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Abstract
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[bookmark: OLE_LINK410][bookmark: OLE_LINK411][bookmark: OLE_LINK437][bookmark: OLE_LINK543][bookmark: OLE_LINK544][bookmark: OLE_LINK478][bookmark: OLE_LINK479]It is necessary to research stakeholder engagement in CSR communication in the context of social media for companies. Presently, research for stakeholder engagement has predominantly been on marketing communication and industry-specific dialogue. However, there are limitations in examining stakeholder engagement within Corporate Social Responsibility (CSR) communication on social media. This developmental paper initiates a discussion using a systematic literature review approach to explore the factors influencing stakeholder engagement in CSR communication on social media. It offers practical recommendations for marketers in companies to develop effective CSR communication strategies and provides valuable insights for future research directions. 
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[bookmark: OLE_LINK513][bookmark: OLE_LINK514][bookmark: OLE_LINK537]1. Research theoretical background: overview

[bookmark: OLE_LINK480][bookmark: OLE_LINK481][bookmark: OLE_LINK482][bookmark: OLE_LINK483][bookmark: OLE_LINK374][bookmark: OLE_LINK375][bookmark: OLE_LINK472][bookmark: OLE_LINK473]The definitions of stakeholder engagement in the relevant literature are complex and varied. Greenwood's (2007, pp. 317–318) definition of stakeholder engagement as "the practices that the organization undertakes to involve stakeholders in a positive manner in organizational activities". Furthermore, Kujala et al. (2022) further explained that stakeholder engagement refers to the aims, activities, and impacts of stakeholder relations in a moral, strategic, and/or pragmatic manner. Stakeholder engagement in the context of social media for CSR communication is a multidimensional concept that expresses multiple aspects of stakeholders' behaviours, perceptions, and emotions (Lievens et al., 2021). From a company's perspective, understanding the factors that influence stakeholder engagement is beneficial for developing a reasonable communication strategy (Vogler et al., 2021), responding to public concerns on time, and increasing corporate reputation (Sorour et al., 2021).

[bookmark: OLE_LINK497][bookmark: OLE_LINK498][bookmark: OLE_LINK495][bookmark: OLE_LINK496][bookmark: OLE_LINK486][bookmark: OLE_LINK487]In the context of social media, there are limitations in the research on factors that drive stakeholder engagement. Many studies are related to marketing communication and specific industries; for example, some scholars have analysed the factors that drive stakeholder engagement in brand marketing and value co-creation, and have shown that marketing strategy, social factors, and price are the main influencing factors (Cheung et al., 2020; Santos et al., 2022; Chahal et al., 2020). While less research has been conducted on driving stakeholder engagement in CSR communication (Pizzi et al., 2021). 

[bookmark: OLE_LINK468][bookmark: OLE_LINK469][bookmark: OLE_LINK494][bookmark: OLE_LINK384][bookmark: OLE_LINK385][bookmark: OLE_LINK386][bookmark: OLE_LINK387]CSR communication generally refers to the sharing and communicating CSR activities, policies and achievements between companies and their stakeholder groups (Troise et al., 2021; Zarzycka et al., 2021). Although empirical studies have emerged in recent years to try to explore the factors influencing stakeholder engagement in CSR communication on social media (Kucukusta et al., 2019; Schröder, 2021; Dong et al., 2023), Relevant studies understand drivers only from a single stakeholder perspective, e.g., consumer perspective, employee perspective, etc., without integrating other stakeholder groups. For example, Schröder's (2021) empirical study suggests that the content and frequency of CSR published by a company significantly affects stakeholder engagement. Prados-Peña et al. (2022) analyse how CSR communication in the airline industry during COVID-19 influence stakeholder engagement and demonstrate that innovative communication strategies significantly impact customer engagement. Kyu et al. (2021) show that stakeholder appeals significantly influence their engagement on social media. Cordero-Gutiérrez et al. (2023) show through an experimental design that positive CSR messages enhance their credibility, promoting consumer engagement.

From a stakeholder and company perspective, it is necessary to examine the factors that drive stakeholder engagement in CSR communication on social media. From the stakeholders ' perspective, Research has shown that stakeholders such as customers, consumers, employees, etc. are becoming more socially and environmentally aware, they are unsatisfied with purely business communication, and stakeholders are more actively engaged in CSR communication than ever before (Chu et al., 2020). From the companies' perspective, it is necessary to investigate the factors driving CSR communication engagement. Exploring the factors influencing engagement can effectively help companies improve their CSR communication strategies, balance the demands of different stakeholders, and promote value co-creation, which in turn can contribute to the sustainable development of the company (Troise et al., 2021; Mazur-Wierzbicka, 2021; Verk et al., 2021).


Therefore, this paper aims to fill this gap by investigating two core questions: What factors drive stakeholders engagement in CSR communication on social media? What are the outcomes of stakeholder engagement in CSR communication on social media. This study aims to integrate and analyse existing literature on stakeholder engagement and CSR communication on social media, to provide a systematic overview of the factors that drive stakeholder engagement. Additionally, this research also aims to provide guidance for future research by analysing the research trends and gaps.
[bookmark: OLE_LINK306][bookmark: OLE_LINK307][bookmark: OLE_LINK311][bookmark: OLE_LINK312][bookmark: OLE_LINK313][bookmark: OLE_LINK314][bookmark: OLE_LINK315][bookmark: OLE_LINK316]To address these research questions, this paper uses a systematic literature review and the ADO-TCM framework. Staples and Niazi (2007) define a systematic review as identifying, evaluating and analysing specific research questions in published research to make it transparent and repeatable. This approach is particularly suited to examining the 'what' and 'how' questions in literature reviews (Abatecola et al., 2013) and identifying future research directions from the findings. Adopting a systematic literature review research methodology can effectively collect and assess the critical themes of stakeholder engagement and CSR communication, minimising bias due to empirical research or a single perspective. Nuseir et al. (2021) emphasise the need to examine the antecedents and consequences of stakeholder engagement in the context of social media through a systematic literature review approach, and Golob et al. (2013) state that it is necessary to use a systematic literature review approach to examine the relationship between stakeholder engagement and CSR communication. This paper adopts the ADO-TCM framework to guide the literature review. The combination of these two separate research frameworks addresses the questions of 'what to know' (ADO) and 'how to know' (TCM) to construct a complete state of the literature review (Indibara et al., 2023). The framework has been widely used in systematic literature reviews in marketing (Jain et al., 2024; Ambika et al., 2023). In this study, the ADO framework helps to effectively identify antecedents (factors influencing stakeholder engagement), decisions (forms of stakeholder engagement) and outcomes (results of stakeholder engagement), while the TCM framework examines a wide range of research contexts.


[bookmark: OLE_LINK358][bookmark: OLE_LINK359][bookmark: OLE_LINK538][bookmark: OLE_LINK539]2. Methodology
 
2.1 Search strategy
 
This study followed the PRISMA flow (Selçuk et al., 2019; Page et al., 2021) and followed the literature review process (Linnenluecke et al., 2020; Xiao et al., 2019) using the following criteria for a systematic literature review:1) Literature sources were restricted to two well-known academic databases, Scopus and Web of Science, and only peer-reviewed literature was included to ensure accuracy and authority (Chan et al., 2017), 2) The author also exclude systematic reviews (e.g. meta-analyses) to avoid duplication, 3) the author chose the ABS rankings as an essential basis for screening the papers. The ABS (Association of Business Schools) rankings are a ranking system used to evaluate academic journals in business schools. They are widely used in marketing and CSR research (Mio et al., 2022).

[bookmark: OLE_LINK360][bookmark: OLE_LINK361][bookmark: OLE_LINK180][bookmark: OLE_LINK181]Searches are conducted using specific topic input in both databases, i.e., title, abstract, keywords, and all potential keywords are considered, as shown in Table 1. In terms of research area, this study focuses on 'marketing', and some interdisciplinary research and non-commercial articles are excluded. Only English language literature will be considered. 

[bookmark: OLE_LINK290][bookmark: OLE_LINK291]Table 1 List of keywords
	
	[bookmark: OLE_LINK3][bookmark: OLE_LINK4]Keywords 1
 
	 Keywords   2
	 Keywords   3

	main keywords
	Engagement
	social media
	CSR

	sub keywords
	"stakeholder engagement"
OR "customer engagement" OR "consumer engagement" OR
"employee engagement" OR
"local community engagement"
	[bookmark: OLE_LINK5][bookmark: OLE_LINK6]Facebook OR Twitter OR Instagram OR "Tik Tok" OR YouTube OR linkedln
	[bookmark: OLE_LINK7][bookmark: OLE_LINK8]"social responsibi*" OR sustain* OR green* OR "corporate responsibi*"
 



2.2 Selection criteria

[bookmark: OLE_LINK309][bookmark: OLE_LINK310][bookmark: OLE_LINK388][bookmark: OLE_LINK389]The literature screening is divided into three rounds. In the first round, following Aguinis et al. (2018), papers are categorised into three types by reviewing the abstract section of the article as well as the keywords; the first type is not relevant at all, the second type is possibly relevant, i.e., it contains information related to the research question but does not explicitly state the results or the answer. The third type is highly relevant, i.e., the answer to the research question is expressly stated in the abstract section of the paper. 

2.3 Analysis

By summarising this literature, the author analyses the content of each paper. The first step is summarising the research context, authors, journal, year, research objectives, theoretical background, research methods, data processing methods, conclusions, variables, research contributions, and research gap. Next, the theme of each article is analysed to extract relevant information that would address the research questions. Finally, this research process facilitates the understanding of the research status and the identification of research gaps.

[bookmark: OLE_LINK531][bookmark: OLE_LINK532]3. Initial findings and contributions

[bookmark: OLE_LINK523][bookmark: OLE_LINK524][bookmark: OLE_LINK535][bookmark: OLE_LINK536][bookmark: OLE_LINK527][bookmark: OLE_LINK528][bookmark: OLE_LINK226][bookmark: OLE_LINK227][bookmark: OLE_LINK228][bookmark: OLE_LINK229][bookmark: OLE_LINK517][bookmark: OLE_LINK518]Through a systematic literature review, the study has several preliminary findings. The paper demonstrates that the influences that drive stakeholder engagement are diverse and complex. The paper categorises the drivers into six types: message factors, communication strategies, CSR types, social factors, personal factors, and brand/industry factors. Factors related to message include message type, message source, etc. CSR types include environmental protection, sustainability, fairness, social contribution, etc. Communication strategy refers to the method of CSR communication on social media developed by a company, which emphasises the company's leading role. Social factors explain how stakeholder engagement is influenced by other social groups or the culture of a society and that social factors play an essential role in shaping individual behaviour and perceptions. Personal factors involve stakeholder characteristics, including values, attitudes, and trust. The brand/industry factor relates to brand type, industry type, and industry characteristics.

This research is anticipated to yield significant contributions both in theoretical and practical domains. Primarily, the existing literature on stakeholder engagement exhibits notable limitations, characterized by a lack of comprehensive and systematic analysis regarding the factors that influence engagement in CSR communication. Consequently, this study stands as a pioneering endeavor, aiming to conduct a thorough literature review to reveal the intricate factors shaping stakeholder engagement on social media platforms.

Furthermore, through a rigorous descriptive analysis, this paper will provide a comprehensive overview to clearly identify key theories, research locations, publication schedules, types of engagement, and relevant factors. By doing so, it will effectively highlight current research gaps and suggest future research directions.

Moreover, beyond its theoretical implications, this research holds practical contributions for industry practitioners. By offering insights into flexible communication strategies adaptable to the varied needs of stakeholder groups, companies can more adeptly address the multifaceted expectations of their diverse stakeholders. In doing so, this study endeavors to enhance the efficacy of marketing communication endeavors, aligning organizational practices more closely with stakeholder preferences and fostering mutually beneficial relationships therein.
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