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ABSTRACT  

 

The purpose of the study is to explore the influence of entrepreneurs’ personality, social 
media benefits, social media importance, consumers’ engagement, and marketing 
outcomes on social media adoption among women entrepreneurs. A conceptual model was 
established based on existing literature to test the relationship between the variables of the 
study. A questionnaire research design using simple random sampling was employed with 
a sample of 334 women entrepreneurs participated in the study. The results of correlation 
and regression analyses show that only three independent variables (entrepreneurs’ 
personality, social media benefits, and social media importance) have a significant 
relationship and influenced social media adoption. The results also show that 
entrepreneurs’ personality is the most influential factor in social media adoption among 
women entrepreneurs. Hence, the proposed model offers a greater understanding of how 
entrepreneurs’ personality, social media benefits, social media importance, consumers’ 
engagement, and marketing outcomes can be used to enhance social media adoption among 
women entrepreneurs. Based on the results of this study, women entrepreneurs should 
adopt social media to achieve their business successfully. Furthermore, entrepreneurs 
should use social media for communication, and promotion especially for those 
entrepreneurs who are in beginning of their business. Finally, limitations of the study were 
discussed in tandem with suggestions for future research.  
 
Keywords: entrepreneurs’ personality, social media benefits, social media importance, 
consumers’ engagement, marketing outcomes, social media adoption.  
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ABSTRAK 

 
Tujuan kajian ini adalah untuk meneroka pengaruh personaliti usahawan, kelebihan media 
sosial, kepentingan media sosial, penglibatan pengguna dan hasil pemasaran ke atas 
pengamalan media sosial dalam kalangan usahawan wanita. Model konseptual dibentuk 
dari literatur sedia ada untuk menguji hubungan di antara pemboleh-pemboleh ubah kajian. 
Dengan menggunakan reka bentuk penyelidikan borang kaji selidik dan persampelan 
rawak mudah, sampel sebanyak 334 usahawan-usahawan wanita mengambil bahagian 
dalam kajian ini. dapatan daripada analisis korelasi dan regresi menunjukkan hanya tiga 
pembolehubah tidak bersandar (personaliti usahawan, kelebihan media sosial, dan 
kepentingan media sosial) mempunyai hubungan serta pengaruh yang signifikan ke atas 
pengamalan media sosial. Dengan ini, model kajian menawarkan pemahaman yang lebih 
bagaimana personaliti usahawan, kelebihan media sosial, kepentingan media sosial, 
penglibatan pengguna dan hasil pemasaran ke atas pengamalan media sosial. Berdasarkan 
hasil kajian ini, usahawan wanita perlu mengamalkan media sosial bagi mencapai kejayaan 
dalam perniagaan. Di samping itu, usahawan seharusnya menggunakan media sosial untuk 
komunikasi dan promosi terutamanya usahawan-usahawan yang baharu sahaja memulakan 
perniagaan mereka. Akhir sekali, kekangan kajian dibincangkan seiring dengan cadangan 
penyelidikan di masa akan datang.  
 
Kata kunci: personaliti usahawan, kelebihan media sosial, kepentingan media sosial, 
penglibatan pengguna, hasil pemasaran, pengamalan media sosial. 
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CHAPTER 1 

INTRODUCTION 

 

1.0 CHAPTER INTRODUCTION  

 

This study examines the factors influencing social media adoption among women 

entrepreneurs. These factors are entrepreneurs’ personality, social media benefits, social 

media importance, consumers’ engagement, and marketing outcomes. There are eight parts 

in this chapter. These parts are Background of the Study, Problem Statement, Research 

Questions, Research Objectives, Significance of the Study, Scope of the Study, Operational 

Definition of Key Terms, and Organization of the Study.  

 

1.1 BACKGROUND OF THE STUDY  

 

Businesses must not only rely on their official business web itself since, there are still a lot 

of social networks like Facebook, Twitter, Instagram, Google Plus, LinkedIn, WhatsApp, 

YouTube and many more that can be used as platforms for businesses to improve their 

business activities. For entrepreneurs, social media is actually is the beginning applications 

for them to apply, and start their marketing activities, promote their products or services, 

brand them officially, and conducting public relations. Not only that, by using social media, 

entrepreneurs are able to build their business reputation, and improve business and personal 

communication skills. Some entrepreneurs believed that social media is a helpful platform 

to promote their products and services widely because it can spread and be used widely to 
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potential customers. Therefore, they can enhance their communication and interaction 

quality with the target market and customers.  

 

In this modern and competitive world, the nature of buying behavior changes from 

time to time. As entrepreneurs, they should begin to adopt the new nature created by the 

customers and competitors by creating effective marketing tools to attract more people to 

their business (Vujnović, 2018). The classic marketing tools have been replaced with the 

new tools which interact and doing networking in the space.  

 

Social media is a new marketing tool in businesses which offer everyone free 

platforms. This is a big opportunity for businesses to market their products and services. 

By using social media, entrepreneurs can have a two-way communication with their 

customers including with those outside of the company (Mayfield, 2008; Vujnović, 2018). 

By this way, entrepreneurs will have a specific target audience (Vujnović, 2018). This is 

because the main concept of social media implementation in any businesses has become 

wider than before. In this new era, social media is new a platform for entrepreneurs that 

may totally change their businesses quality. These media are changing from year by year.  

 

The social world described the way entrepreneurs able to stay connected and shared 

the contents with others because it is a digital system (Weber, 2009). As entrepreneurs, 

they can share a status or transform it into long content like a blog. Not only written content 

can be shared, but by using social media, they are able to share their business contents by 

using music, video or image. For instant, an entrepreneur thinks that when he/she promotes 
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his/her products through television a commercial advertisement, it is already a media. This 

thinking is totally wrong because he/she is actually using traditional marketing tool but still 

in a media context. This is because the customers or viewers are unable to create a profile, 

and share the contents of the advertisement. It is only a one-way communication. 

Therefore, social media is important whereby entrepreneurs are able to share the benefits 

of the products and the customers can take part by sharing their experiences through online 

platform (Blazek et al., 2012).  

 

In this globalization world, all online platforms include social features like profiles, 

ratings, commenting, sharing, testimonial, and many more. Therefore, social media can be 

considered as a rapid development. There are millions of talks that can be seen. 

Entrepreneurs can also see how social media users discuss their businesses, employees, 

products, services or competitors (Mehrabi et al, 2014). Through the gathered information, 

entrepreneurs may get the opportunity to like the opinions of the customers who may be 

their potential customers. 

 

Due to the high number of products in the current market, entrepreneurs must be 

able to stay in contact with their customers. In addition, entrepreneurs also can predict what 

will be the future trends that are changing in the actual business world (Blazek et al., 2012). 

Since customers are connected with each other, then the communication skills may also 

change (Brogan, 2010) whereby entrepreneurs or customers spend their time on social 

media which make them depending on social media (Vujnović, 2018).  
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The advantage of social media is not only for marketing purposes but is also to be 

used for create the network between entrepreneurs and customers but also to other 

customers who determines the business success (Richards, 2015). By adopting social media 

in a business, it can lead the entrepreneurs to success, transparent, and open. They can 

easily get trust from the people that are always connected. Through social media, 

entrepreneurs will gain a competitive advantage with the efficiency of social media usage. 

In this relation, this study will explore the factors that will influence entrepreneurs 

especially women entrepreneurs in the adoption of social media as their marketing tools.  

  

1.2 PROBLEM STATEMENT  

 

The activities of entrepreneurs are actually for the economic development of a region or 

country. It is can contribute to job opportunities as well (Hassan, 2014; Friar & Meyer, 

2003) which make individuals’ much better, and improve the quality of families, 

communities and national economy. Previous studies by Reynolds, Hay, and Camp (1999) 

and Henderson (2002), proved that entrepreneurship can increase the Gross Domestic 

Product (GDP), job creation, improve and increase the population’s income and wealth, 

and bring the local population to get close with the global economy. There are many 

activities that being held by the Government, private agencies, and non-governmental 

organizations (NGOs) to ensure that entrepreneurs developed well (Hassan, 2014) as well 

as, to attract the younger generation to be involved and established their own business.  
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Entrepreneurship is not a strange field for women because there are a higher number 

of women who are involved in this field. Women entrepreneurs are the main contributions 

to national economic and offer employment to other people (Pitoska & Charitoudi, 2011) 

and this has been growing from time to time (Davidson & Burke, 2004). Hassan (2014) 

stated that sixteen percent of women that owned businesses are involved in small and 

medium enterprises from the service sector, manufacturing, agriculture, food and beverage 

and others. With this fact, many women entrepreneurs have their own stories about their 

business success (Alam, Jani, & Omar, 2011) but, there are still some entrepreneurs who 

do not even know the best way to run a profitable and successful business.  

 

In order for business to develop, problems will occur at any stage of the business. 

Therefore, entrepreneurs must kept a breath with the new development in business 

(Vujnović, 2018). Most entrepreneurs are lacking in the knowledge related to effective 

marketing strategy that should be implemented in their businesses. They are also unable to 

define their own business strategy and goals that they want to achieve in the businesses 

through the usage of the social media. Therefore, they do not prepare and plan well in the 

usage of social media of their marketing purposes.  

 

Social media is a fast information transfer medium and provides the users with huge 

opportunities. However, entrepreneurs must have a great dedication and expertise in 

handling this media (Vujnović, 2018). This is the problem faced by entrepreneurs when 

they decide to use social media to market their products or services. They thought it is 

enough to market their products or services in the social media but, they have a wrong 
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strategy because the action is not actually advertised in the businesses. This is because 

social media users are unable to determine which type of social media is the best tool to 

keep in touch and communicate with customers. Sometimes, entrepreneurs prefer to 

promote their products or services through Facebook only and their target market are youth 

and adults. By using Facebook, it might be suitable for adults because they like to browse 

the Facebook every day and read the updated news. However, youth prefers to use 

Instagram and Twitter because they are likely to follow the celebrities, update good photos 

and posts, read a short description, and simple poster that enables already make them to 

understand the promotion posted on Instagram. Therefore, a business should know what 

type of social media that is most suitable for their target market, in order to gain their sales 

and profit ability.  

 

Entrepreneurs have no idea about their businesses’ establishment in the industry 

and market. The purposes might vary from time to time because they keep on following 

the changes in the trend but they forget about their main business activities and goals. 

Maximizing profit is the main goal of any businesses but, due to the lack of knowledge in 

business, entrepreneurs might fail in their business. In addition, entrepreneurs usually 

posted on their social media at the wrong time whereby the viewers are less at that 

particular time. For instant, during the weekdays, there are a small number of viewers on 

social media especially on Monday because viewers are too busy managing their daily and 

working routine. Entrepreneurs must find right time to blast their posting and promote their 

products and services so that the audiences will take a look and have the opportunity to 

read and watch their post and advertisement.  



7 
 

 

1.3 RESEARCH QUESTIONS  

 

Six research questions have been formulated to achieve the objectives of this study. These 

research questions are as follows:  

1. Does entrepreneurs’ personality has a relationship with social media adoption as a 

marketing tool among women entrepreneurs? 

2. Does social media benefits has a relationship with social media adoption as a 

marketing tool among women entrepreneurs? 

3. Does social media importance has a relationship with social media adoption as a 

marketing tool among women entrepreneurs? 

4. Does consumers’ engagement has a relationship with social media adoption as a 

marketing tool among women entrepreneurs? 

5. Does marketing outcomes has a relationship with social media adoption as a 

marketing tool among women entrepreneurs? 

6. Does entrepreneurs’ personality, social media benefits, social media importance, 

consumers’ engagement, and marketing outcomes influence social media adoption 

as a marketing tool among women entrepreneurs? 
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1.4 RESEARCH OBJECTIVES  

 

1.4.1 Main Objectives  

 

The main objective of this study is to examine the relationship between entrepreneurs’ 

personality, social media benefits, social media importance, consumers’ engagement, and 

marketing outcomes on the adoption of social media as marketing tools among women 

entrepreneurs.  

 

1.4.2 The Specific Objectives 

 

These specific objectives of this study are as follows:  

1. To determine the relationship between entrepreneurs’ personality and social 

media adoption as a marketing tool among women entrepreneurs.  

2. To determine the relationship between social media benefits and social media 

adoption as a marketing tool among women entrepreneurs.  

3. To determine the relationship between social media importance and social 

media adoption as a marketing tool among women entrepreneurs.  

4. To determine the relationship between consumers’ engagement and social 

media adoption as a marketing tool among women entrepreneurs.  

5. To determine the relationship between marketing outcomes and social media 

adoption as a marketing tool among women entrepreneurs.  
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6. To examine the influence of entrepreneurs’ personality, social media benefits, 

social media importance, consumers’ engagement, and marketing outcomes 

towards social media adoption as a marketing tool among women 

entrepreneurs.  

 

1.5 SIGNIFICANCE OF THE STUDY  

 

This study aims to investigate the relationship between entrepreneurs’ personality, social 

media benefits, social media importance, consumers’ engagement, and marketing 

outcomes with adoption of social media as a marketing tool among women entrepreneurs. 

The usage of social media should be evaluated precisely to obtain an understanding of the 

adoption of social media by the entrepreneurs in their businesses. This study hopes to 

contribute some knowledge to all parties especially women entrepreneurs in any industries 

for them to be successful in adopting a marketing tool for their businesses success. In this 

relation, this study attempts to focus on women entrepreneurs in adopting social media in 

their businesses activities. Studies have proved that social media adoption was strongly 

related to the actual implementation of the marketing tool in businesses (Vujnović, 2018).   

 

Social media can be used to maximize businesses profit whereby if entrepreneurs 

are adopting the current new media, then businesses’ expansion can also succeed. Since 

entrepreneurs are trying hard to keep-in-touch with the customers and creating the network 

with them, they must also follow the current new technology that is easy for them to get 

access. They can communicate not only towards the people around them, but it can be the 
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people throughout the world because the new trends are limitless. However, not all 

entrepreneurs can accept and follow the trends of promoting products and services through 

social media but, by gaining the entrepreneurs’ information, they can try to adopt this new 

marketing tools. New creation of marketing tools may provide entrepreneurs with the real 

demand from the customers out there. By using the information, entrepreneurs will be able 

to improve their businesses activities and also the quality of their products and services. 

However, a few research articles have examined the adoption of marketing tools (Komunte, 

2015; Hassan, 2014; Vujnović, 2018).  

 

This study attempts to provide the knowledge of how entrepreneurs’ personality, 

social media benefits, social media importance, consumers’ engagement, and marketing 

outcomes are related to the adoption of social media as a marketing tool among women 

entrepreneurs. Specifically, this study also provides entrepreneurs on how they can adopt 

social media in their businesses as well as to set their marketing plan and strategies in order 

to notice the usage of social media. This research would also be useful to parties that are 

related to the entrepreneurial field in Malaysia especially to sustain the businesses’ 

productivity, quality and profit gaining. In addition, this study will help entrepreneurs to 

understand the needs of the current customers and how to stay connected with them. 

Besides that, the owner of businesses might be able to identify the factors that may affect 

the adoption of social media marketing tools. Entrepreneurs can obtain valuable 

information in order to compete with their competitors and, hence maximizing profit. They 

must be aware of current trends of promoting products and services. The trends advertising 

are not using the traditional tools anymore, but have already change through the use of 
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social media. Entrepreneurs must be able to adopt the new marketing tools to build a 

network with their customers hence, this will create a positive word-of-mouth and good 

image towards their businesses. Lastly, it is hoped that this study would further contribute 

to the body of knowledge related to the adoption of marketing tools among women 

entrepreneurs and be a piece of valuable source of information for the future research 

related in this topic.  

 

1.6 SCOPE OF THE STUDY  

 

This study focuses on five factors that influenced social media adoption as a marketing tool 

among women entrepreneurs. These five factors are the entrepreneurs’ personality, social 

media benefits, social media importance, consumers’ engagement, and marketing 

outcomes. In this research, women entrepreneurs are chosen as the subject of study because 

there are still using the traditional marketing tool to promote their businesses as compared 

to the use of social media. The dependent variable in this study is social media adoption 

while the independent variables are entrepreneurs’ personality, social media benefits, 

social media importance, consumers’ engagement, and marketing outcomes. However, 

previous study were mostly focused on the adoption of marketing tools that were being 

used by the entrepreneurs from the point of view of the consumer. Hence, this study, 

measure the social media adoption of women entrepreneurs as a marketing tool for the 

entrepreneurs point of view. This is because, entrepreneurs must be able to keep in touch 

and transfer their products’ information to the consumers through the social media.  
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In addition, this study examines, the relationship between entrepreneurs’ 

personality, social media benefits, social media importance, consumers’ engagement, and 

marketing outcomes on the social media adoption of women entrepreneurs as marketing 

tools. Besides that, it also examines the influence of entrepreneurs’ personality, social 

media benefits, social media importance, consumers’ engagement, and marketing 

outcomes towards the social media adoption of women entrepreneurs as marketing tools. 

 

The list of women entrepreneurs was obtained from TEKUN Nasional (TEKUN), 

Perlis. The respondents are obtained from the name lists given. These women entrepreneurs 

were randomly selected to be the respondents in this study because they are the individuals 

that always connecting and trying to create a network with customers through the social 

media.   

 

1.7 OPERATIONAL DEFINITION OF KEY TERMS  

 

There are several important key terms that needed to be defined to facilitate a common 

understanding. The following operational definitions were used for all the variables under 

studied. These definitions are presented in Table 1.1 below. 
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Table 1.1 
The definitions of variables  

Variables  Definition  

Social Media 
Adoption  

The adoption of social media refers to the extension to fulfil the 
traditional marketing, that allow the users to gain the information 
which interactive, enable for the businesses to expect the future’s 
customers trend, attract new customers and increase opportunities 
and sales (Kaplan & Haenlein, 2010; Kim & Co, 2011, 
Michaelidou et al., 2011; Castronovo, 2012).  

Entrepreneurs’ 
Personality  

The entrepreneurs are as a perceived person that use the new 
combination of production factors that want to be the one who 
creates the first brand in the industry (Lachman, 1980).  
The personality of the entrepreneur is whereby it means he is in 
one of the productions like the labor, capital, land – which try to 
find the value of the products (Cole, 1949).  

Social Media 
Benefits  

Social media benefits is to develop and evaluate marketing tools 
and frameworks to measure the activities by using social media 
networks from the browsed web (Yang et al., 2011).  

Social Media 
Importance  

The definition of social media importance is a way of scanning 
until identifying and analyze information about the external 
environment of the business to utilize the acquired outsiders’ 
intelligence for business purposes (Mayeh et al., 2012).  
It is also to measure the behavior, conversation, engagement, 
sentiment, influence and also to exchange the information with 
the customers (Sinha et al., 2012).  

Consumers’ 
Engagement  

Consumers’ engagement is a part of marketing relationship, it is 
the creative ways of the entrepreneur interact with the customers 
and their level of loyalty towards some businesses (Linda 
Hollabeek, 2011).  

Marketing 
Outcomes 

The definition of marketing outcomes refers to the market-
oriented that relate to customer loyalty which is the relationship 
that entrepreneurs build with customers and the customer 
satisfaction that is how the entrepreneurs deliver products or 
services to customers (Bansal et al., 2001).  
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1.8  ORGANIZATION OF THE STUDY  

 

This study consists of five chapters. Chapter One explains the background of the study, 

research problem, research questions and objectives, significance of the study, and 

operational definitions of the key terms. Chapter Two illustrates the past research literature 

on the dependent variable and independent variables pertaining to the theoretical 

framework in this study. Chapter Three elaborates the research design and the research 

methodology while Chapter Four points out the findings and the result of the study. Finally, 

Chapter Five the discussion of the findings, the implications and limitations of the study as 

well as also providing suggestions for future research.  
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CHAPTER 2 

LITERATURE REVIEW 

 

2.0 CHAPTER INTRODUCTION  

 

In this chapter the review literature is arranged according to the dependent variable and 

independent variables. The first part of this chapter discussed the dependent variable. The 

second part provides the literature related to the independent variables (entrepreneurs’ 

personality, social media benefits, social media importance, consumers’ engagement, and 

marketing outcomes).  

 

2.1 SOCIAL MEDIA  

 

Social media for marketing purposes is referred to a system that allows the owner to 

engage, collaborate, give the values to other people and interact for marketing purposes 

(Harrigan, 2017; Chikandiwa, 2013). This is one big opportunity for many people to start 

new things in their life especially for entrepreneurs who wanted the kick-start their own 

business that will be strategically be adopted in their business. Social media also a place 

for entrepreneurs to gain trust from the consumers (Bonson and Flores, 2011; Ernest & 

Young, 2011; Gritten, 2011) and is being used by any businesses that just begin their 

business operation and promoting their businesses’ products or services. The business 

should follow trends in the market especially when consumers adopt new media to 

purchase products especially in the usage started to be changed by the present of 
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technologies. Hence, through the usage of the social media, entrepreneurs are able to state 

their offers in the market and share their products or services to their consumers 

(Chikandiwa, 2013). Through this method, entrepreneurs would be able to create value for 

their products and services. This is the reason why social media is a perfect platform for 

creating the relationship with the consumers (Chikandiwa, 2013)  

 

2.1.1 Definition of Social Media  

 

Social media is a system in which someone is allowed to engage, collaborate, interact and 

create value to other users for marketing purposes. Social media have its own principles. It 

is a new method where entrepreneurs can create a strong and long-lasting relationship with 

their consumer (Chikandiwa, 2013). Therefore, it is very important for entrepreneurs to 

start adopting social media in their business activities.   

 

Social media enable entrepreneurs to connect and communicate with their 

consumers (Reddick, 2013). Previously, entrepreneurs will promote their businesses, 

products or services through traditional ways such as; face-to-face contact, writing and 

receiving letters, attending public meeting, reading newspapers, public assembly,  

distributing pamphlets, and telephone marketing (Reddick, 2013). Based on the changes in 

the technology, entrepreneurs should be able to adopt new things to keep as par with the 

changes in consumer demands. In addition, using social media is low in cost, rapid mass 

adoption which is easy to use, and transmission is faster. Many businesses that begin to 

adopt this new media are able to send words and images using this social media that cam 
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be access instantly. Social media are able to transfer words and images rapidly transfer to 

other people especially the consumers. Social media is a full interactive and two-way 

communication method that it is actually easy to understand and may attract as many 

consumers because it is always connected (Reddick, 2013).  

 

2.1.2 Classifications of Social Media  

 

Social media can be classified into various types of the varieties of social media techniques 

and tools to be accepted and implement by the entrepreneurs such as blogs, microblogs, 

social networks, media sharing content, voting sites and social bookmarking (Boyd & 

Ellison, 2008; Singh et al., 2008). Due to these variations in classifications, entrepreneurs 

must be able to grab the opportunities for their business to be successful (Kaplan & 

Haenlein, 2010).  

 

In addition, social media will help entrepreneurs to build brand awareness, 

visibility, and knowledge sharing, reputation, retention, and consumer acquisition. It is also 

a low-cost promotions, consumer relationship marketing tools and as well as new product 

development (Kaplan & Haenlein, 2010; Bolotaeva & Cata, 2010). Social media not only 

having benefits and strength but, also has its own challenges. In this sense, everyone can 

see if any negative comments and their effect on the image, control of brand and content 

in the hands of the consumers, legal and security issues (Chikandiwa, 2013). Although 

these things occur, then it also depends on how entrepreneurs try to overcome them as good 

as possible.  
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2.2 SOCIAL MEDIA ADOPTION AS A MARKETING TOOL  

 

The application of social media includes the third-party platforms which allow for social 

interactions between entrepreneurs and the consumers; that is including text, videos, or 

pictures; and also sharing the status updates and news (Mergel, 2013). The new generation 

prefers to follow new trends and their whole activity of life is fully with Internet 

connectivity. Therefore, social media applications are important. Examples of social media 

includes of Facebook fan pages, blogs, and the micro-blogging service, Twitter (Mergel, 

2013). Social media provide users with a variety of communication tools. It is allows users 

to broadcast messages to a large audience using status updates and wall post such as 

entrepreneurs’ experience. Once it is being posted on the status updates or wall, there are 

so many people including their own consumers can see what they have written. Indeed, 

Facebook also provides the features such as likes, and chat that is for messages which the 

consumers can communicate personally with entrepreneurs (Zolkepli, 2015).  

 

It is depend on the users on how to use social media because there are diversity 

features such as communication and interaction platform. In the point of entrepreneurs, 

social media is helping them in performing their business activities well (Smock et al., 

2011). The attitude of entrepreneurs reflect on their adoption towards social media which 

mean it depends on them whether to adopt or still using the traditional marketing tools in 

their business.  

 



19 
 

 

This study is to investigate either social media being adopted or not by the 

entrepreneurs in order to stay connected with their consumers or potential consumers. 

Social media adoption can be changed depending on the needs and motives of some social 

media usage. Several media adoption investigates that it includes the area of media and 

technology innovation. Entrepreneurs can consider when they are adopting social media as 

something important in their businesses such as the advantages of social media, the 

medium observed, compatibility or competitive advantage, and trial-ability of their usage 

in social media.  

 

The adoption of social media by entrepreneurs can be diversified into personal 

needs, social needs, tension release needs, and innovation characteristics (Zolkepli, 2015). 

In this study, entrepreneurs must focus on the second reason which is social needs. It is 

really important for any businesses to be socialized with other people to increase the 

number of potential consumers, gain trust and make the profit. Social needs means that 

entrepreneurs are willing to be part in the bigger group, and wants to be recognized as the 

part of the group (Zolkepli, 2015). Previous research argues that social connection is one 

of the benefits when entrepreneurs participate in online media (Zolkepli, 2015).  

 

Social needs are divided into two which are social influence and social interaction. 

Social influence means that entrepreneurs think that it is important to believe that they 

should use and adopt certain technology (Venkatesh et al., 2003; Zolkepli, 2015). Based 

on the previous study, social media adoption will be based on behavioral intentions of 

entrepreneurs to be socialized (Ajzen, 1991; Fishbein & Ajzen, 1975; Chiasson & Lovato, 
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2001; Zolkepli, 2015). Social influence is having an influence towards entrepreneurs in 

adopting social media because of the presence of competitive advantages, increase 

compliance and the desire of entrepreneurs to be accepted as one of the social media’s 

group members. Social influence is direct and personal which is stronger than diffusion 

(Dholakia et al., 2004; Talukder & Quazi, 2011).  

 

Meanwhile, social interaction is different from social influence whereby it is 

operational to communicate. It occurs between two or more individuals, in which each 

person is aware of both his or her own membership in the group and relationships to and 

with others that belong to the group and the interaction is occurring in the Internet venue 

to achieve mutually the same goals (Bagozzi, Dholakia, & Pearo, 2007; Izzah, 2015). As 

refer to Park et al. (2009) and Izzal (2015), social interaction is that one satisfaction occurs 

when one entrepreneur participates in one group in social media. Maintaining one 

relationship is the main key in the social interaction as it is a social media platforms that 

offer features of the development and maintenance of relationships for social media users. 

Hence, all the members are able to share or make a social experience (Zolkepli, 2015).  

 

2.3 ENTREPRENEURS’ PERSONALITY  

 

Entrepreneurs are defined as self-employed who are the founders, owners, and managers 

of a business under their own ability and there are mostly establishing small and medium 

firms. The success of the businesses depends on the entrepreneurs themselves (Van 

Gelderen et al, 2000; Caliendo et al., 2011) and the decision is made from their own words 
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as well. Basically, entrepreneurs have their own strategies in making the decision and to 

achieve the goals that is sometimes can influence their own personality traits and other 

personal variables like cognitive abilities and human capital. Therefore, based on the 

personality theory which stated that the influence of personality variables on 

entrepreneurial success relies on the strategies and goals of the decision-maker (Baum & 

Locke, 2004; Caliendo et al., 2011). In order to complete this study, the personality of 

entrepreneurs is important in adopting the social media because sometimes their 

personality shows that they do not want to try something new or follow the technology 

changes even though they state that they want to achieve the business success.  

 

The main objective any entrepreneur is produce the best product and perform the 

best quality of service. Therefore, it is good if entrepreneurs begin to realize that there are 

innovation tools out there and they should grab this opportunity. All the creative words 

from the consumers called as feedback will make the entrepreneurs become more 

innovative of their products and services. By having an innovative and creative mind, the 

entrepreneurs will be able to create a better product and jump into consumers’ perception 

if they are staying in a group of many people.  

 

Decision, and process to be taken must be considered by entrepreneurs to do more 

in their business. This is the way on how the business will be a success or fail. The range 

of quality and quantity of production, determination of business investments, marketing 

strategy, competitive advantage, and the way to deliver product or service to the consumers 

(Caliendo et al., 2011). The main focus in this study is a marketing strategy, competitive 
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advantage and the way of entrepreneurs deliver their product or service. Entrepreneurs 

must have the knowledge and it is not enough, they also must have expertise and 

professional competencies with a variety of skills and abilities that may influence by 

personality characteristics.  

 

2.3.1 The Five-Factor Model of Personality  

 

To match the traits with the tasks of running the business, is by using the Big Five 

taxonomy, that is developed by Costa and McCrae (1992); Caliendo et al. (2011). The Big 

Five Model consists of extraversion, emotional stability, agreeableness, openness to 

experience and conscientiousness.  

 

The first factor is extraversion. It is consists of variables that describe the extent 

that individuals are dominant, assertive, energetic, ambitious, and seek leadership roles 

(Judge, Higgins, Thoresen, & Barrick, 1999; Caliendo et al., 2011). This kind of 

individuals tends to be sociable, which mean that they are easy to create a social network. 

They have a very strong partnership with consumers and suppliers. Entrepreneurs also can 

be assertive, seeking leadership, and developing networks that will lead to entrepreneurial 

success. Moreover, being as extraversion individual have different roles whereby internally 

is to build teams and assign responsibilities, while the external is negotiate and build the 

network (Caliendo et al., 2011). As entrepreneurs, they must have the extraversion as stated 

in Five Big Model because they really need the network in their business and at the same 

time, they should try to adopt the current changes as what being done by the consumers.   
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Next is emotional stability which the entrepreneurs act like self-confident, relaxed 

and able to tolerate stressful situations. They also manage to perform work with under 

pressure, remain optimistic, and maintain the relationships towards other people (Caliendo 

et al, 2011). The higher pressure is when entrepreneurs are at the early stage of the business, 

they must manage it because all the business flow is uncertainty with can lead to uncertain 

outcomes towards the business. At this stage also, the main stressful to the entrepreneurs 

is their business finances. They will experience an unstable condition of financial because 

all begin with money which is higher in expenses and lower-income. As the person that 

full of the personality of optimistic and stress-resistant, then they can bear all the 

uncertainty very well.  

 

The third factor is openness to experience. This is the closest with the innovation 

aspects which describe the ability of the entrepreneur to seek new experiences and explore 

the novel of ideas (Caliendo et al., 2011). This means that this entrepreneur has a creative, 

innovative and curious mind and thinking. Not only that, but it is also showing that the 

entrepreneur is intelligent to have their originality and broad-minded. As entrepreneurs that 

seek for the success, they must explore new ideas on how to create the network, gain trust 

and promote their products or services like be creative just like find another way to look 

for consumers attention and follow their changes trends. Based on that action, a business 

can be wider just like expand the business and spread the good thing about the business.  

 

The fourth factor in the Big Five Model is conscientiousness. This kind of person 

or entrepreneur is achievement oriented whereby they are very hard workers, efficient and 
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dutiful (Caliendo et al., 2011).  Posting in social media must come with the hardworking 

personality that means if an entrepreneur lazy to post in the status or wall, how come the 

potential consumer or target consumer will notice about her business. Therefore, she must 

be a hard worker to be the best in her own business and must promote each day to stay 

connected with the outside world. When always connected with the outsider, the 

entrepreneur can see the needs and wants from them which make entrepreneur be motivated 

with new and better solutions (Ciuchini et al., 2001).  In this research, if the entrepreneurs 

are hard workers and being dutiful, then they will be less awareness in the entrepreneurship 

literature.  

 

Agreeableness is the last factor. This is mean that entrepreneurs are forgiving and 

trusting nature (Ciuchini et al., 2001). They are cooperative to create positive relationships 

with the consumers. This can seem like if the entrepreneurs are having good relationships 

with the consumers, then they must be able to communicate well with them.   

 

2.4 SOCIAL MEDIA BENEFITS 

 

Market studies suggested that all businesses should use social media because they need to 

do social network sites, inter alia, increase their traffic in website, build direct relationships 

with consumers, identify new business opportunities, create communities, collect feedback 

from the consumers, distribute content, and to gain support for their brands (Breslauer & 

Smith, 2009; eMarketer, 2010; Michaeliou, 2011). By using social media, entrepreneurs 

had jumped into non-transactional nature whereby social network sites are particularly 
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suited for collecting information or feedback from consumers, start the two-way 

conversations with consumers and also develop relationships with consumers by using 

communication and interaction (Kaplan & Haenlein, 2010; Enders et al., 2008). Even 

though the adoption of social media is one of the new technology and not really attract the 

relationships between ‘business to business’ businesses due to the higher level of 

competition will occur.  

 

If one business begins to adopt social media in her or his business, then the problem 

of lack of money, time and training, negatives views about the usefulness, and feel of 

unfamiliar with one particular technology will totally disappear (Michaeliou, 2011). For 

some entrepreneurs, they need a specific time in adopting new technology based on their 

perceptions. If the businesses want to make the changes in their businesses’ flow then, they 

should make the innovativeness by deciding to use social media especially for small 

businesses which are expected to be more receptive these new technologies because they 

are the one who assumes as a new beginner to adopt.  

 

As a human, they must notify the power of social media tools whereby it is a 

worldwide platform. Entrepreneurs, should adopt this new marketing tools because it can 

be new opportunities for them (Kamensky, 2011). Social media especially digital, and web-

based social media (Bryer & Zavattaro, 2011) that can be as collaborative potential, 

interactive potential, power-sharing potential, and decision-making potential (Zavattaro, 

2014).  
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2.4.1 The Effects of Social Media Benefits  

 

Social media is an online application, media, and platform which is aim to facilitate 

interaction, collaborations, and the sharing of content (Kim, 2012).  Weblogs, social blogs, 

microblogging, wikis, podcasts, pictures, video, rating and social bookmarking are the 

variety of forms in social media. As for individuals the purpose of adopting social media 

in their business is to stay active in doing advertising and marketing (Kim, 2012).  

Entrepreneurs can be less effort and cost when they initiate to use social media because it 

is commercial messages and interactions with consumer partner with media, events, 

entertainment, retailers, and digital services. According to Kim and Ko (2010), social 

media have its own dramatic impact towards the brand’s reputation. If a business have its 

own blog in the market that offers the products or services to the potential consumers, the 

business can get a place in the big communities of people and the brand also will be 

expanded.  

 

Based on the study that conducted by DEI Worldwide (2008) and Kim (2012) the 

result of the following statistics are found. Consumers visited social media to get the 

information with 70%; 49% of the result stated that these consumers have made a purchase 

decision based on the information that they found in the social media sites; some of the 

consumers browse social media to pass along information to others online (60%); and 

lastly, 45% of consumers engaged in social media to search for information that comes 

from word-of-mouth. Businesses that are not using social media just like they are missing 

the opportunities to get the business to succeed and unable to reach the consumers well. 
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The information that comes from another person though media social can make another 

consumer is worth far more than when they initially spend. Entrepreneurs must realize the 

need and want from the consumers and the influence of social media to them and consumer 

in the businesses.  

 

Social media have given entrepreneurs huge opportunities to create the 

communities and share information through online. Consumers can become the ‘fans’ of 

one particular business and intentionally promote the products or services yet, recommend 

them to other people. Conversely, networks are used by marketers to track down the 

information towards the behaviors and preferences of consumers. Social media can be 

potentially used by entrepreneurs to influence consumers’ attitudes (Nakara, 2012). 

Consumers are able to express their needs and desires, and assume that some businesses 

will be notice what they want. Literature had mentioned that consumer behavior is 

substantial in this context due to the empirical research of corporate perspective is still 

lacking, and few studies have specifically focused on SMEs (Nakara, 2012).   

 

Social media offers entrepreneurs with some great opportunities such as they do 

not have to expand the great resources of foresting consumers’ loyalty, doing promotion, 

advertising and others. It is because social media is something that consumers can be 

attributed to some businesses by sharing their ideas and add values to the communities 

(Nakara, 2012). Social media help businesses to less financing and get closer to their 

consumers with a more intimate and interactive relationship. It also a valuable marketing 

tools communication which are for interacting with the current consumer; exploring new 
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markets, reinforcing and enhancing the businesses’ image and reputation, and exchanging 

knowledge with the consumers.  

 

2.5 THE IMPORTANCE OF SOCIAL MEDIA  

 

Entrepreneurs and consumers will interact with each other as it is the way that already 

changed from the time being. The communication process is quite different with social 

media as the marketing tools (Nakara, 2012). Consumers are can directly react and share 

their opinions about the brands, ads, consumption experience, products and others which 

not only themselves know or experience but, they actually want other outside people to 

feel the same ways and act like them too. The value of changing whereby the entrepreneurs 

are expected to be able to talk with the potential consumers by giving them unstoppable 

regular information, always confident and improve the businesses’ reputation as well. 

Social media also can increase the gain power of consumers.  

 

Social media as a marketing tool is different than the traditional marketing tools 

because it requires special attention and strategy to be built to achieve the brand image and 

loyalty from the consumers. It is related to marketing relationships which entrepreneurs 

should twist from “trying to sell” to “making connections” with the consumers 

(Gordhamer, 2009). All businesses should start to remove the big campaign in offering 

their products or services, and turn and stick with a small act since the small campaign can 

lead to a lot of people’s attention and accomplish the businesses’ objectives in a very short 

of time (Coon, 2010). Communicate through social media is more sincere because 
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entrepreneurs will show the actual of what are their products or services brands all about 

rather than the image of them that look nicer than the actual one. Consumers are 

intelligence than what entrepreneurs had thought because they are more powerful and busy 

with their routines. As entrepreneurs, they must reach the consumers and keep visible in 

every social media communication like Facebook, Twitter, Blogs, Forums, and any related 

one (Erdogmus, 2012).  

 

Erdogmus and Cicek (2012) mentioned that due to the fast movement of the 

business landscape, the entrepreneurs must have a solid social media strategy to stay 

competitive in any market. If they are not good in handling social media by their own, 

therefore, they should hire expertise in social media or consultants about social media to 

decide about the content and characteristics of their offers and activities in social media 

environments. It might be a good way to be a part of the hearts and minds of the consumers 

when they already captured towards business and begin to be loyal with a brand (Coon, 

2010).  

 

Based on the views of consumers, social media is a site as a service channel, where 

they can engage in real-time bases with the businesses (Leggat, 2010). They are likely to 

see the updated content on social media, therefore, according to Freidman (2011), Google 

has changed the algorithm of their search system where consumers are enabled to see the 

updated content first compare to the old one. Just like what are the current trends is that 

they are too much exposed on the plenty of brand messages on social media platforms that 

filter out the content that is not relevant to them anymore (Brito, 2011). Therefore, as 
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entrepreneurs, they must provide to the consumers with relevant and updated content as 

that can be the new strategies for them to manage a successful brand name in social media.  

 

Entrepreneurs are facing limited resources when they try to adopt with social media 

and new technologies because of the lack of well-defined the internet strategy and unable 

to maintain social media. Just what is written in previous research by Nakara, Benmoussa, 

and Jaouen (2012) stated one example of Blackburn and Athayde (2000) whereby the Chief 

Executive Officer (CEO) are reluctant to use these tools as they are fearful of losing control 

and increasing the consumer’s power. As the reality facing by the entrepreneurs, it is hard 

to have full control towards the images. For instant, if a consumer has not a good feeling 

or dissatisfied about one business on their products or services, he or she can easily express 

and share his or her complaints by posting his or her comments on a variety of platforms. 

It can be a piece of bad news for any businesses that are not reactive or enough, as social 

media also can be a double-edged sword sometimes (Nakara, 2012).   

 

The popularity of the social media platform and the content among outsider is really 

important which means the consumers are to be engaged with brands on social media 

(Erdogmus, 2012). Since there are plenty of social media platforms and it impossible to 

involve in all of them, entrepreneurs should analyze their target audience and decide the 

participants in what kind of platforms that effective the most to communicate with 

consumers. In addition, entrepreneurs should come out with a mobile application because 

it will allow the consumer to engage with their business’ name every day and this can create 

to brand loyalty (Kim & Adler, 2011).  
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2.6 CONSUMERS’ ENGAGEMENT  

 

Consumers engagement can be defined as a repeated interaction between consumers and 

entrepreneurs or the businesses that make it strengthen the emotional, psychological or 

physical investment a consumer has in the brand and the organization (Hollebeek et al., 

2014; Phang, Zhang & Sutanto, 2013). Someone implemented social events, will take a 

look at the cost as well as the benefits they enable to gain when engaging in the 

relationships (Harrigan, 2017). For the consumer-brand engagement to be persisted, 

entrepreneurs must at least achieve a balance in these costs and benefits them over and over 

time (Brodie, Hollebeek, Juric & Illic et al., 2011; Hollebeek, 2011) like example that 

consumers would freely invest and gain the attention in engaging with a brand to receive 

benefits such as products news, offers, through to a sense of belonging (Harrigan, 2017).  

 

Social media are dominant in enabling the consumer's engagement whereby this 

kind of technology is very different compared to the previous one with entrepreneurs and 

consumers technology platforms. They are actually owned by the consumers but, can be as 

transparent because it facilitates a two-way interaction between consumer and the 

businesses (Dwyer, 2007; Thurau et al., 2010; Vivek et al., 2012). Based on Goh Heng and 

Lin (2013) found that when entrepreneurs are engaged with consumers, there are 22 times 

more valuable than those underlines that the importance of understanding consumer 

engagement.  
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Consumers’ engagement is also defined as a group of Internet-based applications 

that can build for share or exchange idea and the creation of new technology (Kaplan & 

Haenlein, 2010). Like what is doing with the latest social media application like Shoppe, 

Lazada, Zalora, GoShop and many more there are also included in social media (Cabiddu 

et al., 2014; Munar & Jacobsen, 2014) which always connect and interact with many people 

and they actually jump into one big group each day. Indeed, they also allow the users to 

comment, giving feedback, rating them, making the review, spread and even more create 

content online that now appears in search engine results.  

 

For tourism businesses, it is important that social media for consumers’ engagement 

purposes should not be ignored any more (Cabiddu, 2014; Cheng & Edwards, 2015, 

Dijkmans et al., 2015; Munar & Jacobsen, 2014; Hudson et al., 2015). Consumers’ 

engagement has been conceptualized in many ways many major research stated that it is a 

multidimensional concept including cognitive, behavioral, and emotional components 

(Harrigan, 2017). If the concept is broader then, it will comprise the impact of engagement 

and the consumers’ goals. These also emphasize that consumers’ engagement are 

discriminately different from involvement (So et al., 2014) that tends to be limited to a 

cognitive component whereas engagement incorporates cognitive, behavioral components 

and emotional (Vivek et al., 2012; Hollebeek, 2011).  
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2.6.1 Dimensions of Consumers’ Engagement  

 

This research is based on So et al., (2014) conceptualization of consumer engagement that 

consist of five dimensions; enthusiasm, attention, absorption, interaction, and 

identification.  

 

2.6.1.1 Enthusiasm  

 

“It represents an individual’s strong level of excitement or called a zeal” 

and interest into a brand (Vivek, 2009). So et al. (2014) added that 

enthusiasm is representing as “an individual’s strong level of excitement 

and interest regarding the focus of engagement – and differentiate the 

concept of engagement from other similar concepts such as 

satisfaction”.  

 

2.6.1.2 Attention  

 

Attention refers to a consumer’s level of focus, deliberately or sub-

deliberately, on the brand. The persistent attention towards a brand is 

likely to lead to higher levels of engagement (Lin, Gregor, &Ewing, 

2008; Scholer & Higgins, 2009).  
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2.6.1.3 Absorption  

 

Absorption is something that goes further than attention, which refers to 

a consumer’s high level of concentration and inclination in a brand 

(Harriggan, 2017). Absorption is a positive trait, whereby consumers 

will be contently absorbed in or with the brand, most likely unaware of 

how much time they are devoting to the brand (Patterson et al., 2006; 

Scholer & Higgins, 2009).  

 

2.6.1.4 Interaction  

 

Interaction is basic to consumer engagement, and involve sharing and 

exchanging the ideas, thoughts, and feelings about experiences with the 

brand and other consumers of the brand (Vivek, 2009). This is what 

being emphasized in this research, which is the interaction between 

entrepreneurs and consumers. Entrepreneurs need this kind of 

interaction because it will give them a better idea to sustain their 

business as well as to fulfill the demands or needs of the consumers. 

Others, the interaction between consumers with outsiders also play an 

important role to a business because they will interact with other people 

by sharing their experience after using the products or services. 

Interaction between consumers of the brand is supported by the brand 
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community literature (Harrigan, 2017). It is a behavioral element of 

consumer engagement because it is a direct brand interaction.  

 

2.6.1.5 Identification  

 

Consumers will identify more with certain brands over others that is 

particularly with those that match their self-image (Harrigan, 2017). As 

individuals, they have their own personal identity and social identity as 

well.  

 

The five dimensions of consumers engagement are readily applicable by 

entrepreneurs on social media. Social media is very powerful tool to enable consumer 

engagement which seeks to inspire consumer engagement in each of the five dimensions. 

As for this research, only one dimension is being focused which is interaction.  

 

2.7 MARKETING OUTCOMES  

 

All marketing activities are eventually evaluated on the basis of the businesses’ overall 

profitability. Businesses profitability is influenced by a number of variables essentially 

autonomous of relationship marketing activities especially the, social media. It seems 

appropriate to intellectualize relationship marketing outcomes on a more concrete level 

when investigating possible backgrounds (Thurau, 2002). There are two constructs that 
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occur in marketing literature as the key to marketing outcomes: consumer loyalty and 

consumer electronic word-of-mouth (eWOM) communication.  

 

Consumer loyalty is obligatory for all businesses, Thurau (2002) mentioned that 

when a consumer comes to the entrepreneur and repeat to purchase behavior that is 

generated by an entrepreneur’s action using the social media in promoting the product or 

service. Consumers today has their own views in accepting one brand. It depends on their 

behavior and attitude on how to accept that. On the other hand, entrepreneurs should know 

how to adopt social media and tackle the behavior of consumers. Loyalty is a goal of 

relationship marketing and sometimes even likened with the relationship marketing 

concept itself (Sheth, 1996). The connection between loyalty and profitability had been 

focused by the study of Thurau (2002).  

 

Social media can reduce the cost of advertising when connecting with consumers. 

It is also good for social connection with the consumers because these two parties meet 

every day in the cyberspace or social media. Therefore, revenue per consumer will increase 

(Thurau, 2002). When the consumer begin to be loyal with a business, then the number of 

expenses will decrease due to the expertise of the consumers.  

 

In this relation, eWOM is an informal communication between entrepreneurs and 

consumers or consumer with potential consumers. The term eWOM includes relating 

pleasant, novel experiences, visible display, and recommendations (Anderson, 1998). 

Personal communication is observed as a more trustworthy source than non-personal 
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information, therefore, eWOM has the power that can force and influence future buying 

decisions of a person (Thurau, 2002). Even though consumer loyalty can increase the 

economic attractiveness of existing consumers, eWOM also help to attract new consumers 

as interpersonal associates to a business’ offerings. eWOM can prevent the entrepreneurs 

from losing their consumers because there are many ways of communication occur in the 

social media for instead testimonials, sharing experience, reviews, recommendations and 

many other things that consumers of the businesses can do to attract other people to 

experience like them.  

 

2.8 THEORY RELATED TO SOCIAL MEDIA ADOPTION  

 

In this study, the theory that is related to social media adoption is the Theory of Planned 

Behavior (TPB). It is the most frequently cited in many explanations of human behavior. 

According to Vivek and Chandra (2017), TPB is plagiaristic of the Theory of Reasoned 

Action (TRA). It intends that three concepts that also called as the base components 

influence intentions (INT) the action of that particular influence. The three base 

components are attitudes toward the behavior (ATT), subjective norms regarding the 

behavior (SN), and perceived control over the behavior (PBC) (Sussman & Gifford, 2018). 

All the components lead to the development of the intention towards behavior which is the 

close effect of the behavior (Ajzen, 2002). There is an explanation on attitude toward a 

behavior whereby some people will perform a particular behavior when it is a negative 

assessment (Vivek & Candra, 2017). This is opposite with positive attitude towards some 

particular behavior which if it gets higher, it will lead to the likelihood in performing that 



38 
 

 

behavior. In this research, it is proposed that entrepreneurs are having their own attitude 

towards something and it will lead to their own behavior in order to accept or refuse to 

adopt social media in their businesses.  

 

Another component in the TPB is the subjective norm. According to Vivek and 

Chandra (2017), it is defined as perspectives from other people who are close to that certain 

individuals and may have the capability to influence their decision-making. The individuals 

includes families and relatives, friends, colleagues, business partners, and associates.  

 

The last component of TPB is PBC. It is easiness or struggle in performing the 

behavior (Vivek & Chandra, 2017). In this component, it shows that some entrepreneurs 

have their own perception of how well a social media can provide benefit to their 

businesses when they are using it. PBC is a function for reachable control beliefs of some 

individuals to perceive requirements of the opportunities to perform a particular behavior. 

Previous studies had mentioned that an individual’s behavioral intention is influenced by 

perceived behavioral control (Baker et al., 2002; Cheng et al., 2006). For example, the 

information given by some persons may be erroneous which can change the beliefs that 

caused biased by self-motives, by anger, fear, and other emotions that actually are reverse 

with reality. This is the one that entrepreneurs’ fears when trying to adopt social media in 

their businesses because of their experience when using it are totally different in what being 

told to them.  
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2.9 THE VARIABLES OF THE STUDY  

 

Variable can vary in value, in direction or usually will vary in terms of magnitude strength. 

There are two different types of variables in descriptive and casual research which are the 

dependent variable and independent variables. Independent variables are related between 

each other (Zikmund et al., 2010) 

 

2.9.1 Dependent Variable  

 

Social media adoption among women entrepreneurs as a marketing tool is the dependent 

variable in this study.  

 

2.9.2 Independent Variables  

 

The independent variables in this study are entrepreneurs’ personality, social media 

benefits, social media importance, consumers’ engagement, and marketing outcomes.  

 

2.10 THEORETICAL FRAMEWORK  

 

Smyth (2004) defined research framework as a framework that is constructed from a 

combination of a wide range of belief, view, and theories that help researchers to examined 

problems develop the question and search for relevant literature. A theoretical framework 

is a crucial part of any research. This is because it helps the researchers to know the 
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relationship between the factors that are essential in the research problems. Research 

framework includes the relationships between the dependent variable (DV) and 

independent variables (IVs). In other words, DV will rely on IVs and DV also do not 

change the IVs. In this study, there are five IVs and DV. The DV is “Social Media 

Adoption”. The IVs in this study are entrepreneurs’ personality, social media benefits, 

social media importance, consumers’ engagement, and marketing outcomes. The 

theoretical framework of this research is presented in Figure 2.1. 

 

INDEPENDENT VARIABLES    DEPENDENT VARIABLE 

  

 

 

 

 

 

 

 

 
 
 
 
 
 
 
Figure 2.1 
Theoretical Framework of the Research 
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2.11 HYPOTHESES OF THE STUDY  

 

The hypotheses of this study are as follows:  

 

Hypothesis 1: 

There is a significant relationship between entrepreneurs’ personality and social 

media adoption as a marketing tool among women entrepreneurs. 

Hypothesis 2: 

There is a significant relationship between social media benefits and social media 

adoption as a marketing tool among women entrepreneurs.  

Hypothesis 3: 

There is a significant relationship between social media importance and social 

media adoption as a marketing tool among women entrepreneurs. 

Hypothesis 4: 

There is a significant relationship between consumers’ engagement and social 

media adoption as a marketing tool among women entrepreneurs. 

Hypothesis 5: 

There is a significant relationship between marketing outcomes and social media 

adoption as a marketing tool among women entrepreneurs. 

Hypothesis 6: 

There is a significant influence of entrepreneurs’ personality, social media benefits, 

social media importance, consumers’ engagement, and marketing outcomes 

towards social media adoption as a marketing tool among women entrepreneurs. 
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2.11 CHAPTER SUMMARY  

 

This chapter discusses the literature pertaining to this study. It discusses concepts, theories 

and other research related to independent variables and dependent variable in this study. 

The literature explained in this chapter will provide a basis for designing the research 

methodology of this study. This will be presented in Chapter Three.  
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CHAPTER 3 

METHODOLOGY 

  

3.0 CHAPTER INTRODUCTION  

 

This chapter focuses on the procedure and methodology that is being used for data 

collection and analysis of this study. This chapter explains the research design, 

measurement, data collection procedure, data analysis techniques, and others. This chapter 

has nine parts which are classified as follows: (1) Research Design, (2) Population and 

Sampling, (3) Questionnaire Design, (4) Measurement of Study, (5) Data Collection 

Method, (6) Pre-Test, (7) Pilot Test and (8) Data Analysis Strategy and (9) Conclusion.  

 

3.1 RESEARCH DESIGN  

 

The research design for this study is quantitative research where by it is associated with 

hypothesis testing where individual respondent represents a unit of analysis to examine the 

relationship between two or more factors. To understand the attributes of the variables of 

this study, the descriptive analysis was conducted. This research examined the relationship 

between independent variables and dependent variables. The independent variables are 

entrepreneurs’ personality, media social benefits, media social importance, consumers’ 

engagement, and marketing outcomes while the dependent variable is social media 

adoption among women entrepreneurs. In this study, quantitative research is being because 

it is more reliable in investigating the relationship between variables as well as finding a 
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cause and effect in highly controlled circumstances. Kumar (2010) defined research design 

as is a detailed sketch and analytical strategy of completing a research an answering each 

research question validly and accurately.  It is the blueprint to enumerate the formalities 

and practices for assembling and analyzing the needed information. When conducting this 

research, descriptive research is used to obtain meaningful insights into the relationship 

among variables, validate relationship, finalizing results and test the significance of the 

hypothesis.  

 

In this research, data were collected through the distribution of questionnaire and 

analyzed through quantitative measure where numeric values were collected from the 

responses questionnaires which can be used in statistical computation using Statistical 

Package for the Social Sciences (SPSS) and hypothesis testing (Zikmund et al, 2010). 

According to Sekaran (2003), the research method is used as a technique to conduct 

research in collecting the data, analysis data, evaluate the accuracy of the data on the 

research. In this study, the questionnaire forms were distributed to examine the items 

related to entrepreneurs’ personality, media social benefits, media social importance, 

consumers’ engagement, and marketing outcomes that influence social media adoption 

among women entrepreneurs. It sought to describe whether there is a positive or negative 

relationship between entrepreneurs’ personality, media social benefits, media social 

importance, consumers’ engagement, and marketing outcomes that influence the social 

media adoption among women entrepreneurs. 
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Six-point Likert scales are used to measure all items in the questionnaire. Likert 

scales are used to measure the perception of women entrepreneurs related to social media 

adoption. The main reason of using six-point scales is to decrease confusion on the 

respondents because the respondents are needed to answer all the items in questionnaire 

per range scales from “extremely disagree” to “extremely agree”. A pilot test was 

conducted to test the reliability of the items in the questionnaire.  

 

3.2 UNIT OF ANALYSIS 

 

Unit of analysis defines who and what are being studied in a research. It is the main entity 

that is being analyzed in a study. In social research, the characteristic unit of analysis can 

be individuals, group, social organization, and social artifact. In other words, the unit of 

analysis is when the researcher states whether a study will collect data about individual, 

organization, department a group or organization or industry. In this research women 

entrepreneurs were selected as the unit of analysis.  

 

3.3 POPULATION AND SAMPLING  

 

Zikmund et al., (2010) defined population as the feature of the objects that researchers are 

interested to be studied upon. It is unreasonable for the researcher to obtain all individuals 

in the population. Therefore, population sampling was used by the researcher. It is a process 

of choosing a smaller group from the population for the primary purpose of statistical 

analysis. On the other hand, Lohr (2009) clarifies that the target population is the group of 
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people where the complete collection of observation in relation to the research was taken. 

In this research, the sample of the population will be selected from the list of women 

entrepreneurs from Tekun Nasional, in the State of Perlis (Tekun). The total number of 

entrepreneurs that are registered by Tekun in December 2018 were 2,434 entrepreneurs.  

 

3.3.1 Sample Size  

 

According to Korsnick (1999), a sample of elements (e.g., women entrepreneurs) is drawn 

from a well-defined population (e.g., women entrepreneurs in Tekun). The number of 

sample size can be determined by using the table provided by Krejcie and Morgan (1970) 

that simplify the process of sample size formula for determining the study population. The 

sample size according to this table is 335 respondents for 2,434 population size.  

 
Table 3.1 
Krejcie and Morgan Population Table  

Population size  Sample size  

2,400 
2,600 
2,800 

331 
335 
338 

Source: Krejcie and Morgan (1970) 
 

3.3.2 Sampling Design  

 

This research is conducted by taking respondents from Tekun. The population of the study 

comprised of women entrepreneurs in Tekun. In addition, to collect the data more 

effectively, the questionnaire was distributed by using random sampling method whereby 
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the samples that are selected is based on the list of registered entrepreneurs that given by 

Tekun’s.  

 

3.4 QUESTIONNAIRE DESIGN  

 

 Questionnaire is one of the most popular method that is being used to collect data from 

respondents with a series of question and other prompts. Zikmund (2010) proposed that 

questionnaire method of collection data is faster and effective as compared to interview 

and verbal survey.  

 

In this research, the questionnaire used a close-format whereby a scale from 1 

“extremely disagree” to 6 “extremely agree” is being used for respondents to choose. By 

using this format, the researcher is able to obtain valuable and appropriate information and 

reduce time in answering the questionnaire because the respondents were asked to choose 

an answer closest to their view. There are 60 questions in the questionnaire. The 

questionnaire was divided into two sections. Section A contains eight demographic 

questions while section B contains 52 questions that are related to the dependent and 

independent variables. These questions are related to entrepreneurs’ personality, media 

social benefits, media social importance, consumers’ engagement, and marketing outcomes 

that influence social media adoption among women entrepreneurs. 
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Table 3.2  
The Summary of the Questionnaire Construct  

Variables  No. Of Items  Items 

Section A: 
 
Demographic Data  

 
 
8 

 
 
Section A: Item 1 – 8  

Section B: 
 
Social Media Adoption  
Entrepreneurs’ Personality  
Social Media Benefits  
Social Media Importance  
Consumers’ Engagement  
Marketing Outcomes 

 
 

11 
11 
6 
11 
8 
5 

 
 
Section B: Item 1 – 11 
Section B: Item 12 – 22 
Section B: Item 23 – 28 
Section B: Item 29 – 39 
Section B: Item 40 – 47 
Section B: Item 48 – 52  

 

3.5 MEASUREMENT OF THE STUDY  

 

According to Hair, Bush and Ortinau (2009), the measurement used in a study is the method 

to determine the total of information about person, thoughts, and objects of interest to 

identify the problem or any opportunity in the industry. Based on the results of the 

measurement, the researcher is able to explain and make a conclusion to answer the 

research question. In this study, the Likert Scale measurement will be used to evaluate and 

analyse the outcomes. The Likert Scale measurement is the most popular method because 

this scale allows respondents to give and rate their response based on their agreement, 

either extremely disagree or extremely agree with the ranking from very negative and very 

positive attitude towards topic and object (Zikmund et al, 2010). Table 3.3 shows the Likert 

Scale range measurement in the study. 
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Table 3.3 
Measurement Scales  

Scales  Score 

Extremely Disagree 
Strongly Disagree  
Disagree  
Agree 
Strongly Agree 
Extremely Agree 

1 
2 
3 
4 
5 
6 

Source: Zikmund et al., (2010) 
 

3.5.1 Measurement of Construct  

 

The data in this study were analyzed using “Statistical Package for Social Science” version 

22 to ensure that the questions are capable to achieve all the objectives, the questionnaires 

were adopted from a trusted source based on previous research on social media adoption. 

Table 3.4 shows the variable and source of questionnaires.  

 

Table 3.4  
Summary of Measurement of Construct 

Construct  No. of Items  Sources and Year 

Social Media Adoption  
Entrepreneurs’ Personality  
Social Media Benefits  
Social Media Importance  
Consumers’ Engagement  
Marketing Outcomes 

11 
11 
6 
11 
8 
5 

Goldsmith et al. (1995) 
Marco et al. (2011) 
Rupak et al. (2014) 
Hsu-Hsien Chi (2011) 
Anaza and Rutherford (2010) 
Thurau et al. (2014)  

 

The items that were used to measure social media adoption among women entrepreneurs 

were adapted from Goldsmith et al. (1995). These items are as shown in Table 3.5 below.   
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Table 3.5  
Social Media Adoption  

1 I am the last person among my business field that adopting social media in my 
business. 

2 If I heard about a new type of media social, I would be interested in adopting it 
within my business. 

3  I have only one media social compared to my competitors.  
4  I would use every new type of media social even though I have not heard it before.  
5  I am the last in my business field to know the content of the latest media social.  
6  I am the last in my business field to know the content of the latest media social. 
7 I am very careful about using one type of latest media social. 
8 When I saw one type of media social, I would try how it function 
9  I like to see other people use social media first compared to I try it first. 
10 Using media social is something that wasting my time. 
11 I would not know if there anyone latest media social. 

Source: Goldsmith et al. (2010) 
 

The items that were used to measure entrepreneurs’ personality were adapted from Marco 

et al. (2011). These items are as shown in Table 3.6 below. 

 

Table 3.6 
Entrepreneurs’ Personality  

1  I can see myself as a person that able to come out with the latest ideas. 
2  I can see myself as an active and imagination person.  
3 I can see myself as a person is doing something effective and efficiently.  
4  I can see myself as a person that tends to be lazy. 
5 I can see myself as a person who likes to communicate.  
6 I can see myself as a socialized person. 
7  I can see myself as a nice person to others.  
8  I can see myself as a person that sometimes being rude to others.  
9 I can see myself as a worried person.  
10  I can see myself as a person that easily getting nervous. 
11 I can see myself as a person that able to handle pressure. 

Source: Marco et al. (2011) 
 

The items that were used to measure media social benefits were adapted from Rupak et al. 

(2014). These items are shown in Table 3.7 below.  
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Table 3.7  
Social Media Benefits  

 1  Social media is something that is flexible to interact with.  
 2  I feel easy to do anything that I want with media social. 
 3  I found social media easy to use.  
 4  Interaction in social media is clear and easy to understand.  
 5  Image and video can be uploaded or downloaded easily in social media.  
 6  I feel safe using social media. 

Source: Rupak et al. (2014) 
 

The items that were used to measure social media importance were adapted from Hsu-

Hsien Chi (2011). These items are shown in Table 3.8 below.  

 

Table 3.8  
Social Media Importance  

 1  I need to interact with people by using social media for me to know the outside 
demands.  

 2  I need to use social media so that I can try something new in my business.  
 3  I need to communicate with other people by using social media for me to know the 

need of outside people.  
 4  I need to interact with outside people by using social media so that I can be in the 

bigger communities.  
 5  I need to interact with other people in social media so that I can get opinions from 

them for my business expansion.  
 6  Using social media is the main method in my business marketing. 
 7  I used social media to make me remember that everybody in this world is connected.  
 8  I can know new people to interact using social media.  
 9  I can increase my interaction skill with other people using social media in my 

business. 
 10  I spend my time to support business activity that other people did in social media.  
 11  I can learn knowledge regarding business in social media with expert and successful 

entrepreneur than I am. 
Source: Hsu-Hsien Chi (2011) 

 

The items that were used to measure consumers’ engagement were adapted from Anaza 

and Rutherford (2010). These items are as shown in Table 3.9 below.  
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Table 3.9  
Consumers’ Engagement  

 1  When someone criticizes about my business, it feels like my personal insult.  
 2  When someone praises about my business, it feels like my personal compliment.  
 3  I feel excited when using social media at all times for my business.  
 4  I am excited every time I see outside people praises for my business.  
 5  Whatever responses given from outside people in social media, I will take my full 

concern for my business good.  
 6  I am a person that likes to communicate with outside people in social media.  
 7  I frequently involve if there any activity related to business in social media. 
 8  I like to exchange idea and opinion with outside people in social media. 

Source: Anaza and Rutherford (2010) 
 

The items that were used to measure marketing outcomes were adapted from Thurau et al. 

(2014). These items are as shown in Table 3.10 below.  

 

Table 3.10 
Marketing Outcomes  

 1  I enjoy a certain social relationship. 
 2  I satisfied with social media usage.  
 3  I think I did the right thing when I decided to use social media.  
 4  I am very like to use social media.  
 5  Social media is important for my business. 

Source: Thurau et al. (2014) 
 

3.6 DATA COLLECTION METHODS 

 

In this study, data were collected from the list of respondents chosen randomly from 

TEKUN in Perlis. In total, there were 2,434 names that were considered as active women 

entrepreneurs by Tekun in December 2018 (Tekun, 2019). The questionnaire were to 335 

women entrepreneurs based on the list given by Tekun. These questionnaires were 

randomly distributed to these women entrepreneurs. 
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In this study, 335 questionnaires were distributed by using simple random sampling 

method. It took a duration of four weeks to distribute all the 335 sets of questionnaires. 

However, only 253 questionnaire were returned. In this study, 82 questionnaires were 

missing, and 28 questionnaires were not fully answered and therefore invalid. Therefore, 

only 225 questionnaires were usable for analysis. Figure 3.1 shows the procedure of data 

collection in this study.  

 

 
 
Figure 3.1 
The Procedure of Data Collection  
 

 

 

 

 

Stage 1

•Prepare and translate the questionnaire. 
•Checked by authorized panel. 
•Pre Test and modification of questionnaire. 

Stage 2

•Sent the official letter to Tekun to obtain permission to conduct this survey. 
•Obtained the list of women entrepreneurs from Tekun Perlis.
•The total active women entrepreneurs are 2,434 names. 

Stage 3

•Selected the name randomly and sorted their address (home district) of 335 names. 
•The questionnaires were send to Tekun in each district of Kangar, Arau, Kuala Perlis 
and Padang Besar for the staff to send the questionnaires based on random names 
stated.

Stage 4
•Pilot test and analyzed. 
•Follow up and received feedback from respondents. 

Stage 5 
•Obtained questionnaires from the women entrepreneurs. 
•Analyzed data. 
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3.7 PRE-TEST 

 

Sekaran and Bougie (2010) and Babbie (2005) encouraged the researchers to pre-test their 

questionnaire because to ensure that there will be no problem with wording or scales used 

in the questionnaire. In this study, a pre-test was conducted to determine the reliability and 

validity of the final questionnaire. The first pre-testing involved the questionnaire being 

given to lecturers from the School Business Management, Universiti Utara Malaysia. The 

purpose of this pre-testing is to evaluate the design of the questionnaire which includes the 

spelling, grammar, layout, sequences, and languages used. This process focuses on face 

validity as well as the content validity in the questionnaire. These lecturers were selected 

according to their proficiency and knowledge in this management field. As a result, from 

the pre-testing, minor correction was found and then corrected accordingly.  

 

3.8 PILOT TEST  

 

The main purpose of a pilot test is to examine the reliability scale items in a research 

measurement instrumentation before the collection of the main empirical study. Zikmund 

(2010) proposed that the pilot test assembles the respondents which are similar to the real 

study. In this study, a pilot test was conducted to 50 women entrepreneurs in Tekun who 

were picked to participate in this pilot test to ensure the respondents understand the 

questions in the questionnaire. In addition, a potential error like spelling and grammar are 

being looked for in this pilot test. By doing this, the researcher can decrease the risk any of 

mistakes in the real study as well as to improve the research survey before implementing 
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it on a large scale. The respondents who participated in the pilot test were removed from 

the list of respondents for the real study survey. 

 

3.9 DATA ANALYSIS STRATEGY  

 

The data collected were analyzed using SPSS software. Several tests were conducted. 

Reliability analysis is used to test validity and goodness of the measure. Descriptive 

statistics was conducted to explain the characteristics of individuals. Correlation analysis 

was used to examine the relationship between independent variables and dependent 

variable. Lastly, multiple regression analysis was conducted to examine the influence of 

independent variables on the dependent variable.  

 

3.9.1 Reliability Test  

 

Reliability test is used to examine the consistency and stability of the data in the study. 

According to Beck (1994), reliability is the level to which measures are free from the error 

which yield a consistent result (i.e the consistency of a measurement procedure). The 

instrument is considered reliable if a measurement tool or method consistently assigned the 

same score to persons or objects with equal values. Reliability needs the consistency, or 

reproducibility, of test scores. Coefficient alpha is the most common method of assessment 

internal consistency reliability guesses. There are three different measures of coefficient 

alpha and the most familiar measure is Cronbach’s coefficient alpha. Cronbach’s alpha 

provides a measure of the internal consistency of a test or scale which expressed as a 
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number between 0 to 1 (Hoffman and Georg, 2012). A value of 0.6 or generally show 

unsatisfactory internal consistency reliability. In social sciences research, acceptable 

reliability value ranges from .70 to .81.  

 

Table 3.11  
Internal Consistency Measurement    

Cronbach’s alpha  Internal Consistency  

a > 0.9 
0.8 – 0.9  
0.7 – 0.8  
0.6 – 0.7  
0.5 – 0.6  
a < 0.5  

Excellent  
Good 
Acceptable  
Questionnaire  
Poor  
Unacceptable  

Source: Gliem and Gliem (2003)  
 

Based on Table 3.11, the results indicate that the Cronbach’s Alpha value obtained for both 

the pilot test and the real test are more than 0.7 (between 0.917 and 0.949). This indicate 

that all the items are reliable.  

 
Table 3.12 
Reliability Test of Result 

Variables  No. of Items Cronbach’s Alpha 

Pilot Test Real Test 

Social Media Adoption  
Entrepreneurs’ Personality  
Social Media Benefits  
Social Media Importance  
Consumers’ Engagement  
Marketing Outcomes  

11 
11 
6 
11 
8 
5 

0.582 
0.657 
0.924 
0.940 
0.878 
0.945 

0.688 
0.642 
0.910 
0.947 
0.847 
0.926 
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3.9.2 Normality Test  

 

Normality test is used to explain the distribution of the data as a whole. The normal Q-Q 

plot is preferred option to indicate whether the data collected are normal. It is suitable when 

there is a small sample size, which refers to an alternative graphical technique of evaluating 

normality to the histogram. When data points lie close to the line as possible with an 

obvious non-linear pattern coming away from the line, it is considered normally 

distributed. Moreover, the Q-Q plot is utilized to identify how good a theoretical 

distribution draws empirical data (Park, 2006). In this study, the normality test is used to 

indicate the normality of the dependent variable and the five independent variables.  

 

3.9.3 Descriptive Statistics  

 

According to Patel (2009), descriptive statistics are normally used to explain the variables 

and was conducted by analyzing one variable at a time (univariate analysis). Besides, a 

descriptive statistic also states the summaries about the sample and measures. In this study, 

descriptive is used to interpret the characteristic of the population or sample pertaining to 

their demographic backgrounds, such as age, ethnic group, religion, marital status, the 

highest education level, monthly income, year of business establishment, and business 

field.  
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3.9.4 Factor Analysis 

 

According to Sekaran (2003), the aim of conducting factor analysis is to decrease the 

number of variables from a much larger set of the items that raised in the questionnaires to 

a meaningful, interpretable, and manageable factor for predicting the dependent variable. 

Therefore, factor analysis was used in this study to examine items that constitute similar 

ideas already search by other items, renderings the redundancy and unnecessary. These 

items can be left out, otherwise, a certain other item carries out based on the generation of 

new ideas (Hair et al. 2006). Therefore, the use of factor analysis can lead to more concrete 

factor (dimension) that can further be used in other higher-level analysis. For example, 

multiple regression analysis, which is to examine the correlation between the variables in 

the studied relationships. In another way, using a varimax method can be also executed to 

analyze the exploratory principal component analysis and orthogonal rotation.  

 

Next, to verify that the items in this study are relevant for factor analysis, six 

characteristics need to be achieved. The criteria are:    

1. Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy (MSA) is 

more than 0.50.  

2. Bartlett’s test of sphericity is minimum significant at 0.55.  

3. Anti-image correlations of items should be more than 0.50.  

4. Communalities of items is greater than 0.50.  

5. The minimum requirement of factor loading (cut-off) is 0.50 for each 

item,  
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6. The eigenvalues are greater than 1.0.  

 

In the process, of illustrating the factors, only loading of  0.50 or higher on one 

factor and 0.50 or lower on the other factor (cross-loading) were considered (Hair et al., 

2006). Any items that do not achieve any characteristic of the six assumptions must then 

be rejected.  

 

3.9.5 Pearson Correlation Analysis 

 

Pearson Correlation was appropriate for use to examine the relationship between the two 

variables. In addition, the correlation coefficient exposed the magnitude and direction of 

relationships which are preferable for hypothesis testing. In this study, Pearson correlation 

was used to test the relationship between to examine the independent variables 

(entrepreneurs’ personality, social media benefits, social media importance, consumers’ 

engagement, and marketing outcomes) and the dependent variable (social media adoption). 

This is in line with the suggestion made by Gogtay and Tahtle (2017).  

 

Hair et al. (2009) established a Pearson correlation coefficient scale to better 

understand the scale. According to the Table 3.12 the r-value range from 1.00 to +1.00, the 

value r equals -1.00 will indicate a perfect negatives correlation while the value of r equals 

+1.00 represent a perfect positive correlation which means there is the perfect link between 

two variables. If there is no relationship between the two variables, the r-value will equal 

to 0.  
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Table 3.13 
Pearson Correlation Coefficient Scale 

Range of Coefficient  Description of Strength  

< 0.2  
0.2 – 0.4  
0.4 – 0.6  
0.6 – 0.8  
> 0.8  

Very weak relationship  
Weak relationship  
Moderate relationship  
Strong relationship  
Very strong relationship  

Source: Hair et al. (2009) 
 

3.9.6 Multiple Regression Analysis  

 

Regression is a statistical technique that identifies the influence of the several independent 

variables on the variable. In this study, regression analysis was used to know factors of, 

entrepreneurs’ personality, social media benefits, social media adoption, consumers’ 

engagement, and marketing outcomes (independent variables), on the social media 

adoption (dependent variable).  

 

3.10 CHAPTER CONCLUSION  

 

This chapter discuss on the research design in this study. In this chapter, research design, 

unit of analysis, population and sampling, questionnaire design, measurement of study, 

data collection method, Pre-test, Pilot test, and data analysis strategy are being explained. 

A total of six constructs were used in this study, which are entrepreneurs’ personality, 

social media benefits, social media importance, consumers’ engagement, marketing 

outcomes, and social media adoption among women entrepreneurs. In the next chapter, the 

hypotheses of the study and the results of this study will be discussed.  
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CHAPTER 4 

FINDINGS 

 

4.0 CHAPTER INTRODUCTION  

 

This chapter will describe the results of the data analysis. In this study, 335 questionnaires 

were distributed. Only 253 questionnaires were returned. The data of this research were 

presented using the following topics.  

 

i. Response Rate 

ii. Normality Test 

iii. Demographic Data Respondents  

iv. Factors Analysis 

v. Reliability Analysis 

vi. Mean and Standard Deviation  

vii. Regression Analysis 

 

4.1 RESPONSE RATE  

 

In this study, 335 questionnaires were distributed randomly to respondents. Only 253 

questionnaires were returned. However, 82 questionnaires were unreturned, and 28 

questionnaires were not fully answered. Thus, 225 questionnaires were usable to be 
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analyzed in this study. The rate of usable responses is 75.53%. Table 4.1 shows the 

response rate of the study.  

 

Table 4.1  
Response Rate  
Number of distributed questionnaires  
Returned  
Returned (usable) 
Returned (unusable) 
Response Rate  
Rate of Usable Response 
Missing   

335 
253 
225 
28 

75.53% 
67.16% 

82 
 

4.2 NORMALITY TEST  

 

According to Hair et al (2009), normality is the shape of the data distribution for an 

individual metric variable and it corresponds to the normal distribution. In this research, 

the results of the normality Quantile-Quantile plot were used to determine graphically 

whether this is normal or not. According to the Quantile-Quantile plot, the data will be 

considered normally distributed, if the points are closed to the diagonal line. In contrast, 

the data will be considered abnormally distributed of the points are far away from the line.  

 

The result of the normality test is shown in Figure 4.1 until Figure 4.6 based on Q-

Q plot results, it can be concluded that the data of this study are normally distributed.  
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Figure 4.1  
Normal Q-Q Plot of Social Media Adoption  
 
 

 

 

 

 

 

 

 

 
Figure 4.2 
Normal Q-Q Plot of Entrepreneur Personality  
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Figure 4.3  
Normal Q-Q Plot of Social Media Benefits  
 

 

 

 

 

 

 

 

 

 

Figure 4.4 
Normal Q-Q Plot of Social Media Importance  
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Figure 4.5 
Normal Q-Q Plot of Consumer’s Engagement  
 

 

 

 

 

 

 

 

 

 
Figure 4.6  
Normal Q-Q of Marketing Outcomes  
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4.3 DESCRIPTIVE STATISTIC OF DATA  

 

The purpose of descriptive data is to examine, describe, and summarized the primary 

characteristics of data collected from a quantitative study (Cokes and Steed, 2007). A 

descriptive statistic is to assist analyzed data that is related to the demographic background 

of the respondents. It is important to gain accurate information to identify differences 

among age, ethnic group, religion, marital status, higher education level, income statement, 

year of business establishment, and business industry.  

 

4.3.1 Age Group of Respondents  

 

Table 4.2 shows the age group of respondents. The highest number of respondents is 

between 21 to 30 years old (64 respondents or 28.4%). Next, the second group of 

respondents is from the age 31 to 40 years old (58 respondents or 25.8%), followed by the 

age group of 41 to 50 years old and above 51 years old (40 respondents or 17.8%). In 

addition, the lowest number of the age group of respondents is below 20 years old (23 

respondents or 10.2%).  

 
Table 4.2 
Age Group of Respondents 

Age Group  No. of Respondents Percentage (%) 

Below 20 years old 
21 – 30 years old 
31 – 40 years old  
41 – 50 years old  
Above 51 years old   

23 
64 
58 
40 
40 

10.2 
28.4 
25.8 
17.8 
17.8 

Total  225 100 
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4.3.2 Ethnic Group of Respondents  

 

The ethnic group of respondents is shown in Table 4.3. The highest number of respondent 

are Malays which are 223 respondents (99.1%). Next are Chinese with only 2 respondents 

(0.9%).  

 
Table 4.3  
Ethnic Group of Respondents  

Ethnic Group  No. of Respondents Percentage (%) 

Malay 
Chinese  

223 
2 

99.1 
0.9 

Total  225 100 
 

4.3.3 Religion of Respondents  

 

Based on the results in Table 4.4, majority of respondents are Muslim (223 respondents or 

99.1%) and Buddhist (2 respondents or 0.9%) 

 

Table 4.4 
Religion Group of Respondents  

Religion Group  No. of Respondents Percentage (%) 

Muslim 
Buddhist 

223 
2 

99.1 
0.9 

Total  225 100 
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4.3.4 Marital Status of Respondents  

 

Table 4.5 shows that marital status of respondents. Majority of the respondents are married 

(143 respondents or 63.6%), followed by single respondents (70 respondents or 31.3%) 

and single mother (12 respondents or 5.3%).  

 

Table 4.5  
Marital Status of Respondents  

Marital Status   No. of Respondents Percentage (%) 

Single  
Married  
Single Mother  

70 
143 
12 

31.1 
63.6 
5.3 

Total  225 100 
 

4.3.5 Education Level of Respondents  

 

Based on Table 4.6, most respondents have PMR or less as their higher education level 

with numbers of respondents of 77 respondents (34.2%), followed by Form 6 or Diploma 

with 76 respondents (33.8%). In addition, Degree or Master education level is 45 

respondents (20%), Form 1 – 3 (18 respondents or 8%), primary school level with 8 

respondents (3.6%) and others with 1 respondent (0.4%). 
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Table 4.6 
Education Level of Respondents  

Higher Education   No. of Respondents Percentage (%) 

Primary School  
Form 1 – 3  
Form 4 – 5  
Form 6 or Diploma  
Degree or Master Degree  
Others  

8 
18 
77 
76 
45 
1 

3.6 
8.0 
34.2 
33.8 
20.0 
0.4 

Total  225 100 
 

4.3.6 Monthly Income of Respondents  

 

Based on Table 4.7, majority of the respondents had a monthly income of below RM1,000 

are 85 respondents (37.8%) and RM1,001 – RM2,000 with 82 respondents (36.4%), 

followed by above RM4,001 (31 respondents or 13.8%), RM2,001 – RM3,000 (18 

respondents or 8.0%) and lastly is RM3,001 – RM4,000 with 9 respondents (4.0%).  

 

Table 4.7 
Monthly Income of Respondents  

Monthly Income   No. of Respondents Percentage (%) 

Below RM1,000 
RM1,001 – RM2,000 
RM2,001 – RM3,000 
RM3,001 – RM4,000 
Above RM4,001 

85 
82 
18 
9 
31 

37.8 
36.4 
8.0 
4.0 
13.8 

Total  225 100 
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4.3.7 Year of Business Establishment of Respondents  

 

According to Table 4.8, majority of business establishment of the respondents are in the 

year of 2016 and above (114 respondents or 50.7%), followed by 2011 – 2015 (57 

respondents or 25.3%). Other than that, 32 respondents (14.2%) established the business 

in the year below 2005 and 2006 – 2010 (22 respondents or 9.8%). 

 

Table 4.8 
Year of Business Establishment of Respondents  

Year of Business 
Establishment    

No. of Respondents Percentage (%) 

2005 and before  
2006 – 2010  
2011 – 2015  
2016 and above  

32 
22 
57 
114 

14.2 
9.8 
25.3 
50.7 

Total  225 100 
 

4.3.8 Business Field of Respondents  

 

Based on Table 4.9, most respondents have Food and Beverage business with 127 

respondents (56.4%), followed by Fashion (48 respondents or 21.3%). In addition, the 

Agriculture business (22 respondents or 9.8%), Beauty and Health (12 respondents or 

5.3%) and Education (10 respondents or 4.4%). In addition, Design and Advertising and 

Perfume has similar number of respondents (3 respondents, 1.3%).  
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Table 4.9 
Business Field of Respondents  

Business Field     No. of Respondents Percentage (%) 

Food and Beverage  127 56.4 
Fashion  48 21.3 
Design and Advertising  3 1.3 
Education  10 4.4 
Perfumes  3 1.3 
Beauty and Health  12 5.3 
Agriculture  22 9.8 
Total  225 100 

 

4.4 GOODNESS OF MEASURE  

 

The goodness of measure means that the validity and reliability of the measure. In this 

study, to measure the goodness were used in two methods, which are reliability analysis 

and factor analysis (Sekaran, 2003). Factor analysis was executed to identify the inter-

correlation between the items in each factor and a reliability test was conducted to specify 

how good the individual items of each variable were measuring the similar construct.  

 

This study using principal component analysis and varimax rotation method to 

conduct factor analysis. Besides that, it examined reliability by evaluating the internal 

consistency of the items representing each construct using the regularly used Cronbach’s 

alpha (Hair et al., 2006). The findings of the factor and reliability analysis for each of the 

variables in the research model are elaborated below.  
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4.4.1 Factor Analysis  

 

Factor analysis was executed to ensure the element of the idea that has been operationally 

characterized, and also to recognize which of the items were the most proper for each 

element (establishing construct validity) (Sekaran, 2003).  

 

Generally, to perform factor analysis, six attributes required to achieve to guarantee 

that the items in the study are proper for factor analysis. The attributes are (1) the Kaiser-

Meyer-Olkin (KMO) measure of sampling adequacy (MSA) is above 0.50, (2) the Barlett’s 

test of sphericity is at least significant at 0.05, (3) the anti-image correlations of the items 

must be more than 0.50, (4) the communalities of the items are more than 0.50, (5) the 

minimum requirement of factor loading (cut-off) is 0.50 for each items, and (6) the 

eigenvalues are greater than 1.0. In the process of illustrating the factors, only loading of 

0.50 or higher on one factor and 0.50 or below on the other factor (cross-loading) were 

considered (Hair et al., 2006).  

 

Factor analysis was executed independently for all study variables related to Social 

Media Adoption, Entrepreneurs’ Personality, Social Media Benefits, Social Media 

Importance, Consumers’ Engagement, and Marketing Outcomes. Factors that had been 

cleaned were then translated and named. Next, reliability tests were completed after factor 

analysis.  
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4.4.1.1 Factor Analysis of Social Media Adoption  

 

To examine the social media adoption among women entrepreneurs in 

Perlis, principal component exploratory factor analysis was executed to 

evaluate the validity of the social media adoption construct and to 

identify the possibilities groupings of the social media adoption items. 

Social media adoption was measured using 11 items in this study.  

 

Table 4.10  
Results of Factor Analysis of Social Media Adoption  

Items  F1 

I am the last person among my business field that 
adopting social media in my business. 

.419 

If I heard about a new type of media social, I would be 
interested in adopting it within my business.  

.688 
 

I have only one media social compared to my 
competitors.  

.631 
 

I would use every new types of media social even though 
I have not heard it before.  

.729 
 

I am the last in my business field to know the content of 
the latest media social.  

.666 
 

I know the content of social media before other people 
do.  

.445 

I am very careful in using one type of latest media social.  .806 
When I saw one type of media social, I would try how it 
function.  

.618 
 

I like to see other people use social media first compared 
to I try it first.  

.460 

Using media social is something that wasting my time.  .742 
I would not to know if there any one latest media social. .799 
Eigenvalues 
Percentage variance explained  
KMO 
Barlett’s test of sphericity  

2.79 
70.99 
0.658 

596.01* 
Note. N=225. Bold loadings indicate the inclusion of those items in the 
factor; *p<.05, **<.01, ***<.001. 
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Next, for acceptable construct validity, it is suggested that all items 

must have at least factor loading of 0.50 on its hypothesized construct 

(Hair et al., 2006). In this study, no items were removed, all the items 

are considered validity because the value for each item is above 0.50. 

Table 4.10 shows the results of the factor analysis of service climate.  

 

As presented in Table 4.10, the KMO measure of sampling 

adequacy value for the items was 0.658, it is shown that the items were 

interrelated, and they shared the same factors. The value of Barlett’s test 

of sphericity is significant (chi-square = 596.010, p < .001), it is meant 

that the significance of the correlation matrix and thus the 

appropriateness for factor analysis. The individual MSA for each item 

ranged from .61 to .80, it is significance, the data matrixes were 

acceptable for factor analysis.  

 

The results of the varimax rotation analysis indicate the presence of 

one factor with eigenvalues more than one, explaining 60.52% of the 

total variance. According to the above table, this study extracted one 

factor from eleven items out of eleven items.  
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4.4.1.2 Factor Analysis of Entrepreneurs’ Personality  

 

In this variable of the study, 11 items were used to measure 

entrepreneurs’ personality. Table 4.11 shows the results of the factor 

analysis of entrepreneurs’ personality.  

 
Table 4.11  
Results of Factor Analysis of Entrepreneurs’ Personality   

Items  F1 

 I can see myself as a person that able to come out with 
latest ideas.  

.672 

I can see myself as an active and imagination person. .773 
 I can see myself as a person in doing something effective 

and efficiently.  
.657 

 
I can see myself as a person that tend to be lazy. .501 
I can see myself as a person who like to communicate. .617 
I can see myself as a socialized person.  .484 

 I can see myself as a nice person to others.  .736 
 I can see myself as a person that sometimes being rude to 

others.  
.628 

 
 I can see myself as a worried person.  .791 
 I can see myself as a person that easily getting nervous. .657 
 I can see myself as a person that able to handle pressure.  .331 

Eigenvalues 
Percentage variance explained  
KMO 
Barlett’s test of sphericity  

2.81 
67.03 
0.714 

603.906* 
Note. N=225. Bold loadings indicate the inclusion of those items in the 
factor; *p<.05, **<.01, ***<.001. 
 

 

The output of factor analysis presented that all the items fall into one 

factor with eigenvalues of 2.81 and total variance is 67.03. The KMO 

measure of sampling adequacy value for the items was .714, indicating 

that the items were interrelated, and they share common factors. 
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Barlett’s test of sphericity was found to be significant (chi-square = 

603.906, p < .01). Based on the table above, all the items have 

significant loadings exceeding .50 with range 0.50 to 0.79. 

 

4.4.1.3 Factor Analysis of Social Media Benefits  

 

In this study, 6 items were measure for social media benefits. The value 

of Barlett’s test of sphericity was found to be significant (chi-square = 

902.224, p < .01) and the KMO measure of sampling adequacy value 

for the items were exceeding .60 (.884) it shows that the items were 

interrelated, and they shared same factors. 

 

Table 4.12 
Results of Factor Analysis of Social Media Benefits    

Items  F1 

 Social media is something that is flexible to interact.  .622 
 I feel easy to do anything that I want with media social.  .743 
 I found social media easy to use.  .769 
 Interaction in social media is clear and easy to 

understand.  
.785 

 Image and video can be uploaded or downloaded easily 
in social media.  

.713 

 I feel safe by using social media. .561 
Eigenvalues 
Percentage variance explained  
KMO 
Barlett’s test of sphericity  

4.183 
86.896 
0.884 

902.224** 
Note. N=225. Bold loadings indicate the inclusion of that items in the 
factor; *p<.05, **<.01, ***<.001. 
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4.4.1.4 Factor Analysis of Social Media Importance  

 

In this study, to measure the eleven items were used. Table 4.13 

presented the results of the factor analysis of social media importance. 

For this variable (social media importance) eleven items fall into one 

factor with an eigenvalue of 7.196 and the total variance is 79.468%.  

 

Table 4.13 
Results of Factor Analysis of Social Media Importance  

Items  F1 

 I need to interact with people by using social media for me 
to know the outside demands.  

.666 

 I need to use social media so that I can try something new 
in my business.  

.640 
 

 I need to communicate with other people by using social 
media for me to know the need of outside people.  

.632 
 

 I need to interact with outside people by using social media 
so that I can be in the bigger communities.  

.671 
 

 I need to interact with other people in social media so that 
I can get opinions from them for my business expansion.  

.686 
 

 Using social media is a main method in my business 
marketing. 

 
.690 

 I used social media to make me remember that everybody 
in this world is connected.  

.670 
 

 I can know new people by interact using social media.  .685 
 I can increase my interaction skill with other people using 

social media in my business.  
.735 

 
 I spend my time to support business activity that other 

people did in social media.  
.529 

 
 I can learn knowledge regarding business in social media 

with expert and success entrepreneur than I am. 
.591 

 
Eigenvalues 
Percentage variance explained  
KMO 
Barlett’s test of sphericity  

7.196 
79.468 
0.910 

2081.1** 
Note. N=225. Bold loadings indicate the inclusion of those items in the 
factor; *p<.05, **<.01, ***<.001. 
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 The KMO measure of sampling adequacy value for the items 

was .91, it means that the items were interrelated, and they shared a 

similar factor. Barlett’s test of sphericity was found to be significant 

(chi-square = 2081.130, p < .01). All the items have significant loading 

more than .50 with range 0.52 to .73.  

 
 

4.4.1.5 Factor Analysis of Consumers’ Engagement  

 

To identify the adoption of social media among women entrepreneurs. 

Exploratory principal component factor analysis was performed in order 

to assess the validity of the consumers’ engagement on the adoption of 

social media. In this study, eight items were used to measure this 

variable (consumers’ engagement).  

 

The result of the factor analysis of the eight items revealed that eight 

items fall into one factor. According to Hair et al. (2006), for acceptable 

construct validity. It is suggested that each item should have a minimum 

factor loading of .50 on it hypothesized construct.  
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Table 4.14 
Results of Factor Analysis of Consumers’ Engagement   

Items  F1 

 When someone criticizes about my business, it feels like 
my personal insult.  

.618 
 

 When someone praises about my business, it feels like 
my personal compliment.  

.723 

 I feel excited when using social media at all times for 
my business.  

.664 

 I am excited every time I see outside people praises for 
my business.  

.686 

 Whatever responses that given from outside people in 
social media, I will take my fully concern for my 
business good.  

.572 

 I am a person that like to communicate with outside 
people in social media.  

.727 

 I frequently involve if there any activity that related to 
business in social media.  

.798 

 I like to exchange idea and opinion with outside people 
in social media. 

.756 

Eigenvalues 
Percentage variance explained  
KMO 
Barlett’s test of sphericity  

4.156 
78.137 
0.853 

895.304** 
Note. N=225. Bold loadings indicate the inclusion of those items in the 
factor; *p<.05, **<.01, ***<.001. 

 

4.4.1.6 Factor Analysis of Marketing Outcomes  

 

In this study, 5 items were measure for marketing outcomes. The value 

of Barlett’s test of sphericity was found to be significant (chi-square = 

909.407, p < .01) and the KMO measure of sampling adequacy value 

for the items was exceeding .60 (.88), it shows that the items were 

interrelated, and they shared same factors.  
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Table 4.15 
Results of Factor Analysis of Marketing Outcomes    

Items  F1 

 I enjoy with certain social relationship. 
 I satisfied with social media usage.  
 I think I did the right thing when I decided to 

use social media.  
 I am very like to use social media.  

Social media is important for my business. 

.687 

.818 

.821 
 

.861 

.704 
Eigenvalues 
Percentage variance explained  
KMO 
Barlett’s test of sphericity  

3.82 
77.833 
0.880 

909.407** 
Note. N=225. Bold loadings indicate the inclusion of those items in the 
factor; *p<.05, **<.01, ***<.001. 

 

4.4.2 Reliability Analysis 

 

Reliability refers to the evaluation of the level to which a set indicator of developing is 

internally consistent in the measurement (Hair et al., 2006). The most part utilized indicator 

to analyze the reliability for each measure is the Cronbach’s alpha coefficient. Hair et al. 

(2006) proposed that the alpha value should be above .70, while Sekaran (2000) suggested 

that minimum reliability is .60 is acceptable. Therefore, this study follows the minimum 

level of reliability Sekaran (2000). Table 4.16 summarizes the reliability coefficient of the 

measures.  
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Table 4.16  
Reliability Coefficients for the Variables in this Study 

Variables  Number 
of items 

Items 
dropped 

Cronbach’s 
Alpha 

Entrepreneurs’ Personality  
Social Media Benefits  
Social Media Importance  
Consumers’ Engagement 
Marketing Outcomes  
Social Media Adoption  

11 
6 
11 
8 
5 
11 

2 
- 
- 
- 
- 
3 

.642 

.910 

.947 

.847 

.926 

.688 
 

In Table 4.16 show the Cronbach’s alpha for all variables values ranging from .642 

to .947. Each of the element of confirmation had reliability coefficients of more than .60 

as suggested by Sekaran (2000) except for two variables that are social media adoption and 

entrepreneurs’ personality. In addition, these Cronbach’s values of the study variable sin 

the current research seemed to be predictable with a few past studies, which were embraced 

and adjusted in the current study.  

 

Therefore, according to Sekaran (2000), the internal consistency of the measures 

utilized in this study was viewed as worthy due to value more than .60. It also showed that 

by using principle components with the varimax rotation methods for factor analysis was 

a proper technique to evaluate the validity of each measurement.  

 

4.5 MEAN AND STANDARD DEVIATION OF THE COLLECTION DATA  

 

Mean and standard deviation results of the independent variables were shown on Table 

4.17 (Entrepreneurs’ Personality, Social Media Benefits, Social Media Importance, 
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Consumers’ Engagement, and Marketing Outcomes) and dependent variables is Social 

Media Adoption. The highest mean value is Social Media Importance (4.6020) while the 

lowest mean is Entrepreneurs’ Personality (3.6775).  

 

Table 4.17  
Mean and Standard Deviation of Variables  

Construct  Dimension  Mean  Standard 
Deviation  

Dependent 
Variables  

Social Media Adoption  3.683 .588 

Independent 
Variables  

Entrepreneurs’ Personality  
Social Media Benefits  
Social Media Importance  
Consumers’ Engagement  
Marketing Outcomes  

3.678 
4.387 
4.602 
4.310 
4.475 

.529 

.825 

.764 

.726 

.853 
 

4.5.1 Mean and Standard Deviation of Social Media Adoption  

 

The mean and standard deviation of the dependent variable “Social Media Adoption” is 

being represented in Table 4.18 below. The average mean for overall items is 3.6828. The 

highest mean (4.4978) scored is items 1; “If I heard about a new type of social media, I 

would be interested in adopting it within my business” and the lowest mean scored by item 

8; “Using social media is something that wasting my time”.  
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Table 4.18  
Mean and Standard Deviation (Social Media Adoption) 

Items  Mean Standard 
Deviation 

If I heard about a new type of media social, I would be interested in 
adopting it within my business. 

4.498 1.061 

 I have only one media social compared to my competitors.  3.231 1.271 
 I would use every new types of media social even though I have not 

heard it before.  
4.200 1.138 

 I am the last in my business field to know the content of the latest 
media social.  

3.196 1.133 

 I am very careful in using one type of latest media social.  2.884 1.297 
 When I saw one type of media social, I would try how it function.  4.400 1.165 
 Using media social is something that wasting my time.  3.600 1.199 

I would not to know if there any one latest media social. 2.631 1.330 
Average (Social Media Adoption)  3.683 .588 

 

4.5.2 Mean and Standard Deviation of Entrepreneurs’ Personality  

 

Mean and standard deviation of items measuring “Entrepreneurs’ Personality” is shown in 

Table 4.19. The highest score mean is item 13; “I can see myself as a person who like to 

communicate” while the lowest score mean is item 12; “I can see myself as a person that 

tend to be lazy”. 
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Table 4.19 
Mean and Standard Deviation (Entrepreneurs’ Personality) 

Items  Mean Standard 
Deviation 

 I can see myself as a person that able to come out with latest ideas. 4.244 .949 
 I can see myself as an active and imagination person. 4.093 1.024 
 I can see myself as a person in doing something effective and 

efficiently.  
4.231 .876 

 I can see myself as a person that tend to be lazy.  2.476 1.240 
 I can see myself as a person who like to communicate.  4.449 1.034 
 I can see myself as a nice person to others.  4.360 1.000 
 I can see myself as a person that sometimes being rude to others.  2.791 1.190 
 I can see myself as a worried person.  3.093 1.266 
 I can see myself as a person that easily getting nervous. 3.360 1.225 

Average (Entrepreneurs’ Personality)  3.678 .529 
 

4.5.3 Mean and Standard Deviation of Social Media Benefits  

 

Mean and standard deviation of items measuring “Social Media Benefits” is shown in 

Table 4.20 the number of item 20; “I found social media is easy to use” is the highest mean 

value which is 4.5911 and the number of item 23; “I feel safe by using social media” is the 

lowest mean value which is 3.9111. Other than that, the overall average mean of social 

media benefits is 4.3867.  
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Table 4.20 
Mean and Standard Deviation (Social Media Benefits) 

Items  Mean Standard 
Deviation 

 Social media is something that is flexible to interact.  
 I feel easy to do anything that I want with media social.  
 I found social media easy to use.  
 Interaction in social media is clear and easy to understand.  
 Image and video can be uploaded or downloaded easily in social 

media.  
I feel safe by using social media. 

4.480 
4.338 
4.591 
4.431 
4.569 

 
3.911 

.991 
1.049 
.951 
.904 
.943 

 
1.106 

Average (Social Media Benefits)  4.387 .825 
 

4.5.4 Mean and Standard Deviation of Social Media Importance  

 

Mean and standard deviation results of independent variable were shown in Table 4.21 

“Social Media Importance”. The item 25; “I need to use social media so that I can try 

something new in my business” score the highest mean value of 4.6933. Other than that, 

the lowest score mean is item 24; “I need to interact with people by using social media for 

me to know the outside demands”.  
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Table 4.21 
Mean and Standard Deviation (Social Media Importance) 

Items  Mean Standard 
Deviation 

 I need to interact with people by using social media for me to know 
the outside demands. 

4.502 .960 

 I need to use social media so that I can try something new in my 
business. 

4.693 .886 

 I need to communicate with other people by using social media for 
me to know the need of outside people. 

4.591 .941 

 I need to interact with outside people by using social media so that 
I can be in the bigger communities.  

4.560 .885 

 I need to interact with other people in social media so that I can get 
opinions from them for my business expansion.  

4.644 .939 

Using social media is a main method in my business marketing 4.684 .960 
 I used social media to make me remember that everybody in this 

world is connected.  
4.587 .997 

I can know new people by interact using social media. 4.653 .971 
 I can increase my interaction skill with other people using social 

media in my business.  
4.551 .954 

 I spend my time to support business activity that other people did in 
social media.  

4.524 .955 

I can learn knowledge regarding business in social media with 
expert and success entrepreneur than I am. 

4.631 .946 

Average (Social Media Importance)  4.602 .764 
 

4.5.5 Mean and Standard Deviation of Consumers’ Engagement 

 

Mean and standard deviation of items measuring “Consumers’ Engagement” is shown in 

Table 4.22 the number of item 39; “Whatever responses that given from outside people on 

social media, I will take my fully concern for my business good’ is the highest score mean 

value with 4.6578.  and the number of item 35; “When someone criticizes about my 

business, it feels like my personal insult” is the lowest mean value which is 3.5333 Other 

than that, the overall average mean of consumers’ engagement is 4.3100.  
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Table 4.22 
Mean and Standard Deviation (Consumers’ Engagement) 

Items  Mean  Standard 
Deviation  

 When someone criticizes about my business, it feels like my 
personal insult.  

3.533 1.336 

 When someone praises about my business, it feels like my 
personal compliment.  

4.156 1.109 

 I feel excited when using social media at all times for my business.  4.444 .939 
 I am excited every time I see outside people praises for my 

business.  
4.502 1.027 

 Whatever responses that given from outside people in social 
media, I will take my fully concern for my business good. 

4.658 .984 

 I am a person that like to communicate with outside people in 
social media.  

4.431 .985 

 I frequently involve if there any activity that related to business in 
social media.  

4.378 1.006 

I like to exchange idea and opinion with outside people in social 
media. 

4.378 .909 

Average (Consumers’ Engagement)  4.310 .726 
 

4.5.6 Mean and Standard Deviation of Marketing Outcomes 

 

The mean and standard deviation of the independent variable “Marketing Outcomes” is 

being represented in the Table 4.23 below. The most dominant factor to measure Marketing 

Outcomes value is item 47; “Social media is important for my business” which mean value 

is 4.7689. On the other hand, the item 43; “I enjoy with certain social relationship” which 

mean value 4.2444. The overall average mean value for Marketing Outcomes is 4.4747.  
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Table 4.23 
Mean and Standard Deviation (Marketing Outcomes) 

Items  Mean Standard 
Deviation 

 I enjoy with certain social relationship. 
 I satisfied with social media usage.  
 I think I did the right thing when I decided to use 

social media.  
 I am very like to use social media.  

Social media is important for my business. 

4.244 
4.453 
4.413 

 
4.493 
4.769 

1.043 
.916 
.922 

 
.964 
1.004 

Average (Marketing Outcomes)  4.475 .853 
 

4.6 CORRELATION ANALYSIS 

 

Correlation analysis is used to examine the relationship between the two variables which 

are dependent variable (social media adoption) and independent variables (entrepreneurs’ 

personality, social media benefits, social media importance, consumers’ engagement, and 

marketing outcomes).   

 

4.6.1 To Achieve Objective 1:  

 

Objective One is to identify the relationship between entrepreneurs’ personality and social 

media adoption of women entrepreneur as marketing tools. The Pearson Correlation 

Analysis function was used to describe the level of strength and dissection of the 

relationship between two variables which is dependent variable (Social Media Adoption) 

and independent variables (Entrepreneurs’ Personality). In the study a Pearson Correlation 

Analysis will be used to achieve objective one. The hypothesis in this objective is as 

follows:  
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Hypothesis 1  

H1: There is a significant relationship between entrepreneurs’ personality and social 

media adoption as a marketing tool among women entrepreneurs. 

 

H1: Entrepreneurs’ Personality  

Table 4.24 shows the Pearson Correlation result between entrepreneurs’ personality and 

social media adoption among women entrepreneur as marketing tools. There is a significant 

relationship between entrepreneurs’ personality and social media adoption, with sig value 

0.000 (p<0.01, sig. 2 tailed). Other than that, the positive value of Pearson Correlation with 

r = 0.421, it signifies that there is moderate relationship between entrepreneurs’ personality 

and social media adoption. Therefore, H1 is accepted.  

 

Table 4.24  
Correlation between Entrepreneurs’ Personality and Social Media Adoption  

  Social Media Adoption  

Entrepreneurs’ 
Personality  

Pearson Correlation  
Sig. (2-tailed) 
N 

0.421** 
0.000 
225 

**. Correlation is significant at the 0.01 level (2-tailed) 
 

4.6.2 To Achieve Objective 2: 

 

In this study, the Objective 2 is to examine the relationship between social media benefits 

and social media adoption of women entrepreneur as marketing tools. Pearson Correlation 

Analysis will be used to achieve objective 2 and to test hypothesis 2. The hypothesis in this 

study is as follows:  
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Hypothesis 2  

H2: There is a significant relationship between social media benefits and social media 

adoption as a marketing tool among women entrepreneurs. 

 

Pearson Correlation result between social media benefits social media adoption of women 

entrepreneur as marketing tools were shown in Table 4.25. There is a significant 

relationship between social media benefits social media adoption of women entrepreneur 

as marketing tools, with sig value 0.019 (p<0.05, sig. 2-tailed). In addition, the positive 

value of Pearson Correlation with r = 0.157, it signifies that there is very weak relationship 

between social media benefits social media adoption of women entrepreneur as marketing 

tools. Therefore, H2 is accepted.  

 

Table 4.25 
Correlation between Social Media Benefits and Social Media Adoption  

  Social Media Adoption  

Social Media 
Benefits   

Pearson Correlation  
Sig. (2-tailed) 
N 

0.157* 
0.019 
225 

*. Correlation is significant at the 0.05 level (2-tailed) 
 

4.6.3 To Achieve Hypothesis 3: 

 

Objective 3 is to determine the relationship between social media importance and social 

media adoption of women entrepreneur as marketing tools. In this objective, Pearson 

Correlation Analysis will be used to achieve objective 3 and to test hypothesis 3. The 

hypothesis of objective 3 is as follows: 
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Hypothesis 3  

H3: There is a significant relationship between social media importance and social 

media adoption as a marketing tool among women entrepreneurs. 

 

Table 4.26 indicate the result of Pearson Correlation between social media importance and 

social media adoption of women entrepreneur as marketing tools. Based on Table 4.26 

below, there is a significant relationship between social media importance and social media 

adoption of women entrepreneur as marketing tools with sig value 0.049 (p<0.05, sig. 2-

tailed). Other than that, the positive value of Pearson Correlation with r = .0132, so it 

signifies that there is very weak relationship between social media importance and social 

media adoption of women entrepreneur as marketing tools. Hence, H3 is accepted.  

 

Table 4.26 
Correlation between Social Media Importance and Social Media Adoption  

  Social Media Adoption  

Social Media 
Importance  

Pearson Correlation  
Sig. (2-tailed) 
N 

0.132* 
0.049 
225 

*. Correlation is significant at the 0.05 level (2-tailed) 
 

4.6.4 To Achieve Objective 4: 

 

In this study, Objective 4 is to determine the relationship between consumers’ engagement 

and social media adoption of women entrepreneur as marketing tools. To achieve this 

objective, Pearson Correlation Analysis will be used and to test hypothesis 4. The 

hypothesis 4 is as mention below: 
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Hypothesis 4  

H4: There is significant relationship between consumers’ engagement and social 

media adoption as a marketing tool among women entrepreneurs. 

 

Table 4.27 represents the result of Pearson Correlation between consumers’ engagement 

and social media adoption of women entrepreneur as marketing tools. According Table 

4.27, there is no significant relationship between consumers’ engagement and social media 

adoption of women entrepreneur as marketing tools, with sig value 0.076 (p>0.05, sig. 2-

tailed). In addition, the positive value of Pearson Correlation with r = 0.118, so it signifies 

a very weak relationship between consumers’ engagement and social media adoption of 

women entrepreneur as marketing tools. Therefore, H4 is accepted.  

Table 4.27 
Correlation between Consumers’ Engagement and Social Media Adoption  

  Social Media Adoption  

Consumers’ 
Engagement   

Pearson Correlation  
Sig. (2-tailed) 
N 

0.118* 
0.076 
225 

*. Correlation is not significant at the above 0.05 level (2-tailed) 
 

4.6.5 To Achieve Objective 5: 

 

In this study, the Objective 5 is to examine the relationship between marketing outcomes 

and social media adoption of women entrepreneur as marketing tools. Pearson Correlation 

Analysis will be used to achieve objective 5 and to test hypothesis 5. The hypothesis in this 

objective is as follows: 
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Hypothesis 5 

H5: There is significant relationship between marketing outcomes and social media 

adoption as a marketing tool among women entrepreneurs. 

 

Pearson Correlation result between marketing outcomes and social media adoption of 

women entrepreneur as marketing tools were shown in Table 4.28. There is no significant 

relationship between marketing outcomes and social media adoption of women 

entrepreneur as marketing tools, with sig value 0.060 (p>0.05, sig. 2-tailed). In addition, 

the positive value of Pearson Correlation with r = 0.126, it signifies that there is very weak 

relationship between marketing outcomes and social media adoption of women 

entrepreneur as marketing tools. Hence, H5 is accepted.  

 

Table 4.28 
Correlation between Marketing Outcomes and Social Media Adoption  

  Social Media Adoption  

Marketing 
Outcomes    

Pearson Correlation  
Sig. (2-tailed) 
N 

0.126 
0.060 
225 

*. Correlation is not significant at the above 0.05 level (2-tailed) 
 

4.7 REGRESSION ANALYSIS 

 

In this study, regression analysis is used to investigate the influence of, entrepreneurs’ 

personality, social media benefits, social media importance, consumers’ engagement, and 

marketing outcomes (independent variables), towards the social media adoption 

(dependent variable).  
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4.7.1 To Achieve Objective 6:  

 

Multiple regression analysis is used to assess the link between greater two variables in this 

study. According to Anderson and Sweeney and Williams (2011) stated that, it is important 

to examine how a dependent variable is connected to two or more than two independent 

variables. In this study, objective six states that the influence of entrepreneurs’ personality, 

social media benefits, social media importance, consumers’ engagement, and marketing 

outcomes towards social media adoption of women entrepreneur as marketing tools. To 

achieve objective six, multiple regression analysis will be used to tested determine the 

significant effect between independence variables (entrepreneurs’ personality, social 

media benefits, social media importance, consumers’ engagement, and marketing 

outcomes) and dependent variable (social media adoption).  

 

Hypothesis 6  

H6: There is a significant between the influence of entrepreneurs’ personality, social 

media benefits, social media importance, consumers’ engagement, and marketing 

outcomes towards social media adoption as a marketing tool among women 

entrepreneurs. 
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4.7.2 Regression Analysis on Coefficient of Determination (R2) 

 

In this study, Coefficient of Determination (R2) is functioning to measure and explain 

changes of the Independent Variables (Entrepreneurs’ Personality, Social Media Benefits, 

Social Media Importance, Consumers’ Engagement, and Marketing Outcomes).  

 

Table 4.29 represents the model summary of Multiple Regression of this study. 

Analysis from Table 4.29 shown the value of adjusted R2 was 0.162. The independent 

variables (Entrepreneurs’ Personality, Social Media Benefits, Social Media Importance, 

Consumers’ Engagement, and Marketing Outcomes) were explaining that 42.5% of the 

changes in dependent variable (Social Media Adoption) as tested in the model. It shows 

that it had 42.5% of influence in Social Media Adoption (dependent variable).  

 

Table 4.29 
Regression Analysis Model Summary  

Model 1 R R Square 

1 .425 .162 

 
 

4.7.3 Regression Analysis of Coefficient  

 

To test the coefficient among independent variables and dependent variable, Regression 

analysis of Coefficient will be used in this study. Beta indicate the higher value in 

independent variables, the higher influence towards dependent variable. Table 4.31 

represented the result of Regression Analysis of Coefficient tests. According to the Table 



96 
 

 

4.31, the value of Beta for independent variables are Entrepreneurs’ Personality 0.413, 

Social Media Benefits 0.043, Social Media Importance -0.070, Consumers’ Engagement 

0.031, and Marketing Outcomes 0.044. The largest value of Beta coefficient means that the 

factor has the strongest contribution to influence the dependent variable (Pallant, 2005). 

Therefore, based on this result, Entrepreneurs’ Personality has the highest influence while 

Social Media Importance has the lowest influence on the dependent variable.  

 

Table 4.30  
Regression Analysis of Coefficient  

Model  B Beta  t Significant  

Constant  
Entrepreneurs’ Personality  
Social Media Benefits 
Social Media Importance  
Consumers’ Engagement  
Marketing Outcomes 

1.863 
0.459 
0.031 
-0.054 
0.025 
0.031 

 
0.413 
0.043 
-0.070 
0.031 
0.044 

6.040 
6.442 
0.417 
-0.577 
0.289 
0.378 

0.000 
0.000 
0.677 
0.565 
0.773 
0.706 

 

Furthermore, the factor is a significant contribution to the influence towards the 

dependent variable of the signed value is below than 0.05. Griffith (2010) stated that, if the 

value is above than 0.05, the factor does not contribute any significant influence on the 

dependent variable. Based on the analysis, there are one variable significant influence on 

Social Media Adoption (Entrepreneurs’ Personality; p = 0.000). However, other four 

variables is not significant influence on Social Media Adoption (Social Media Benefits; p 

= 0.677, Social Media Importance; p = 0.565, Consumers’ Engagement; p = 0.773, and 

Marketing Outcomes; p = 0.706).  
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4.8 CHAPTER CONCLUSION  

 

In this study, all the results have been obtained using a specific analytical method in 

Pearson Correlation and Multiple Regression Analysis. The result in this study shows that 

only three independent variables were the significant relationship with social media 

adoption and it shows that there are a positive relationship and a moderate and very weak 

relationship between independent variables and dependent variable. Similarly, in this 

study, there is one variable that strongly influences social media adoption which is 

entrepreneurs’ personality. However, the rest four independent variables (social media 

benefits, social media importance, consumers’ engagement, and marketing outcomes) are 

not a significant influence on social media adoption.  
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CHAPTER 5 

DISCUSSION AND CONCLUSION  

 

5.0 CHAPTER INTRODUCTION  

 

The findings of the data analysis were reviewed and discussed in this chapter. The first part 

of this chapter is the objective and research questions of the study are recapitulated. Next, 

the discussion of the findings is discussed focusing on the focused explanation for the 

significant result. In addition, the theoretical and practical implications pertaining to the 

findings are also presented. Finally, suggestions for future research are being discussed.  

 

5.1 RECAPITULATION OF THE STUDY FINDINGS  

 

The purpose of this research is to identify the influence of entrepreneurs’ personality, social 

media benefits, social media importance, consumers’ engagement, and marketing 

outcomes on social media adoption as marketing tools.  

 

Six research questions were put forward to examine this influence. Theory of 

Planned Behavior (TPB) was used to add the underpinning theory of this study. The 

research questions are as follows: 

1. Does entrepreneurs’ personality has a relationship with social media adoption 

as a marketing tool among women entrepreneurs? 
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2. Does social media benefits has a relationship with social media adoption as a 

marketing tool among women entrepreneurs? 

3. Does social media importance has a relationship with social media adoption as 

a marketing tool among women entrepreneurs? 

4. Does consumers’ engagement has a relationship with social media adoption as 

a marketing tool among women entrepreneurs? 

5. Does marketing outcomes has a relationship with social media adoption as a 

marketing tool among women entrepreneurs? 

6. Does entrepreneurs’ personality, social media benefits, social media 

importance, consumers’ engagement, and marketing outcomes influence social 

media adoption as a marketing tool among women entrepreneurs? 

 

This research is cross-sectional in nature. A survey using a constructed 

questionnaire was conducted to examine social media adoption among women 

entrepreneur as marketing tools. A total of 335 of the questionnaire were distributed to 

respondents that register as women entrepreneurs in TEKUN in the State of Perlis. A total 

of 253 questionnaire (75.53%) were returned and were used for further analysis. However, 

82 questionnaire (24.47%) were missing and 28 questionnaires (8.36%) of the returned 

questionnaire was removed due to incomplete responses.  

 

In this study, the independent variables are entrepreneurs’ personality, social media 

benefits, social media importance, consumers’ engagement, and marketing outcomes. 

While the dependent variable is social media adoption. In addition, factor analysis with 
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maximum likelihood components using varimax rotation was conducted to examine the 

elements of the research variables: entrepreneurs’ personality, social media benefits, social 

media importance, consumers’ engagement, marketing outcomes, and social media 

adoption, while internal consistency of each variable was examined based on the 

Cronbach’s Alpha Values. 

  

In this study, regression analysis was used to examine the hypothesis. The analysis 

was conducted for testing all the six hypotheses, which assume that there is a significant 

relationship between independent variables (entrepreneurs’ personality, social media 

benefits, social media importance, consumers’ engagement, and marketing outcomes) and 

dependent variable (social media adoption). The results of the data analysis indicated that 

all IVs: entrepreneurs’ personality, social media benefits, social media importance, 

consumers’ engagement, and marketing outcomes have a significant relationship with 

social media adoption. Among the independent variable (entrepreneurs’ personality, social 

media benefits, social media importance, consumers’ engagement, and marketing 

outcomes), entrepreneurs’ personality has the strongest influenced towards social media 

adoption (dependent variable). All the hypotheses of this study are accepted.  

 

5.2 DISCUSSION  

 

The main findings of this study were discussed in this section. The discussion is pertaining 

to the six research objectives that have been mentioned in the earlier section.  
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5.2.1 Relationship between Entrepreneurs’ Personality and Social Media 

Adoption  

 

The first objective is to determine the relationship between entrepreneurs’ personality and 

social media adoption as marketing tools of women entrepreneurs. In this study, it was 

found that there is a positive relationship between entrepreneurs’ personality and social 

media adoption of women entrepreneurs as marketing tools. These findings similarly to 

(Caliendo et al., 2011). 

 

Caliendo et al. (2011) conducted a study on self-employed persons in Germany, 

with a survey covering detailed information about 22, 000 individuals living in 12, 000 

households across Germany. In the researchers’ study, the sample are included, individual 

between 19 to 59 years of age. This study also found that entrepreneurs’ personality has 

significant influences on entrepreneurial choices and affects too many processes of 

entrepreneurs in many ways. Similarly, this study also focused on self-employed 

respondents but, included farmer who as well jumped into the agricultural industry that 

consider as entrepreneurs. As a result, entrepreneurs’ personality has a significant 

relationship with social media adoption.  

 

An implication of these findings is that, entrepreneurs’ personality is a factor that 

contributes to social media adoption towards women entrepreneurs. Women entrepreneurs 

are willing to adopt social media in their businesses, if have the personality of being 
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entrepreneurs. A possible explanation for this relationship is that if women entrepreneurs 

with good personality of being an entrepreneur will adopt social media in their businesses.  

 

5.2.2 Relationship between Social Media Benefits and Social Media Adoption  

 

In determining the relationship between social media benefits and social media adoption. 

This study found that social media benefit has a significant relationship to social media 

adoption. Hence, this result implies that social media benefits leads to social media 

adoption. This finding of this study is similar to Michaelidou, Siamagka, & Christodoulides 

(2011). In their study, they found that it is a significant and positive relationship between 

social media benefits and social media adoption.  

 

Their study was conducted to Small and Medium Enterprise (SMEs) in the United 

Kingdom. The study sample are consisted of 1,000 (SMEs) for which they are currently 

using the Social Networking Sites in the purpose of to achieve the brand objectives and 

attract the new consumers in the market. Although their main study was only focus on 

attracting new consumer, and improve their brand names, at the end of the research, they 

might be concluded for the business successful as well. As a result, they found that almost 

half of the sample of SMEs who were using Social Networking Sites have indicated their 

intention to adopt the marketing tools by spending more towards this kind of channel. 

 

 In this study, it is shown that social media benefits as a factor that provides to brand 

achievement and network with potential consumers and lead to the business successful in 



103 
 

 

any businesses and whatever industries entrepreneurs had jump-in. By understanding the 

social media benefits, entrepreneurs are able to maximize their profit as the target and main 

objective of the businesses.  

 

5.2.3 Relationship between Social Media Importance and Social Media Adoption 

 

Another objective of this study is to determine the relationship between social media 

importance and social media adoption of women entrepreneurs as their marketing tools. In 

this study, it was found that there is a positive relationship between social media 

importance and social media benefits. This finding is in-line with the findings of Chi 

(2011). This indicates that social media importance is a contributor to social media 

adoption. In his study, he found that there were two aspects of motivation for social media 

users; the need for online social capital and psychological well-being, and two types of 

social media marketing; interactive digital advertising and virtual brand community which 

contributed to social media adoption. This support the findings of this study.  

 

In addition, Chi (2011) investigated social media importance in 502 college-aged 

Facebook users in Taiwan. This research was conducted to investigate the response of the 

consumers with the Facebook advertising and virtual brand communities. He found that 

Facebook users’ motivation towards online social networking had different effects on their 

social media marketing responses showing the importance for social media marketing use 

in online social networking.  
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5.2.4 Relationship between Consumers’ Engagement and Social Media Adoption 

 

In examining the relationship between consumers’ engagement and social media adoption 

in this study, it was found that there is a significant relationship between consumers’ 

engagement and social media adoption. This result is consistent with other studies. For 

example, Harrigan et al., (2017) found that consumers’ engagement has a significant 

positive effect on social media adoption. They conducted their study on 195 respondents 

in the United States.  

 

Hence, it can be said that consumers’ engagement is related to how entrepreneur 

perceived when they are utilizing social media. They can increase engagement among their 

consumers. In their research, two contributions were found which were; they validate and 

revise the consumers’ engagement scales that were developed by So et al., (2014). This 

findings can place consumers’ engagement within an expressive nomological that indicated 

consumer involvement which lead to consumers’ engagement. The more involvement of 

entrepreneurs and consumer in social media, the more engagement they will be.  

 

5.2.5 Relationship between Marketing Outcomes and Social Media Adoption 

 

The last objective was to determine the relationship between marketing outcomes 

and social media adoption. In this study, it was found that there is a positive relationship 

between marketing outcomes and social media adoption of women entrepreneurs as 

marketing tools. This finding is similar to the study of Thurau (2002). This indicates that 
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marketing outcomes is a contributor to social media adoption. In his study, he found that 

the marketing outcomes that included the relationship with electronic word-of-mouth 

(eWOM) contributed to social media adoption.  

 

Furthermore, Thurau (2002) completed the study of 336 at a public university in 

the northwestern United States. He found that marketing outcomes plays a crucial role in 

contributing to social media adoption. Thurau (2002) proposed that the concepts of 

satisfaction, confidence, and benefits support to the marketing outcomes in the businesses.  

 

5.3 IMPLICATIONS OF THE STUDY  

 

Based on the discussion of the findings above, some implications can be considered. These 

implications will be discussed from two perspectives; the managerial and theoretical 

implications.  

 

 

5.3.1 Managerial Implication  

 

The findings of this study are useful and meaningful to the management that handles 

women entrepreneurs. It provides a useful and meaningful outcomes to the person-in-

charge so that they provide knowledge about business to the entrepreneurs who have no 

experience and knowledge to manage their business. The strong evidence provided from 

the research outcomes could help the management team to create better activities and 
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suitable ways of transferring business knowledge to these entrepreneurs by understanding 

the factors influencing of social media adoption among women entrepreneurs. Specifically, 

managers handling women entrepreneurs should plan a strategy to maximize profit and 

business expansion. This can be done through social media knowledge transfer to 

entrepreneurs, seeking information about consumers’ needs and expectations, training or 

seminar, monitoring the social media, rewarding and recognizing excellent achievement, 

designing and future planning, and strict policies and procedures to ensure that 

entrepreneurs are adopting social media in their businesses.  

 

The outcomes of this study specifies that entrepreneurs’ personality, social media 

benefits, social media importance, consumers’ engagement, and marketing outcomes are 

important factors in determining social media adoption as marketing tools. In order to 

promote social media adoption, the management team had to create one particular team or 

group that focus on new advancement technology in marketing in today’s world. Therefore, 

management should provide this team with various knowledge and information about 

social media adoption which can make them deliver to women entrepreneurs. The 

knowledge and information includes the fundamental of new marketing tools, the ways of 

using social media, the good of social media in the business, competitive advantages, the 

target market that they able to get once use the social media, wide number of consumers, 

and big communities and socializations. In addition, as a management team, they should 

emphasize meeting and brainstorming the effectiveness of delivering the knowledge to 

entrepreneurs and gain their participation. Therefore, as the person-in-charge that are 
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responsible to take care of women entrepreneurs, they must understand what they should 

do to help entrepreneurs, then only business will prosper.  

 

In addition, the management team needs to provide continuous support to 

entrepreneurs under their organization as well as provide encouragement to implement the 

new marketing tool’s knowledge. In this relation, managerial support is really important 

for entrepreneurs. Entrepreneurs should be able to pay-back the loan they have taken in 

some particular period. Therefore, if the entrepreneurs are committed to run their 

businesses’ activities well, they will succeed in paying the loan in a short time. The 

consequence is that excellent entrepreneurs commitment will lead to higher participation 

whereby the entrepreneurs are willing to put extra effort into their performance for 

businesses successful to stay connect with consumers. Similarly, committed entrepreneurs 

will also help them to create and deliver something valuable, which can make them increase 

the profit, as well as enhancing the brand image of the organization.  

 

Seeking information about consumers’ needs and expectations can be used by 

managers to determine the knowledge of entrepreneurs related to social media adoption. 

Hence, successful entrepreneurs must participate in whatever event and activities held by 

the management team since it also benefits them in the future and for business. This is 

because the expectations of the management team might change. Competitors out there 

that also appeal their attraction so that they might have some other expectations from time 

to time.  
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As done by many other organizations, there are so many training or seminar held 

by them as regular as they can. If possible, the organization will be held more than fifth 

training a month special for entrepreneurs. So, as the management team, they must tackle 

and compete with other organizations by doing as much training as they can to transfer the 

knowledge of current marketing tools. Once the team is doing the job, they also must 

monitor what the outcomes of the training they deliver previously and monitor what the 

entrepreneurs doing after gaining the knowledge. Indeed, in the training, the team should 

also provide the effectiveness of using social media because some the entrepreneurs have 

no experienced on using social media or new technology, their businesses only depend on 

the traditional ways only. Therefore, it is good if the management team can provide that 

kind of training. On the other hands, the team is able to seek the entrepreneurs’ personality 

whereby how committed they are with their business and their hard work in improving 

their business excellence for the future. Thus, the team has supposedly set the requirement 

for entrepreneurs when participating in the training because, in the end, the will get some 

rewards. This is because when entrepreneurs are being recognized with excellent 

achievement.  

 

In addition, entrepreneurs can design and plot their future planning for their 

business after joining the training can enhance their skills which are advantageous for their 

business expansion. As entrepreneurs are confident that they are able to use social media 

well, the management team can suggest them in designing the future path of the business 

because it will bring them to the right path indeed an excellent achievement. In social 

media, they need to be a consistent and flexible person which by gain the satisfactory in 
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the training, entrepreneurs will perform good and dealing effectively with consumers 

request and complaint. This will motivate them to engage and network in activities that 

relate to social media and new technology changes.  

 

The management must clearly identify the response of entrepreneurs when they are 

asked to adopt social media in their business. According to Marcati et al., (2008) stated that 

an entrepreneurs who is hard who adopt social media, he or she is the one that have higher 

ability to generate innovative ideas, a higher degree of tolerance to risk, and a higher level 

of flexibility. Meanwhile, the entrepreneurs that are easily adopt social media in the 

business must be aware of being more innovative than other members of the same social 

system and face the competition by re-organized their business. They should try to improve 

flexibility in their business. For example, by recruiting appropriate human resources and, 

if necessary, should support them when adopting social media. This is important to create 

proactive businesses in the industry which are capable not only of over-coming difficulties, 

and by proposing innovative solutions that have mind-openness, long-term vision, and 

intuition. Entrepreneurs need to consider the psychological characteristics of their 

teamwork such as their creativity level in problem-solving, and the degree of flexibility.  

 

5.3.2 Theoretical Implication  

 

Theoretically, this research adds significant empirical evidence to the existing body of 

knowledge in the literature of marketing tool and relationship marketing. Firstly, the 

proposed model provides a good understanding of how entrepreneurs’ personality, social 
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media benefits, social media importance, consumer’s engagement, and marketing 

outcomes can be used to put into social media adoption towards women entrepreneurs in 

the businesses.  

 

Nevertheless, in this study, these variables are being integrate in a single model and 

are used to the entrepreneurial field. In this sector, entrepreneurs need to always connect 

with consumers in order to gain trust, improve brand names, and maximize the profit of 

the business. In order to adopt social media, they must act like they are entrepreneurs who 

are a motivated, innovative, and effective person. Since social media is an easy thing to 

create a network with consumers, entrepreneurs should fully adopt and utilize it. Therefore, 

all the studied variables are crucial in obtaining a competitive advantage if entrepreneurs 

are not acting like entrepreneurs’ personality. The study also contributes to academic 

research by adding to the marketing tool literature as well as providing a meaningful 

understanding of the factors that affect social media adoption.  

 

5.4 LIMITATION AND SUGGESTION FOR FUTURE RESEARCH  

 

In this study, there are some limitations. The first limitation is that this study only examines 

five factors that influence social media adoption as marketing tool which are entrepreneurs’ 

personality, social media benefits, social media importance, consumers’ engagement, and 

marketing outcomes. There are many other factors that may influence social media 

adoption. Thus, future research should explore other factors such as consumers’ loyalty as 

well as consumers’ satisfaction. Therefore, this study is only able to understand part of the 
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factors that influence social media adoption. Future research is required to be conducted 

continuously to better understanding the factors that can influence social media adoption.  

 

The second limitation of this study is pertaining to the location where the study has 

been conducted. In this study, the questionnaire was answered by women entrepreneurs in 

Perlis only. Hence, future study should also be conducted in other geographical areas. 

There might be several differences in ideas or opinions and attitudes of the entrepreneurs 

in other places.  

 

Gender is can be listed in the last limitation of this study. This study is only focuses 

on women entrepreneurs and the questionnaire are distributed to them only. Thus, in the 

future study, it should be involve male entrepreneurs as well because the response might 

be different from this study’s result.  

 

5.5 CONCLUSION  

 

This research examines the factors influencing social media adoption as marketing tools. 

The results of this study confirmed the stated research objectives. In addition, all 

hypotheses were supported indicating entrepreneurs’ personality, social media benefits, 

social media importance, consumer engagement, and marketing outcomes are influencing 

social media adoption as a marketing tool among women entrepreneurs.  
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APPENDIX 1  

THE QUESTIONNAIRE  

 

       

 

Responden yang dikasihi sekalian,  

 

Terima kasih kerana sudi meluangkan masa anda untuk menjawab soal selidik ini. 

Anda dijemput menyertai untuk menjayakan kajian ini yang bertajuk Faktor yang 

Mempengaruhi Usahawan Wanita dalam Mengamalkan Media Sosial untuk Tujuan 

Pemasaran. Maklumat yang diperoleh dari soal selidik ini akan dianggap sebagai sulit 

dan akan digunakan semata-mata untuk tujuan akademik. Penyertaan anda adalah 

sukarela. Oleh itu, pohon menjawab dengan jujur.  

 

Diucapkan ribuan terima kasih atas masa yang diluangkan dan pertimbangan.  

 

Yang ikhlas,  

Anis Nadisah binti Ramli (823863) 

Sarjana Sains (Pengurusan)  

Universiti Utara Malaysia  
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Bahagian A: Sila isi tempat kosong dan tandakan “√” pada ruangan yang disediakan.  

 

1. Berapakah umur anda?  

Sila nyatakan:_______________tahun  

 

2. Kumpulan etnik  

  Melayu   Cina   India    

Lain-lain (sila nyatakan):________________ 

 

3. Agam  

Islam   Kristian   Buddha  

Hindu   Lain-lain (sila nyatakan):________________ 

 

4. Status perkahwinan  

  Bujang          Berkahwin   Ibu Tunggal   

Lain-lain (sila nyatakan):_______________ 

 

5. Pendidikan tertinggi  

  Sekolah rendah  Tingkatan 1 – 3  Tingkatan 4 – 5    

     STPM/Diploma  Ijazah/Sarjana  Lain-

lain (sila nyatakan):_______________ 
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6. Berapakah pendapatan bulanan anda? 

Sila nyatakan: RM______________________________ 

 

7. Pada tahun berapakah anda memulakan perniagaan? 

Sila nyatakan:_________________________________ 

 

8. Apakah bidang perniagaan yang anda ceburi?  

Sila nyatakan:_________________________________ 

 

Bahagian B: Tandakan “O” pada jawapan yang betul dengan memilih 1 untuk amat tidak 

setuju sehingga 6 untuk amat setuju. 

 

Amat tidak 

setuju 

Sangat 

tidak 

setuju 

Tidak 

setuju 

Setuju Sangat 

setuju 

Amat 

setuju 

1 2 3 4 5 6 

 

No. Item deskriptif  1 2 3 4 5 6 

1 Saya adalah yang terakhir dalam bidang perniagaan saya 

untuk menerima pakai media sosial dalam perniagaan saya.  

1 2 3 4 5 6 
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2 Jika saya mendengar tentang satu-satu aplikasi baru 

berkenaan dengan media sosial, saya akan berminat 

menggunakannya untuk perniagaan saya.  

1 2 3 4 5 6 

3 Saya hanya mempunyai satu sahaja media sosial 

berbanding pesaing-pesaing saya.  

1 2 3 4 5 6 

4 Saya akan menggunakan segala jenis media sosial yang 

terbaharu walaupun saya belum pernah mendengarnya 

sebelum ini.  

1 2 3 4 5 6 

5 Saya merupakan yang terakhir mengetahui isi kandungan 

media sosial terkini.   

1 2 3 4 5 6 

6 Saya tahu isi kandungan media sosial sebelum orang lain 

mengetahuinya.   

1 2 3 4 5 6 

7 Saya sangat berhati-hati untuk mencuba satu jenis sosial 

media yang baharu.  

1 2 3 4 5 6 

8 Apabila saya melihat satu jenis sosial media baharu, saya 

mencuba untuk melihat bagaimana ia berfungsi.  

1 2 3 4 5 6 

9 Saya lebih suka melihat orang lain mencuba sosial media 

terlebih dahulu berbanding saya sendiri yang mencuba.  

1 2 3 4 5 6 

10 Menggunakan sosial media adalah sesuatu yang 

membuang masa saya.  

1 2 3 4 5 6 

11 Saya tidak akan mengambil tahu jika terdapat satu jenis 

sosial media yang baharu.  

1 2 3 4 5 6 
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12 Saya melihat diri saya sebagai seorang yang mampu 

mengeluarkan idea-idea baharu.   

1 2 3 4 5 6 

13 Saya melihat diri saya sebagai seorang yang aktif dalam 

berimaginasi.  

1 2 3 4 5 6 

14 Saya melihat diri saya sebagai seorang yang melakukan 

sesuatu dengan cekap dan berkesan.  

1 2 3 4 5 6 

15 Saya melihat diri saya sebagai seorang yang cenderung 

menjadi malas.  

1 2 3 4 5 6 

16 Saya melihat diri saya sebagai seorang yang suka 

berkomunikasi.  

1 2 3 4 5 6 

17 Saya melihat diri saya sebagai seorang yang suka bersosial.  1 2 3 4 5 6 

18 Saya melihat diri saya sebagai seorang yang baik dengan 

orang lain.  

1 2 3 4 5 6 

19 Saya melihat diri saya sebagai seorang yang kadang kala 

menjadi kurang sopan kepada orang lain. 

1 2 3 4 5 6 

20 Saya melihat diri saya sebagai seorang yang banyak risau.  1 2 3 4 5 6 

21 Saya melihat diri saya sebagai seorang yang mudah 

gementar.  

1 2 3 4 5 6 

22 Saya melihat diri saya sebagai seorang yang bijak 

menangani tekanan.  

1 2 3 4 5 6 

23 Sosial media ialah sesuatu yang fleksibel untuk 

berinteraksi.  

1 2 3 4 5 6 
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24 Saya berasa mudah untuk melakukan apa sahaja yang saya 

mahu dengan sosial media.  

1 2 3 4 5 6 

25 Saya mendapati media sosial mudah digunakan.  1 2 3 4 5 6 

26 Interaksi di media sosial adalah jelas dan mudah difahami.  1 2 3 4 5 6 

27 Imej dan video boleh dimuat turun atau dimuat naik dengan 

mudah di media sosial.  

1 2 3 4 5 6 

28 Saya berasa selamat dengan menggunakan media sosial.  1 2 3 4 5 6 

29 Saya perlu berinteraksi dengan orang luar menggunakan 

media sosial supaya saya dapat mengetahui permintaan di 

luar sana.  

1 2 3 4 5 6 

30 Saya perlu menggunakan media sosial supaya saya dapat 

mencuba sesuatu yang baharu dalam perniagaan saya.  

1 2 3 4 5 6 

31 Saya perlu bersembang dengan orang luar menggunakan 

media sosial untuk membolehkan saya mengetahui 

kemahuan orang lain di dunia luar.  

1 2 3 4 5 6 

32 Saya perlu berinteraksi dengan dunia luar menggunakan 

media sosial supaya saya boleh berada dalam komuniti 

yang besar.  

1 2 3 4 5 6 

33 Saya perlu berinteraksi dengan orang luar dalam media 

sosial supaya saya boleh mendapatkan pandangan mereka 

untuk kemajuan perniagaan saya.  

1 2 3 4 5 6 
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34 Menggunakan media sosial adalah satu kaedah utama 

dalam pemasaran perniagaan saya.  

1 2 3 4 5 6 

35 Saya menggunakan media sosial untuk mengingatkan diri 

saya bahawa semua orang di dunia ini sentiasa berhubung.  

1 2 3 4 5 6 

36 Saya dapat kenal dengan orang baharu dengan berinteraksi 

menggunakan media sosial.  

1 2 3 4 5 6 

37 Saya dapat meningkatkan kemahiran berinteraksi saya 

dengan orang luar dengan menggunakan media sosial 

dalam perniagaan saya.  

1 2 3 4 5 6 

38 Saya meluangkan masa saya untuk menyokong aktiviti 

perniagaan yang dilakukan oleh orang lain di media sosial.  

1 2 3 4 5 6 

39 Saya dapat mempelajari ilmu berkenaan dengan perniagaan 

dalam media sosial dengan usahawan yang lebih pakar dan 

berjaya dari saya.  

1 2 3 4 5 6 

40 Apabila seseorang mengkritik tentang perniagaan saya, ia 

seolah-oleh menghina saya secara peribadi.  

1 2 3 4 5 6 

41 Apabila mendapat pujian dalam perniagaan saya, ia 

dianggap pujian kepada saya secara peribadi.  

1 2 3 4 5 6 

42 Saya berasa bersemangat apabila menggunakan media 

sosial setiap waktu untuk perniagaan saya.  

1 2 3 4 5 6 

43 Saya teruja setiap kali melihat orang luar memberi kata-

kata pujian kepada perniagaan saya.  

1 2 3 4 5 6 
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44 Apa-apa sahaja respon yang diberikan oleh orang luar di 

media sosial, saya akan memberi sepenuh perhatian saya 

untuk kebaikan perniagaan saya.  

1 2 3 4 5 6 

45 Saya seorang yang suka untuk berinteraksi dengan orang 

luar dalam media sosial.  

1 2 3 4 5 6 

46 Saya sering mengambil bahagian jika ia melibatkan aktiviti 

perniagaan di media sosial.  

1 2 3 4 5 6 

47 Saya suka bertukar-tukar idea dan pendapat dengan orang 

luar di media sosial.  

1 2 3 4 5 6 

48 Saya seronok dengan sesuatu hubungan sosial.  1 2 3 4 5 6 

49 Saya berpuas hati dengan penggunaan media sosial.  1 2 3 4 5 6 

50 Saya fikir saya melakukan perkara yang betul apabila saya 

memutuskan untuk menggunakan media sosial.  

1 2 3 4 5 6 

51 Saya amat suka menggunakan media sosial.   1 2 3 4 5 6 

52 Media sosial adalah penting untuk perniagaan saya.  1 2 3 4 5 6 

 

Soalan tamat 

Terima kasih atas kerjasama yang diberikan. 
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APPENDIX 2 

RELIABILITY FOR PILOT TEST  

 

(a) Social Media Adoption  

 
Case Processing Summary 

 N % 

 Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 
 

(b) Entrepreneurs’ Personality  

 

 

 

 

 

 
 

 

(c) Social Media Benefits 

 

 

 

 

 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

.582 11 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

.657 11 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

.924 6 
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(d) Social Media Importance  

 

 

 

 
 

 

 

(e) Consumer Engagement  

 

 

 

 
 

 

 

(f) Marketing Outcomes 

 

 

 

 

 
 

 

 

 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

.940 11 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

.878 8 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

.945 5 
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APPENDIX 3 

NORMALITY TEST  

 

(a) Social Media Adoption  

 

 

 

 

 

 

 

 

(b) Entrepreneurs’ Personality  
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(c) Social Media Benefits 

 

 

 

 

 

 

 

 

 

(d) Social Media Importance 
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(e) Consumer Engagement  

 

 

 

 

 

 

 

 

 

 

(f) Marketing Outcomes 
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APPENDIX 4 

RELIABILITY FOR REAL DATA  

 

(a) Social Media Adoption  

 

 

 

 

 

 

 

Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

SMA1 24.9644 20.963 .007 .305 .602 

SMA2 26.2311 15.768 .473 .454 .452 

SMA3 25.2622 19.793 .106 .314 .578 

SMA4 26.2667 16.045 .533 .456 .440 

SMA5 25.0622 18.103 .272 .223 .527 

SMA6 25.0400 19.922 .114 .325 .573 

SMA7 26.8311 16.587 .351 .667 .498 

SMA8 26.5778 17.058 .319 .685 .511 
 

(b) Entrepreneurs’ Personality  

 

Case Processing Summary 

 N % 

Cases Valid 225 100.0 

Excludeda 0 .0 

Total 225 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's Alpha 

Based on 

Standardized 

Items N of Items 

.561 .549 8 

Case Processing Summary 

 N % 

Cases Valid 225 100.0 

Excludeda 0 .0 

Total 225 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.588 .581 9 



138 
 

 

 

 

Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

EP1 28.8533 19.340 .295 .389 .555 

EP2 29.0044 19.085 .287 .384 .557 

EP3 28.8667 20.464 .186 .439 .580 

EP4 30.6222 18.263 .274 .314 .561 

EP5 28.6489 20.488 .122 .231 .598 

EP6 28.7378 20.882 .090 .187 .604 

EP7 30.3067 16.981 .439 .428 .509 

EP8 30.0044 16.746 .420 .633 .512 

EP9 29.7378 17.525 .359 .536 .534 
 

(c) Social Media Benefits  

 
 
 

 

Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

SMB1 21.8400 17.689 .698 .539 .901 

SMB2 21.9822 16.643 .789 .647 .888 

SMB3 21.7289 17.252 .803 .724 .887 

SMB4 21.8889 17.483 .819 .746 .885 

SMB5 21.7511 17.545 .767 .595 .892 

SMB6 22.4089 17.287 .650 .444 .911 
 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.910 .913 6 

Case Processing Summary 

 N % 

Cases Valid 225 100.0 

Excludeda 0 .0 

Total 225 100.0 

a. Listwise deletion based on all variables in the 

procedure. 
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(d) Social Media Importance  

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Case Processing Summary 

 N % 

Cases Valid 225 100.0 

Excludeda 0 .0 

Total 225 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.947 .947 11 

 

Item-Total Statistics 

 
Scale Mean if Item 

Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

SMI1 46.1200 58.329 .771 .617 .941 

SMI2 45.9289 59.495 .752 .680 .942 

SMI3 46.0311 58.914 .745 .731 .942 

SMI4 46.0622 59.228 .774 .707 .941 

SMI5 45.9778 58.415 .784 .715 .941 

SMI6 45.9378 58.068 .790 .731 .941 

SMI7 46.0356 57.811 .775 .766 .941 

SMI8 45.9689 57.995 .786 .717 .941 

SMI9 46.0711 57.718 .823 .770 .939 

SMI10 46.0978 59.705 .674 .624 .945 

SMI11 45.9911 59.170 .721 .617 .943 
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(e) Consumer Engagement  

 

 

 

 

 
 

 

 
 

 

 

 

 

 

(f) Marketing Outcomes 

 

Case Processing Summary 

 N % 

Cases Valid 225 100.0 

Excludeda 0 .0 

Total 225 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.847 .860 8 

 

Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

CE1 30.9467 27.560 .314 .235 .873 

CE2 30.3244 26.167 .560 .460 .832 

CE3 30.0356 25.981 .719 .536 .814 

CE4 29.9778 25.888 .651 .540 .821 

CE5 29.8222 26.620 .607 .471 .827 

CE6 30.0489 26.038 .671 .583 .819 

CE7 30.1022 25.931 .664 .696 .820 

CE8 30.1022 27.048 .622 .662 .826 

Case Processing Summary 

 N % 

Cases Valid 225 100.0 

Excludeda 0 .0 

Total 225 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.926 .928 5 
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Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

MO1 18.1289 11.836 .737 .582 .925 

MO2 17.9200 12.020 .843 .736 .903 

MO3 17.9600 11.967 .845 .720 .903 

MO4 17.8800 11.526 .879 .785 .895 

MO5 17.6044 11.990 .749 .633 .921 
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APPENDIX 5 

DESCRIPTIVE STATISTIC  

 

(a) Age 

 

 

 

 

 

 

 

(b) Ethnic Group  

 

 

 

 
 

 

(c) Religion Group  

 

 

 
 

 

 

Age 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Less than 20 years old 23 10.2 10.2 10.2 

21 - 30 years old 64 28.4 28.4 38.7 

31 - 40 years old 58 25.8 25.8 64.4 

41 - 50 years old 40 17.8 17.8 82.2 

More than 51 years old 40 17.8 17.8 100.0 

Total 225 100.0 100.0  

Ethnic Group 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Malay 223 99.1 99.1 99.1 

Chinese 2 .9 .9 100.0 

Total 225 100.0 100.0  

Religion Group 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Muslim 223 99.1 99.1 99.1 

Buddha 2 .9 .9 100.0 

Total 225 100.0 100.0  
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(d) Marital Status  

 

 
 
 
 

 
 

 

(e) Education Level 

 

 

 

 

 

 

 

 

(f) Monthly Income  

 

 

 
 

 

 

 

Marital Status 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Single 70 31.1 31.1 31.1 

Married 143 63.6 63.6 94.7 

Single Mother 12 5.3 5.3 100.0 

Total 225 100.0 100.0  

Education Level 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Primary School 8 3.6 3.6 3.6 

Form 1 -3 18 8.0 8.0 11.6 

Form 4 -5 77 34.2 34.2 45.8 

STPM/Diploma 76 33.8 33.8 79.6 

Degree/Master Degree 45 20.0 20.0 99.6 

Others 1 .4 .4 100.0 

Total 225 100.0 100.0  

Monthly Income 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Less than RM1000 85 37.8 37.8 37.8 

RM1001 - RM2000 82 36.4 36.4 74.2 

RM2001 - RM3000 18 8.0 8.0 82.2 

RM3001 - RM4000 9 4.0 4.0 86.2 

More than RM4001 31 13.8 13.8 100.0 

Total 225 100.0 100.0  
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(g) Year of Business Establishment  

 

 

 
 

 

 

 

 

(h) Business Field  

 

 

 
 

 

 

 

 

 

  

 

 

 

 

 

Year of Business Establishment 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2005 and before 32 14.2 14.2 14.2 

2006 - 2010 22 9.8 9.8 24.0 

2011 - 2015 57 25.3 25.3 49.3 

2016 and above 112 49.8 49.8 99.1 

5.00 2 .9 .9 100.0 

Total 225 100.0 100.0  

Business Field 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Food and Beverage 127 56.4 56.4 56.4 

Fashion 48 21.3 21.3 77.8 

Designing and Advertising 3 1.3 1.3 79.1 

Education 10 4.4 4.4 83.6 

Perfumes 3 1.3 1.3 84.9 

Beauty and Health 12 5.3 5.3 90.2 

Agro 22 9.8 9.8 100.0 

Total 225 100.0 100.0  
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APPENDIX 6 

DESCRIPTIVE 

 

(a) Descriptive (Mean and Standard Deviation for All Variables)  

 

 

(b) Social Media Adoption  

 

 

 
 

 

 

 

 

 

 

 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Social Media Adoption 225 1.00 6.00 3.6057 .58249 

Entrepreneurs Personality 225 1.00 6.00 3.7402 .50701 

Social Media Benefits 225 1.00 6.00 4.3867 .82488 

Social Media Importance 225 1.00 6.00 4.6020 .76362 

Consumer Engagement 225 1.00 6.00 4.3100 .72619 

Marketing Outcomes 225 1.00 6.00 4.4747 .85342 

Valid N (listwise) 225     

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

SMA1 225 1.00 6.00 4.4978 1.06118 

SMA2 225 1.00 6.00 3.2311 1.27122 

SMA3 225 1.00 6.00 4.2000 1.13782 

SMA4 225 1.00 6.00 3.1956 1.13270 

SMA5 225 1.00 6.00 4.4000 1.16496 

SMA6 225 1.00 6.00 4.4222 1.07090 

SMA7 225 1.00 6.00 2.6311 1.33025 

SMA8 225 1.00 6.00 2.8844 1.29731 

Valid N (listwise) 225     
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(c) Entrepreneurs’ Personality  

 

 

 
 

 

 

 

 

 

 

(d) Social Media Benefits  

 

 

 
 

 

 

 

 

 

 

 

 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

EP1 225 1.00 6.00 4.2444 .94858 

EP2 225 1.00 6.00 4.0933 1.02435 

EP3 225 1.00 6.00 4.2311 .87623 

EP4 225 1.00 6.00 2.4756 1.23945 

EP5 225 2.00 6.00 4.4489 1.03437 

EP6 225 1.00 6.00 4.3600 .99964 

EP7 225 1.00 6.00 2.7911 1.18995 

EP8 225 1.00 6.00 3.0933 1.26604 

EP9 225 1.00 6.00 3.3600 1.22445 

Valid N (listwise) 225     

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

 SMB1 225 1.00 6.00 4.4800 .99139 

 SMB2 225 1.00 6.00 4.3378 1.04866 

 SMB3 225 1.00 6.00 4.5911 .95052 

 SMB4 225 1.00 6.00 4.4311 .90431 

 SMB5 225 1.00 6.00 4.5689 .94298 

 SMB6 225 1.00 6.00 3.9111 1.10644 

 Valid N (listwise) 225     
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(e) Social Media Importance  

 

 

 
 

 

 

 

 

 

 

 

(f) Consumer Engagement  

 

 

 
 

 

 

 

 

 

 

 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

SMI1 225 1.00 6.00 4.5022 .95956 

SMI2 225 1.00 6.00 4.6933 .88600 

SMI3 225 1.00 6.00 4.5911 .94108 

SMI4 225 1.00 6.00 4.5600 .88499 

SMI5 225 1.00 6.00 4.6444 .93912 

SMI6 225 1.00 6.00 4.6844 .96037 

SMI7 225 1.00 6.00 4.5867 .99678 

SMI8 225 1.00 6.00 4.6533 .97046 

SMI9 225 1.00 6.00 4.5511 .95352 

SMI10 225 1.00 6.00 4.5244 .95458 

SMI11 225 1.00 6.00 4.6311 .94581 

Valid N (listwise) 225     

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

CE1 225 1.00 6.00 3.5333 1.33631 

CE2 225 1.00 6.00 4.1556 1.10913 

CE3 225 1.00 6.00 4.4444 .93912 

CE4 225 1.00 6.00 4.5022 1.02698 

CE5 225 1.00 6.00 4.6578 .98345 

CE6 225 1.00 6.00 4.4311 .98466 

CE7 225 1.00 6.00 4.3778 1.00643 

CE8 225 1.00 6.00 4.3778 .90851 

Valid N (listwise) 225     



148 
 

 

(g) Marketing Outcomes 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

MO1 225 1.00 6.00 4.2444 1.04274 

MO2 225 1.00 6.00 4.4533 .91554 

MO3 225 1.00 6.00 4.4133 .92234 

MO4 225 1.00 6.00 4.4933 .96418 

MO5 225 1.00 6.00 4.7689 1.00441 

Valid N (listwise) 225     
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APPENDIX 7 

CORRELATION ANALYSIS 

 

 

 

 

 

 

Correlations 

 

Social 

Media 

Adoption 

Entrepreneurs’ 

Personality 

Social 

Media 

Importance 

Consumer 

Engagement 

Marketing 

Outcomes 

 Social Media 

Adoption  

Pearson 

Correlation 
1 .421** .132* .118 .126 

Sig. (2-tailed)  .000 .049 .076 .060 

N 225 225 225 225 225 

Entrepreneurs’ 

Personality  

Pearson 

Correlation 
.421** 1 .265** .183** .195** 

Sig. (2-tailed) .000  .000 .006 .003 

N 225 225 225 225 225 

Social Media 

Importance 

Pearson 

Correlation 
.132* .265** 1 .747** .783** 

Sig. (2-tailed) .049 .000  .000 .000 

N 225 225 225 225 225 

Consumer 

Engagement 

Pearson 

Correlation 
.118 .183** .747** 1 .803** 

Sig. (2-tailed) .076 .006 .000  .000 

N 225 225 225 225 225 

Marketing 

Outcomes 

Pearson 

Correlation 
.126 .195** .783** .803** 1 

Sig. (2-tailed) .060 .003 .000 .000  
N 225 225 225 225 225 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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APPENDIX 8 
REGRESSION ANALYSIS  

 

 

 
 

 

 

 

 
 

 
 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

 

     

1 .425a .180 .162 .53876      

a. Predictors: (Constant), Marketing_Outcomes, Entrepreneurs_Personality, 

Social_Media_Benefits, Consumer_Engagement, Social_Media_Importance 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 13.994 5 2.799 9.642 .000b 

Residual 63.567 219 .290   
Total 77.561 224    

a. Dependent Variable: Social_Media_Adoption 

b. Predictors: (Constant), Marketing_Outcomes, Entrepreneurs_Personality, 

Social_Media_Benefits, Consumer_Engagement, Social_Media_Importance 

 

 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t 

Sig.  

B Std. Error Beta    

1 (Constant) 1.863 .308  6.040 .000   

Entrepreneurs Personality .459 .071 .413 6.442 .000   

Social Media Benefits .031 .073 .043 .417 .677   

Social Media Importance -.054 .093 -.070 -.577 .565   

Consumer Engagement .025 .088 .031 .289 .773   

Marketing Outcomes .031 .081 .044 .378 .706   

a. Dependent Variable: Social_Media_Adoption 
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APPENDIX 9  

FACTOR ANALYSIS  

 

(a) Social Media Adoption 

 

 

 
 

 

 

 
 
 

 

 

 
 

 

 

 

 

 

 

 

 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .703 

Bartlett's Test of Sphericity Approx. Chi-Square 811.119 

df 55 

Sig. .000 

Component Matrixa 

 
Component 

1 2 3 

SMA1 .524 .326 -.194 

SMA2 -.335 .584 .434 

SMA3 .747 .137 .110 

SMA4 -.165 .693 .442 

SMA5 .759 .198 .070 

SMA6 .350 .540 .175 

SMA7 .370 .408 -.587 

SMA8 -.083 .762 -.185 

SMA9 .616 .125 -.254 

SMA10 .734 -.301 .298 

SMA11 .745 -.331 .355 

Extraction Method: Principal Component Analysis. 

a. 3 components extracted. 
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(b) Entrepreneurs’ Personality 

 

 

 
 

  

 

 
 

 

 
 

 

 

 

 

    

 

 

 

 

 

 

 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .715 

Bartlett's Test of Sphericity Approx. Chi-Square 754.539 

df 55 

Sig. .000 

Component Matrixa 

 
Component 

1 2 3 

EP1 .621 .414 -.297 

EP2 .465 .447 -.554 

EP3 .730 .286 -.204 

EP4 -.417 .578 .057 

EP5 .606 .207 .499 

EP6 .504 .371 .305 

EP7 .462 .132 .567 

EP8 -.376 .683 .141 

EP9 -.554 .688 .065 

EP10 -.510 .626 -.028 

EP11 .476 .318 -.060 

Extraction Method: Principal Component Analysis. 

a. 3 components extracted. 
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(c) Social Media Benefits  

 

 

 
 

 

 

 
Component Matrixa 

 
Component 

1 

SMB1 .789 

SMB2 .862 

SMB3 .877 

SMB4 .886 

SMB5 .844 

SMB6 .749 

Extraction Method: Principal Component 

Analysis. 

a. 1 components extracted. 
 

 

(d) Social Media Importance 

 

 
KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .910 

Bartlett's Test of Sphericity Approx. Chi-Square 2081.130 

df 55 

Sig. .000 
 
 
 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .884 

Bartlett's Test of Sphericity Approx. Chi-Square 902.224 

df 15 

Sig. .000 
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Component Matrixa 

 
Component 

1 

SMI1 .816 

SMI2 .800 

SMI3 .795 

SMI4 .819 

SMI5 .828 

SMI6 .831 

SMI7 .819 

SMI8 .828 

SMI9 .857 

SMI10 .728 

SMI11 .769 

Extraction Method: Principal Component 

Analysis. 

a. 1 components extracted. 

 
 

(e) Consumer Engagement  

 

 

 
 

 

 

 

 

 

 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .853 

Bartlett's Test of Sphericity Approx. Chi-Square 895.304 

df 28 

Sig. .000 
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(f) Marketing Outcomes  

 

 

 
 

 

 

Component Matrixa 

 
Component 

1 2 

CE1 .374 .692 

CE2 .617 .585 

CE3 .814 .028 

CE4 .720 .410 

CE5 .744 -.134 

CE6 .807 -.276 

CE7 .810 -.377 

CE8 .771 -.402 

Extraction Method: Principal Component Analysis. 

a. 2 components extracted. 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .880 

Bartlett's Test of Sphericity Approx. Chi-Square 909.407 

df 10 

Sig. .000 

Component Matrixa 

 
Component 

1 

MO1 .829 

MO2 .904 

MO3 .906 

MO4 .928 

MO5 .839 

Extraction Method: Principal Component 

Analysis. 

a. 1 components extracted. 
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