2024) 

Based on the previous regression test, the path analysis can be described as follows: 

 

The calculation of the Sobel test is as follows: 

𝑡 = 
𝑎 𝑥 𝑏

√𝑏2𝑥𝑆𝑎2+𝑎2𝑥𝑆𝑏2
 

𝑡 = 
0.3531 𝑥 −0.0161

√0.0002  𝑥 0.0000 + 0.1246 𝑥 0.1752
 

Z 

X Y 

Social Media Usage 

Profitability 

Stock Return 

0.3531 -0.0161 

0.3271 

e1 

e2 

0.9354 

0.9449 

Table 9. 
t-test Model 1 
__________ 
 

Table 8. 
F-test 
__________ 

 

Figure 2. 
Path Alaysis 
Result 
__________ 

 

Table 10. 
Hypothesis 
Test Model 1 
__________ 
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𝑡 = 0.038 

Path Analysis 
Standardized 

Coefficients Beta 
Standar 
Error 

Sig. 

Social media usage on stock return 0.3271 0.000 0.0002 
Social media usage on profitability 0.3531 0.000 0.0001 
Profitability on stock return -0.0161 0.418 0.8611 

Source: Data Processed (2024) 

Hypothesis 
t calculation 

from Sobel Test 
t 

table 
Result Conclusion 

Profitability mediates the 
effect of social media usage 
on stock return 

0.0385 1.98 0.0385 < 1.98 Rejected 

Source: Data Processed (2024) 

 

Model R R Square Adjusted R Square 

1 0.327a 0.107 0.100 
2 0.328a 0.107 0.093 

Source: Data Processed (2024) 

In table 12 it is explained that t count is smaller than t table, so it can be concluded that 
profitability is not able to mediate the effect of social media usage on stock returns. It can 
also be said that hypothesis 2 in this study is rejected. 

The coefficient of determination (𝑅2) value of model 1 of 0.100 in table 13 shows that the 
variable of social media usage is able to explain 10% of the variation in stock returns. The 
rest (90%) is explained by other variables. On the other hand, the test of Model 2 obtained 
an adjusted r square value of 0.093. These results mean that the variation in changes in stock 
return variables can be explained by the variables of social media usage and profitability of 
9.3% and the rest (90.7%) is influenced by other variables. 

Discussion 

The results of the test on hypothesis 1 show that the use of social media has a positive effect 
on stock return. This means that the higher the use of social media by a company, the higher 
the company's stock return. Social media is often a source of fast information about the latest 
developments in the company (Apenteng et al., 2020). New product announcements, 
strategic partnerships and good financial performance are often shared on social media 
(Erianto, 2023; Srikant, 2019). Quick access to this information allows investors to make 
better and faster decisions that have an impact on stock prices. 

Instagram allows companies to share the latest information about products, innovations, 
achievements and other information quickly and widely (Syafitri & Suryani, 2022). 
Companies that are active on social media can communicate directly with investors, provide 
updates and clarifications that can reduce uncertainty and increase investor confidence. High 
transparency and engagement on social media can increase positive perceptions and investor 
confidence in company management. 

Impression management that is carried out well on Instagram can produce a positive image 
for the company. When a company shows success in building a good image on social media, 

Table 12. 
Hypotesis 

Test Model 2 
__________ 

Table 11. 
Sobel test  

__________ 

Table 13. 
Coefficient 

Determination 
Result 

__________ 
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investors see it as a positive signal (Jia et al., 2020). This means to investors that management 
has the ability to adapt to digital trends and create value for shareholders.  

The ability to manage and respond quickly to news circulating on social media can mitigate 
the negative impact of incidents or bad news related to the company (Rahmansyah et al., 
2023). A quick and effective response can help maintain customer and investor trust, as well 
as reduce the potential for a decline in stock prices. A positive image can improve public 
perception, especially investors, and increase investor confidence in the company. 

Companies can use social media to monitor and analyze market sentiment towards the 
company. By understanding public sentiment, companies can adjust their marketing and 
communication strategies to maximize the positive impact on public perception (Fernando 
& Wilujeng, 2023). Positive information on social media, especially Instagram, can increase 
market sentiment and investor interest and will have a positive impact on stock prices. 

This study is in line with the impression management theory which explains that management 
as a company manager provides information through social media, one of which is to provide 
investors with an overview of the company's condition (Fernando & Wilujeng, 2023; 
Goffman, 1959; Syafitri & Suryani, 2022) The use of social media allows companies to 
strengthen and position positive information. The motivation is the desire to achieve a 
certain public perception or to correct the gap between what the public perceives and what 
they want to perceive (Liu et al., 2018). 

When a company is active on social media and shares information openly, it can be a signal 
that the company is transparent and trustworthy. This transparency can increase investor 
confidence, which in turn can increase investment interest and impact stock prices (Sofyan 
et al., 2020). Companies that are proactive and responsive to issues and public questions on 
social media show that the company is competent and cares about public perception which 
can increase investor confidence and will impact stock prices. 

The results of this study are in line with research conducted by Mcgurk et al (2019), Sofyan 
et al (2020), and Syafitri and Suryani (2022) which explain that the more active a company is 
on social media and effective in implementing impression management, the higher the stock 
return. Bartov et al (2017) and Blankespoor et al (2013) also explain that information shared 
on social media affects investor perceptions, market reactions and investor decisions to buy 
shares of a company. 

The results of the test on hypothesis 2 show that profitability is unable to mediate the effect 
of social media usage on stock return. This is reflected in the path analysis which explains 
that social media usage has a positive effect on profitability, but profitability does not affect 
stock returns. So, it can be concluded that profitability is unable to mediate the effect of 
social media usage on stock returns. 

The results of this study are not in line with signaling theory. Profitability is unable to mediate 
the effect of social media usage on stock return because profitability reflects the company's 
long-term performance (Li et al., 2022). The increase in stock returns associated with social 
media usage is only influenced by investor’s short-term perceptions. 

Companies that implement impression management on social media effectively are better 
able to build a positive image and increase investor confidence. Investors tend to view 
companies that have a good reputation on social media as more transparent entities which 
will ultimately make it easier for investors to estimate the potential for investment profits (Li 
et al., 2022). Investors can make investment decisions more quickly, so that when there is an 
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increase in profitability, investors do not respond to information about the increase in 
profitability. 

Social media often disseminates non-financial information that can influence investors. Such 
information includes management reputation, product innovation, or responses to social 
issues (Rahmansyah et al., 2023). This information may not be directly reflected in 
profitability but can affect investor expectations regarding the company's future growth and 
potential. 

The results of this study are not in line with studies conducted by Budiarjo (2016), Jia et al 
(2020), Kurniawan and Mawardi (2017), and  Putri and Widyaningdyah (2023) which explain 
that increasing profitability will increase stock return. This study show that profitability does 
not affect stock return. However, this study is in line with studies conducted by Chahine and 
Malhotra (2018), Hsu and Lawrence (2020), Li et al (2022), Luo et al (2021), and Nur (2021) 
which explain that social media usage has a direct effect on stock return without going 
through profitability.  

Changes in stock prices often do not depend on the company's profitability, but rather on 
how the information affects market expectations (Luo et al., 2021). This is due to factors such 
as market sentiment, investor expectations, and rapid response to new information spread 
through social media. Perceptions formed on social media can trigger rapid emotional 
reactions from the market which can ultimately affect stock prices. 

Market sentiment can influence investment decisions and stock price changes (Nur, 2021). 
When positive information about a company is widely spread on social media, it can create 
optimism among investors, which ultimately drives up stock prices, even if the company's 
financial performance has not changed significantly. Conversely, negative information or 
rumors circulating on social media can also quickly damage a company's reputation, causing 
a decline in stock prices even though the company's fundamentals remain strong. 

Social media allows for the rapid spread of information, which means that market responses 
to certain news or events can be very fast. Investors can respond to small changes in public 
perception or unverified rumors with quick investment decisions, leading to sharp stock price 
fluctuations (Hsu & Lawrence, 2020). This shows that in the digital era, market expectations 
can occur not because of the company's financial performance, but by the way the company 
projects itself and how information about the company is perceived by the public on social 
media. 

 

CONCLUSION 

This study aims to determine the effect of social media usage on stock returns along with the 
effect of social media usage on stock returns through profitability. The results of this study 
indicate that social media usage has a positive effect on stock returns. Based on the results 
of the study, it is known that posts on Instagram that form the impression of achievement, 
friendliness, integrity, and concern for the environment will have a positive effect on stock 
returns. The more companies implement impression management on posts on social media, 
the more investors will be attracted to invest in the company.  

The results of the study also show that profitability is unable to mediate the effect of social 
media usage on stock return. Social media often disseminates non-financial information that 
can influence investors. This influence often does not depend on the profitability of the 
company, but rather on how the information affects market expectations. Profitability is 
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unable to mediate the effect of social media usage on stock returns because the increase in 
stock return associated with social media usage is only influenced by short-term investor 
perceptions. 

The results of this study support the theory of impression management as evidenced by the 
positive influence of social media usage on stock return. Management as the company 
manager provides information through social media, one of which is to provide investors 
with an overview of the company's condition. Information published by the company will 
be responded to by investors which is reflected in changes in stock prices. The results of this 
study can provide strategic insights to consumer non-cyclical companies regarding the 
maximization of social media usage by companies. This aims to see the dynamics of social 
media which will ultimately affect the company's stock returns. 

This study has several limitations that can be considered for further research. First, the web 
scrapper apify.com applies access restrictions and rate limiting to retrieve Instagram data, so 
it takes more time to collect large amounts of data. Second, data collected through apify.com 
is often not well structured and requires further processing to be used in analysis. This adds 
complexity and time to the data collection process. Based on the limitations that have been 
explained, there are several suggestions for further research. First, to overcome the problem 
of access restrictions and rate limiting, further researchers can consider using paid apify.com. 
This aims to provide more stable and faster access to obtain Instagram data. Second, further 
research can be conducted on company posts in the form of visual media (photos or images) 
using a semiotic approach. The semiotic approach allows researchers to explore hidden or 
implicit meanings in images or photos. These are things like symbolic messages or values 
that the company wants to convey through images or photos. 
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