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ABSTRACT

Therapidadoptionofsocialmediainbusinessisbecomingmoreevidentovertheyears.Most
businessesviewsocialmediaasachancetobuildtwo-waycommunicationwithcustomersandto
createuniquemarketingcommunicationtools.Nonetheless,researchonsocialmediaadoption,
particularly,inthecaseofsmallandmedium-sizedenterprises(SMEs)isstilllimited.InBrunei
Darussalam,SMEsareregardedasakeyplayerinindustrialdevelopment.Thus,theobjectives
of this study are to investigate the factors that mainly drive social media adoption among the
SMEsinBrunei, todetermine the typesofsocialmediaplatformsthat theyusedaswellas to
examinethepotentialbenefitsandchallengesofadoptingit.Theresearchersadministeredonline
questionnaires to57CEOormanagersof localSMEs.Basedontheempiricalfindingsof this
research,technologicalfactors,easeofuseandperceivedbenefits,aretheprominentdriversfor
socialmediaadoptionamongSMEsinBrunei.
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INTRoDUCTIoN

TheInternetanditsrelatedtechnologieshaveevolvedandconsumerstendtosearchforinformation
regardingproductsor services, company’sbackgroundaswell as reviews fromotherconsumers
throughsocialmedia.Thiscausetheuseofsocialmediatoberecognisedaspartofbusinessstrategy
andmarketinginattractingthetargetgroupofcustomers.Asiancountrieshavedominatedthefourth
positioninutilisingthesocialmediaacrosstheglobe(Kemp,2017).By2017,themostdominantand
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fast-growingsocialmediausedbyactiveusersworldwideisFacebookwith572millionactiveusers,
followedbyWhatsAppandInstagramwith400millionactiveusers(Chaffey,2018).

SocialmediaplaysasignificantroleinthedailylivesofBruneianswith86%ofthetotalpopulation
using social media (Othman, 2017). A survey conducted by Authority for Info-communications
TechnologyIndustry(AITI)(2016)foundthat52%oftherespondentsareusingsocialmediafor
onlineshopping.Thissocialmediatrendscanbeexploitedbycompaniestoreachmanyaudiences
quickly.Itisconsideredasafastapproachintailoringstrategytomeetbusinessobjectivescompared
totraditionalmarketing.

Thesocialmediaadoptionenablescompaniestosharemessagesorannouncementsthroughthe
pagetheyhavecreated.Itallowstwowayscommunicationasthecustomersareabletogivefeedbacks
andaskquestions.Socialmediaofferscost-effectivemarketingtoolsforsmallandmediumsized
enterprises(SMEs).

InBruneiDarussalam,manyinitiativeshavebeentakenbythegovernmenttoencouragethe
growthofSMEsastheycanabsorbunemploymentandhelpineconomicdiversification(Iqbal&
Rahman,2015).SMEshelpcreatejobs,provideopportunitiestoadaptsometechnologicalapproaches,
andpromotetheutilizationoflocalresources.However,thebenefitsofusingsocialmediaformarketing
dependsonhowSMEsincorporatesocialmediaintheirmarketingstrategy.

ManySMEsinBruneiusesocialmedia,especiallyformarketingtheirproductsorservices.
However,nostudyhasbeendonetorevealfactorsthatinfluencetheminadoptingsocialmedia.Thus,
thisstudyseekstofillinthegapsandfindoutthosefactors.Therefore,objectivesofthisstudyareto
investigatethefactorsthatinfluencestheadoptionofsocialmediaamongtheSMEsinBrunei;tofind
outwhichsocialmediaplatformsareusedbySMEsastheirmarketingtoolsandlastly,toexaminethe
challengesandtheadvantagesgainedbySMEsintheadoptionofsocialmediaasmarketingtools.

Thispaperisorganisedinthefollowingway.Section2comprisesoftheliteraturereviewson
socialmediaadoptionandthefactorsinfluencingit.Section3coverstheconceptualframeworkand
hypothesesderivedfromtheframework.Section4containsthedescriptionofthemethodologyof
thisresearchstudy,andSection5describestheempiricalfindings.Whereas,Section6analysesthe
mainfindingsofthisresearchintermsofthesocialmediaasmarketingtoolsalongwiththebenefits
andchallengeswhenadoptingit.Finally,conclusionwillbedrawninSection7andthecontribution,
implication,limitationsalongwithrecommendationsforfurtherresearcharedrawninSection8.

LITERATURE REVIEw

Socialmediaisaplatformthatprovideshighinteractivitywiththeirusers.Someexamplesofsocial
mediaareWhatsApp,Twitter,FacebookandInstagram.WiththecurrentBruneieconomyisstill
in recovering process, companies are being cautious in utilising effective techniques to channel
their businesses to their potential and current customers. Many companies regard social media
asaneffectivechannelinspreadingword-of-mouth(Cohn,2010).Inaddition,socialmediaoffer
companiestoimplementbusinesspracticessuchasbrandbuildingthroughdistributingphotosand
videos(Billore&Sadh,2015).

ForSMEssocialmediaoffernumerousutilitarianbenefits.ItrequireslowITskillsandminimal
coststoutilizesocialmedia.Apartfromthat,incorporatingsocialmediatobusinessprocessesenables
SMEstopromotetheirproductsandservices,managetheirbusinessreputation,andreachvarious
marketnichestoamplifybusiness’popularity(Billore&Sadh,2015).Onthataccount,thisproduce
an effectivemarketing tool forSMEs in achieving their businessgoals, developing relationship,
gainingloyaltyandtrustalongwithobtainingfeedbackwithcustomers.

Indeed,SMEsneedtoconsideradoptingsocialmediaastheirbusinessstrategytoobtainhuge
benefits.ThiscanhelpSMEsdrawattentionfrombothsupplierrelationshipmanagement(SRM)
andcustomerrelationshipmanagement(CRM).Thisincludesupdatinglatestproducts/services,as
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wellasmarketingactivitiesthroughsocialmedia(Cesaroni&Consoli,2015).Hence,itiscrucialto
identifythefactorsthatcouldinfluencetheadoptionofsocialmedia,particularlyinthecaseofSMEs.

The Technology-Organization-Environment (TOE) framework is an established theory that
explainsthreefactors(technology,organization,andenvironment)thatinfluenceadecisionforan
adoptionbyafirm(Baker,2012).

Technology Factors
Siamagka et al. (2015) state that perceived benefits (PB) are the key contributor to the success
of socialmediaadoption forbothbusiness-to-business (B2B) firmsandSMEs. Inmostexisting
research,salesandmarketingpurposesarethemainbenefitsperceivedfromusingsocialmediaasa
marketingtoolbySMEs.Theadoptionofsocialmediaisbelievedtoenhancethecustomerbaseand
helptoselltheproductsatthedigitalchannel,resultinginanincreaseofcompanyprofits(Góngora,
2016).TheideawassupportedbyTorr(2015)thatwithahighexposuretothetargetingtools,social
media isbelieved tobeanapproach thatwill improvebrandawarenessandgeneratesustainable
growth.Moreover,Sklar(2013)mentionsthatsocialmediahasbeenperceivedasatimelycustomer
engagementplatformwherecompaniescangetinstantfeedbacksfromcustomersandimprovetheir
productsandserviceaccordinglytomarketdemand.Hence,itisunderstoodthatsocialmediawill
beadoptedasitisperceivedasavaluabletoolwhichgeneratesprofitabilitytoSMEs.

Theeaseofuse(EU)insocialmedia,isdefinedastheextentanindividualbelievesthatusinga
technologywouldinvolveminimumeffort(Davis,1989).IfsocialmediahasbeenperceivedasEU,
itisexpectedthatbusinessownerswilladoptit.Therefore,theEUofsocialmediaisanotherkey
contributortosocialmediaadoptionamongSMEs.AccordingtoMeskeandStieglitz(2013),the
adoptionofsocialmediaasamarketingtoolforSMEsisbelievedtobeaneasytaskasthemajority
ofpeople,includingemployeesandemployersarealreadyfamiliarwithhowsocialmediaworks
bytheirpersonaluseonthedailybasis.Thenumberofsocialmediausersworldwidehasincreased
morethan50%,from0.97billionto2.47billionbetween2010to2017(Statista,n.d.).Meskeand
Stieglitz (2013)alsostate that the learningcurve tomastersocialmediahasacorrelation to the
adoptionofsocialmedia.Itisnotdifficulttomastersocialmediamarketing,butitrequireseffort
andreinforcementwithinthecompaniestoadoptit.Siamagkaetal.(2015)mentionsomeinteresting
pointsthattheEUofsocialmediaalsohasapositivecorrelationwithPB.ItisunderstoodthatEU
maybeconsideredasasubsetofPBthatwillalsoinfluencethedecisionofSMEstoadoptsocial
mediaasamarketingtool.

organisation Factors
Manypreviousstudiesthatexaminedtheadoptionofinformationtechnology(IT)orinformation
system(IS)inbusinessorganisationsmentionedorganisationalcharacteristicscaninfluencetheIT/
ISadoption.Thong(1999)emphasisedorganisationalcharacteristicssuchasbusinesssize(BS)and
socialmediaknowledge(SMK)areessentialintheadoptionofIT/IS(ascitedinGovindarajulu&
Lippert,2006).Largercompaniesaremoreinclinedtoadoptsocialmediathansmallercompanies
becauseoftheirabundantresources(Aspasia&Ourania,2014).However,theflexibilityandthesimple
organisationalstructuresoftheSMEsenablesthemtobemoreopeninadaptingnewtechnologies
(Frambach&Schillewaert,2001).

Levelofknowledgeinsocialmediacanaffectthecompany’sdecisiontoembracesocialmedia
asitsmarketingtools.Thebusinessownersandtheiremployeesaremoreinclinedinusingsocial
mediaiftheyaremoreknowledgeable.Ifthebusinessownersortheemployeesarefamiliarwiththe
technologies(whichinthiscase–socialmedia),thecompanymightbemoreopentotheideaofusing
socialmediaaspartofitsbusinessstrategies(Góngora,2016).Nonetheless,itmightbechallenging
forthosewhoarenotfamiliarwithsocialmediaoranyIT/ISrelatedapplications(Borgman,Jones,
&Ulusoy,2015).Despitetherelativelyfreeandeasyuseofsocialmedia,therearestillmanySMEs
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whohavenotfullyutilisedit.Thereasonmightbethattheyhavenotfullyapprehendedthepotential
ofadoptingsocialmediaintheirbusinesses.

External Factors
Socialmediamarketingisseenasanewbusinesspracticewhichinvolvesthemarketingofgoods,
servicesandbrands.Chi(2011)statesthatsocialmediahasbecomeanavenuewherecompanies
canextendtheirmarketingeffortstoawiderangeofcustomersasitprovidesaconnectionbetween
brandsandconsumers.AccordingtoKimandKo(2010),companieseffectivelymakeuseofsocial
mediaforadvertising,marketing,communicatingandbuildrelationshipwithcustomers.SMEscan
successfullyusesocialmediatopromotetheirbusinesses.

Nowadays, online shopping across the globe are favoured and well received by customers.
Somecustomersprefertoshopusingsocialmediainsteadofphysicalshoppingduetostrenuous
workschedulesandfamilycommitments.Byusingsocialmedia,businessesarenotonlyableto
growtheirbusinessesbutalsoobtainopportunitytogetdiversecustomersrangingfromdifferent
ages.Furthermore,themassrangeoftargetmarketscanbereachedastherearevarioususersusing
socialmedia(Cha,2009).SinclaireandVogus(2011)claimthatconsumers’massadoptionofsocial
mediaisthemainfactorofSMEsadoptingthetechnologyasitincreasesabilityandconveniencefor
businessestointeractwithcustomers.

CompetitionisanothermajorreasonwhySMEsshouldadoptsocialmediaasamarketingtool
inordertoimprovetheircompetitiveness.SMEsperceivedtechnologyorsocialmediaasatoolto
competeagainst theircompetitors (El-Gohary,2012;Al-Qirim,2007; Ifinedo,2011;Grandon&
Pearson,2004).SMEswillstarttoembracethenewtechnologyorsocialmediawhentheyseetheir
competitorsdoingthesame.

SMEsalsohavetodealwithpressurecomingfromtheirsuppliers.Majorityofthesuppliersare
changingtheirbusinessstyleintomore‘ITway’asitisamoreeffectiveandtimelycommunication
tool.Al-Qirim(2007),Ifinedo(2011),Kendall(2001),andStockdaleandStanding(2006)mention
thatSMEsarelikelytoadoptthetechnologyandaccepttransactionselectronicallywhenthesuppliers,
vendors,businesspartnersarereadytousethem.

THE RESEARCH FRAMEwoRK

TheTechnologyAcceptanceModel(TAM)isoneoftheprominentconceptualframeworksthathelps
explaintheadoptionoftechnologybyorganisations(Davis1989;Rogers,2010;Wamba&Carter,
2013).Althoughthetheoryisoftenusedtoanalysetheonlineshoppingbehavioursandattitudes,
thetheoryisoriginatedtocomprehendthecomputer-basedtechnologies.Itappearsthattheusage
ofTAMtheoryisapplicablefororganisationwithfewlayersofhierarchicallevelsuchasSMEs.
Thus,allowingmoreconveniencefordirectdecision-makingprocessestobedeveloped(Thrassou
&Vrontis,2008).

BSandSMKaretreatedasthedeterminantsundertheorganisationalfactors.Inbrief,sizeis
importantineveryorganisation.SMEsfacedifficultyinregardtotheirlimitationoffinance,human
capitalandtechnologicalassets(Iacovouetal.,1995;Kuan&Chay,2001).IfSMEswanttosurvive,
anewadoptionoftechnologysuchassocialmediaisessential.However,adoptionofsocialmedia
requiresexpertiseofknowledgeandtechnicalskillsinitsuse.PriorstudiespositthatSMEsneedthis
expertiseinordertoadopttheinnovation.Thus,makingSMKasthenextdeterminantfortheresearch.

Meanwhile, pressure from customers (CU) and competitors (CM) are considered as other
determinantsofconstructandtheyhavebeendiscussedbycertainresearchersintheirstudies.These
dayscustomersprefertousesocialmediaandasaresult,itpressurisesthebusinesses,especially
SMEstobeginadoptingthetechnology.Byadoptingsocialmedia,businessesbegintoattractmore
customersandabletomeettheirexpectations(Mehrtendsetal.,2001).Góngora(2016)emphasises
thatpressure fromcompetitors (CM)maycauseSMEs to look intodifferentalternatives togain
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competitiveadvantage.ThesepressuresmayleadSMEstoadoptthesocialmediatoensuretheyare
moreinnovativeandnotbehindfromtheircompetitors.

Theproposedframework(Figure1) isa revisedmodel fromearlierstudies,especially from
Góngora (2016) and TAM (Davis, 1989). We use this framework to investigate the factors that
influenceSMEsinadoptingsocialmedia.Therearesevenindependentvariablesinthisframework,
whicharebusinesssize(BS),socialmediaknowledge(SMK)easeofuse(EU),perceivedbenefit
(PB),pressurefromcustomers(CU),pressurefromcompetitors(CM),andPressurefromSuppliers
(PS).WhilethedependentvariableistheadoptionofsocialmediaamongtheSMEs.Withreference
fromTAM,theEaseofUseisexpectedtoinfluencethePB.

Business Size (BS)
InthisresearchBSisrepresentthetotalnumberofemployeesinacompany.Priorstudiesrevealed
thatlargecompaniestendtoadoptsocialmediafasterthansmallercompanies.Withtheabundantof
wealth,Harlandetal.(2007)statelargeandwell-organizedcorporatescanhireprofessionalemployees
tofulfilthetaskofthisdigitalmarketingviasocialmediatools.Theprosperitythatbigcompanies
haveallowedthemtoacquireemergingtechnologiesandknowledgefasterthansmallcompanies
(Heetal.,2014).Theyalsohaveprofessionalteamswhocansupporttheminutilisingsocialmedia
morefluently(Cragg&Mills,2011).Withtheirinferiorsizeandlimitedcapitalresources,many
smallbusinesseswouldrathersavecostforpromotingtheirproductandrelyoncreativityandword
ofmouthtoservelocalneeds.

Figure 1. Proposed research framework (modified from Góngora, 2016)
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Nevertheless,DurstandEdvardsson(2012)thoughtthatSMEshavefacedacomplication
intermsoflimitedresourcesandbudget.SMEs’flatorganisationstructureisanadvantage,
thusallowingacompanytomakedecisionsandrespondtoinnovationchangefaster.Recent
SMEs are more inclined to embrace social media as a tool to promote their business, but
theproblemliesoninsufficientknowledgetoexploitthetools,puttingintoquestionSMEs’
effectivenessandefficiency.

ThefollowingHypothesis(H1)asserts thatbusinesssizewillbepositivelysignificant to the
adoptionofsocialmedia.

H1:Businesssizewillbepositivelysignificanttotheadoptionofsocialmedia.

Social Media Knowledge (SMK)
SMKisthedegreeofexpertiseofknowledgeandtechnicalskillsinusingsocialmedia.Attheinitial
stage,usingsocialmediaforowncomfortisveryconvenient.Thiscanbedonebybuildinganaccount,
connectingwithpeople,andenjoyingtheplatform.However,manybusinessownersfoundthatto
exploitsocialmediaeffectively,inthelongrun,isquiteachallengingtask.Asurveyfrom1000SMEs’
ownersinGermanywhoadoptedsocialmediafortheirbusinessbenefitsindicatedafterafewmonths,
one-tenthoftheownersdecidedtodiscontinuetheiruseofsocialmedia.Itisfoundedthatutilising
socialmediabroughtnoimprovementintheirprofitability.Severalrespondentsmentionedthatthey
haveinsufficientamountofknowledgeinpracticingorutilisingsocialmedia(Hurley,2012).Meske
andStieglitz(2013)pointout,basedontheirresearch,21%ofSMEsshowlackofSMKisoneof
theconstraintfactorstoadoptingsocialmediaintheircompany.

Soto-Acostaetal.(2014)urgedthattoutilisesocialmediaeffectively,itrequiredexperiences
andexpertiseinmanyareasincludingdevelopingthefront-endandback-end.IfSMEshasuseda2.0
websitetocreatesalesonlineatthewebsite,thecompanyneedtohaveaservertocollectthedataof
transactionsandinformationoneachwebpages.So,professionalback-enddeveloperisneeded(Soto-
Acostaetal.,2014).Notonlythat,NobreandSilva(2014)pointoutthatsocialmedialikeFacebook
isfrequentlychangingitsalgorithmsoFacebookuserswhichareutilizingitasapromotionaltool
needtobeflexibleandreadytolearnnewalgorithmsatalltimes.Hence,thefollowinghypothesis
(H2)isproposed.

H2:Socialmediaknowledgewillbepositivelysignificanttotheadoptionofsocialmedia.

Ease of Use (EU)
Davis(1989)termedeaseofuse(EU)asthemeasurementofhoweasythefinishedproducts
aretobeusedbyend-users.ThesurveyadministeredinGermanydisclosesthatsocialmediais
beingusedindailyroutinebyemployeesastheyperceivedituser-friendly(Merske&Stieglitz,
2013).Theyalsostatedthatthelearningcurvetomastersocialmediahasacorrelationtothe
acceptanceof socialmediaamongst theemployees.The longer the learningcurve the less
likelybusinessownerswilladoptsocialmedia(Merske&Stieglitz,2013).Theresearchby
KrishnanandHunt(2015)supportsthatthereisaconnectionbetweentheEUoftechnology,
adaptation and use of social media. However, it is also mentioned that EU is one of the
variables that reinforce thedecision toadoptasocialmedia,but it isnot theonlyvariable
whichcapturesordirectfeelingsintoadoptingdecision(Krishnan&Hunt,2015).Hence,the
followinghypothesis(H2)isproposed.

H3:Easeofusewillbepositivelysignificanttotheadoptionofsocialmedia.
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Perceived Benefits (PB)
PBistheextenttowhichbelievesthatusingsocialmediawouldhavebenefitsandadvantages(Davis,
1989). Jackson (2017) stated that there are 38benefits of using socialmedia amongbusinesses
and several of them include the benefits of branding, customer service, advertisement, sales,
humanresources,contentpromotion,marketingandresearchdevelopmentandotherrelatedfields.
Consistentlyusingsocialmediacanimprovebrandloyalty.Intermsofsalesandadvertising,social
mediaisprovedtobeuseful.Amixtureofsocialmediaapproachcanhelpexpandthebusinessand
generatemoresales.Jackson(2017)alsostatedthatsocialmediahasprovenaneffectivetoolfor
thesalesteamas64%ofsalesprofessionalsreportedtocloseatleastonedealfromsocialmedia.

Besides, it improves marketing performance along with providing strategic benefits for the
companies(Lu&Julian,2007;Teo&Choo,2001).Infact,ithelpstoreducemarketingcost,enhance
companyimageandreputation,improvecustomerrelationshipsandprovidecompetitivebenefitsfor
thecompany(Molla&Heeks,2007).Furthermore,astudybyEuropeanCommission(2013)identified
‘increasedconnectivity,knowledgesurfacing,andbettercommunicationandcollaboration’asthe
PBofsocialmediatoSMEs.Thus,weproposedthatthefollowinghypothesis(H4)thatstatesPB
willbepositivelysignificanttotheadoptionofsocialmedia.

H4:Perceivedbenefitswillbepositivelysignificanttotheadoptionofsocialmedia.

WeadopttheTAMconstructthatthereisarelationshipbetweenEUandPB:EUinfluencePB
expressedinthefollowinghypothesis(H5).

H5:Easeofusewillbepositivelysignificanttoperceivedbenefits.

Pressure From Customers (CU)
CUistheextenttowhichthedecisionofadoptingsocialmediaisinfluencedbycustomers’demand.
Most literature reveals businesses are influenced by their customer’s expectations whereby the
customers are Internet users and active on their social media platforms (Mehrtens et al., 2001).
AccordingtoGlobalDigitalStatisticsin2014,thereareabout2.95billionactiveInternetuserswith
2.03billionpenetrationsinsocialmediawhile1.56billionhaveaccessedsocialmediathroughtheir
mobiledevices(WeAreSocial,2014).Hence,pressureforbusinessestoadoptsocialmediaasa
marketingtoolisunavoidable.Itisa‘must-have’marketingtoolforeverybusiness.Today,thevirtual
hubofcustomeractivityincreaseswithinsocialmedia.Withtheworldwideexplosionofsocialmedia
usage,businessesarefeelingpressuredtobewheretheircustomersare.

Social media is giving the enormous potential for businesses not only to build customers
relationshipbutalsohelptoincreasebusinessrevenues,reducecostandincreaseefficiencies.Farber
(2016)mentionsthatcustomersaregoingtotheInternetformostoftheirpurchasesasshowninthe
annualsurveyconductedbyanalyticsfirmcomScoreandUPS.Thesurveypolledmorethan5000
consumersandresultsshowedthat51%oftheirpurchasesaredonethroughonlinemediain2016
ascomparedtoonly47%in2014.Hencetraditionalretailersshouldstartutilisingsocialmediaas
peoplearebecomingmorefamiliarinusingweb2.0.Afterall,mostcustomersareabletoshoponline
andusesocialmediaintensively.

ThisresearchanticipatesCUwillbepositivelysignificanttotheadoptionofsocialmediainthe
followinghypothesis(H6).

H6:Pressurefromcustomerswillbepositivelysignificanttotheadoptionofsocialmedia.
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Pressure From Competitors (CM)
CMistheextenttowhichcompetitionincreasestheprobabilityofabusinessadoptingsocialmedia.
Extra-firmrelationshipsarecrucialinthemakingdecisionforsmallbusinessesinadoptingtechnology
(Currah&Wrigley,2004;Nohria&Ghoshal,1997).Extra-firmrelationshipsareconsideredasthe
relationshipcompanieshavewithothersintheirenvironmentssuchascompetitorsandsuppliers.
Consequently,smallbusinessesmaybeforcedtoembracetechnologiesbecauseothersintheirindustry
havedonethesame.TheviewissupportedbyScupola(2003),shefoundthatexternalpressuresfrom
competitorshavecausedSMEsinItalytoadopttoInternetcommerce.

Zhuetal.(2006)define‘competitivepressures’ashowmuchbusinessesareaffectedbymarket
competition.Competitioncaninfluencecompaniestoadoptinnovationssuchassocialmediainorder
tomaintaintheircompetitiveadvantage.Porter(2001)arguesthatbyintegratingbusinessprocesses
withonlineactivities,companieswillbeabletoaltertherulesofcompetitionwhichinturncanaffect
theindustrystructureandleveragenewwaystosurpasstheircompetitors.

Previous studies have shown that due to competition, businesses adopt innovation such as
socialmedia(Kimberly&Evanisko,1981;Link&Bozeman,1991).Especiallywhencompetition
isintense,SMEshavetolookforalternativewaystogettheircompetitiveadvantagehencetheyare
moreinclinedtoconsideradoptingsocialmedia.

InthisresearchweanticipateCMwillbepositivelysignificanttotheadoptionofsocialmedia.

H7:Pressurefromcompetitorswillbepositivelysignificanttotheadoptionofsocialmedia.

Pressure From Suppliers (PS)
PS is theextent towhich thedecisionofadoptingsocialmediaare influencedby thesuppliers.
Short(2015)statesthatmostbusinessesoverlooktheopportunitytoengagewithsuppliersbyusing
socialmedia.Forinstance,HuyandShipilov(2012)hadconductedasurveyin2010askingmore
than1000executivesinregardtotheirutilisationofsocialmediatoacquirecompetitiveadvantage.
Theoutcomeindicates50%ofthosesurveyedsaidthattheircompaniesdonotusesocialmediaand
only12%ofthecompaniesclaimtousesomeformofsocialmediatoconnectwiththeirsuppliers.

Thepressuressurfacedfromthesurroundingsofinstitutionalthatcouldinfluencebusinessesto
adoptsimilarroutinesandnorms.Keetal.(2009)pointoutthattheagentsmayexertpressuresalong
withafirm’skeycustomers,suppliers,competitors,andgovernment.Severalstudieshavetakenan
institutionalmethodtolearnmoreonInternettechnologies,usageandtheiradoption(Chatterjeeet
al.,2002;Keetal.,2009;Liuetal.,2010;Purvisetal.,2001;Teoetal.,2003).Inthecontextofsocial
media,businessesarelikelytoadoptsocialmediaduetotheexternalpressuresexertedfromsuppliers.

Bylookingthroughtheliteraturereview,thisresearchanticipatesthatpressurefromsuppliers
willinfluencetheadoptionofsocialmediaasexpressedinthefollowinghypothesis(H8).

H8:Pressurefromsupplierswillbepositivelysignificanttotheadoptionofsocialmedia.

METHoDoLoGy

Measurement of Variables
Dependentand independentvariablesarederived from the frameworkdiscussed in theprevious
section(Figure1)andtheresearchtool(questionnaire)aredesignedinwhicheachvariablehavea
clearmeasurement.

The questionnaire is comprised of two main sections. The first section covers the general
informationofthecompanies(referAppendix)whereasthesecondsectionisdividedfurtherinto
eightsections(SectionAuntilSectionG)composingofbothclose-endedandopen-endedquestions.
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Thesesectionswillallowustoexaminethefactorsinfluencingsocialmediaadoption(SMA)as
marketingtoolsbySMEsintermsofbusinesssize(BS),socialmediaknowledge(SMK),easeof
use(EU),perceivedbenefits(PB),pressurefromcustomers(CU),pressurefromcompetitors(CM)
andpressurefromsuppliers(PS).

Themeasurableitemswereoperationalizedfromtherelatedliteraturereviewsinthefieldof
information technology(IT)adoption ingeneral,aswellasSMAamongSMEs(ReferTable1).
Afive-pointLikertScalewasusedformeasuringthevariablesthatcaninfluencetheadoptionof
socialmediabytheSMEs(referAppendix).Thislikertscaleiseasytouseanditcaninitiateinterest
amongrespondents.

Population and Sample
Inthisresearch,wedecidedtoselectSMEsinBruneiDarussalamasourtargetpopulation.Nonetheless,
duetoresourceconstraintsonlyabout57SMEsparticipatedforourresearchstudy.Thetargeted
population for this researchwas comprisedofBrunei’sSMEs that are currently adopting social
mediaastheirmarketingtools.Asformethodindatacollectionprocess,conveniencesamplingwas
usedtogetthenumberoftargetedrespondentsasthisisthemostcost-efficientapproach(Zikmund
etal.,2010).ThismethodwasadministeredtowardstheCEOandthemanagersofSMEswhowere
convenientlyavailabletoparticipateinthisresearch.

Data Collection
Toaddressourresearchobjectives,aquantitativeresearchapproachwasadoptedbyadministering
onlinequestionnairetoacquireprimarydata.Meanwhile,thedesignofthisresearchstudyiscross-
sectionalinnatureasthedatawascollectedasinglepointintime(Zikmundetal.,2010).Priortodata
collectionofthemainstudy,apilotstudywasconductedinwhichapreliminarysurveywasdistributed
toapilotgroupof10respondents.Anyambiguityintheitemmeasurementscanberectifiedandthe
responseclaritycanbeenhanced.Next,aself-administeredonlinequestionnairewaspostedinthe
onlinesoftwaretool‘Qualtrics’(Qualtrics,2018).Subsequently,theonlinesurveywasdistributedto
ourtargetedresearchsamplethroughemailandWhatsAppmessagestocollecttherequiredprimary
data.Thisonlinesurveywasopenforabouttwoweeksafterdistribution.

Data Analysis
TheanalysesdatawereconductedbyusingIBMSPSSStatisticsversion23.0(SPSS,2015).Firstly,
Shapiro-Wilktestwasconductedtoexaminethenormalityofthedata.P-valuemorethanorequalto
0.05denotenormalityinthedataset.Then,tomeasurethereliabilityofitemmeasurementsforeach
construct,Cronbach’sAlpha(α)wasconducted(Cronbach,1951).ThisCronbach’sAlpha(α)ranges
from0to1.Generally,coefficientalpha(α)morethan0.7indicateshigherinternalreliability.Thirdly,
thevaluesoffactoranalysiswereobtainedfromKaiser–Meyer-Olkin(KMO)andBartlett’s tests
astoconfirmthedatasetadequacyandsphericity.Factorloadingsgreaterthan0.55areconsidered
evidenceofconstructvalidity(Nunnally,1967).Lastly,therelationshipbetweendependentvariable
(adoptionofsocialmediaamongSMEs)andindependentvariableswasinvestigatedusingcorrelation
matrixandmulti-linearregression.

RESULTS

Validity and Reliability of Measurement
TheresultsofKaiser–Meyer-Olkin(KMO)testis0.659andBartlett’stestof(χ2(595)=1854.220,p=
0.00)revealhighsamplingadequacy.Theinternalreliabilityofitemmeasurementforeachconstruct
isshowninTable2.Thealpha(α)ofitemsmeasuringforSMA,SMK,EU,PBandCU,CMand
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Table 1. The operationalization of constructs and their related measurements

Construct Item Measurement

Social media adoption

SMA1:Iprefertousesocialmediaplatformstopromotemyproducts/servicesthantoother
marketingtools.
SMA2:Ithinkadoptingsocialmediaformybusinessisagoodidea.
SMA3:Ithinkusingsocialmediaasamarketingtoolisveryattractive.
SMA4:Iexpecttheusageofsocialmediaformybusinesstoincreaseinthefuture.
(Engeletal.,1995;Leeetal.,2006;Zolkepli,2015)

Organisational factors
Business size

BS1:Totalnumberofemployees(includingtheowner)
BS2Socialmediaismoreapplicableforourcompanyaswedon’tneedgoodITinfrastructureand
specializationtousethesocialmedia.
(BFC,2014;Rahbi&Abdullah,2017;Thong&Yap,1995)

Social media knowledge
Thedegreeofexpertise
ofknowledgeand
technicalskillsinusing
socialmedia.

SMK1:Itisimportanttohavehumanresourcesthathavebetterunderstandingoninformation
technologyandsocialmedia.
SMK2:Iknowhowtousealmostallsocialmediaplatforms’toolsthatIuse.
SMK3:IamknowledgeableaboutsocialmediaplatformsthatIuse.
SMK4:Iamveryactiveinsocialmedia.
(Góngora,2016;Syuhada&Gambett,2013)

Technological factors 
ease of use
Theextenttowhichan
individualbelievesthat
usingasocialmedia
wouldinvolveminimum
effort(Davis,1989).

EU1:Itiseasytousesocialmediaplatforms.
EU2:Itiseasytobecomeskillfulinusingsocialmediaplatforms.
EU3:Creatingaprofile/pageinsocialmediaiseasy.
EU4:Usingsocialmediaismostconvenientwaytoattaincustomers’loyaltyandattract
potentialcustomers.(Kabue,2013)

Perceived benefits
Theextenttowhich
believesthatusinga
socialmediawouldhave
benefitsandadvantages.
(Mehrtensetal.,2001)

PB1:Socialmediacanhelppromotemyproducts/services.
PB2:Socialmediacanhelpmeboostsales.
PB3:Socialmediacanhelpmeengagewithcustomers.
PB4:Icanforecastmysalesmoreeasilywiththehelpofsocialmedia.
PB5:Usingsocialmediacanincreasetheamountofinformationprovidedtomycustomersabout
myproducts/services.
PB6:Byincorporatingsocialmediaintobusinessprocessesdifferentiatesmycompanyfromcompetitors.
PB7:Iconsidersocialmediaaneffectivemarketingstrategy.
PB8:Thepotentialriskandsecurityinterventionhinder/delaytheuseofsocialmediaasmarketing
toolforcompanyactivities.
(Frambach&Schillewaert,2002;Góngora,2016;Kabue,2013)

External factors 
pressure from 
customers
Theextenttowhich
thedecisionof
adoptingsocialmedia
areinfluencedbythe
customers’demand.
(Mehrtensetal.,2001)

CU1:Mostofmycustomersareusingsocialmedia.
CU2:Mycustomersareactiveinusingsocialmedia.
CU3:Mycustomersoftenaskwhethermybusinesshasasocialmediapage/profile.
CU4:Mycustomersinquiremethroughsocialmedia.
CU5:Customersoftengivefeedbackonmyproducts/servicesthroughsocialmedia.
(Góngora,2016)

Pressure from 
competitors
Theextenttowhich
competitionincreasesthe
probabilityofabusiness
adoptingsocialmedia.
(Grandon&Pearson,
2004)

CM1:Itiseasytofindproducts/servicessimilartomineinothercompanies.
CM2:Mostofmycompetitorsareusingsocialmedia.
CM3:Mycompetitorsareactiveinusingsocialmedia.
CM4:Ourmaincompetitorsarealreadysellingsuccessfullyonline.
(Góngora,2016;Li,2011)

Pressure from suppliers
Theextenttowhich
thedecisionof
adoptingsocialmedia
areinfluencedbythe
suppliers.
(Grandon&Pearson,2004)

SP1:Mostofmysuppliersareusingsocialmedia.
SP2:Mysuppliersareactiveinusingsocialmedia.
SP3:Byusingsocialmedia,ithelpstoimprovemyrelationshipwithsuppliers.
SP4:Weexchangeinformationwithsuppliersfrequentlyandinformallyusingsocialmedia.
(Jiang,2011;Góngora,2016;Ylimaula&Ulkuniemi,2013)
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SPdenotethattheseitemsmeasurementswerereliable.However,onlyitemsmeasuringBShadan
alpha(α)of0.102whichindicatesaverylowreliability.

Sample Characteristics
Table3exhibitcharacteristicsoftheresearchrespondentsbasedontheindustrialsector,socialmedia
platforms.Throughourfindings,alloftherespondentswereusingmorethanonesocialmedia.The
majority(94.7%)oftherespondentswereusingInstagram,thenfollowedbyFacebookandWhatsApp
with78.9%and70.2%,respectively.Inaddition,morethanhalfofrespondents(56.1%)usedsocial
mediaseveraltimesaday.Moreover,themajorityofrespondents(71.9%)haveadoptedsocialmedia
for0-4years.

Factors Influencing Social Media Adoption
Pearson’s correlation matrix and multi-linear regression were used to test H1, H2, H3, H4
H6,H7, andH8hypothesesas shown inTable4andTable5.BasedonPearson’scorrelation
analysis(Table5),independentvariablesSMK,EU,PBandCU,CMandSPexhibitedpositive
correlationtoSMAamongSMEs.Thecoefficientofcorrelationrangesfrom0.062to0.599.On
thecontrary,independentvariableBSshowedanegativebutweakcorrelationtoSMAamong
SMEs.Moreover,therelationshipbetweenEUandPBshowedapositivecorrelationwiththe
coefficientvalueof0.655.

Basedonthemulti-linearregressionanalysis(Table5),thepredictormodelwasonlyableto
accountfor45.6%ofthevarianceinSMAamonglocalSMEswithF(7,49)=5.856,p>0.05,R2
=0.456.Allresearchhypotheseswererejectedexceptforthetechnologicalfactors(EUandPB).
TheSMK(β=0.131,t=1.344)andSP(β=0.223,t=0.941)werepositively,butnotsignificantly,
influencingSMAamonglocalSMEs.Meanwhile,BS(β=-0.150,t=-1.285),CU(β=-0.193,t
=-1.380)andCM(β=-0.029,t=-0.165)werenegatively,butnotsignificantly,influencingSMA
therefore,providingnosupportforH1,H2,H6,H7,H8.Whereas,EU(β=0.360,t=2.300)andPB
(β=0.352, t=2.080)werepositivelyand significantlycorrelated toSMAamong localSMEs,
providingsupportforH3andH4.

Furthermore, to test theH5 that stateEUpositivelyand significantly influencePB, a linear
regressionanalysiswasconducted(Table6).Basedontheanalysis,thepredictormodelwasonly
abletoaccountfor42.9%ofvariancewithF(1,55)=41.320,p>0.05,R2=0.429.EU(β=0.655,t
=6.428)waspositivelyandsignificantlyrelatedtoPB,thus,supportingH5alternative.

Table 2. Coefficient of Cronbach alpha (α) of each construct

No. of Items Alpha (α)

SocialMediaAdoption(SMA) 4 0.695

BusinessSize(BS) 2 0.102

SocialMediaKnowledge(SMK) 4 0.646

EaseofUse(EU) 4 0.832

PerceivedBenefits(PB) 8 0.853

Pressurefromcustomers(CU) 5 0.967

Pressurefromcompetitors(CM) 4 0.935

Pressurefromsuppliers(PS) 4 0.948
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Table 4. The descriptive statistics and Pearson’s correlation matrix of constructs (* p < 0.05, ** p < 0.01, *** p < 0.001)

Pearson’s Correlation Matrix

Variables Mean SD BS SMK EU PB CU CM SP SMA

BS 3.22 3.24 1 - - - - - - -

SMK 1.68 0.54 0.054 1 - - - - - -

EU 1.58 0.54 0.242 0.365** 1 - - - - -

PB 1.64 0.51 0.204 0.569** 0.655** 1 - - - -

CU 2.85 1.44 0.262* 0.210 0.237 0.205 - - - -

CM 3.26 1.23 -0.003 0.048 0.180 0.135 0.578* 1 - -

SP 3.13 1.24 0.105 -0.184 -0.113 0.049 0.402 0.0662** 1 -

SMA 1.25 0.38 -0.12 0.372** 0.525** 0.599** 0.26 0.126 0.062 -

Table 3. The characteristics of the research respondents

Characteristic N %

Industry sector

Agriculture 2 3.5

Media&Entertainment 2 3.5

ConsumerServices 3 5.3

Fashion/Beauty 3 5.3

Food 11 19.3

FinancialServices 18 31.6

Wholesale&Retail 7 12..5

Others 11 19.3

Social media platforms use

Facebook 45 78.9

Instagram 54 94.7

WhatsApp 40 70.2

Others 7 12.3

Frequency of using social media

Severaltimesaday 32 56.1

Onceaday 9 15.8

Severaltimesperweek 13 22.8

Onceperweek 3 5.3

No. of experience of using social media

0-4years 41 71.9

5-9years 12 21.1

Morethan9years 4 7.0
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DISCUSSIoN

Factors Influencing the Adoption of Social Media
ThisstudyisconductedtodeterminefactorsinfluencingtheadoptionofsocialmediaamongSMEs
in Brunei. After testing the data using multi-linear regression, the independent variables – BS,
SMK,alongwithCU,CM,andPSarenegativelysignificanttothesocialmediaadoption(SMA).In
contrary,theresultsshowthatEUandPBarepositivelysignificanttoSMA.Thus,onlyH3,H4,and
H5areacceptedwhiletheotherhypothesesarerejected.

TheoutcomeofthisresearchprovidesvalidityoftheTAMmodelasseeninFigure2;withonly
thehypothesesfortechnologicalfactorsareaccepted.Thedevelopmentrevealedthattwotechnological
factors(EUandPB)areindeedinfluencingtheSMEsdecisioninutilisingsocialmediaasmarketing
tools.BasedonthesurveygiventoBruneiSMEs,alargenumberofthemperceivedsocialmediaas
EU.ThisfactisalsoclearwhenlookingatthestatisticofBrunei’spopulationthatareusingsocial
media.Asstatedearlier,around86%ofBrunei’stotalpopulationhassocialmediaaccount.Alarge
numberofthesocialmediausersinBruneiimplythatthesesocialmediaplatformsareeasytouse
aspointedoutbyRauniaretal.(2014).Theystatedthatthereisalinkbetweenthelargenumberof
socialmediausersandEU.

Table 5. Coefficients of multi-linear regression between independent variables (BS, SMK, EU, PB, CU, CM, SP) and dependent 
variable (SMA). (* p < 0.05, ** p < 0.01, *** p < 0.001)

Model
Unstandardized Coefficients Standardized 

Coefficients

B SE β t P-Value

1(Constant) 0.286 0.202 1.416 0.163

BS -0.018 0.014 -0.150 -1.285 0.205

SMK 0.092 0.098 0.131 0.941 0.351

EU 0.253 0.111 0.360 2.300 0.026

PB 0.263 0.126 0.352 2.080 0.043

CU -0.051 0.037 -0.193 -1.380 0.175

CM -0.009 0.054 -0.029 -0.165 0.870

SP 0.069 0.051 0.223 1.344 0.185

R2 = 0.456
Adjusted R2 = 0.378

Dependent variable: Social Media Adoption (SMA)

Table 6. Coefficients of multi-linear regression between variables EU and PB (* p < 0.05, ** p < 0.01, *** p < 0.001)

Model
Unstandardized Coefficients Standardized 

Coefficients

B SE β t P-Value

1(Constant) 0.668 0.160 4.181 0.023

EU 0.617 0.096 0.655 6.428 0.00***

R2 = 0.429
Adjusted R2 = 0.419

Dependent variable: Perceived Benefits (PB)
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Siamagkaetal.(2015)mentionthatPBhasasignificantroleindeterminingtheadoptionof
socialmedia inSMEs. Increase inprofits,positive impactson thecompany’sbrand, sustainable
growtharesomeof theperceivedbenefitsofsocialmedia (Torr,2015).Moreover,Sklar (2013)
pointsoutthatsincesocialmediaisallowingSMEstointeractwiththeircustomersinrealtime,they
caninstantlyreceivecustomer’sfeedbackandthus,allowingthemtomakeanynecessarychanges
totheirproductsorservices.

Furthermore,theregressionanalysisbetweenEUandPBalsoconfirmstoH5.Theresultissimilar
tothestudyfromSiamagkaetal.(2015)wherethereisapositiverelationshipbetweenEUandPB.

Ontheotherhand,itwasdiscoveredthattheSMAamongSMEsinBruneiarenotinfluencedby
theorganisationandexternalfactors.Ashighlightedearlierintheresultssection,BShaslowreliability
comparedtoothervariables.ResearchbyBode(2014)alsoproducedthesameresultwherebythere
isnosignificantrelationshipbetweenBSandtheSMA.

Social Media Platforms as Marketing Tools
Basedonthesurvey,themajorityofSMEsinBruneiareusingInstagramaspartoftheirmarketing
tools.ThepopularityofInstagramisundeniable,andthisisshowninitsnumberofusers.In2013,
therewere90millionInstagramusers(Dogtiev,2018)andthenumbershadincreasedexponentially
to800millionusersin2017with500millionofdailyusers(InstagramBusiness,2017).Moreover,
according to thequalitativestudy thatwasconductedbyAbd.LatifandSafiee (2015),business
ownerschoseInstagrambecauseofthesefourfactors:Instagramfilters,popularity,rightaudience,
andwordofmouth(eWOM).Theyalsohighlightedthatthe‘trendy’factorofInstagram,aswell
astheusageofsmartphones,hascontributedtothereasonswhybusinessownerschoseInstagram.

However, the statistics also show that SMEs are utilising other social media platforms like
FacebookandWhatsApp.ThismeansthatmostoftheSMEsareusingmorethanonesocialmediaas
theirmarketingstrategy.Thesethreesocialmediaapplicationsarethemostwidelyusedapplications
amongBruneians.Basedonthe2016surveythatwasadministeredbyAITI,97.3%ofBruneiansare
usingWhatsApp,followedbyFacebookwith91.7%andInstagramat87.4%.

Benefits of Using Social Media as Marketing Tools
Interactive Communication Channel
Asmentionedearlier,withoutsocialmediacustomersareunabletointeractwithcompaniesquickly
and properly. With the adoption of social media, such as WhatsApp, Facebook and Instagram,

Figure 2. The final research framework based on the empirical findings (prepared by the authors)
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companiescancommunicatewithcustomerseffectivelyandefficiently.Thesocialmediaactsasa
mechanismtochannelcommunicationbetweencompaniesandcustomers.SinceSMEshaveconstraint
resourcescomparedtolargeenterprises,SMEsreasoninutilisingsocialmediaisoftenassociated
towardstheseconstraintmatters.

OurresearchindicatesthatlocalSMEsarefeelingateasewhentheyareabletointeractwith
theircustomersconstantlythroughsocialmedia.Infact,mostofourrespondentsmentionedthey
usesocialmediaplatformseveraltimesadaytomarkettheirproductsorservices.Sincetheresult
revealsthatEUispositivelysignificanttosocialmedia(H3isaccepted),thetechnologicalfactorEU
hasenabledSMEstoaccesstheirsocialmediaanywheretheywantthusmakingitconvenientfor
themtobeactiveinsocialmedia.

TheotheradvantagesofusingsocialmediainmarketingincludetheexposureofSMEsreputation
alongwithincreasingnumberofcustomersinpurchasingtheirproductsorservices.Sincesocial
mediaisapowerfulmarketingtooltoreachtargetaudiencefaster,itassistsSMEsinunderstanding
theirinterestsandcollectfeedbackfromthemeasily.Thus,provideinteractive2-wayscommunication
betweenthecompanyandcustomers(Collier,2018).

Minimise Cost Investment for Marketing Increase Sales
ForSMEs,having low financial expense inmarketing is crucial to thrive in thecurrentvolatile
economy.SinceSMEsprefer tominimise theircost level, socialmediaprovides theopportunity
toreducetheirinvestmentinmarketing(Billore&Sadh,2015).Duetotheirconstraintamountof
assets,theyneedtofullyexploittheircapitali.e.humanresourcestolearnmoreabouttechnology
andsocialmediamarketing.WefoundthatmanybusinessownersinBruneiwhohaveaninsufficient
numberofemployeesandbudgettomarkettheirbusinessesindicatethatsocialmediaisaffordable
andconvenientforthem.

Increase Sales and Raise Brand Awareness
ThepreviousstudiespinpointthatPBalliedwithsocialmedialeadtoanincreaseinsalesinashort
amountoftime,enhancingthebrandimageandcreatesustainablegrowthtocompanies(Torr,2015).
ThisstatementisprovedtobetrueasPBispositivelysignificanttowardsSMA(β=0.352)when
usingregressionanalysis.MorethanhalfoftheSMEsrespondentsbelievesocialmediaenhance
theirsalesandcreatemoreawarenesstotheircustomersabouttheirbrandimagesandproducts.Since
SMEsprefertoutilisesocialmediaformarketingapproach,ithelpsthemtoincurcostataminimal
levelandboostuptheirsalesrevenueasmorepeoplebecomeawareoftheirproductsorservices.

Thisisconfirmedbythestudyconductedthroughonlineresearchcompanywhichrevealsthat
theuseofonlineadvertisingraisebrandawarenessby6%(Giovannuccietal.,2010).Infact,brand
awarenessescalates faster throughsocialmedia rather thanusinganother typeofadvertisement.
Throughour investigation, it is found that thedevelopmentof localSMEscontinues to improve
byadoptingsocialmedia.Mostoftherespondentsindicateimprovementintheirsalesandbrand
awarenessafter24monthsofutilisingsocialmedia.

Challenges in Adopting Social Media
Potential Risks
Although there is exponential growth in online shopping through social media by 52% in 2016
(Othman, 2017) but there are often embedded with risk. Based on our findings and results, H4
(perceivedbenefits)(PB)isaccepted.WeidentifiedlocalSMEsperceivedmorebenefitsbyaccepting
socialmediaastheirmarketingapproach.DespitethatPBweighmorethanrisks,thereispotential
risksinfusedwithinsocialmedia.Risksarenotsolitarilyconfinedinprivacyandsecuritybreach;
risksmayincludeineffectivemarketingstrategy,inappropriateanddisturbinginformationandthe
chanceSMEsunabletodelivertheirmessagestowardstargetmarketaudiences.
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ThemainproblemaboutSMEscomparedtolargecorporationsisthattheyhavealimitedamount
ofresourcestodothelargescaleofmarketing.Duetothisproblem,SMEsdiverttheirattentionto
socialmediatohelpthemmarkettheirproductsorservicesatminimumcost(Muir,2018).SMEs
needtobecautiousabouttheinformationtheysharethroughsocialmedia.Oneofthefewrulesin
adoptingsocialmediaisthatcompaniesneedtomakesurethetopicandcontentsarenotdisturbing
and insensitive innature (Muir, 2018).Agoodpractice in ITmustbeutilised to avoid security
breachesfromoccurring.

Theself-conceptofsocialpresenceiscreatedtocontrolothersimpressionaboutthecompanies
thusmakingpositiveimpressionaboutthembyobtainingrewards(Goffman,1959;Kaplan&Haenlein,
2010).Therewardsincludeinclineofsalesfiguresandenhancementofbrandawareness.Intruth,
severalrespondentsoflocalSMEsagreethattheyneedtobecarefulwhenpromotingandsharing
informationthroughsocialmedia.Informationcanbemisleading,worstcasescenario,acompany’s
reputationwillberuinedifcustomersthinktheinformationcreatedisunfavourabletothem.

Social Media May Not Suitable for All Business
Nonetheless,theuseofsocialmediatomarketproductsandservicesisnotsuitabletoalltypesof
companies.Althoughsocialmediaisacurrenttrendtocommunicateandreachyouraudience,ithasto
make‘sense’forthetargetaudience.Forcompaniesthatinvolveinprotectingcustomers’confidential
informationanddealwithsecurityprocedures,socialmediaisnotthebestwaytocommunicatewith
customers(Popovic,2015).Forinstance,financialservicescompaniesmightfindconnectingwith
customersthroughsocialmediainappropriate.Sincetheyneedtoprotecttheircustomers’privacy
andconfidence,itrequiresthemtousetheirownplatformsorcontactingtheircustomerspersonally
inregardtoconcerns,productsandservicesofferedaswellaspromotion.FewSMEsmentioned
thattheusageofsocialmediacanprovetobechallengingasitmightnotbesuitabletopromote
theirbusinesses.

Pressure From Competitors (CM)
Nevertheless,themainchallengeforSMEsinadoptingsocialmediawouldbetheircompetitors.One
ofthemainreasonsSMEsdecidetousesocialmediaplatformisprobablyduetotheircompetitors’
influence. The result indicates pressure from competitors (CM) are positively correlated to the
adoptionofsocialmedia.

ThechallengethenliesintheabilityofSMEsinutilisingthesocialmediaandwhattheirplans
areagainsttheircompetitorsingraspingcustomersattention.Zhu(2004)pointedoutthatsocialmedia
helpcompaniestobemoreresponsivetowardstheircustomersatthesametimeenhancecompanies’
performanceandefficiency.Inthiscase,SMEsneedtobeonestepaheadfromtheircompetitorsby
formulatingbettermarketingproductfeatures,useeffectivecostleadershipstrategyandlearnmore
onhowtheyareabletocomprehendthecustomers’patternandbehaviourthroughtheusageofsocial
media.Allinall,theexistenceofdigitalmarketingstrategyembedswithinsocialmedia.SMEsneed
tobenimbleand‘knowhow’toexploititorelsefailinadoptingit.

CoNCLUSIoN

Inessence,theempiricalfindingsofthisstudyshowedthattechnologicalfactorsconsistofeaseofuse
andperceivedbenefitsreinforcelocalSMEsinadoptingsocialmedia.Itisfoundthatorganizationaland
externalrelatedfactorsdonotinfluencethedecisionforadoptionofsocialmediabySMEsinBrunei.

ThemajorityofrespondentsselectedInstagramasamarketingtool,followedbyWhatsAppand
Facebook.AlthoughsocialmediaenableseasycommunicationbetweenSMEsandcustomers,SMEs
shouldcreateapropere-marketingstrategytopromotetheirproductsproperlyinordertoreachout
totheircustomersandmaintainarelationshipwiththem.Customersshouldbeseenasanimportant
resourcefortheSMEsprofitability.However,otherexternalfactorssuchastrendycultures,government
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proceduresandBruneieconomycouldgiveimpactsonSMEsdecisiontoadoptandmanagesocial
mediaascomponentoftheirbusinessstrategy.

TherearesomechallengesinincorporatingsocialmediainBusiness.However,thesechallenges
canbeaddressedproperly.SMEsinBruneishouldutilisesocialmediaascommunicationandmarketing
channelstotransformtheirtraditionalpracticesintocurrenttrendsandstaycompetitiveinamarket
whichenablesthemtogetaccesstoalargermarket.

Contribution, Implication, Limitations and Future Research
ThisresearchwassoughttostudytheadoptionofsocialmediabySMEsasmarketingtoolsusedby
100companies.Thisstudyusedquantitativecontentasitsresearchapproachwithselectedsamples,but
fewofselectedSMEsparticipantshasshownnointentiontoanswerthissurveyquestionswhileothers
leavethempartiallyincomplete.Thus,weonlyobtained57SMEscompaniesasvalidrespondents.
Nevertheless,withthecurrentscopeitisdifficulttoassessonwhatconditionsinfluencedecisions
toadoptingsocialmediaasmarketingtools.

Nonetheless,thisstudycontributestothebodyofknowledgeontheissuesofadoptionofsocial
mediabySMEsinBrunei.ThisstudyconfirmstheTAMframework,henceonlytechnologyrelated
variables(easeofuseandperceivedbenefits)affecttheadoptionofsocialmediabySMEsinBrunei.
ForSMEsmanagersorowners,thisfindinghelpsthemtofocusmoreonimprovingknowledgeand
skillstooptimallyusesocialmediafortheirbenefits.

Inthefutureresearch,wewouldliketodesignresearchmethodologythatfocusesonlargesized
sampleandwiderange.Thiscanbeuseful tofindout thefirmmarketingactivitiesusingsocial
mediaandhowdoesthefirmincreaseitssocialmediaeffectiveness.Meanwhile,futureresearchers
shouldexplorebusinesspromotionstrategiesinvolvingsocialmedia,itseffectivenessinmanaginga
relationshipwithcustomersandretailers.Theyshouldconsiderexploringthecomparisonofsocial
mediautilisationbetweenSMEsandlargeorganisationinlongitudinalareasandfocusonthelimitation
resourcesalongwithexternalfactorscompromisingofculturesocietiesandgovernmentregulation
thatinducecompaniesinadoptingsocialmediaasmarketingtools.
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Tests of Normality (Shapiro-Wilk)

Statistic df Sig.

SMA 0.701 57 0.000

BS 0.674 57 0.000

SMK 0.927 57 0.002

EU 0.862 57 0.000

PB 0.936 57 0.005

CU 0.882 57 0.000

CM 0.891 57 0.000

SP 0.943 57 0.009


