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Abstract
Chief executive officers have transformed into social CEOs, discovering a 
new avenue on social media for dialogue and interaction with their audi-
ences. This research makes a significant contribution to the field as it aims 
to analyze CEOs’ presence and activity on social media. It provides a de-
tailed comparison of the differences and similarities between CEOs of glob-
al and Latin American companies, based on the Fortune Global 500 and 
América Economía 500 rankings, respectively. We identified 537 social 
media profiles of 1,029 CEOs and studied 23,549 own and shared publi-
cations on LinkedIn, X (formerly Twitter), Instagram, Facebook, TikTok, 
and YouTube. CEOs have significantly increased their presence on social 
media in recent years, with most having active profiles but low publica-
tion volumes. LinkedIn emerges as the favored platform for CEOs. Amer-
ican (globally) and Brazilian (at the Latin American level) CEOs lead the 
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pack in social networking activities. Despite some areas for improvement, 
CEOs have shown progress in their social media engagement compared to 
the publication levels observed in other studies and sectors. The article of-
fers academics and professionals a comprehensive overview of the presence 
and activity of CEOs on social platforms. It also presents methodological 
guidelines for future research and outlines three types of social CEOs: ac-
tive, moderate, and passive.

Keywords
CEO; organizational communication; managing director; chief executive 

officer; social media.
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CEO social: análisis de la presencia 
y actividad en redes sociales de los 
directores ejecutivos de empresas
Resumen
Convertidos en CEO sociales, los directores ejecutivos encontraron un 
nuevo espacio en las redes sociales para dialogar e interactuar con sus pú-
blicos. El objetivo de esta investigación es analizar la presencia y la activi-
dad de los CEO en las principales redes sociales y comparar las diferencias 
y las similitudes entre ejecutivos de empresas globales y latinoamericanas, 
según los ránquines Fortune Global 500 y América Economía 500, respecti-
vamente. Se identificaron 537 perfiles en redes sociales de un total de 1.029 
directores ejecutivos y se estudiaron 23.549 publicaciones propias y com-
partidas en LinkedIn, X/Twitter, Instagram, Facebook, TikTok y YouTube. 
En los últimos años, los CEO aumentaron su presencia en redes sociales 
y la mayoría de ellos tienen perfiles activos, pero con volúmenes bajos de 
publicación. LinkedIn es la plataforma favorita de los ejecutivos. Los CEO 
americanos (a nivel global) y brasileños (a nivel latinoamericano) son los 
líderes en actividad en redes sociales. Los directores ejecutivos ignoran la 
recomendación de los expertos y tienen una participación “muy baja” en las 
redes sociales, sobre todo en LinkedIn y X/Twitter. Aunque, en compara-
ción con los niveles de publicación alcanzados en otros estudios y secto-
res, los CEO mejoran su desempeño. El artículo ofrece a los académicos y 
profesionales un panorama general e integrador de la presencia y actividad 
de los CEO en plataformas sociales. Además, propone pautas metodológi-
cas para futuras investigaciones y perfila tres tipos de CEO sociales: acti-
vos, moderados y pasivos.

Palabras clave
CEO; comunicación organizacional; consejero delegado; director ejecu-
tivo; redes sociales.
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CEO social: análise da presença e 
da atividade nas redes sociais dos 
diretores-executivos corporativos
Resumo
Transformados em CEOs sociais, os diretores-executivos encontraram um 
novo espaço nas redes sociais para dialogar e interagir com seus públicos. 
O objetivo desta pesquisa é analisar a presença e a atividade dos CEOs nas 
principais redes sociais e comparar as diferenças e as semelhanças entre os 
executivos de empresas globais e os de empresas latino-americanas, de acor-
do com os rankings Fortune Global 500 e América Economía 500, respec-
tivamente. Foram identificados 537 perfis em redes sociais de 1.029 CEOs 
e estudadas 23.549 publicações próprias e compartilhadas no LinkedIn, 
no X/Twitter, no Instagram, no Facebook, no TikTok e no YouTube. Nos 
últimos anos, os executivos aumentaram sua presença nas mídias sociais e 
a maioria deles tem perfis ativos, mas com baixo volume de publicações. 
O LinkedIn é a plataforma favorita dos executivos. Os CEOs americanos 
(em âmbito global) e brasileiros (na América Latina) são os líderes em ati-
vidades nas redes sociais. Os CEOs sociais ignoram a recomendação dos 
especialistas e têm uma participação “muito baixa” nas redes sociais, espe-
cialmente no LinkedIn e no X/Twitter. Contudo, em comparação com os 
níveis de publicação alcançados em outros estudos e setores, os CEOs me-
lhoraram seu desempenho. Este artigo oferece aos acadêmicos e aos profis-
sionais uma visão geral abrangente e integradora da presença e da atividade 
dos CEOs nas plataformas sociais. Além disso, propõe diretrizes metodo-
lógicas para pesquisas futuras e descreve três tipos de CEOs sociais: ativos, 
moderados e passivos.

Palavras-chave
CEO; comunicação organizacional; CEO; diretor-executivo; redes sociais.
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Since the emergence of the internet, executive directors, or chief ex-
ecutive officers (CEOs), have assumed a fundamental role in the digital 
communication of organizations (Hill and White, 2000; Kent and Tay-
lor, 1998; White and Raman, 1999). During the last thirty years, the pub-
lic nature of CEOs and the appearance of new platforms in organizations 
have consolidated CEOs’ presence and participation (Heavey et al., 2020; 
Manfredi-Sánchez, 2019; Men, 2012). A study by Kekst CNC Intelligence 
(Putt and Rocha, 2023) identified four types of CEOs according to their 
role in social networks: social CEOs in the United States; purpose-driv-
en CEOs in Germany; relatable CEOs in the United Kingdom, and talent 
magnet CEOs in Sweden.

The above demonstrates the growing relevance of executive directors 
as essential communicators and the public “faces” of organizations (Denner 
et al., 2021; Gutiérrez-García, 2010; Men, 2012), especially with the con-
solidation of social networks. Thus, since the role of CEOs as communica-
tors has become a valuable and relevant topic to analyze and understand 
in the academic/scientific field, this study aims to analyze the presence 
and activity of CEOs in the main social networks. In addition, it presents 
a comparison of the differences and similarities between CEOs of global 
and Latin American companies.

CEO presence on social media
To achieve a digital presence, CEOs must choose certain social networks 
and create professional profiles on these platforms that adapt to their com-
munication needs for the management of information and relationships 
with their audiences (Capriotti, Oliveira et al., 2023; Caprioti, Zeler and 
Oliveira, 2021; Mudambi et al., 2019). The constant changes in the com-
munication methods of organizations has led to the transformation of the 
roles of CEOs. The work of current business leaders is different from that 
of their predecessors, particularly since the advent of the internet (Longe-
necker and Wittmer, 2023; Mascarenhas, 2009; Preciado-Hoyos and Eta-
yo-Pérez, 2014; Santana et al., 2023). Three major periods in the evolution 
of CEOs’ digital communication have marked the role of CEOs as institu-
tional communicators. The first period marks the beginning of the transi-



6 Social Chief Executive Officers: Analysis of the Presence and Activity... - Giancarlo Saavedra and other

tion from CEO to e-CEO, a stage in which CEOs incorporated the internet 
as a new communication channel to listen to conversations about their or-
ganizations and themselves (Gaines-Ross, 2000; 2002; Schreiber, 2002). 
The second period is characterized by the emergence of the blogger CEO, 
a period in which top executives posted their first blog posts, explored the 
potential to project credibility in Web 2.0 communities (Evans et al., 2008; 
Lee, 2006) and first began online dialogue. Finally, the third period rep-
resents the era of the social CEO, in which directors exploit the dialogical 
principles of participation in social networks (Yue et al., 2023). This ap-
pearance of executives in digital spaces is defined as their social presence 
(Men et al., 2018; Tsai and Men, 2017).

The first study on the presence of CEOs on the internet identified and 
analyzed how executives of Fortune e-50 companies represented themselves 
on their own websites (Lee and Know, 2002). Since then, a few studies 
have focused on the representation of top management in digital environ-
ments. Capriotti and Ruesja (2018) presented one of the first evaluations 
of the presence of CEOs in large-scale social networks. To advance the un-
derstanding of CEOs’ role as communicators, first, the social presence of 
CEOs must be identified and analyzed by determining the degree to which 
executive directors are present in social networks (RQ1) and whether there are 
differences in the levels of presence among the CEOs of global and Latin Amer-
ican companies (RQ1a).

CEO activity on social media
It is insufficient to say that CEOs are merely present on social media. Ex-
ecutive directors need to have an active social presence to gain favor from 
their audiences and be perceived as receptive communicators (Men, 2015). 
CEO activity on social media is defined as the opportunity for CEOs to 
engage in relevant conversations through the constant use of dialog and 
interaction with audiences. The level of executives’ involvement in such ac-
tivities is determined according to the volume of their publications and the 
frequency of their content dissemination (Albanna et al., 2022; Capriotti, 
Zeler and Camilleri, 2021; Capriotti, Zeler and Oliveira, 2021; Domínguez 
et al., 2023). The current environment demands more visible and, above 
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all, more communicative leaders (Fröhlich and Knobloch, 2021; Longe-
necker and Wittmer, 2023). Therefore, being present without being pro-
active depreciates the reputation of CEOs (Alghawi et al., 2014; Vidgen et 
al., 2013). One way to capitalize on their active social presence is through 
the proper use of dialogical principles and strategies for participatory pur-
poses (Yue et al., 2023).

During the last decade, attention to the communication of social 
CEOs has increased, and studies have explored CEOs’ participation in dif-
ferent aspects of institutional communication (Heavey et al., 2020; Rum-
stadt and Kanbach, 2022). A pioneering study on CEOs in social networks 
analyzed the benefits of Twitter (now called X) for the public relations of 
CEOs (Hwang, 2012). Although most studies consider executive partici-
pation in social networks as a whole (Serrano et al., 2020), some scientific 
articles address CEOs’ commitment and active presence on specific plat-
forms ( Jameson, 2014; Manika et al., 2015; Yue et al., 2019). However, no 
study has comprehensively addressed the activity of CEOs in social net-
works. In this way, as a second research focus, it is necessary to recognize 
and evaluate the activity carried out by executives in social networks in a 
global or transversal way by determining what level of activity executive direc-
tors present in social networks (RQ2) and whether there are differences in the 
levels of activity among CEOs of global and Latin American companies (RQ2a).

Methodology
The general objective of this research is to analyze the level of CEOs’ pres-
ence (RQ1) and activity (RQ2) in social networks and determine whether 
there are differences (RQ1a and RQ2a) between global and Latin Ameri-
can executives. CEOs were selected for inclusion in this study according to 
the rankings of Fortune Global 500 (FG 500) and América Economía 500 
(AE 500), which classify the largest companies according to their total rev-
enue in each fiscal year. Global leaders were chosen from the FG 500 and 
grouped into the regions of America (encompassing North America, Cen-
tral America, and South America), Europe, and Asia Pacific. Executives of 
Latin American companies were selected based on the AE 500 and cate-
gorized into three groups: Brazil and Mexico, according to their high lev-
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el of representation, and a third group called the “rest of countries”, which 
brings together the other participants in the ranking (Chile, Peru, Argen-
tina, Colombia, Costa Rica, Ecuador, Panama, Paraguay and Uruguay). 
Previous studies (Lee, 2006; Yue et al., 2019; 2023) have used this type of 
classification as a reliable means to measure the presence and social activi-
ty of CEOs. For this research, the listings in 2021 were considered.

Taking these rankings as a reference, the 1,029 executive directors 
who served as CEOs between the months of January to September 2023 
were identified. In both lists, the number of CEOs is greater than the num-
ber of companies because some companies have co-executive directors or 
have more than one director during the analysis period. Finally, a total of 
521 global CEOs and 508 Latin American CEOs were obtained (Table 1).

Table 1. Sample of executive directors
 Total FG 500 AE 500

 N  %  N  %  N  %

 Total companies in the ranking 1.000 100 500 100 500 100

 Total companies with co-CEOs 16 1,6 14 2,8 2 0,4

 Total companies with more than 1 CEO 27 2,7 7 1,4 20 4

 Total executive directors 1.029 100 521 50,6 508 49,4

Source: Own elaboration.

 To analyze the presence of CEOs in social networks, six social plat-
forms with the highest percentage of active users were selected: Facebook, 
YouTube, Instagram, TikTok, X/Twitter and LinkedIn (We Are Social and 
Meltwater, 2023). Facebook is one of the preferred networks for the pub-
lic’s communication with leaders and the site where the first digital dialog-
ical principles were put into practice (Conte et al., 2017; Men et al., 2018; 
Men and Tsai, 2016; Pakura and Rudeloff, 2020; Tsai and Men, 2017; Wang 
and Huang, 2018). YouTube is a space where CEOs have the opportuni-
ty to resolve communication situations and build trust with the public of 
their organizations (Manika et al., 2015; Sandlin and Gracyalny, 2018). In-
stagram allows CEOs to build their personal image and that of their organi-
zations (Md Saad and Yaacob, 2021). It also provides instagrammer CEOs 
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the opportunity to find out whether their self-disclosure has effects on con-
sumers and the brands they represent (Kim and Sung, 2021). TikTok is an 
emerging social platform that has presented increased use and downloads 
since the pandemic. Public figures from political and health organizations 
have found it a useful space for connecting with young audiences in an en-
tertaining way (Cervi et al., 2021; Montúfar-Calle et al., 2022). On X/
Twitter, CEOs can approach executive communication through everyday 
narratives (Grafström and Falkman, 2017). It enables top management to 
play the role of corporate ambassadors (Wu et al., 2021) and shape conver-
sations via microblogging ( Jameson, 2014; Malhotra and Malhotra, 2016). 
LinkedIn is one of the preferred social networks for transmitting the per-
sonal, work and organizational identities of CEOs (Molina-Cañabate and 
Suau-Gomila, 2021; Serrano et al., 2020).

To identify the personal accounts of the executives in the analyzed 
social media platforms, a search was carried out on the corporate website 
of the CEO’s company and on the search engine of each social network. 
In the cases in which personal accounts were not verified, an additional in-
vestigation was carried out to identify whether any type of interaction was 
evident in the institutional social platforms, such as labeling the personal 
profiles of the executives in the corporate publications.

To establish the level of CEOs’ general presence in social networks, 
the average number of social media outlets used per person was identified. 
According to We Are Social and Meltwater (2023), users have an average 
of seven social platforms. On this basis and taking into account that only 
six platforms were selected for this analysis, three levels of presence in so-
cial networks were established for the executive directors (Table 2).

Table 2. Levels of CEOs’ general presence in social networks
 Presence level  N *

 Low 1–2

 Medium 3–4

 High 5–6

 * Number of social networks.
Source: Own elaboration.
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Next, five levels of presence were established for each of the social 
networks to identify the participation of CEOs in the platforms included 
in this research (Table 3).

Table 3. Levels of presence in each social network

 Presence level  %

 Very low 0–20

 Low 21–40

 Medium 41–60

 High 61–80

 Very high 81–100

Source: Own elaboration.

Finally, to analyze the evolution of the presence of executive directors 
in social networks, the research by Capriotti and Ruesja (2018) was taken 
as a reference for comparison with the results of the present research. This 
allowed us to observe whether there have been significant changes in the 
participation of CEOs in social platforms.

To analyze the activity of CEOs in social networks, the volume of pub-
lications of CEOs in their personal profiles was studied over 39 weeks 
(nine months) from January to September 2023. It was determined 
whether the accounts were active or inactive. On this basis, the profiles 
were classified into two groups: a) inactive, where CEOs do not present 
any activity during the period of analysis, and b) active, in which CEOs 
present at least one publication in the period of study. To establish the 
level of activity of the CEOs in their social networks, the recommended 
publication averages (RPAs) according to experts and the achieved pub-
lication averages (APAs) of the CEOs or companies from various sectors 
were subsequently identified, based on different academic and informa-
tive studies 3 (Table 4).
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Table 4. Recommended publication averages (RPAs) and 
achieved publication averages (APAs) per week in social 

networks
 Social network  RPA  APA

 LinkedIn 3.5 1

 X/Twitter 20 9

 Instagram 2.8 5

 Facebook 7 7

 TikTok 3.4 2.5

 YouTube 1.5 1.8

Source: Own elaboration.

Finally, the activity levels were established according to the reports 
and studies cited (Tables 5 and 6). For all the cases, publication averages 
and levels are presented per week.

Table 5. Recommended weekly activity levels
 Social network  Very low  Low  Adequate  High  Very high

 LinkedIn  Less than 2 2–2.9 3–4 4.1–5  More than 5

 X/Twitter  Less than 11 11–16.9 17–23 23.1–29  More than 29

 Instagram  Less than 1 1–1.9 2–3 3.1–4  More than 4

 Facebook  Less than 4 4–5.9 6–8 8.1–10  More than 10

 TikTok  Less than 2 2–2.9 3–4 4.1–5  More than 5

 YouTube Menos de 0,9 0.9–1.4 1.5–2 2.1–2.6 Más de 2,6

Source: Own elaboration.

Anderson (2023); Capriotti, Losada-Díaz et al. (2023); Capriotti and 
Zeler (2023); Cucu (2023); Da Silva et al. (2023); Dévai et al. (2023a/b); 
Dévai and Peralt (2022); Dixon (2023a/b/c); Feehan (2022; 2023a/b); 
Grafström and Falkman (2017); Guthrie (2023); Macready and Cohen 
(2023); Md Saad and Yaacob (2021); Putt and Rocha (2023); Social Pi-
lot (2023); Thomas (2023).
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Table 6. Activity levels reached weekly
 Social network  Very low  Low  Medium  High  Very high

 LinkedIn Less than 0.3 0.3–0.7 0.8–1.2 1.3–1.7 More than 1.7

 X/Twitter  Less than 3 3–7 7.1–11 11.1–15  More than 15

 Instagram  Less than 2 2–4 4.1–6 6.1–8  More than 8

 Facebook  Less than 4 4–6 6.1–8 8.1–10  More than 10

 TikTok  Less than 1 1–2 2.1–3 3.1–4  More than 4

 YouTube Less than 0.9 0.9–1.4 1.5–2 2.1–2.6 More than 2.6

Source: Own elaboration.

Information on the personal data of the executives and their social 
networks was collected in October 2023. The publications of the active 
CEOs were downloaded in October 2023 via the FanPage-Karma tool for 
all platforms, with the exception of the LinkedIn publications, which were 
downloaded manually.

The sample was composed of 23,549 own and shared publications 
of the CEOs (10,455 posts on LinkedIn, 9,110 tweets on X/Twitter, 2,283 
posts on Instagram, 1,614 posts on Facebook, 35 posts on TikTok and 52 
posts on YouTube). The information was subsequently classified and cod-
ed in Microsoft Excel spreadsheets for statistical analysis and processing, 
after which the following results were obtained.

Results

CEO presence on social media
The presence of executive directors in social networks is low (Table 7). Five 
(5) out of 10 CEOs (52.2%) have a social presence. Latin American execu-
tives have greater social participation than their global peers do, as almost 
7 in 10 executives have at least one social media account, whereas 39.7% 
(almost 4 out of 10) of global CEOs do. However, global directors have an 
average of 1.5 social profiles, whereas Latino directors have an average of 
1.2 social profiles.
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Table 7. Presence of CEOs in social networks
 Total FG 500 AE 500

 N *  %  N  %  N  %

 CEO total 1.029 100 521 50.6 508 49.4

 CEO without social 
network 492 47.8 314 60.3 178 35

 CEO with social 
network 537 52.2 207 39.7 330 65

1 social network 412 76.7 132 63.8 280 84.8

2 social networks 97 18.1 55 26.6 42 12.7

3 social networks 22 4.1 16 7.7 6 1.8

4 social networks 3 0.6 3 1.4 0 0

5 social networks 0 0 0 0 0 0

6 social networks 3 0.6 1 0.5 2 0.6

 * CEO number.
Source: Own elaboration.

Taking into account CEOs’ general participation in social networks 
(Tables 2 and 7), the majority of CEOs (approximately 95%) present a 
“low” level, and fewer than 1% of executives present “high” levels of pres-
ence (5–6 social networks) (Table 8).

Table 8. Level of general presence and percentage 
of CEOs in social networks

 General Low (1–2) Medium (3–4) High (5–6)

 Total  Low 94.8% 4.7% 0.6%

FG 500  Low 90.4% 9.1% 0.5%

AE 500  Low 97.5% 1.8% 0.6%

Source: Own elaboration.

LinkedIn is the most commonly used social network (50.3%) among 
the CEOs (Table 9). The presence of Latin American CEOs clearly exceeds 
that of their global colleagues on that platform. The rest of the social net-
works present much lower presence. Only 10.2% of the total CEOs are pres-
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ent on X/Twitter, a network in which global executives (63) have a third 
greater presence than Latin Americans do (42). Among the total CEOs, 
only 5.2% participate on Instagram. Not even 2% of executives have pro-
files on Facebook, and the percentages of those present on YouTube and 
TikTok do not exceed 0.4% each. Owing to the small percentage represent-
ed by these last three networks, their results will be included for reference 
in the following tables presenting the results regarding presence and activ-
ity but will not be analyzed, except in exceptional cases.

Table 9. Number of CEO profiles by social network
 Total FG 500 AE 500

 N *  %  N  %  N  %

 CEO total 1,029 100 521 50.6 508 49.4

 LinkedIn 518 50.3 194 37.2 324 63.8

 X/Twitter 105 10.2 63 12.1 42 8.3

 Instagram 53 5.2 32 6.1 21 4.1

 Facebook 18 1.7 15 2.9 3 0.6

 TikTok 4 0.4 2 0.4 2 0.4

 YouTube 4 0.4 2 0.4 2 0.4

 * Number of CEOs.
Source: Own elaboration.

Regional/national differences regarding executive directors in 
social networks
America and Europe are the two regions with the highest participation in 
social networks (Table 10). More than 60% of American CEOs (61.6%) 
and European CEOs (68.5%) are present on LinkedIn, and approximately 
20% of executives from each region are on X/Twitter. The presence of di-
rectors on Instagram from both regions does not exceed 10%, on average. 
Asian CEOs have very low levels of presence on social media.

Brazil and Mexico are the Latin American countries with the greatest 
number of executives with a presence on social media (Table 10). Linke-
dIn is by far the favorite social network for Latin American directors. More 
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than 65% of Brazilian CEOs and more than 50% of Mexican CEOs partici-
pate in this professional platform. The rest of the countries have a presence 
of more than 70%. Mexican CEOs are the executives with the most par-
ticipation on X/Twitter (23), and Brazilian CEOs have the most engage-
ment on Instagram (12).

Table 10. CEO presence in social networks by region/country
 CEO  LinkedIn  X/Twitter  Instagram  Facebook  TikTok  YouTube

N* % N % N % N % N % N % N %

FG 500 521 100 194 37.2 63 12.1 32 6.1 15 2.9 2 0.4 2 0.4

 America 146 28 90 61.6 29 19.9 16 11 7 4.8 2 1.4 2 1.4

 Europe 130 25 89 68.5 28 21.5 11 8.5 5 3.8 0 0 0 0

 Asia Pacific 245 47 15 6.1 6 2.4 5 2 3 1.2 0 0 0 0

AE500 508 100 324 63.8 42 8.3 21 4.1 3 0.6 2 0.4 2 0.4

 Brazil 176 34.6 116 65.9 6 3.4 12 6.8 2 1.1 2 1.1 2 1.1

 Mexico 147 28.9 78 53.1 23 15.6 4 2.7 1 0.7 0 0 0 0

 Rest of 
countries 185 36.4 130 70.3 13 7 5 2.7 0 0 0 0 0 0

 * Number of CEOs.
Source: Own elaboration.

According to the results of the levels of presence on social media (Ta-
bles 3 and 10), in general, the CEOs of both ranks have “very low” levels 
of participation in social networks such as X/Twitter and Instagram. On 
LinkedIn, most executives have a “high” level of presence, except in the 
case of CEOs from Asia Pacific, who have “very low” levels of participa-
tion (Table 11).

 Table 11. Level of presence of CEOs by social network
 Total  LinkedIn  X/Twitter  Instagram

 Medium  Very low  Very low

FG 500  Low  Very low  Very low

 America  High  Very low  Very low

 Europe  High  Low  Very low
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 Total  LinkedIn  X/Twitter  Instagram

 Asia Pacific  Very low  Very low  Very low

AE500  High  Very low  Very low

 Brazil  High  Very low  Very low

 Mexico  Medium  Very low  Very low

 Rest of countries  High  Very low  Very low

Source: Own elaboration.

Evolution of the presence of executive directors on social 
networks
Over the course of the past five years, the number of CEOs’ social profiles 
has increased by more than 70% (Table 12). The increase in the number of 
executives with profiles on LinkedIn is remarkable, as the number of profiles 
almost doubled compared with that in 2018 (from 281 to 518 accounts). 
However, Instagram is the social network with the most significant per-
centage growth. Compared with the figures in 2018, the number of glob-
al CEOs increased 16 times, and the number of Latinos increased by more 
than 5 times. In contrast, on Facebook, the number of accounts decreased, 
especially among Latin American directors. The increase in participation 
on YouTube is insignificant, and the first CEOs appeared on TikTok (4).

Table 12. Evolution of CEO presence in social networks 
(2018–2023)

 CEO social network profiles  Social network profiles FG 500  Social network profiles AE 500

2018 2023  Increase 2018 2023  Increase 2018 2023  Increase

N N N % N N N % N N N %

 No. 
profiles 408 702 294 72.1 180 308 128 71.1 228 394 166 72.8

 LinkedIn 281 518 237 84.3 106 194 88 83 175 324 149 85.1

 X/Twitter 86 105 19 22.1 53 63 10 18.9 33 42 9 27.3

 Instagram 6 53 47 783.3 2 32 30 1.500 4 21 17 425

 Facebook 32 18 -14 -43.8 18 15 -3 -16.7 14 3 -11 -78.6

 YouTube 3 4 1 33.3 1 2 1 100 2 2 0 0

 TikTok NA 4 NA NA NA 2 NA NA NA 2 NA NA

 NA = not applicable.
Source: Own elaboration.
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CEO activity on social media
The results reveal that the majority of CEOs have active profiles (Table 13), 
with active accounts representing more than 70% in almost all social net-
works. On LinkedIn, almost 90% of global directors present active accounts, 
whereas the figure for Latinos is 15.3% lower. On X/Twitter, almost 80% 
of executive accounts have at least a minimal level of activity. The percent-
age of CEOs with active Instagram accounts exceeds 70%.

Table 13. Active and inactive CEO profiles
 Grand total FG 500 AE 500

 Total  Inactive  Active  Total  Inactive  Active  Total  Inactive  Active
N* % N % N N % N % N N % N %

 LinkedIn 518 103 19.9 415 80.1 194 23 11.9 171 88.1 324 80 24.7 244 75.3
 X/Twitter 105 23 21.9 82 78.1 63 14 22.2 49 77.8 42 9 21.4 33 78.6
 Instagram 53 14 26.4 39 73.6 32 7 21.9 25 78.1 21 7 33.3 14 66.7
 Facebook 18 9 50 9 50 15 9 60 6 40 3 0 0 3 100

 TikTok 4 1 25 3 75 2 1 50 1 50 2 0 0 2 100
 YouTube 4 2 50 2 50 2 1 50 1 50 2 1 50 1 50

 * CEO number.
Source: Own elaboration.

CEO publication volumes are low and scattered (Table 14). A small 
number of CEOs posted more than 100 publications on LinkedIn (8), X/
Twitter (25) and Instagram (5) during the study period (9 months).

Table 14. Volume of CEO activity
 LinkedIn  X/Twitter  Instagram  Facebook  TikTok  YouTube

 N *  FG 
**

 AE 
† N FG AE N FG AE N FG AE N FG AE N FG AE

 Active CEO 415 171 244 82 49 33 39 25 14 9 6 3 3 1 2 2 1 1
1-5 posts 88 25 63 10 5 5 6 5 1 2 2 0 0 0 0 0 0 0

6-10 posts 65 26 39 2 1 1 5 3 2 0 0 0 1 0 1 0 0 0
11-20 posts 82 28 54 10 6 4 6 3 3 0 0 0 2 1 1 0 0 0
21-30 posts 55 25 30 4 3 1 4 2 2 1 1 0 0 0 0 2 1 1
31-50 posts 79 41 38 15 11 4 8 5 3 0 0 0 0 0 0 0 0 0

51-100 
posts 38 23 15 16 10 6 5 4 1 1 1 0 0 0 0 0 0 0

 More than 
100 posts 8 3 5 25 13 12 5 3 2 5 2 3 0 0 0 0 0 0

 * Number of CEOs; ** Number of CEOs listed on the FG 500; † Number of CEOs listed on the AE 500.

Source: Own elaboration.
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Global leaders presented a very low volume of activity during the first 
nine months of 2023 (Table 15). On LinkedIn, only 3 executives made more 
than 100 posts, and the majority of CEOs (52%) made between 21 and 100 
posts. Among all the social networks, X/Twitter is the one with the most 
activity among CEOs, with just over a quarter of the executives tweeting 
more than 100 times. On Instagram, more than 50% of CEOs posted be-
tween one and 30 times.

Table 15. Volume of global CEO activity
 LinkedIn  X/Twitter  Instagram  Facebook  TikTok  YouTube

N* % N % N % N % N % N %

 Total 171 100 49 100 25 100 6 100 1 100 1 100

1–5 posts 25 14.6 5 10.2 5 20 2 33.3 0 0 0 0

6–10 posts 26 15.2 1 2 3 12 0 0 0 0 0 0

11–20 posts 28 16.4 6 12.2 3 12 0 0 1 100 0 0

21–30 posts 25 14.6 3 6.1 2 8 1 16.7 0 0 1 100

31–50 posts 41 24 11 22.4 5 20 0 0 0 0 0 0

51–100 posts 23 13.5 10 20.4 4 16 1 16.7 0 0 0 0

 More than 100 
posts 3 1.8 13 26.5 3 12 2 33.3 0 0 0 0

 * Number of CEOs.
Source: Own elaboration.

During the first three quarters of the year, similarly to their global col-
leagues, Latin American executives presented a very low active presence 
on social media. More than 40% made between 1 and 10 posts on Linke-
dIn, and only 5 CEOs made more than 100 posts. On X/Twitter, approxi-
mately 30% of CEOs made more than 100 posts in the period (Table 16).

Table 16. Volume of activity of Latin American CEOs
 LinkedIn  X/Twitter  Instagram  Facebook  TikTok  YouTube

N* % N % N % N % N % N %

 Total 244 100 33 100 14 100 3 100 2 100 1 100

1–5 posts 63 25.8 5 15.2 1 7.1 0 0 0 0 0 0

6–10 posts 39 16 1 3 2 14.3 0 0 1 50 0 0
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 LinkedIn  X/Twitter  Instagram  Facebook  TikTok  YouTube

N* % N % N % N % N % N %

11–20 posts 54 22.1 4 12.1 3 21.4 0 0 1 50 0 0

21–30 posts 30 12.3 1 3 2 14.3 0 0 0 0 1 100

31–50 posts 38 15.6 4 12.1 3 21.4 0 0 0 0 0 0

51–100 posts 15 6.1 6 18.2 1 7.1 0 0 0 0 0 0

 More than 100 
posts 5 2 12 36.4 2 14.3 3 100 0 0 0 0

 * Number of CEOs.
Source: Own elaboration.

Regional/national differences among CEOs in social networks
CEOs in Latin America are slightly more active in social networks than 
their global peers are. X/Twitter is the platform where more weekly 
posting activity is observed between the two groups, as Latino direc-
tors publish 0.7 times more than their global peers do. The two groups 
of CEOs present similar levels of activity on LinkedIn, and on Insta-
gram, Latino executives are slightly more active, with almost 2 posts 
per week (Table 17).

Executives in America present better results in terms of activity in 
social networks (Table 17). On X/Twitter, they post 1.5 more times per 
week than their European and Asian peers do, and on Instagram, they post 
approximately 0.9 times more than their colleagues do. CEOs from Amer-
ica (0.7) and Europe (0.8) present similar numbers of posts on LinkedIn. 
CEOs in Asia Pacific post, on average, almost 0.4 times less than do man-
agers in the other two regions.

There is considerable variation in social network engagement among 
Latin American CEOs by country and social network (Table 17). In gener-
al, business leaders in Brazil have higher levels of activity. Brazilian execu-
tives stand out on Instagram with 2.4 weekly posts and on X/Twitter with 
9.5 posts. On LinkedIn, Latino CEOs have similar weekly performance.
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Table 17. Average weekly publications by CEO
 LinkedIn  X/Twitter *  Instagram  Facebook  TikTok  YouTube

 Total 0.7 3 1.6 5.4 0.4 0.7

FG 500 0.7 2.6 1.4 3.1 0.4 0.7

 America 0.7 3.5 1.7 3.7 0.4 0.7

 Europe 0.8 2 0.9 0.1 0 0

 Asia Pacific 0.4 1.9 0.7 0 0 0

AE 500 0.6 3.3 1.7 7.6 0.3 0.7

 Brazil 0.6 9.5 2.4 6.4 0.5 0.7

 Mexico 0.5 2.8 0.7 10 0 0

 Rest of countries 0.5 2.3 0.5 0 0 0

 *  In the case of X/Twitter, CEO Elon Musk is not counted because including his participation could affect the gener-
al scope and activity (8,411 tweets published in the study period).

Source: Own elaboration.

For the analysis of the levels of activity (recommended and achieved), 
the weekly publication averages of the CEOs are taken as a reference (Ta-
bles 5, 6 and 17). With respect to the level of activity, CEOs have little par-
ticipation in social networks according to the weekly publication levels 
recommended by the experts (RPA) (Table 18). Global CEOs ignore the 
recommendation of experts and have “very low” participation in social net-
works, especially on LinkedIn and X/Twitter, platforms where they pres-
ent the lowest level of participation. On Instagram, an increase in activity 
is observed, although activity remains at “low” levels. Global executives 
and, in particular, their peers in the region of the Americas show a slight 
increase in their communication on Instagram. In the case of Latin Amer-
ica, the same dynamic is presented. Latino executives have “very low” par-
ticipation on LinkedIn and X/Twitter. On Instagram, only Brazil maintains 
“adequate” levels of communication, with the rest of the countries present-
ing “very low” levels.

Depending on the publication levels achieved in other studies and 
sectors (APA), CEOs tend to improve their performance somewhat (Ta-
ble 18). On LinkedIn, European CEOs present “medium” levels of en-
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gagement via posting, whereas CEOs from the remaining regions present 
a “downward” trend. Executives have a “very low” average performance 
on Instagram. In Latin America, CEOs in Brazil have higher social media 
engagement. They stand out with a “medium” level of engagement on X/
Twitter. However, on LinkedIn, all Latino executives have “low” levels of 
participation. For the RPA and APA measures, the results for Facebook, 
YouTube and TikTok are not included because of CEOs’ almost null pres-
ence and activity on these platforms.

Table 18. Activity level of CEOs in social networks
 Based on the Recommended Average (RPA)  Based on the Average Achieved (APA)

 LinkedIn  X/Twitter  Instagram  LinkedIn  X/Twitter  Instagram

 Total  Very low  Very low  Low  Low  Low  Very low

FG 500  Very low  Very low  Low  Low  Very low  Very low

 America  Very low  Very low  Low  Low  Low  Very low

 Europe  Very low  Very low  Very low  Medium  Very low  Very low

 Asia Pacific  Very low  Very low  Very low  Low  Very low  Very low

AE 500  Very low  Very low  Low  Low  Low  Very low

 Brazil  Very low  Very low  Adequate  Low  Medium  Low

 Mexico  Very low  Very low  Very low  Low  Very low  Very low

 Rest of countries  Very low  Very low  Very low  Low  Very low  Very low

Source: Own elaboration.

Discussion and conclusions
The internet offers CEOs a new environment for building interpersonal re-
lationships on the basis of dialog (Kent and Taylor, 1998; 2002). This mo-
tivates us to study their presence and activity, understanding the first as the 
“being” and the second as the “acting” of executives in social networks. In 
terms of presence, in recent years, CEOs have generally increased their par-
ticipation in social networks (70%), especially on platforms such as Insta-
gram and LinkedIn, with the latter being the most common choice among 
the senior executives included in this study. From a comparative perspec-
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tive, it is important to note that the presence of Latin American executives 
is greater than that of global executives. The prominent global CEOs are 
American and European and, among Latinos, Brazilians. On average, digi-
tal users are present in seven social networks (We Are Social and Meltwa-
ter, 2023). Taking this aspect into account, the CEOs analyzed are far from 
reaching the levels of participation and opportunities to converse with po-
tential audiences. Executives have approximately 1.5 (FG) and 1.2 (AE) 
social networks. The very low presence of Asian leaders is striking. One of 
the reasons for their low level of participation in the studied platforms is 
that executives in this region have local social networks where they inter-
act with their audiences (Kim et al., 2016).

In terms of activity, the majority of the executive directors considered 
in this study have active profiles. However, the volume of publications during 
the analysis period was low. Very few CEOs posted more than 100 times on 
LinkedIn, and although a greater proportion of CEOs made a greater num-
ber of posts on X/Twitter, the peculiarities of microblogging, namely, the 
short length and instantaneity of such posts, must be taken into account. 
At a global level, the CEOs in the Americas lead in activity, whereas Latin 
Americans present levels dispersed between countries and social networks; 
notably, Brazilians present the greatest levels of participation on LinkedIn, 
X/Twitter and Instagram.

Based on the results of the analysis of presence and activity, three 
profiles of social executive directors are proposed. “Active” CEOs, who are 
characterized by being present in many social networks and engaging in-
tensely in related activities, proactively build influential conversations. Less 
than 1% of the CEOs considered in this study fit into this category. “Mod-
erate” CEOs, who are characterized by being present in some social net-
works and engaging in a moderate level of related activities, develop regular 
conversations. We find that fewer than 5% of the executives investigated fit 
into this category. Finally, “passive” CEOs, who have a limited presence on 
social media and low levels of activity, prefer to only observe and listen to 
conversations. Most of the executives (almost 95%) in this study fit this last 
profile, that of a more reserved business figure.
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These findings suggest that corporate leaders are missing the oppor-
tunity to build public trust and enhance corporate reputation through dia-
log and interaction. This research highlights the pending debt of the dialogic 
communication of CEOs in social networks, which is similar to the find-
ings of other studies on various types of organizations (Aced and Lalueza, 
2018; Capriotti and Zeler, 2020; Miquel-Segarra et al., 2023; Paniagua-Ro-
jano and Durán-Mañes, 2023).

 Thus, this study offers a general overview of executives’ communi-
cative presence and activity in social networks. It offers researchers and 
academics a global understanding of the situation of managers in social net-
works and provides a set of methodological guidelines for future research. 
From a professional perspective, this study offers CEOs and digital com-
munication specialists the opportunity to identify strengths and weakness-
es in the management of senior executives’ engagement strategies on digital 
platforms. However, this analysis considers CEOs’ publications in only a 
general way, so future research should focus on and deepen the study of 
the communication strategies developed by CEOs in each social network.
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financed by the Ministry of Science and Innovation and carried out within 
the framework of the Doctorate Program in Anthropology and Commu-
nication from Rovira i Virgili University.
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