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ABSTRACT

In recent years, the role of the private sector in hydroelectric power Submitted: August 12, 2025
generation in Nepal has grown substantially, intensifying the need for Published: September 25, 2025
effective stakeholder communication, particularly with local communities.
As digital technologies evolve, private hydropower developers increasingly P
rely on online platforms, particularly official websites, to disseminate
project-related information. However, the extent to which these digital
channels are strategically employed for stakeholder engagement remains
unclear. This study addresses this research gap by examining the .
communication tools adopted by private-sector hydropower projects in Corresponding Author:

. eps . . . . e-mail: prabhakarji@gmail.com;
Nepal, with a specific focus on the use and effectiveness of official websites. c-mail: s.dahal@ku.cdu.np
Survey and content analysis methods were employed, combining a survey
of 100 randomly selected private hydropower projects with content analysis
of project websites. Among these, 71 projects maintained active official
websites, of which, 44 published stakeholder-targeted messages. Across all
projects, 450 messages were identified, with websites accounting for the
largest share (194), followed by traditional channels such as meetings, social
media, and mass media. The findings reveal that while digital platforms,
particularly websites, are becoming central to stakeholder communication,
they are not sufficient as standalone tools. A multi-channel communication
strategy integrating both digital and traditional media is essential to ensure
inclusive and effective stakeholder engagement. This study contributes to
the broader discourse on digital engagement in infrastructure development
and offers practical insights for policymakers and private developers aiming
to enhance participatory communication in the hydropower sector.
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1. INTRODUCTION

Internet-based tools are increasingly becoming popular and influential in enhancing greater inter-
actions with stakeholders. Information and Communication Technology (ICT) plays a critical role
in fostering stakeholder engagement on key social and political issues (Aondover e al., 2025), with
tools like websites, digital media, and social platforms appearing to be effective for geographically
dispersed stakeholders (Williams ez a/., 2015). Hydropower projects involve diverse stakeholders who
require extensive engagement to support timely delivery. The Government of Nepal has targeted the
generation of electricity to 28,500 MW by 2035 (GoN, 2024). As of 2024, private-sector hydropower
projects contribute 2,496 MW—80% of the total 3,132 MW installed capacity (NEA, 2024). These
projects often face stakeholder conflicts over environmental impacts, property damage, and compen-
sation disputes, highlighting the need for effective engagement (Koirala er «/., 2020; Shawan et al.,
2021). Given the complexity of large-scale hydropower projects, transparent communication with
stakeholders is crucial (Ghimire, 2021). However, research on the use of official websites for stakeholder
engagement with stakeholders in this sector is limited. Given the proliferation of digital technology, the
growing participation of the private sector in Nepal’s hydropower sector, and the increasing stakeholder
concerns, this study assesses the use of official websites for private hydropower projects. To address

m Copyright: © 2025 Ghimire and Dahal. This is an open access article distributed under the terms of the Creative Commons Attribution License, which permits

unrestricted use, distribution, and reproduction in any medium, provided the original source is cited.

Vol 5 | Issue 5 | September 2025


https://crossmark.crossref.org/dialog/?doi=10.24018/ejdevelop.2025.5.5.429&domain=pdf
http://dx.doi.org/10.24018/ejdevelop.2025.5.5.429
mailto:prabhakarji@gmail.com
mailto:s.dahal@ku.edu.np

Analyzing Use of Official Websites for Stakeholder Communication in Nepal’s Ghimire and Dahal

the knowledge deficit, this research analyzes the application patterns of the official websites of Nepal’s
private-sector hydropower projects to engage relevant stakeholders using digital platforms.

2. LITERATURE REVIEW

2.1. Stakeholder Engagement

Stakeholders are individuals or groups that can influence or are affected by an organization’s
objectives (Freeman, 1984). Various definitions highlight their diverse roles, from those directly
affected by projects (IFC, 2007) to those actively participating or holding vested interests (PMI, 2013).
Stakeholders range from local communities and government authorities to civil society organizations,
businesses, and academia. Stakeholder engagement refers to interactions with concerned individu-
als and groups (Bruce & Shelley, 2010). Freeman’s Strategic Management: Stakeholder Approach
under stakeholder theory challenged the shareholder-centric approach, and engagement with other
stakeholders has been recognized as crucial for achieving better organizational performance and
outcomes. With the proliferation of digital technology, online platforms have transformed stakeholder
engagement. The Internet has enabled digital and online information sharing (Kotut & Sakataka, 2018)
and strengthened communication by reducing information gaps (Jeffres & Lin, 2006). Websites foster
access to information and feedback opportunities (Mota, 2015).

2.2. Efficiency of the Official Websites

Rapid advancements in digital technology have paved the way for organizations to leverage official
websites to enhance efficiency and communication. This research builds upon Freeman (1984)’s theory
alongside the Technology Acceptance Model (TAM), developed by Davis (1989), which explains
technology adoption based on perceived usefulness and ease of use. Freeman’s (1984) stakeholder
theory emphasizes the giving of high value by organizations to external stakeholders who can influence
or are influenced by organizational activities. With technological advancements, organizations are
increasingly applying technology to stakeholder communication. Despite its growing significance,
TAM has been criticized for its narrow focus on individual perspectives and ignoring social and cultural
contexts (Bagozzi, 2007). To address these limitations, various researchers have attempted to enrich
this approach. Goodhue and Thompson (1995) introduced the Task Technology Fit (TTF) theory,
highlighting the importance of the alignment between technology and organizational tasks. Mota
(2015) assessed state-run websites in Lesotho and South Africa and highlighted their role in facilitating
access to regular and relevant information while promoting stakeholder interactions. Similarly, Rogers
et al. (2021) finds that effective stakeholder engagement necessitates open and transparent two-way
communication facilitated by careful planning.

Ghanem and Elgammal (2017) analyzed how official websites foster sustainability, stating that
less competitive and less developed tourist destinations are better performers in stakeholder commu-
nication on sustainability issues. Midin e¢7 a/. (2016) studied Malaysia’s local council websites and
shed light on their role in promoting transparency, accountability, and sustainable development in
the public sector. Jeffres and Lin (2006) investigated U.S. city council websites, and found that they
were the most effective tools for stakeholder engagement. However, many websites lack a structured
framework for improving communication. Similarly, Schulte (2015) studied water companies in New
Mexico, revealing that they often failed to address burning water issues or disseminate sufficient
educational content, while enhancing transparency and collaboration. Schulte (2015) posits that
companies prioritize community concerns and promote interactions with stakeholders on pressing
topics. The study concludes that official websites should provide accurate and updated information
to serve as platforms for stakeholder education and law enforcement (Schulte, 2015). Professionally
designed websites can systematically provide information and enhance stakeholder trust (Chibudike
et al., 2021). However, many organizations still choose to practice a hybrid communication approach
that integrates traditional meetings, mass media, and online platforms to ensure that all stakeholders
can be effectively reached.

2.3.  Communication Tools in the Hydropower Projects

The literature shows the growing use of digital platforms for stakeholder engagement, with corporate
websites playing a critical role in fostering transparency, involvement, and trust. However, several
studies have indicated that organizations often fail to effectively utilize their official websites and social
media pages for stakeholder engagement. Prebanic and Vukomanovic (2021) revealed that inadequate
use of Information and Communication Technology (ICT) leads to less digital stakeholder man-
agement in construction projects. Communication and collaboration issues remain sustained among
stakeholders owing to various organizational and technological barriers in the construction sector
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(Prebanic & Vukomanovic, 2021). Paraskevopoulou (2015) found that the inadequate use of official
websites by several organizations for stakeholder interaction, beset by a lack of investment in advanced
web technology led to economic uncertainties. Despite websites being economic media for fostering
stakeholder engagement, many organizations fail to harness their potential (Paraskevopoulou, 2015).
Rogers ef al. (2021) analyzed stakeholder engagement frameworks and communication theories and
concluded that digital platforms—such as official websites and social media—are particularly effective
for engaging stakeholders across diverse geographic locations. Chibudike e a/. (2021) also examined
the role of official websites on health and socio-economic organizations and found no similarity in the
use of websites by the two sectors. However, health-related institutions have demonstrated a greater
capacity to share innovations online. The study emphasized that well-designed websites are essential for
organizations to improve visibility, establish trust, and enhance stakeholder engagement (Chibudike
etal., 2021).

3. METHOD

This study employed a survey and content analysis to collect the data. A total of 100 private-sector
hydropower projects in Nepal were randomly selected. A survey of senior officials (chairmen or chief
executives) was conducted to identify the composition of the media they used to communicate project
messages to project stakeholders, focusing on local communities. Similarly, the content of the websites
was analyzed to assess stakeholder-related information on their respective websites. Data were collected
through a survey via telephone and email conversations with senior officials of the respective projects.
Similarly, a Google search was performed to identify whether the hydropower projects were operating
on their official websites. Websites were then visited to examine whether they were sharing stakeholder-
targeted messages. The study was conducted between June 1, 2024 and September 1, 2024.

4. RESULTS

Results have shown that Nepal’s private hydropower projects utilize official websites, with a focus on
messages targeting stakeholders.

4.1. Dominance of Projects with Official Websites and Digital Engagements

Fig. 1 shows that among the 100 projects surveyed, 30 were in the operational phase, 40 are under
construction, and 30 were in the pre-construction phase. Among the projects, the majority of 71 (71%)
projects had official websites, while 29 (29%) still did not have official websites.

4.2. Digital Stakeholder Engagement Uneven Across Project Lifecycle

Fig. 2 demonstrates that among the operational projects, 22 have their official website, 28 have
official websites among under-construction projects, and 21 projects in the pre-construction phase have
official websites.

W With website

W Without website

Fig. 1. Use of website in Nepal’s private hydropower projects. Source: Survey as the primary source.
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Fig. 2. Project phase-wise website use status. Source: Survey as the primary source.
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30% 31% M Operational projects
B Construction phase projects

B Pre-construction phase projects

Fig. 3. Projects with official websites. Source: Survey as the primary source.

M Operational projects
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B Construction phase projects

42% B Pre-construction phase projects

Fig. 4. Projects without official websites. Source: Survey as the primary source.

B Projects giving stakeholder messages

M Projects not giving stakeholder
message

Fig. 5. Official websites and stakeholder messages. Source: Survey as the primary source.
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Fig. 6. Phase-wise (project websites without stakeholder-related messages). Source: Survey as the primary. source
(websites of respective projects).

Fig. 3 shows that among the projects with official websites, 22 (31%) represented operational
projects, 28 (39%) represented construction-phase projects, and 21 (30%) represented pre-construction
phase projects.

Fig. 4 shows that among the projects without official websites, eight (28%) represented operational
projects, 12 (30%) represent construction-phase projects, and nine (42%) represent pre-construction
phase projects.

4.3. Project Websites With and Without Stakeholder-Related Messages

Fig. 5 shows that out of the total 71 projects operating official websites, 44 (62%) projects issued
stakeholder-related messages through their respective websites, while 27 (38%) projects were found not
to have disseminated any such messages during the review period.

Fig. 6 shows that out of the total projects giving stakeholder messages, 17, 18, and 9 projects
represent the operational, under-construction, and pre-construction phases, respectively. This shows
that projects in the construction phase are more active in making their website functional as compared
to other projects.
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B Meeting + Mass Media

Meeting + Mass Media + Social Media
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B Meeting + Social Media
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Fig. 7. Messages and channels for stakeholder engagement used by projects. Source: Content Analysis as the primary
source (interviews).

4.4. Official Websites Lead in Stakeholder Communication

Fig. 7 shows that 450 messages were delivered through meetings, mass media, social media, and
the official websites of the respective projects during the study period. Official websites circulated
the highest number of messages, 194 (43%), followed by meetings and mass media 100 (22%).
Similarly, 88 (19%) messages were shared with stakeholders through meetings, mass media, and social
media platforms. The least number of messages, three (1%), was shared through meetings and social
media combined, and mass media and social media combined. Similarly, 62 messages (14%) were
disseminated through meetings.

5. DIsCUSSION

The findings show that the dominance of the projects with official websites shows that Nepal’s private
sector hydropower projects are adopting digital technology to their relevant stakeholders. Kent and
Taylor’s (1998) framework highlighted the concept of dialogic communication by applying Internet-
based technology to enhance effective relationships and mutual understanding between organizations
and their relevant stakeholders. Rogers (1962), in his Diffusion of Innovation Theory, states that
ideas, practices, or technologies proliferate over time in a social system, with individuals adopting
such innovations influenced by comparable advantages, compatibility, complexity, testability, and
observability. Innovations are received in society, and the pace of innovation-adaptability depends on
individuals who are innovators, early adopters, early majority, late majority, and laggards (Rogers,
1962). Projects representing every phase were found actively giving officials. Out of the total projects
giving stakeholder messages, 17, 18, and 9 projects represent the operational, under-construction, and
pre-construction phases, respectively. This shows that projects in the construction phase are more
active in making their websites functional compared to other projects due to comparatively more
activities carried out by the project in this phase. Dominance of projects giving stakeholder messages
through the official website shows that this channel is the most popular medium for exchanging
messages because of its greater interactivity and wider reach. However, Troise and Camilleri (2021)
found that digital technologies, especially social media, support marketing, promote corporate social
responsibility (CSR) initiatives, and effectively engage stakeholders.

Yet, the study highlighted the reluctance of many projects to operate official websites, which still
rely on traditional or hybrid communication approaches to engage stakeholders. Moreover, official
websites are not sufficient, as they should be functional enough to deliver the messages to targeted
stakeholders regularly. This is consistent with the findings of Rogers er /. (2021), who suggested that
while websites provide cost-effective communication, their maintenance requires continuous invest-
ment in content development and stakeholder interaction. Although official websites are influential
tools for disseminating information, their utilization by projects varies across the project lifecycle. The
underutilization of official websites for community-targeted messages indicates a need for improved
digital engagement strategies in hydropower projects.

As infrastructure projects involve multiple stakeholders, they engage in multiple engagement tools
to reach their respective stakeholders. The study found that official websites circulated the highest
number of messages while the lowest engagement levels were recorded through meetings, social media
(three messages), mass media, and social media (three messages). This trend indicates that hydropower
projects still prefer direct and traditional modes of stakeholder engagement despite the growing use of
online-based tools. Krick e a/. (2005) also acknowledge the need to apply diverse channels to engage
stakeholders. Gregory ef a/. (2003) view that depending on a single medium of communication leads
to a failure to understand stakeholder concerns and values; the integration of various channels will
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be instrumental in developing mutual understanding between organizations and their stakeholders
(Gregory et al., 2003).

6. CONCLUSION

The research is based on the survey and content analysis focusing on the media of stakeholder
communication and messages posted on the official websites of the studied 100 hydropower projects
between 1 July and 1 September 2024. The study found that 71 of the surveyed projects maintained
official websites, with 44 actively sharing stakeholder-related information. The study indicated that,
though the use of digital media is increasing, the traditional methods of engaging stakeholders are still
significant and widely used in hydropower projects. Of the total 450 messages delivered by the private
projects during the period, these included meetings, mass media, social media, and the respective
projects’ official websites. Official websites circulated the most messages, 194, followed by 100 through
meetings and mass media combined. Likewise, 88 messages were shared with the stakeholders through
meetings, mass media, and social media combined, followed by 62 through meetings. Though online-
based platforms, including official websites, are increasingly gaining popularity, traditional methods
like meetings and mass media remain essential for building trust and facilitating meaningful dialogue
with local communities. Organizations are increasingly using digital and web-based tools to dissemi-
nate messages about their affairs to stakeholders, even though the conventional communication media
are still influential. It indicates that a multi-channel approach to communicating with stakeholders is
dominant.

7. RESEARCH IMPLICATIONS

This research’s findings present valuable guidance for the corporate sector and policymakers
to foster good stakeholder relations to avoid possible conflict with stakeholders for the smooth
implementation of infrastructure projects. This research is limited to the use of official websites as a
medium to communicate messages to community stakeholders by private-sector hydropower projects.
Future research could focus on social media and other digital media in public-funded infrastructure
projects, given the ever-increasing expansion of digital technology. Similarly, longitudinal research can
be performed to identify the trend to assess the trend of application of digital technology over a certain
period.

CONFLICT OF INTEREST

The authors declare that they do not have any conflict of interest.

REFERENCES

Aondover, E. M., Tosin, Y., Akin-Odukoya, O., Onyejelem, T., & Ridwan, M. (2025). Exploring the application of social media
in governance in Nigeria. SIASAT, 10(1), 30-43.

Bagozzi, R. P. (2007). The legacy of the technology acceptance model and a proposal for a paradigm. Journal of the Association
for Information Systems, 8(4), 244-254.

Bruce, P., & Shelley, R. (2010). Assessing stakeholder engagement. Communication Journal of New Zealand, 11(2), 30-48.

Chibudike, C. E., Abdu, H., Chibudike, H., Okpara, V., Obi, N., & Adeyoju, O. (2021). The impact of the corporate website
on the dissemination of research information among stakeholders in Nigeria. International Journal of Computer and
Information Technology, 10(3), 124-129.

Davis, F. D. (1989). Technology acceptance model: TAM. In Al-Sugri, MN, Al-Aufi, AS. Information Seeking Behavior and
Technology Adoption.

Freeman, R. (1984). Strategic Management: A Stakeholder Approach. Boston, USA: Pitman Publication.

Ghanem, M., & Elgammal, 1. (2017). Communicating sustainability through a destination’s website: A checklist to inform,
motivate, and engage stakeholders. Journal of Travel & Tourism Marketing, 34(6), 793-805.

Ghimire, P. (2021). Measuring the effectiveness of project communication channels in affected communities in Nepal.
Curriculum Development Journal, 29(43), 125-144.

GoN. (2024). Energy Development Roadmap 2024. Kathmandu: The Government of Nepal.

Goodhue, D. L., & Thompson, R. L. (1995). Task-technology fit and individual performance. MIS Quarterly, 19(2), 213-236.

Gregory, R., Fischhoff, B., Thorne, S., & Butte, G. (2003). A multi-channel stakeholder consultation process for transmission
deregulation. Energy Policy, 31(12), 1291-1299.

IFC. (2007). Stakeholder Engagement: A Good Practice Book for Companies Doing Business in Emerging Markets. Washington
D.C: International Finance Corporation (IFC).

Jeffres, L. W., & Lin, C. A. (2006). Metropolitan websites as urban communication. Journal of Computer-mediated Communi-
cation, 11(4), 957-980.

Kent, M. L., & Taylor, M. (1998). Building dialogic relationships through the World Wide Web. Public Relations Review, 24(3),
321-334.

Koirala, S., Bhattarai, P, & Barma, S. (2020). Multi-stakeholder hydropower disputes and its resolutions in Nepal. In M. P.
Lama & K. S. Reddy (Eds.), Water Issues in Himalayan South Asia (pp. 125-152). Singapore: Palgrave Macmillan.

Vol 5 | Issue 5 | September 2025



Ghimire and Dahal Analyzing Use of Official Websites for Stakeholder Communication in Nepal’s

Kotut, K., & Sakataka, W. (2018). Effectiveness of communication strategies in enhancing stakeholders’ participation, a case
of Uasin Gishu county-funded projects, kenya. International Journal of Recent Research in Commerce, Economics and
Management, 3, 33-58.

Krick, T., Forstater, M., Monaghan, P., & Sillanpaa, M. (2005). The Practitioner’s Handbook on Stakeholder Engagement.
In The stakeholder engagement manual volume 2. Accountability, the United Nations Environment Programme, and
Stakeholder Research Associates.

Midin, M., Corina, J., & Mohamad, N. (2016). Advancing sustainable development in the public sector via a stakeholders’
engagement disclosure website. Procedia-Social and Behavioral Sciences, 224, 93-100.

Mota, M. A. (2015). Managing stakeholders’ involvement in website communication: A comparative study of Lesotho and
South African national websites. Dissertation. Nelson Mandela Metropolitan University.

NEA. (2024). Annual Report 2024. Kathmandu: Nepal Electricity Authority (NEA).

Paraskevopoulou, P. (2015). Stakeholder communication through the websites and expression of success: Greek social
enterprises against food waste and poverty. Master’s Degree Thesis ( Swedish University of Agricultural Sciences).

PMI (2013). A Guide to the Project Management Body of Knowledge (PMBOK Guide). (5th ed.). Pennsylvania, USA: Project
Management Institute.

Prebanic, K. R., & Vukomanovic, M. (2021). Realising the need for digital transformation of stakeholder management: A
strategic review in the construction industry. Sustainability, 13(22), Article 12690. https://doi.org/10.3390/su132212690.

Rogers, E. M. (1962). Diffusion of Innovations. Free Press New York.

Rogers, M., Johnson, A., Bird, A., Serow, P., Harrington, 1., & Bible, V. (2021). Stakeholder engagement in an online community
education project via diverse media engagements. Issues in Educational Research, 31(2), 626-643.

Schulte, K. C. (2015). Connecting stakeholders to water information: An assessment of New Mexico’s leading water resources
websites. University of New Mexico. https://digitalrepository.unm.edu/wr_sp/105/.

Shawan, S., Chow, L., Zhong, H., & Yue, J. (2021). Understanding and mitigating social risks to sustainable development in China’s
BRI: Evidence from Nepal and Zambia. Overseas Development Institute.

Troise, C., & Camilleri, M. A. (2021). The use of digital media for marketing, CSR communication and stakeholder engagement.
In Strategic corporate communication in the digital age (pp. 161-174), Emerald Publishing Limited.

Williams, N. L., Ferdinand, N., & Pasian, B. (2015). Online stakeholder interactions in the early stage of a megaproject. Project
Management Journal, 46(6), 92-110.

Vol 5| Issue 5 | September 2025


https://doi.org/10.3390/su132212690
https://digitalrepository.unm.edu/wr_sp/105/

	Analyzing Use of Official Websites for Stakeholder Communication in Nepal's Private Hydropower Projects
	1. Introduction
	2. Literature Review
	3. Method
	4. Results
	5. Discussion
	6. Conclusion
	7. Research Implications
	Conflict of Interest
	References


