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ABSTRACT

In recent years, the popularity of social media has captured considerable
attention, especially concerning medium usage and adoption. This phenomenon is seen
as a great opportunity for expanding the marketing mix strategy. For this reason,
sufficient knowledge of consumer insight is needed to understand the needs and
motivations that drive a consumer to adopt social media. Hence, this research is
designed to empirically investigate social media needs in relation to social media
innovation. Accordingly, the Theory of Reasoned Action, Tri-Component Attitude
Model, Theory of Diffusion of Innovation and Theory of Media Uses and Gratifications
are reviewed and extended to explain the state of the needs and motivations of
consumers together with innovation characteristics in order to identify the antecedents
of social media adoption.

This research applies a two-phase multi-method strategy; in phase one, the
qualitative approach is utilised using six sessions of Focus Group Discussions (FGD)
and in phase two, the quantitative approach is utilised using Online Survey
Questionnaires. The qualitative research used 48 respondents while for quantitative
research, 428 responses were received. In analysing these data, Factor Analysis is
employed to discover potential problematic items and to provide a preliminary
indication of unidimensionality, discriminant validity and convergent validity. With
these results, the Partial Least Squares (PLS) technique is applied to further test the
validity of the overall model and the relationships between the variables hypothesized in
the model. In testing the mediating effect of social media innovation characteristics, a
two-stage process is employed. The structural model is first evaluated without the
mediating variables, which is then followed by an evaluation of the structural
relationships with mediating variables. From the analysis, it is found that the structural
relationship supports the direct effect and indirect effect of the mediator and confirms
five out of the seven hypothesised relationships.

Overall, the results for the PLS structural model provide statistical evidence that
supports the relationship between media needs, innovation characteristics and adoption.
The mediating effect of the innovation characteristic that is presumed to enhance the
speed of adoption is also supported. Therefore, the findings suggest a set of media needs
that consist of personal needs, social needs and tension release needs, which can be used
to target and segment the social media users. In addition, the findings suggest that the
innovation characteristics of social media do enhance the speed of adoption, which is a
good indicator to prove that social media innovativeness plays an important role in the
popularity of the social media. The research makes a significant contribution to the
theory and academic understanding of the adoption in the area of technology media,
specifically in Malaysia, which can be used to guide the marketer to design a better
marketing strategy via the social media as a medium of contact and connection.



ABSTRAK

Kebelakangan ini, populariti media sosial telah menarik perhatian ramai
terutamanya terhadap peningkatan penggunaan media sosial. Fenomena peningkatan ini
telah dilihat sebagai satu peluang yang besar bagi pemasar memperkembangkan strategi
pemasaran campuran mereka. Pengetahuan yang secukupnya tentang gelagat pengguna
adalah perlu bagi memahami keperluan dan motivasi yang mendorong pengguna untuk
menggunakan media sosial. Hasil kajian ini adalah bertujuan untuk menyiasat secara
empirik keperluan yang diwujudkan pengguna terhadap media sosial yang dihubungkan
bersama ciri-ciri inovasi media sosial itu sendiri bagi mengenalpasti anteseden
penggunaan media sosial. Sewajarnya, bagi merealisasikan kajian ini, Theory of
Reasoned Action, Tri-Component Attitude Model, Theory of Diffusion of Innovation dan
Theory of Media Uses and Gratifications telah dikaji semula dan diperluaskan untuk
mengenalpasti tahap motivasi pengguna bersama ciri-ciri inovasi media sosial bagi
menerangkan model penggunaan media sosial.

Kajian ini meliputi dua fasa dengan menggunakan Strategi Kaedah-Pelbagai
(Multi-Method  Strategy) iaitu pertamanya melalui pendekatan kualitatif yang
menggunakan 6 sesi Perbincangan Kumpulan Fokus (FGD) dan keduanya ialah melalui
pendekatan kuantitatif yang menggunakan 428 Soal Selidik Atas Talian. Bagi
menganalisa data ini, Factor Analysis telah digunakan untuk mengenal pasti potensi
pembolehubah yang bermasalah dan juga bagi menyediakan petunjuk awal
unidimensionality, discriminant validity dan convergent validity. Hasil dari keputusan
ini, teknik Partial Least Squares (PLS) diaplikasikan untuk terus menguji kesahihan
keseluruhan model dan hubungan antara hipotesis pembolehubah yang wujud pada
model yang dicadangkan. Untuk menguji kesan pengantara bagi pembolehubah ciri-ciri
inovasi media sosial, proses dua peringkat telah digunakan. Pada peringkat pertama,
analisa telah dijalankan keatas model struktur tanpa pembolehubah pengantara diikuti
dengan penilaian terhadap hubungan struktur dengan pengantara pembolehubah. Hasil
analisa ini, mendapati bahawa hubungan struktur menunjukkan sokongan terhadap
kesan langsung dan kesan tidak langsung antara pengantara di mana lima daripada tujuh
hubungan hipotesis telah disahkan signifikan.

Secara keseluruhannya, hasil model struktur PLS telah memberikan bukti
statistik yang menyokong hubungan antara keperluan media, ciri-ciri inovasi dan
penggunaan media sosial. Kesan pengantara ciri-ciri inovasi yang dianggap penting bagi
meningkatkan tahap penggunaan media sosial juga telah disokong oleh analisa struktur.
Hasil penemuan kajian telah mencadangkan satu set keperluan media sosial yang terdiri
daripada keperluan peribadi, keperluan sosial dan keperluan menghilangkan tekanan
yang boleh digunakan untuk memsasar dan mensegmen pengguna media sosial.
Penemuan kajian juga menunjukkan bahawa ciri-ciri inovasi media sosial mampu
meningkatkan tahap penerimaan media sosial di mana ia juga merupakan petunjuk yang
baik bagi membuktikan bahawa inovasi media sosial memainkan peranan penting dalam
populariti media sosial. Kajian ini memberikan sumbangan penting pada teori dan
pemahaman akademik dalam mengangkat bidang teknologi media Kkhususnya di
Malaysia yang boleh digunakan untuk membimbing pemasar membentuk strategi
pemasaran yang lebih baik melalui media sosial sebagai medium perhubungan dan
pengantara.
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Chapter One
INTRODUCTION

1.1 Introduction to Research Area

This chapter introduces the fundamental elements that form this research by
highlighting the unresolved key issues based on the literature that motivated the conduct
of this research. It begins with an introduction of the research scope, which is based on
the three bodies of knowledge: (i) social media, (ii) consumer and (ii) technology. The
background of this study is linked to the research problems and gaps in the current
knowledge. It also presents an overview of the research methodology and rationale of
the research that explains the overall purpose of the study including the specific

research questions, objectives, findings and the conclusions.

As the title explains, the focal point of this research is on social media. The widespread
global adoption of social media has had tremendous influence on the social interaction
between individuals, the community and at the societal level. Based on the recent
statistics released by Internet World Stats in 2011, the number of global Internet users
amounted to 2,095,006,005 worldwide (Internet World Stats, 2011a). Of these, 82% are
older than 15 years old and they are the social media users (Socialbakers, 2011). They
are estimated to spend close to one in every five minutes on social media sites, which
places social media as the most engaging online social site worldwide (Radwanick,
2011). Astoundingly, since its inception, social media has taken only a few years to gain
the time and attention of Internet users, and, hence, has led to an increase in the

adoption of social media.



From the presented statistical numbers, it shows that Internet users have been impacted
by the social media, thus significantly changing the way they consume online media,
which highlights the convergence of the online and offline world. Regardless of
geography, this convergence merges the complex structure of the digital experience the
consumer receives, which also opens new opportunities for marketers (Radwanick,

2011).

Of all the social media sites, Facebook has become the premier site that has experienced
impressive growth over the last few years. In January 2010, this site was noted to have
350 million active users across the globe. By 2011, the number of active users had risen
to 640 million of which half of the users log in every day. Within only twelve months,
Facebook had seen a 40% increase in daily usage. Table 1.1 shows the recent statistical
results published at the end of 2011 by rank of social media users and the adoption rate
worldwide (Qualman, 2011). Facebook users are estimated to reach a total of one billion

users in the near future, with a 75% adoption rate noted as at year 2011.

Table 1.1: Social Media Users and Adoption Rate Worldwide

Social Media Site Registered Users Adoption Rate
1  Facebook 750,000,000 75%
2 QZone 481,000,000 48%
3 Twitter 200,000,000 20%
4  RenRen 170,000,000 17%
5 Vkontakte 135,000,000 14%
6 MySpace 125,000,000 13%
7 Badoo 122,000,000 12%
8 Orkut 120,000,000 12%
9 Bebo 117,000,000 12%
10 LinkedIn 100,000,000 10%

(Source: Qualman, 2011)



Similarly, in Malaysia, in 2011 the total Internet users were numbered at 16,903,000,
which represents 58.8% of the Malaysian population (Internet World Stats, 2011b). Out
of this number, there are about 12,269,900 Facebook users that make up 72.6% of the
total Malaysian Internet population. The high adoption rate of Facebook has placed
Malaysia 17" in the World Facebook ranking based on country per user ratio

(Socialbakers, 2011).

By having said that, the statistical results depict an Internet innovation phenomenon that
suggests consumers’ response towards social media indirectly changes their media
consumption trend and media adoption patterns (Mangold & Faulds, 2009). It also
indicates that social media adoption develops an enormous force causing social media
to be among the popular sources of Internet media (Rashtchy, Kessler, Bieber, Shindler,
& Tzeng, 2007). Factually, social media, which was built as a medium for interaction,
allows Internet users to create, generate and exchange media content between them
(Cooke & Buckley, 2008; Kaplan & Haenlein, 2010), and initiates these users to
voluntarily join, participate and communicate with other users (Bernoff & Li, 2008;
Kaplan & Haenlein, 2010). Having to highlight the statistical results and these
responses, it unfolds that the ease of use and usefulness of social media is presumed to
capture so much attention from the Internet users, thereby encouraging the immense
adoption of social media. This is a growing trend that is happening both globally and
locally. The consistent development and growth in the adoption of social media enables
the user to gain power over their information selection, thereby affecting their behaviour

and attitude by the new ways that social media innovation has brought to their life.



Thus, this research is set out to fill the gaps in the current understanding of the social
media phenomena, which illustrate the needs and motivation that drive adoption

behaviour and how such behaviour is influenced by social media innovation.

1.2  Research Background

1.2.1 Social Media Effects on the Consumer and Marketer

In recent years, the popularity of the social media has captured considerable attention,
especially over the usage and adoption of the medium (see Figure 2.7). Social media
depicts an advanced relationship between the consumer to consumer (C2C) and
consumer to marketer (C2B), which has resulted in a fragmented market that has led to
the need for modification of the overall marketing strategy (Bhagat, Klein & Sharma,

2009; Mangold & Faulds, 2009; Schau, Muniz & Arnould, 2009).

This has also resulted in the market shrinking and becoming more concentrated than
before (Drury, 2008). Social media, currently being among the most usable mediums of
communication, is seen to cultivate the consumer and marketer relationship to a greater
extent because it encourages instantaneous and simultaneous communication, hence
enabling marketing messages to travel fast (Bhagat et al., 2009; Mangold & Faulds,
2009; Schau et al., 2009). Among the social media that have seen huge social
interaction and received aggressive adoption are Facebook and Twitter (Qualman,
2011), which has caused marketers to progressively turn to the social media platform to
extend and expand their marketing mix strategy (Dholakia, Bagozzi & Pearo, 2004;
Hennig-Thurau, Gwinner, Walsh & Gremler, 2004; Jepsen, 2006). To date, in many

advertising campaigns, it is not unusual to see the icon of ‘Like us on Facebook’ or



‘Follow us on Twitter’, which is used to encourage social conversation on the Facebook

page and Twitter post to spread social marketing messages.

In addition, due to the overwhelming social marketing messages passing around social
media, marketers have to share the role of influencer with social media users because
social media advocates uncontrolled and uncensored content. (Bernoff & Li, 2008;
Kietzmann, Kristopher, McCarthy & Bruno, 2011). In fact, this role is enhanced
through the co-creation of Web content and content sharing from both marketers and

consumers (Bhagat et al., 2009; Hanna, Rohm & Crittenden, 2011)..

As a result of the above-mentioned issues affecting the consumer and the marketer, it is
suggested that sufficient knowledge concerning how consumers behave and form
attitude towards social media is important to understand in order to help marketers
formulate an effective segmenting, targeting and positioning strategy, which, to date,
the empirical findings pertaining to this are limited. Thereby, this research takes into

account the needs and motivations that lead consumers to adopt and use social media.

1.2.2 Consumer and Media Needs

In explaining consumer and media needs, it has been observed from earlier research that
consumers use the media for personal reasons to satisfy their needs and gratifications
(Dholakia et al., 2004). Based on this, the media is conventionally seen as a two-
pronged tool that (i) enables the consumer to experience the medium while at the same
time (i) requires gratification from the usage and media benefits (Katz, Blumler &

Gurevitch, 1974; Hair, Bush & Ortinau, 2003).



The late twentieth-century saw a host of theoretical frameworks emerging with little
attention given concerning how to relate or build research models upon existing media
and consumer theories. More often than not, the consumer and media theoretical
frameworks are linked with older and established social sciences theory (Atwater,
2009). It is noted that most discussions on the needs and motivations consumers
develop towards the media revolve around media uses and gratifications (Lin, 1996;

Diddi & La Rose, 2006; Luo, Chea & Chen, 2010).

Having said this, one prominent theory of media that can be used to explain consumer
media needs and motivation is the Media Theory of Uses and Gratifications (hereafter is
referred to as UGT), which identifies the state of needs that consumers seek and get
when using the media. It is noted that consumers are free to choose the media that meets
their own needs and action. This theory emphasizes that different consumers use the
same or different media for various purposes according to their affective and cognitive
responses towards the media (Katz et al., 1973; Blumler, 1979). Also, a large amount of
literature has suggested that UGT provides several ways of classifying media needs, in
which some consumers use the media for immediate and deferred gratification,
informational-educational, fantasist-escapist entertainment and also as a means to
connect or disconnect from reality (Charney & Greenberg, 2002; Kaye, 2004; Ko, Cho

& Roberts, 2005; Diddi & La Rose, 2006).

As the social media continues to provide consumers with a wide range of interaction
platforms and user-generated content, UGT is deemed appropriate to justify the
fundamental needs, psychological motives and psychological gratifications that
consumers develop prior to adopting social media (Cheung, Chiu & Lee, 2010; Luo et

al., 2010). This theory is also predicted to explain the factor that motivates consumers to



choose social media based on needs and motives, thus enlightening marketers on how to

devise their marketing strategy based on these categories via the social media.

Hence, the current prediction suggests that an extension of the media theory in the
area of social media studies is needed to demonstrate theoretical compatibility with
other social science disciplines, which, in this research, is between the consumer and

innovation-based media.

1.2.3 Consumer and Innovation

Driven by media needs that lead to media adoption, the innovation characteristics that
come with the medium also serve as an important influence over the adoption decision.
Being an innovation-based media, social media has emerged to be one of the most

influential innovative media in the twenty-first century (Lee & Ma, 2012).

The Diffusion Theory of Innovation (hereafter referred to as DIT) describes that before
a set of behaviours reaches the state of adoption, the user firstly develops the need for
the innovation. By yearning for this need, it enhances the speed of adoption (Rogers,
2003). As social media users are active and use social media for information and
personal satisfaction, the innovation characteristic is indeed another important driver
that is predicted together with consumer needs over media to increase the popularity of

social media.

In recent years, the majority of innovation studies that employ DIT focused on the
adoption of Internet technologies, for instance, mobile gaming (Kleijnen, De Ruyter &

Wetzels, 2004), mobile Internet service (Pedersen, 2005), mobile phones (Roach, 2009)



and e-public relations (Kitchen & Panopoulos, 2010). It has been confirmed that
innovation plays a significant role in the adoption of these technologies. Previous
research that studied social media has so far less emphasized on technology innovation,
which is actually an added value to the social media itself (Cheung et al., 2010; Shin &

Shin, 2010; Fischer & Reuber, 2011).

Therefore, the current prediction suggests that in order to understand the overall
concept of social media adoption, consumer needs and motivations should be further
correlated with social media innovation, so that a holistic social media adoption

framework can be built.

1.3 Research Problems

In trying to understand the drivers of social media adoption, previous studies were
found to mostly extend the predictors of Internet adoption into investigating other types
of Internet innovation. These adoption issues have been approached from three
perspectives, namely, from technology acceptance, where attitude towards the use of
technology by the consumer or company was examined (Davis, 1989; Mathieson, 1991,
Venkatesh, 2000; Parasuraman & Colby, 2001; Ratchford, Lee, & Talukdar, 2003;
Chung & Austria, 2010; Kamarulzaman, 2011; Yousafzai & Yani-De-Soriano, 2012);
on virtual communities, where consumer behaviour was analysed as a means to predict
online attitude (Bagozzi & Dholakia, 2002; Dholakia et al., 2004); and on online media
usage, where consumer tendency to use and adopt media were examined to understand
the functions of the media to the consumer (Chung & Austria, 2010; Hutton & Fosdick,

2011; Lee & Ma, 2012).



Based on the above, research that looks into the factors that motivate the social media
adoption are rather limited (Boyd & Ellison, 2007; Mangold & Faulds, 2009; Quan-
Haase & Young, 2010). In fact, similar studies that investigate online media behaviour
were done independently focusing on a single type of social networking, for instance,
chatrooms (Mayzlin, 2006), forums (Bickart & Schindler, 2001; Pitta & Fowler, 2005),
blogs (Hsu & Lin, 2008), YouTube (Haridakis & Hanson, 2009), Facebook (Quan-
Haase & Young, 2010; Smock, Ellison, Lampe & Wohn, 2011) and Twitter (Fischer &
Reuber, 2011; Hughes, Rowe, Batey & Lee, 2012). Frameworks that explain the
adoption of social media as a whole, and that also cover most aspects of social media,

are limited.

Also, in finding answers to the high adoption rate of social media, the need to analyse
(i) consumer motivations to use social media and (ii) social media innovation
characteristics are predictably important. Based on the previous studies, the actual needs
and motivations that drive consumers to use social media are as yet unclear. In addition,
it remains questionable whether consumer media needs that lean towards the social
media are the same as compared to other types of media, for instance, newspapers,
radio, magazines, television or the Internet itself, because social media has the
advantage of being a medium that is noted as having a high interaction effect and
consumer controlled effect (Bhagat et al., 2009). This poses management problems and
raises questions in terms of the academic understanding on consumer social media
needs in comparison to other media needs, which is deemed crucial when it comes to
the strategizing of the marketing campaign and concept (Hanna et al., 2011; Kietzmann
et al., 2011; Zolkepli & Kamarulzaman, 2011). Hence, this research is designed to focus

on ‘what drives consumers to adopt social media?’



1.4 Research Purpose

The overall purpose of this study is to provide a better understanding of consumer
behaviour in adopting social media through an integrated perspective of media needs
and technological innovation. The issues highlighted raise several questions that need
answers through empirical investigation. As explained, the rate of social media adoption
Is increasing, thus social media usage is expanding. However, it remains questionable
whether or not the consumer media needs of the social media will have the same

significant impact as other media has towards the consumer.

Assuming that their motivation to use the social media is a very important consideration
for future knowledge and social media marketing strategy, consumer motivation leading
to social media adoption is of utmost importance both academically and practically. To
justify consumer inclination towards this phenomenon, this research attempts to address
these issues by empirically investigating the drivers of media needs and the role played

by technology innovation, which are both presumed to hasten the adoption process.

To accomplish this study, this research attempts to answer the general research question
of ‘what explains consumer adoption of social media’. To be able to study this
question in greater detail, more specific questions are developed. The formulation of
three specific research questions are as below:
i.  RQ1 - What are the drivers that contribute to consumer adoption of social
media?
ii. RQ2 - What is the relationship between media needs and social media

innovation characteristics?
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ii. RQ3 - Does social media technology innovation mediate the relationship

between media needs and social media adoption?

-

Social Media
Innovation
Characteristic

Adoption of
Social
Media

Consumer
Media Needs

Y

RQ1

K [Affective Stage] [Cognitive Stage] [Conative Stage]/

Figure 1.1: Brief Conceptualisation of the Research Framework

These research questions are illustrated in the diagram presented in Figure 1.1, outlining

the relationships under investigation. The arrow labelled RQ1 represents the first

research question, which aims to identify the drivers that contribute to consumer

adoption of social media. The second research question is represented by arrow RQ?2,

which aims to identify the relationship between media needs and innovation

characteristics of social media, and, finally, research question three is depicted by

arrow RQ3, which intends to determine the mediating effect of innovation

characteristics, which is presumed to be incorporated in social media naturally, and is

predicted to have a significant impact on consumer adoption behaviour. A more detailed

explanation of this conceptualisation is presented in Chapters 3 and 4.
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1.5 Research Rationale

I. Do Consumer Media Needs Differ From Other Media?

First and foremost, it should be highlighted that a change in the media usage pattern is
occurring, which has prompted many studies to reveal that the traditional model of
media communication as no longer adequate to understand media adoption (Charney &
Greenberg, 2002; Quan-Haase & Young, 2010). To understand social media adoption,
extending previous media models with social media will give a more accurate picture of
the factors that lead to the rapid rate of media adoption. This is because, at some point,
traditional media and Internet media do share similarities (Preece, 2001; Mersey,

Malthouse & Calder, 2010; Xiang & Gretzel, 2010).

However, to replicate other media models with the Internet media is discouraged
because the nature of each type of media is different (Lin, 1999; Kaye, 2004; Stafford,
Stafford & Schkade, 2004). Social media, for instance is asserted to give a certain level
of enjoyment because the media experience provided by this medium is entertaining and
interactive (Rashtchy et al., 2007). The media experience that the consumer gains from
using the media changes their behaviour and their attitude towards the medium.
(Dholakia et al., 2004; Valenzuela, Park & Kee, 2009; Shin & Shin, 2011). Certainly, to
answer to this, in actuality consumer media needs are different from other media.
Thus, this research fills the knowledge gap by developing social media needs that

contribute to a new media model for social media.

ii. What is the Purpose of Adopting the Media?
Secondly, consumer media usage is noted to be purposive in nature and involves active

behavioural control in which consumers seek media content because of their internal
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motivations (Eastin & Daugherty, 2005). These internal motivations are to meet
consumer specific needs and serve as the basis of attitude formation (Allport, 1967;
O’Keefe, 2002; Daugherty, Eastin & Bright, 2008;). Previous literature on consumer
and media studies noted that the psychological needs that consumers gain through
media are strong predictors of media adoption (Katz et al., 1973; Parker & Plank, 2000;
Xiang & Gretzel, 2010). For instance, earlier studies show that consumers’ perceived
helpfulness of the media works as an essential driver in media adoption, as studied by

Katz et al. (1974), Blumler (1979) and Mersey et al. (2010).

Similarly, technological innovation incorporated in the media also works as an
advantage to support consumer perceived usefulness of the media. In this research
context, social media nature, which comes with ease of use, helps consumers to keep
connected, communicate and keep information close to them, which is available any
time they need, defines social media perceived usefulness to them (Rogers, 2003; Schau
et al., 2009; Xiang & Gretzel, 2010). Certainly, to answer to this, the purpose of
adopting the social media is twofold because social media is perceived as helpful in
terms of fulfilling the psychological needs of the consumer and usefulness in terms of
providing innovation in the media that enables the consumer to gain advantage from
the technology. Thus, this research fills the knowledge gap by proposing the
consumer and social media adoption model, which covers the consumer’s state of
media needs and technology innovation that is expected to mediate the speed of social

media adoption.

iii. What Are the Motivations that Lead to Media Adoption?
Thirdly, considering the above-mentioned requirements of media needs and technology

innovation, extending the theory paradigm based on consumer behavioural responses
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towards social media adoption is presumed to explain the consumer affective, cognitive
and conative stage of the adoption decision (Agarwal, Sinha & Tanniru, 1996; Jarvi &
Reijonen, 2003). This is supported by previous studies that indicate entertainment,
pastime, escape, social interaction, information, convenience and coolness as highly
related to innovation-based media (Charney & Greenberg, 2002; Diddi & La Rose,
2006; Papacharissi & Rubin, 2000). These indicators are presumed to expand the
motivation prediction of media needs in the social media context. Thus, in considering
the psychological aspects and usability nature of this medium, this research fills the
knowledge gap by proposing a new set of media needs predictors that help to create

social media need segmentation.

Based on the background and rationale presented above, the main research objective is
designed to explain consumer adoption of social media, which contributes to a better
understanding of consumer predictive needs and the relation to consumer adoption
behaviour of social media. In line with the above, the specific research objectives are

articulated as follows:

i. ROl - To identify the drivers and dimensions of consumer media needs that
drive social media adoption

ii. RO2 - To distinguish the motivation that drives the affective and cognitive
component of attitude formation in social media adoption

iii. RO3 - To identify the type of media needs and innovation characteristics that
dominantly drives consumer adoption of social media

iv. RO4 - To suggest a suitable marketing strategy that determines the ways of
segmenting, targeting and positioning consumers in social media based on

affective, cognitive and conative response
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1.6 Research Methodology

In an effort to address the research objectives and answer to the research questions, a
mixed-strategy method using triangulation was applied. Triangulation involves using
more than one method, as it is believed that both methods are important in
understanding the research (Bryman & Bell, 2007). In the triangulation, qualitative
(focus group discussions) and quantitative (online survey) data collection were mixed
together to generate information, insight and ideas that cover the broad understanding of
the actual behaviour of social media users. Qualitative research was used to confirm the
proposed conceptual framework and its measurement items. Then, the hypothesised
relationship and the items were tested using quantitative research (David & Sutton,
2004; Bryman & Bell, 2007). Since the scope of research covers a new context (i.e.
social media), applying the mixed-strategy was aimed to strengthen the connection of

each construct and identify new measurement items.

Probability sampling was employed using the stratified sampling method followed by
simple random sampling. Malaysian Internet users were stratified accordingly using
online user profiling released by the Department of Statistics Malaysia and Nielsen
Malaysia in 2010. Then, through this stratum, the link to the online survey was
randomly posted, shared and tweeted based on top ranked social media sites —
Facebook, Twitter and LinkedIn. The survey link was connected with, shared on/or
posted in groups, fan page, brand page and random individual page that have high
members/subscribers/followers. Using a web-based questionnaire as the instrument, a
total of 428 replies were received in a period of two months, from September to

October 2011.
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Content analysis was used to analyse the transcript of the focus group discussions
according to the designated theme, and the Partial Least Squares (PLS) technique was
used for the structural model analysis and testing of the hypotheses. The PLS technique
was employed because this research is an exploratory study (Sanchez, 2009; Hair,
Sarstedt, Ringle, & Mena, 2011; Hair, Hult, Ringle, & Sarstedt, 2013), for which few
past researchers have found the relationship in the area of the consumer and social
media. In addition, this research area is relatively new, some measures and relationships
have not been previously tested enough or have been tested in other media contexts but
not in the social media context. To ensure that the relationship between the established
indicators and the respective latent variables are met (Henseler & Chin, 2010), which

is critical for validating the exploratory model, the PLS technique is deemed suitable.

1.7 Research Significance

As of today, the field of Internet communication media has developed a broad body of
research, and, in general, this field of research has emerged as one of the important
research disciplines. Research in this field explores the issues and uses of social media
as a mass medium that analyses the effects of human interaction and behaviour with

technology mediated communication.

The current consumer trend towards adopting social media reflects the demand being
placed in this research. As explained, this research is developed based on three main
factors: (i) media, (ii) consumer, and (iii) technology innovation. Besides understanding
this research model based on these three factors, it is inappropriate for future research to
replicate this research in their media study context because each media has its own

criteria and replicating it will deviate the understanding of media usage.

16



In addition, the model established from this research may serve as an understanding of
various gratifications consumers obtain from social media, based on the needs
requirement because technological innovativeness embedded in social media creates a
totally new media experience to the consumer. Hence, future research can consider
performing comparative studies between different types of media that fall under the

innovation-based media category.

Notwithstanding the above, future research is also recommended to further expand this
research specifically in the area of mobile Internet, mobile social media or mobile
apps. Social media is not only accessed through the computer but also through Android-
based devices, Blackberries, iPhones, iPads and Tablets. The ease of use and usefulness
factors that enable connection through these mediums has prompted even faster social

media adoption, which is not covered in this research.

In addition, despite understanding the motivation to use these mediums, more empirical
research is needed to explain social media phenomena and their consequences to
society. This includes applications of existing theories, which also have to be further
modified to suit the new media environment and technology-savvy society, for

instance, culture and personality factor.

1.8 Research Contributions

The following are the main contributions of this research in respect of theory,

methodology and practice.
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I. Contributions to Theory

Firstly, through the results of this research, a new understanding of consumer uses
and gratification of social media is established. Thus, it furnishes further knowledge
concerning the predictors of media needs for social media. Through these predictors, a
new set of factors that lead to the speed of social media adoption is developed, hence

contributing to a new understanding of UGT.

Secondly, by identifying the sequence of connections between the predictors and the
outcomes, a social media means-end chain can be created. A social media means-end
chain is important because it studies the consumer involvement with the medium. It
identifies the media needs sequence at different levels of social media adoption and
predicts consumer involvement with the medium. Through the understanding of
consumer involvement, a set of social media means-end chains based on consumer
satisfaction when interacting and using social media and its functional consequences are
recognized. A basic advantage of the means-end chain model for social media is that it
provides a deeper comprehension of consumer motivation to use social media that

highlights social media attributes and benefits.

Thirdly, it also contributes to social media segmenting, targeting and positioning. The
task in segmenting, targeting and positioning the social media market is to analyse the
consumer and needs relationship. This entails the analysis of affective and cognitive
behaviour and environmental matters that lead to social media adoption. Extending a
variation of the tri-component attitude model into the social media context contributes
to creating a new social media psychographic segment. Indirectly, it contributes to the

designing of a market strategy and tactics. In understanding the social media strategy
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and tactics, the social media psychographic segment can be altered according to the

behaviour that is exposed when using social media.

Finally, this research is able to verify the mediating role of technology innovation in
the relationship between consumer media needs and media adoption (full mediation
effect) and the relationship between media needs and social media (partial mediation
effect). This knowledge lends an important hand in the study and advancement of
theories related to the relationship between these two strong predictors and the outcome.
In addition, it will be helpful to understand the mediating effect of technology
innovation as being equally important in contributing to the speed of social media

adoption.

ii.  Contributions to Methodology

For the methodological contribution, this research is able to develop and validate the
constructs for measuring consumer motivation to use social media. Validation of the
constructs shows the suitability of the instrument in this area of research and can also be
used in similar environments, such as mobile phone research and research of android
applications. Thus, the established construct will advance studies in innovation-based

media research.

The application of triangulation — mixed method strategy — where qualitative data are
used to support the results obtained from the quantitative data analysis support the
contribution to research methodology in the social sciences discipline. It focuses on a
two-stage sequential mixed method study that delivers qualitative results from focus

group discussions and online survey research for statistical quantitative results. Thus,
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the application of triangulation — mixed method strategy — contributes to further

comprehending the methodological development aspect in social sciences research.

Finally, the PLS method of analysis that is used for this research has not been widely
employed in the area of consumer and media studies. Therefore, the application of the
PLS technique in this research provides guidelines for its application in the social

media context or other context that is similar to this research.

lii.  Contributions to Practice

This research offers some useful and practical guidelines for marketers to predict the
future behaviour of social media users, especially in the area of technology adoption.
Thus, by understanding this research a marketer can create a media strategy that
maximizes the accidental exposure of their brand, and, at the same time, facilitate
intentional exposure of the brand by making sure the appropriate marketing

information is available in the social media.

Also, in designing a marketing strategy, this research serves as a basic understanding of
consumer involvement with the medium. As noted, the rate of social media adoption is
high, which results in the importance marketers place on these sites i.e. social media
sites. In digging for a deeper understanding of the consumer in this research, a marketer
can diagnose the situational influence of social media, and through this the market can
be segmented and targeted. With this understanding, the marketing mix can be placed

accordingly, based on the consumer cognitive and affective state.

Furthermore, one of the strengths of social media is that it helps the marketer to build a

close connection with the consumer, in that the consumer can interact with the brand as
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frequently as they like. Therefore, the consumer media needs serve as a basic
understanding concerning how the marketer can start connecting with the consumer
based on perceived needs. This is important because, if the marketing approach used to
connect with the consumer is done properly, the marketer will keep their brand image

strong in the mind of the consumer and strengthen brand equity in the long run.

Also, the adoption of new technology and the Internet has enabled Social Customer
Relationship Management (SCRM) practices to flourish. Via the understanding of this
model, communication can be directed towards potential customers and
customization at the individual level, for instance, through Facebook, YouTube and
Twitter. This helps the marketer to target, segment and profile their customer

accordingly, thus helping them to connect with the customer.

1.9 Organisation of The Thesis

The thesis is organised into seven chapters. The first four chapters address the
background of the study concerning consumers and social media, and the development
of the theoretical framework. The remaining chapters present the empirical research,
covering the aspects of methodology, results, discussion and conclusion. Figure 1.2

illustrates the structure of the thesis followed by a brief summary of the chapters.
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Figure 1.2: Thesis Structure

Chapter One presents the introduction to this thesis. It provides the background and the
scope of the research conducted, as well as the contribution of the research to academia
and the practitioners. This chapter also introduces the research rationale, research
questions, research objectives, and the theoretical underpinning of the research. Lastly,

the chapter provides an outline of each chapter in this study.

Chapter Two provides an overview of the Internet and social media landscape. This

chapter is introduced in order to understand the nature of social media in greater detail.
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It describes the evolution of social media, reviews the literature in respect of the history

of the Internet and the innovativeness of social media.

Chapter Three documents a critical review of the previous research relating to the
research domain, which is divided into four main parts — consumer attitude and
motivation, media needs drivers, technology drivers and the combination of drivers that
make up the theoretical model. These four parts define the consumer and media
relationship, review the general theories linking the consumer psychological needs and
motives of using the media, review the importance of these needs and motivations to
help increase the media adoption rate, and highlight the research gaps in this area of
discussion. Empirical evidence is also presented in support of the theory. Its objective is
to provide a basis for selecting relevant constructs and to select an appropriate theory to

build a model.

Chapter Four presents a more detailed conceptualisation of the conceptual research
framework. The postulated relationships between variables are shown and justified by
prior work in the literature. The list of the hypotheses tested and operationalisation of

the construct definitions are also presented.

Chapter Five describes and justifies the methodology that is adopted to answer the
research questions, which includes exploratory research, the focus group discussions
and a detailed description of the quantitative data collection techniques that form the
main part of the research. The chapter begins by discussing the philosophy and
epistemology of the research. Then, the justification for using mixed method
(triangulation) and the selection of the appropriate sampling method is explained. In

addition, data analysis techniques using content analysis for qualitative research and
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PLS for testing the hypotheses and model fit are described. Key methodological issues

in respect of the use of the data set are also discussed.

Chapter Six presents the data analysis of the research. The chapter presents the results
from the qualitative and quantitative method conducted during the data collection. It
outlines the respondents’ profiles and tests for similarities and differences in responses.
The results of the analysis performed using the Partial Least Squares (PLS) are

presented, including the relevant tests for the data.

Chapter Seven discusses the findings of the analysis from both stages of the research —
quantitative and qualitative. Details of the findings obtained from the data analysis are
outlined and their implications for the practical and theoretical aspects are presented.
The chapter revisits the research questions, hypotheses and objectives, and links them to
the research findings by giving answers to the questions posed earlier in the research. It
then points out the limitations encountered in the course of doing the research. The
chapter also presents suggestions for future research on this subject of study, and
provides the concluding remarks on the research. Last, but not least, the chapter closes
with a presentation of the recommendations to the various stakeholders in the area of

consumer behaviour.
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1.10 Chapter Summary

It can be concluded that although the consumer and social media area of research has
evolved into a scholarly field, research on social media will continue to grow and
become more dominant within the consumer and media field of research. As the
innovation-based media environment converges further, the lines between broadcasting,
print and online are slowly disappearing. The research concerning the effects of social
media should serve as one of the priorities in understanding future online consumer

behaviour.

This first chapter has presented an overview of the research. The background and
rationale of the research, the research objectives, the research problems and questions
that are addressed. Then the research contents are outlined. The chapter aims to provide
the readers with a holistic picture before elaborating upon the research theme in the

subsequent chapters.

A deeper discussion regarding the social media landscape, consumer attitude
formation and motivation towards adopting media and technology innovation
including the theoretical background relating to consumer adoption behaviour will

take place in the following chapter.
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Chapter Two
SOCIAL MEDIA LANDSCAPE

2.1 Introduction

This chapter provides an overview of the context of this research, that is, social media.
It explores from a broader picture of Web 2.0, which led to the emergence of social
media, where emphasis is given to social media definition, classification, function and
benefits. Subsequently, it highlights Facebook to exemplify the adoption rate. The
innovative characteristics of social media, being a medium that is built through the
technology platform, are important to explore at this stage because they influence social

media usage, in general, and, at the same time, add value to the consumer.

2.2 The Revolution of Web 2.0

The turn of the century brought a significant improvement in technology enhancement.
The inception of the Internet and World Wide Web has been proven to be a great
invention to the society and businesses, in particular, and the world, in general. Its
characteristics of convenience, informative, resourceful and entertainment have had
considerable impact on life today. Historically, the Internet was developed as part of the
electronic computers in the 1970s. Through the Internet, the Web was introduced as an
information medium, which through Web applications, the computer user reads, writes

and obtains information (Sun, Rubin & Haridakis, 2008; Kamarulzaman, 2011).
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Commonly, the term ‘Web’ or World Wide Web (www) is often used as a synonym for
the Internet, however in actual fact the Web is actually an Internet service that operates
using the Internet technology and within the Internet technology itself. The Internet and
the Web are two separate but related entities. The Internet is a massive network of
networks. It connects millions of computers together globally, forming a network in
which any computer can communicate with any other computer as long as they are both
connected to the Internet. Since then, Internet technology has become the platform for
many innovations consecutively, which have led to its adoption and adaption by
individuals and businesses. The Web is an incredibly powerful communications tool,
which helps marketers to effectively undertake traditional marketing strategy (Ko et al.,
2005; Miletsky, 2010; Kamarulzaman, 2011). For these reasons, the Web has become
more popular than non-Web functions and attracts millions of users to surf the

Internet regularly.

Consequently, through the Web, people start to connect with other people, and
participate in content design and message sharing, where, in actuality, this element
represents the characteristics of Web 2.0 (Reigner, 2007). The term Web 2.0 refers to
the changes seen in the Internet technology from being a one-way communication into
two-way communication. It takes control of the positive and negative influence over
consumer opinion and consumer behaviour. The revolution of the early Web (i.e. Web
1.0) to Web 2.0 changed the way people keep themselves informed. The key
characteristic of Web 2.0 is that it facilitates user-generated content, which is also
known as UGC (Cooke & Buckley, 2008; Eccleston & Griseri, 2008; Efthymios &

Fountain, 2008).
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According to Constantinides and Fountain (2008), the term Web 2.0 was first used in
2004 to describe the new way in which software developers and end-users utilize the
Internet as a platform, which enables content and applications to be created and
published by individuals and modified by all users in a participatory and collaborative
manner. The content of the original Web pages was replaced by blogs, social networks,
content communities, forums, bulletin boards, wikis, content aggregators and

collaborative projects.

In addition, Kaplan and Haenlein (2010) further explain that Web 2.0 represents the
ideological and technological foundation of UGC, the advantages of which allow
Internet users to make full use of the social media. UGC is described as various forms
of media content that are publicly available and created by end-users. What makes Web
2.0 adoptable is its three basic requirements:

i.  Content is published either on a publicly accessible website or on a social

networking site that is accessible to a selected group of people
ii.  Content shows a certain amount of creative effort

iii.  Content is created outside of any professional routines and practices.

The use of the term Web 2.0 exhibits enhancement of the Web application. The
development from Web 1.0 to Web 2.0 facilitates the evolution of the Internet’s social
networking, which makes it inclusive and more responsive than many other electronic
channels. Web 1.0 connected people to the computer networks whereas Web 2.0 utilises
technology and applications (Strauss & Frost, 2012). Web 2.0 specifies the division of

Internet usage between social (expressive) and non-social (instrumental) (Petric, 2006).
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According to Petric (2006), expressive use of the Internet refers to the practice and
performance of technologically mediated sociality, which is used to perform and
understand social interactions, self-presentation, public performance, social capital
management, social monitoring, maintenance and furthering social ties. The expressive
use of the Internet is best recognised as technology-mediated social ecology that
involves other people, values, norms and social contexts. In contrast, instrumental use
of the Internet refers to information seeking, knowledge gathering and commercial

transactions.

The revolution of Web 2.0 creates new families of online applications that share a
number of common sets of objectives, characteristics and design principles. The main
innovative aspect of Web 2.0 applications is that it allows Internet user participation in
the form of content contribution and content editing. Based on the above, the term Web
2.0 is defined as:
A collection of open-source, interactive and user-controlled online applications
expanding the experiences, knowledge and market power of the users as
participants in business and social processes. Its applications support the
creation of informal users’ networks facilitating the flow of ideas and knowledge

by allowing the efficient generation, dissemination, sharing and editing/refining
of informational content (Constantinides & Fountain, 2008, p.232)

Despite the vastness of Web 2.0 and its rapid growth, there are some areas of this
immensity that marketers must consider. An important aspect of Web 2.0 is that it
mediates customer empowerment and encourages a visible shift in consumer attitude.
An example of consumer change in attitude is that the consumer creates new needs,
develops new value perceptions and modifies the information search tactic and buying
behaviour. The shift in consumer needs reflects the growing demand for online services

through which consumers are able to interact with marketers, while, at the same time,
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also access peer communities for more truthful advice and reviews (Hagel &

Armstrong, 1997; Constantinides & Fountain, 2008; Eccleston & Griseri, 2008).

The value attributed to this phenomenon cannot be based solely on the consumer value®
approach. It should be accessed also from the personal gratifications as the
consequences of usage. Based on this, it is presumed that the change in attitude and
values towards the revolution of Web 2.0 also leads to the change of consumer overall
needs towards adopting social media, in which the ideology of Web 2.0 represents the
entire evolution of social media. In order to address these issues, the subsequent

section will provide an explanation of what constitutes social media.

2.3 Social Media

According to Boyd and Ellison (2007), the first social media site was established in
1997 with the name of SixDegrees.com. SixDegrees.com allowed the user to create
profiles and connect with friends by providing a tool to connect and send messages to a
friend by first signing in as a member of SixDegrees.com. It attracted millions of users,
but failed to sustain and closed in 2000. The closure was due to the fact that there was
little activity to be done after connecting with friends. Nonetheless, the introduction of
SixDegrees.com led the Internet users to start paying attention to online social

networking.

Based on Internet user acceptance of online social networking, a number of community

tools began to mushroom with additional features attached to the site, to name a few,

! Consumer value explains the consumer’s valuation of product consumption or possession. For example, consumers buy products
for transactional value and also for the product's benefits that satisfy their needs or personal values (Lai, 1995).
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AsianAvenue, BlackPlanet and MiGente. These sites were created to allow the online

social networking user to generate personal, professional and dating profiles.

In 2002, the launch of Friendster marked another milestone in the development of social
media. Friendster was designed to compete with Match.com, a profitable online dating
site and to help friends-of-friends meet, which were based on the assumption that
friends-of-friends would make better friends than strangers. However, Friendster faces a
decreasing number of users due to technical difficulties, social collisions and a rupture

of trust between users and the site.

Starting from the introduction of Friendster in year 2002, many social media sites were
launched. As the social media and UGC phenomena grew, websites focusing on media
sharing began featuring on the Internet. One of the most influential launches of the
social media was MySpace. MySpace began operation in 2003 to compete with
Friendster. MySpace differentiated itself from other social media types by adding
features on its site based on user demand. Among the features that made MySpace more
attractive than Friendster was that it allowed users to personalize their pages and

favourites (Ellison, Steinfield & Lampe, 2007; Raacke & Bonds-Raacke, 2008).

It is noted that ever since social media emerged, it has managed to attract the majority
of consumers of the United States as well as proliferating and growing in popularity
worldwide. At the same time, social media features started to collaborate with other
types of social media; for instance, the RSS tool was used to sync social media features
together, for instance, blogs with social networking sites and video sharing sites to

attract a broader range of Internet users (Boyd & Ellison, 2007).
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However, in 2004, there was another significant shift that gave a lift to the Internet user
acceptance of social media. The introduction of Facebook began to receive attention,
not only from its place of origin, but throughout the world. Initially, Facebook was
created by a student from Harvard University for limited access by all Harvard
University students, which was only used for student socialising. However, due to the
overwhelming student acceptance, it then expanded to high school students,
professionals, corporate networks, and, eventually, everyone. Unlike previous social
media, Facebook’s key feature enables it to make private user profiles for public
viewing. Also, another notable feature that differentiates Facebook from other social
media is the ‘applications’ or ‘apps’ that it introduces, allowing users to personalise
profiles, share interests and perform their social networking tasks. Hence, the unique
features of Facebook have had a strong impact on the speed of social media adoption
(Boyd & Ellison, 2007; Ellison et al., 2007; Zeynep, 2008; Valenzuela et al., 2009;
Cheung et al., 2010; Quan-Haase & Young, 2010; Smock et al., 2011). The details in

Figure 2.1 show the milestones of social media.

In conclusion, the emergence of social media indicates a shift in Internet user
engagement and involvement with technology and online communities. Social media
sites prosper largely because they are organised around the people and their interests.
The introduction of social media has established a new relationship between humans

and technology. Therefore, it demands attention for further research.
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Figure 2.1: Timeline of the Launch Dates of Major Social Media



2.3.1 Definition of Social Media

Having presented an overview of social media, it would be prudent to return to the very
important task of defining the nature of social media. From the perspective of the
individual, social media works as a mechanism for interaction and socialisation,
however, from the business perspective social media works as a medium by which
companies communicate with customers as a whole (Boyd & Ellison, 2007; Mangold &

Faulds, 2009; Hutton & Fosdick, 2011).

In actuality, social media is presumed differently be it by the Internet user or by
companies. Social media does not replace the telephone, television, radio, magazines,
email communications or even transactions. Instead the social media complements these
and augments the entire value of communication and interaction (Chan-Olmsted, Cho &

Lee, 2010; Chung & Austria, 2010).

Social media is defined by Marketo (2010) as the production, consumption and
exchange of information through online social interactions and platforms. In addition,
Greenberg (2010) emphasizes that the Internet users, which are the customers, are now
a social customer and that every interaction they establish on the Internet is part of the
collaboration between themselves and the companies. Others, such as Ploof (2009),
assert that social media creates opportunities for companies to share corporate
information and brand stories. The common ideas that can be found from these
definitions are that the desire to heighten the experience and improve relationships with
other users or customers through social media are at the core (Andzulis, Panagopoulos

& Rapp, 2012).
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Despite looking at the broader perspectives, which cover marketers and customer
propensity towards social media, Kaplan and Haenlein (2010) describe social media in
more detail by stating that social media is a group of Internet-based applications that
were built on the ideological and technological foundations of Web 2.0, thus allowing
the creation and exchange of UGC. In keeping with the above mentioned explanation,
this research views social media in accordance with Strauss and Frost (2012, p.328)
who define social media as:

‘A term used to describe the type of media that is based on conversation and
interaction between people online that takes many different forms, including
Internet forums, Web logs, social blogs, microblogging, wikis, podcasts,
pictures, video, rating and social bookmarking that include technologies such as

blogs, pictures-sharing, Vlogs, wall-postings, email, instant messaging, music
sharing, crowdsourcing and et cetera’

There is no doubt that social media sites are increasing in humber and attracting users
more quickly than any other traditional media in terms of interaction. Based on the
definition and the understanding of social media, it requires an appropriate strategy and
framework for implementation and transformation of social media into the consumers
day-to-day life as well as part of marketing strategy as it grows. Like any new
technology, social media creates opportunities and challenges, especially in the area

of marketing and consumer behaviour, which demand attention for further research.

2.3.2 The Diffusion of Social Media Innovation

With the introduction of social media, consumers rapidly adopted social networking
sites, engaged in micro-blogging, and downloaded applications for smartphones and
computer tablets to enhance their social lives and promote sharing and communication
with friends and family. Beyond using social media technology for updating pictures

and posting status updates, consumers and members have found that social media
35



applications empower them when considering the flow of communication and

conversation (Andzulis et al., 2012).

Social media like any other media, focuses on bringing information, sharing photos,
videos and other content to the Internet user that wants to learn and be entertained. What
makes social media different is that the content is not generated as a marketing
monologue, such as print and electronic advertising and company websites, but as a
conversation in which all participants have the ability to upload content and discuss,

edit or rate the content of each other (Strauss & Frost, 2012).

Witnessing the power of social media applications, many marketers have embraced and
utilised these tools to spread their marketing message and to get up close and personal
with consumers. With the proliferation of social media, it is clear that the technology
has the potential to influence business or even the industry, just as technology did in the

Internet age (Andzulis et al., 2012).

The innovation of social media provides users, be it the consumer or the marketer, with
a variety of communication tools. For example, Facebook allows users to broadcast
messages to a large audience using status updates and wall posts, while also providing
features, such as chat for messages that the user wishes to keep private. While the
diversity of features available in social media allows for equally diverse forms of
communication, previous research addressing the motivation for using social media
considers the possibility that users attend to features for the same purposes, which

means that the motivation to adopt social media is homogeneous (Smock et al., 2011).

36



Rogers (2003), in Diffusion of Innovation Theory (DIT), theorises that innovation is
spread through society based on the S-curve graph, as depicted in Figure 2.2. The S-
curve graph explains that early adopters select the technology first, which is then

followed by the majority until the technology innovation is common to everyone in the

society.

Usual S-shaped

Rate of Adoption for an Diffusion Curve

Interactive Innovation

Adoption

Time
(Source: Rogers, 2003)

Figure 2.2: The S-Shape Curve of Adoption

The S-curve graph shows that adopter distribution increases slowly at the beginning,
during which, in this stage, there are only a few adopters in each time period. The curve
then accelerates to the maximum when half of the individuals in the social system adopt

it, before gradually increasing at a slower rate as fewer and fewer remaining individuals

adopt the innovation. The S-curve graph is innovation-specific and system-specific. It
can be used to describe the diffusion of a social media among the members of a specific
system (i.e. Internet users), which, in this research, is used to refer to the social media

consumer (hereafter will be used interchangeably with the word consumer).
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In relation to the S-shape curve of adoption, Figure 2.7 explains the growth of Facebook
adoption, in which the graph line appears to be similar to the graph line of the S-shape
in Figure 2.2. In comparing these two Figures, it appears that Facebook adoption has
also passed the critical mass point at which enough individuals have adopted the social
media, which indicates that the diffusion of social media innovation has reached a self-
sustaining level (Boyd & Ellison, 2007). In relation to this, to date, there has been
little research that studies the impact of social media innovation and its influence on
the consumer, which can be used to answer the S-shape graph of social media

adoption. Chapter Three will further explain this proposed relationship.

2.3.3 Classification of Social Media

Social media is the umbrella term used for all of the web tools and applications used for
socialising that utilise UGC. These tools include social networking sites, message
boards, blogs, wikis, podcast, instant messaging, online forums, photo sharing, video
sharing, email and more (Boyd & Ellison, 2007; Bernoff & Li, 2008; Mangold &

Faulds, 2009; Fischer & Reuber, 2011; Strauss & Frost, 2012).

In order to classify social media, Kaplan and Haenlein (2010) outline the challenges and
opportunities of social media that merged the Social Presence Theory and Media
Richness Theory to identify social processes, and also employed the Self-Presentation
and Self Disclosure Theory to classify social media, as depicted in Figure 2.3. It is
noted from these findings that the higher the social presence, the larger the social

influence that the consumer has on each other’s behaviour.
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Social Presence/Media Richness

Low Medium High
Social Networking Virtual Social
High Blogs Sites Worlds
Self- (e.g. Facebook) (e.g. Second L.ife)
Presentation/
Self- .
Disclosure Collaborative Content Virtual Game
3 o\ Worlds
Low Projects Communities (e.g. World of
(e.g. Wikipedia) (e.g. YouTube) Warcraft)

(Source: Kaplan & Haenlein, 2010)

Figure 2.3: Classification of Social Media

With regards to Kaplan and Haenlein's classification of social media, Short, Williams,
and Christie's (1976) study can be used to support these classifications, in that it
described the media (i) acoustic, (ii) visual and (iii) physical contact to be achieved
through any type of media usage that allows communications between two partners to
be established. This two-way communication is influenced by the intimacy
(interpersonal vs. mediated) and immediacy (asynchronous vs. synchronous) of the
medium. Similarly, Daft & Lengel (1986) explain that the goal of any communication
media is to reduce the ambiguity and uncertainty, and that communication media

appears to be different in the degree of richness. Thus, some media are more effective

than other media in resolving ambiguity and uncertainty.

Moreover, the concept of self-presentation in Figure 2.3 describes consumers as having
the desire to control the impressions that others form about them (Maslow, 1970; Datta,
2010). This is done with the objective of influencing others to gain rewards and create
an image that is consistent with their personal identity. This is also supported by Schau
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and Gilly (2003), who studied the key reason why people decide to create a personal
webpage, and found that the motivation underlying this is self-presentation where the
consumer wants to be seen and present in cyberspace. Thus, in respect of social media,
self-presentation is done through self-disclosure, which refers to the conscious or
unconscious revelation of their personal information, for instance, thought, feelings,
likes and dislikes, which is consistent with the image they would like the public to

witness (Kaplan & Haenlein, 2010).

Kaplan and Haenlein (2010) classify the types of social media into six quadrants. These
six quadrants are defined by low, medium or high in social presence/media richness and
low or high for self-presentation/self-disclosure. Out of these six classifications, this
research gives priority to social networking sites. This is because this research
concentrates on consumers in Malaysia, which is acknowledged to be one of the
countries with the highest adoption rate of social networking sites as explained in

Section 1.1.

Going back to the social media classification in Figure 2.3, social networking sites are
seen to have medium social presence/media richness and high self-presentation/self-
disclosure. From the statistical analysis of the Malaysian user of social media, which
was presented in Chapter One, it is seen that social networking sites have had a huge
impact on the overall social media adoption rate, and that Malaysia is ranked 17th in the
World by the country per user ratio based on the adoption rate of Facebook

(Socialbakers, 2011).

Social networking sites are Web application sites that enable consumers to connect by

creating personal information profiles that allow friends and colleagues to have access
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to their profiles for social interaction and conversation, a concept that is similar to the
real world social network. The notion of social networking is based on the idea of ‘six
degrees of separation’, that is, any two people are connected through contacts with not
more than five contacts. It has a unique feature that allows consumers to meet friends of
friends and enables consumers to articulate and make their social networks visible
(Strauss & Frost, 2012). Social networking sites can be defined as:

Web-based services that allow individuals to construct a public or semi-public

profile within a bounded system, articulate a list of other users with whom they

share a connection and view and transverse their list of connections and those
made by others within the system (Boyd & Ellison, 2007, p.211).

Accordingly, it can be summarised based on these classifications that the future of
social media remains wide open. More powerful computers, advanced programming
languages, and faster connection speeds have given marketers a new landscape in
which they are free to explore consumer behaviour and creatively design marketing
strategy through these classifications. Nevertheless, in turn, it gives rise to various
predictions about how the social media landscape will look in the future. This is
especially potent in a world where conversations and ideas are shared across divides
that separate not only continents and countries, but also generations, socio economic
classes, races, religions, and industries. Consequently, there is a need for more

research on this complex relationship.

2.3.4 Function of Social Media

With the proliferation of innovation-based media, social media promotes new forms of
social interaction and collaboration. Social media enables the consumer to swap ideas,
participate in activities and events as well as sharing wider interest with other social

media consumers (Lee & Cho, 2011). Compared to traditional media, social media
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allows its users to actively engage in a communication process as information receivers

as well as message creators (Chan-Olmsted et al., 2010).

The use of social media in recent years has rapidly increased, especially among
teenagers and middle-aged users. It is used for communicating with friends, establishing
friendships, spending leisure time and also spending time with the computer itself. As a
result, inevitably, the rapid increase in the usage of social media affects consumer
behaviour, because consumption related interactions occur in these platforms (Durukan,

Bozaci & Hamsioglu, 2012).
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Figure 2.4: Function of Social Media

Figure 2.4 shows the social media function proposed by Kietzmann et al. (2011).
According to Kietzmann et al.,, social media has seven functions — identity,
conversations, sharing, presence, relationships, reputation and groups. Each of these
functions allows the consumer to reveal and examine a specific facet of social media

experience.
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I. Identity

Identity represents the extent to which social media users reveal identities in a social
media setting. This includes disclosing information, such as name, age, gender,
profession and location, as well as information that portrays users in certain ways
(Kietzmann et al., 2011). Kaplan and Haenlein (2010) explain that the presentation of a
user’s identity happens through the conscious or unconscious self-disclosure or
subjective information, such as thoughts, feelings, likes and dislikes. Consequently,
consumers that use social media sites have different preferences and aims. Many
consumers who participate in online activities use their real names, while others are

known by their nicknames.

ii. Conversation

Social media conversation represents the extent to which consumers communicate with
other consumers in a social media setting. Many social media sites are designed
primarily to facilitate conversations among individuals and groups. These conversations
happen for all sorts of reasons. Consumers tweet, blog, and participate in conversations
to meet new like-minded people, to find friends, to find love, to build self-esteem or to
be on the cutting edge of new ideas or trending topics (Mangold & Faulds, 2009;

Kaplan & Haenlein, 2010; Kietzmann et al., 2011).

iii. Sharing

Social media sharing is the extent to which consumers exchange, distribute, and receive
content. The term sharing often implies that exchanges between consumers are crucial.
Also, social media consists of people who are connected by a shared object, for

instance, groupon, text, video, picture, sound, link, location, et cetera. Sharing is one of
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the ways for interacting in social media, (Singh, 2005; Hsu & Lin, 2008; Nov, Naaman

& Ye, 2010; Kietzmann et al., 2011; Lee & Ma, 2012).

Iv. Presence

Social media presence represents the extent to which consumers can identify if other
users are accessible. Presence includes knowing where others are, in the virtual world
and in the real world. In the virtual social media world, this happens through status lines
like ‘available’ or ‘hidden’. Given the increasing connectivity of people on the move, it
bridges the real and the virtual world (Kaplan & Haenlein, 2010; Xiang & Gretzel,

2010; Kietzmann et al., 2011).

V. Relationship

The relationship represents the extent to which consumers are related to other
consumers. This means that two or more users have some form of association that leads
them to converse, share objects of sociality, meet up, or simply just list each other as a
friend or fan. Consequently, how users of a social media platform are connected often
determines the what-and-how of information exchange. In some cases, these
relationships are fairly formal, regulated and structured (Kietzmann et al., 2011). From
the Social Network Theory, it explains the difference in relationship traits. The
structural property of a user’s relationships refers to how many connections they have
and their position in their network of relationships. Research shows that the closer and
larger a user’s portfolio of relationship is, the more central his or her position is in the
portfolio, and the more likely the user is to be an influential member (influencer) in their

network (Borgatti & Foster, 2003).
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Vi. Reputation

Reputation is the extent to which consumers can identify the standing of others
including themselves in a social media setting. Reputation can have different meanings
on social platforms. In most cases reputation is a matter of trust (Boyd & Ellison, 2007;

Kietzmann et al., 2011).

Vil. Groups

The social media groups are the extent to which users can form communities and sub-
communities. The more social a network becomes, the bigger the group of friends,
followers and contacts. The social media platform recognises communities and offers
tools that allow users to manage membership. The implication of groups assumes that
social media communities would enjoy a way to group its users, even when the number
of likely contacts is initially low for each member (Boyd & Ellison, 2007; Kietzmann et

al., 2011).

In respect of the seven functions of social media, it is clear that these functions play a
significant role in determining the user acceptance of social media. Since its
introduction, social media, such as YouTube, MySpace, Facebook, Cyworld, Bebo and
Twitter have attracted millions of users, many of whom have integrated these sites into
their daily practices. While the key social media features are fairly consistent, the

culture that emerges around it is varied (Boyd & Ellison, 2007).

With the widespread use and adoption of social media, many companies have actively
employed various social media applications as a marketing tool (Paine, 2009; Stelzner,
2009). With this movement, it shows that the marketer tries to use social media to

grasp the attention of the consumer, in which they assume consumers are
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congregating in social media rather than in other media. Therefore, the underlying

motive concerning what makes consumers adopt social media needs investigating.

2.3.5 Uses and Benefits of Social Media

Most social media sites were developed at the initial stage by small groups of engineers,
architecture designers, feature developers, network engineers, system administrators and
database administrators. Evidently, this group of people had no idea that social media
sites would grow so extensively in a matter of a few years in terms of traffic, number of

users and amount of data posted and viewed (Kim, Jeong & Lee, 2010).

Social media is a locus of social interaction that evolves and changes. It reflects various
dynamics within social networks and communities (Zeynep, 2008). As explained
earlier, the objective of social media is to enable the formation of online communities,
interactions among members of such communities, and the sharing of UGC. According
to Kim et al. (2010) there are eight types of social media features:
i.  Personal profiles

ii.  Establishing online connections

iii.  Participating in online groups

iv.  Communicating with online connections

v.  Sharing UGC

vi.  Expressing opinions
vii.  Finding information

viii.  Holding the users
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Social media has attracted hundreds millions of consumers from all over the world. The
uses and benefits of social media derive from the availability of the enormous amounts
of UGC incorporated within them. Kim et al. (2010) list the specific uses and benefits of
social media for the individual, company and government, as depicted in Table 2.1.
Since this study examines the individual (i.e. consumer), the individual aspects are

discussed in the section below.

Table 2.1: Uses and Benefits of Social Media for Individual, Company
and Government

Users Uses

New means of communication

New source of knowledge

Participating in online special interest groups
New source of entertainment

New venue for self-expression

Online directories of people

Marketing and customer relationship management
Corporate intranets

External peer networking

Miscellaneous

Governance

Law enforcement

Election campaigns

Legal proceedings

Individual

Company

Government

(Source: Kim et al., 2010)

I. Social Media as New Means of Communication

Social media has become a new means for consumers to communicate with other
consumers, beyond email, text messaging, and mobile phone. It offers asynchronous
means of communication between them and others in the online community (Kim et al.,
2010). Consumers can broadcast messages to a large number of people, view and
respond at anytime to the messages posted by others. It consists of offline friends who
are members of the site, new online friends or online groups that the consumers join

(Randerson, 2007).
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Consumers can also view at anytime the content that online friends, groups and other
consumers post, and receive updates to the status and activities of their friends and
groups. Although some of the contents and updates are irrelevant to some consumers,
some can be helpful and interesting. It appears that many consumers have become
addicted to this new mode of communication (Stone, 2009). Cohen (2009) predicts that
the consumer motivation to use social media is for self-promotion where through
communication they sustain their visibility with others. Therefore, social media is used

as a new means of communication.

ii. Social Media as a New Source of Knowledge

Social media is about UGC. UGC has enabled social media to become a new source of
collective knowledge, and, sometimes, beyond the knowledge sources that the Internet
search engines can give. UGC includes photos, videos, music, blogs, comments and so
forth. Social media users engage in one-on-one or one-to-many conversation with other
online networks in order to seek or give answers to specific questions of importance to

them (Kim et al., 2010). Therefore, social media benefits as a new source of knowledge.

iii. Online Communities Participation

In essence, social media is an online community that gives the consumer the
opportunity to interact with a large number of people, keeping up with the world,
receiving help and occasionally helping others (Kim et al., 2010). Clifford (2009)
reports that many older people, who are dying of boredom, have found a reason to keep
going from the social media site. It enables them to join existing groups or start a new
group, which ever suits their liking. The existing groups include those that the sites
provide and those that members start. The groups that the sites provide are based on a

small number of natural attributes of the members. The groups that members start are
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usually based on interest, hobby and cause. The social media users can interact with lots
of people in the group that help one another to get information, advice and extend

personal networks (Zezima, 2007).

Iv. Social Media as a New Source of Entertainment

Another use and benefit of social media is entertainment. Entertainment is one of the
motivations that consumers seek for enjoyment, recharging them and for passing their
idle time, hence making social media a new place for entertainment and passing time.
Many consumers have several social media accounts and visit social media sites both
diligently and regularly. They spend time creating and posting contents and comments,
update their personal profiles, and write status updates on the details of their daily lives

for their online networks to read and respond to accordingly (Kim et al., 2010).

V. Social Media as a New Venue for Self-Expression

It appears that a large number of people have had a strong unexpressed desire for self-
expression and desire for self-satisfaction that comes from helping others. There are
three types of opportunity for self-expression online: (i) for people to post content and
update status, (ii) to respond to content, updates posted by others and to participate in
discussion boards, and, lastly, (iii) to reach out and help others online. Many people
post personal photos and detailed updates about their daily lives and thoughts. As a
result of self-expression, they obtain a sense of self-assurance and belonging. Thus, they
reach out to others online, believing that those unseen people whom they have never

met are good people and potential friends (Kim et al., 2010).
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Vi. Online Directories of People

Just as consumers turn to Internet search engines for answers to many questions, they
also turn to the social media to search for anybody who resides anywhere in the world.
This is a natural consequence of the fact that many sites have gathered hundreds of
millions of members. Indeed the number of members of the popular sites are larger than

the populations of many countries (Kim et al., 2010).

In addition to Kim et al.'s (2010) six uses and benefits of social media, Hutton and
Fosdick (2011) view the uses and benefits of social media through the lens of passive to
active behaviour. Passive social media activities include online reading and online
viewing, which typically demand less involvement and cognitive processing than such
active pursuits as writing, creating videos and posting to sites. Consumers are more
likely to be involved in passive rather than in active usage, largely because such
activities demand less conscious effort. Hutton and Fosdick (2011) developed a list of
social media activities ascending from the most favourable to the least favourable, as

listed below in Figure 2.5.

From the explanation, it is noted that social media has a high level of online and offline
integration through which the consumer shows affective engagement through profiles,
links with friends, associations with page, displays interest, likes and dislikes pages and
joins groups. The role of social media as an entertainment source applies as much as it
does to traditional forms of mass media. Hence, it is an interest of this research to
understand the special factors of social media that make consumers adopt this
medium at a faster rate. The next section provides an example of social media that
has successfully changed the entire perspective of the Internet user towards social

media.
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Watch video clips online
| Vigig_ brand website/official company site
| Visit a friend’s social network page
| ‘_ Read blogs/weblogs
|_Manage profile on an existing social network
| Listen to live radio/audio online
l
|
l
|
{

Share a video clip with a friend
Create a pro?ile on a new social network
Leave a comment on a blog site
Start a topic on a message board/forum
Upload photos to photo sharing website

(Source: Hutton & Fosdick, 2011)

Figure 2.5: Social Media Activities in Ascending Order

2.4 The Facebook Phenomena

Facebook was founded in February 2004 on the premise of sharing information through
a social graph, which is also known as the digital mapping of people’s real-world
connections. It was developed as a tool to connect the university students of Harvard
University (Valenzuela et al., 2009). It then changed to become a social networking site
that utilizes people’s interest. It helps people communicate with friends, family and co-
workers more efficiently. It has become the second most-trafficked site in the world,
with over 80 million active users (Associated Press, 2012). Table 2.2 illustrates the

growth of active Facebook users from 2004 to 2012.
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Table 2.2: Growth of Active Facebook Active Users from 2004 — 2012

Year Active Users
End of 2004 1 million
End of 2005 5.5 million
End of 2006 12 million
End of 2007 50 million
End of 2008 100 million
End of 2009 350 million
End of 2010 608 million
End of 2011 845 million
September 2012 1.01 billion

(Source: Associated Press, 2012)

Due to the popularity of Facebook and its fast growth in terms of usage and revenue,
Microsoft agreed to pay Facebook $240 million in October 2007 for 1.6 per cent of the
company’s share, placing the total value of Facebook at $15 billion (Stone, 2007). In
2010, Facebook shares surpassed Google to become the most popular site on the
Internet for the first time (Mui & Whoriskey, 2010). In terms of the social media share
of visits, Facebook had 62.7% of the market share in the United States by February
2011, which denotes a high share in the history of Internet acceptance (Experian
Hitwise, 2012). Figure 2.6 depicts the top ten social networking websites by the US

market share.
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Figure 2.6: Top 10 Social Networking Sites by US Market Share of Visits (%0) in
June 2012

Based on Figure 2.7, it can be seen that Facebook reached the historic milestone of 500
million users by June 2012. According to Blodget (2012), as of early 2012, Facebook
was worth around $75 billion. This shows the increase in Facebook users from
December 2004 until 2008 as being around 100 million. However, since that point it
fluctuated until the end of 2011, Facebook users were expected to reach or exceed one

billion in the near future (Alisanne, 2012).
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Figure 2.7: Facebook Users in Millions from December 2004 until September 2011

In addition, Figure 2.8 illustrates the top ten most socially devoted countries on
Facebook, in which Malaysia is ranked tenth. According to Socialbakers (2012),
Facebook penetration in Malaysia is noted at 47.61% compared to the country’s
population of Internet users at 84.19%. The total number of Facebook users in Malaysia

has reached 13,461,860, having grown from 13,046,720 in the last six months.
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Figure 2.8: Top Ten Most Devoted Countries on Facebook

Based on these statistical elaborations, it is presumed that the social media phenomenon
is not new in Malaysia. Among all the social media, Facebook has been the gem of all
social networking sites due to the fact that Facebook has a simple navigation that gives
users easy access to its core functions and applications. Facebook designs its social
media features in a simple manner, which utilises every function and application that
helps to tap on the connectivity aspects, hence strengthening the ease of use of
Facebook even for the technology laggard (Baines, Fill & Page, 2010). Furthermore,

Facebook recognised the importance of social connectivity and UGC, which led to the
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success of its social media e-business model (Park, Kee & Valenzuela, 2009;

Valenzuela et al., 2009; Smock et al., 2011).

Overall, the existence of social media gives value to the consumers. This value
encourages consumers to adopt and use Facebook. In order for the marketer to succeed
in social media marketing, they should establish a strategy that offers solutions to
overcome social media barriers by utilising the UGC feature and social interaction.
Therefore, this study aims to provide significant suggestions to practitioners based on
the findings gathered from the behavioural aspect of consumers. This would provide
a useful guide for marketers to enhance their social media marketing strategies. A

detailed discussion of these suggestions will be presented in the final chapter.
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2.5 Chapter Summary

This chapter presents an overview of the study context. This has been approached by
spelling out the historic development of social media from the Internet to the recent
social media phenomenon that is Facebook. The principle topics that have emerged
from the discussion are the importance, functions, benefits and uses of social media to
the consumer, which attempt to provide a better understanding of consumer propensity
towards adopting this medium that will also help to answer the descriptive analysis of

this study in Chapter Six.

From this part of the review, it shows that social media is the most dynamic and fastest
growing online media. It is noted that the change in attitude and values towards the
revolution of Web 2.0 led to a change in the overall needs of the consumer towards the
social media. This indicates the shift in user engagement and involvement with
technology and online communities in that a new relationship between the consumer

and technology has been established.

This part of the review also noted that little research has been conducted to look at the
impact of social media innovation and its influence on consumers, which can be used to
answer the S-shape graph of social media. Although this phenomenon has led marketers
to move into social media marketing, not many companies have succeeded in this
exercise due to the fact that they have little insight into what makes consumers adopt

social media.

With regards to discussing this part of the review, the current study attempts to

examine consumers’ adoption of social media in one holistic conceptual framework

57



that takes into account the element of behaviour and attitude towards media usage
and technology innovation. Building upon this background, the subsequent section
will provide an explanation on consumer media adoption by stressing the needs,
motivation and technology innovation. The next chapter will present a literature
review on consumer behavioural theory and the conceptualisation of the key

constructs examined in the study.
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Chapter Three
LITERATURE REVIEW

3.1 Introduction

The previous chapter introduced an overview of social media, which focused on the
emergence of social media that existed through Web 2.0 via the Internet platform, and
its principal characteristics. Consumer acceptance of social media and technology is a
wide subject area with various behavioural aspects involved that affects the consumer
adoption rate. Consumer adoption decisions towards media can be varied as there are

obvious differences between offline and online media.

Accordingly, this chapter reviews the theoretical understanding of consumer
behavioural aspects towards social media. It provides a comprehensive review of these
phenomena and thereby evaluates the contributions of existing studies relating to media
adoption. Emphasis is given to consumer behaviour and attitude formation, which lead
to the establishment of need and motivation. Based on this, various underlying reasons
for media adoption are explored with a focus on media needs and technology
innovation. The review of the literature presents parameters based on past research
findings that explain the dimensions of media needs, which are gathered from different
types of media and are used to examine social media needs as well as their relation to
technology innovation, which is proposed as a contributing element to the rapid speed

of social media adoption.

As shown in the thesis structure mapping, this chapter is divided into four parts. The

first part presents a review of the theoretical background of consumer attitude
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formation, which is presumed necessary to understand how consumers change their
media consumption attitude from media to media; the second part presents the
theoretical background to the media needs and uses of the consumer, and the third part
presents the technology innovation factor, which is presumed to drive the speed of
adoption. In this chapter, Part 1l and Part 11l form the basis of the model development,
which focuses on the relevant concepts and theories that are pertinent to the research
constructs (i.e. Consumer Media Needs and Social Media Innovation Characteristics).
The final part concludes all of these adoption drivers (or constructs) into a model and

highlights the theoretical and literature gaps.
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PART I: CONSUMER ATTITUDE AND MOTIVATION

3.2 Formation of Attitude, Belief and Behavioural Change

The existing theory of attitude provides guidelines to describe and understand how
consumers develop attitude towards media and technology innovation. The attitude
theory attempts to explain the formation of attitude, which leads to belief and
behavioural response, hence, needs to be revisited in Part 1. The best way to begin is to
provide a brief sketch concerning how scholars have come to understand the
behavioural aspects of the consumer. This understanding is later used as a foundation to

draw the research model.

I. Attitude and Belief

The study of attitude has come a long way in the discipline of social sciences, generally,
and consumer behaviour, particularly. It was noted back in 1935 when Gordon Allport
reported that attitude is a learned predisposition in response to an object or class of
objects in a consistently favourable or unfavourable manner. At this early stage of the
attitude review, Allport asserts that the conception of attitude does not result in
behavioural prediction but works as two main components for a person to establish
behaviour in which attitude works as (i) human predisposition towards an object
whether or not the liking exists and (ii) belief. With these two components (i.e. object

and belief) a set of behaviours is established (Allport, 1967).

In conjunction with Allport’s report, Doob (1947) counter argues by stressing that there
is more than one relationship between attitude and behaviour. According to Doob,

attitude is a predisposition to response, also known as learnt mediating response (rg).

61



Human attitude is developed by an appropriate predisposition towards a given object.
When attitude is learned, humans also learn to respond to it. In his study, he found that
there is no innate relationship between the attitude and behaviour in that the attitude

needs to be learnt in order to perform a set of behavioural responses.

From these derivations, Katz (1960) concludes and describes attitude as having three
components: (i) affective component, which explains about liking or feeling for an
object, (ii) cognitive component, which explains about the beliefs for an object, and (iii)
behavioural component, which explains about action towards the object. Hence, attitude
iIs summarised as the evaluation of the object towards which the attitude is held. The
evaluation of being favourable or unfavourable towards the object lies at the core of the
attitude formation. Katz (1960), and Olson & Maio (2003) explain that while all attitude
formations should include beliefs, not all beliefs are a form of attitude. Therefore, when
attitudes are organised in a hierarchical structure, it should include value systems as part

of the process.

In this respect, Fishbein and Ajzen (1975) add further on the study of attitude by
asserting that in order for the formation and change of attitude to take place, the belief
formation process also has to be examined. Belief refers to a person’s subjective
probability judgments concerning discriminable aspects of the individual. It deals with
an individual’s understanding about himself and his environment. Belief works as a
subjective probability of a relation between the object of the belief and other projected
values, concepts or attributes. This explanation implies that belief formation is involved
in the establishment of a link between two aspects: (i) the source of information in
relation to an individual’s observations and (ii) the perception on any given object to

have certain attributes of an individual’s world. Therefore, they conclude that many
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human beliefs are formed either on the basis of direct experience with the object of the

belief or by some inference process.

However, Fishbein and Ajzen (1975) also refer to attitude as a person’s location on a
bipolar evaluative or affective dimension with respect to object, action or event that he
or she encounters. It represents a person’s general feeling of favourableness or
unfavourableness towards the stimuli (i.e. object). In this sense, attitudes usually have
values and utility for the person who holds them, and they are often tied to the person’s

ego or sense of identity.

From the understanding of the above-mentioned earlier study of attitude, it is noted that
human attitude is stable over time. However, it exhibits changes due to the degree of
stimulation received from time to time. Thereby, based on this, the fundamental of this
research assumes that consumer attitude towards the media is stable; however, it is
modified over time as new media (i.e. social media) and innovation comes in. It
appears impossible to obtain a general attitude and beliefs for consumer behaviour
towards media because the attitude and beliefs vary from person to person based on
the number of salient beliefs the media holds. As for the present research, the
understanding on human attitude, belief and behavioural changes provide the
foundation on understanding the driver (i.e. the dimension) that pushes attitude
change towards social media (which, in attitude study, is referred to as the object of
reference). It is noted that for the consumer to adopt media it depends on the degree
of stimulation the media has towards the consumer creating a favourable or

unfavourable response towards it.
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ii. Behavioural Changes

It is also noted from Fishbein and Ajzen, (1975), Rosenberg and Hovland (1960),
Haddock and Zanna (1999), and Olson and Maio (2003) that when studying the
dimensions of attitudes, the distinctions between beliefs, feelings, attitudes and value
systems should be investigated together. The intensity of attitude explains the strength
of the affective component whereby the beliefs explain the strength of the cognitive
component. The intensity of attitude therefore suggests two dimensions: (i) the
specificity or generality of the attitude and (ii) the degree of differentiation of the
beliefs. Differentiation refers to the number of beliefs of cognitive items contained in
the attitude that assumes that the simpler the attitude in cognitive structure the easier it

is to change.

Attempts have been made to change attitude by working primarily on the belief
component or on the feeling or affective components. Rosenberg (1960) theorises that
an affective change in one component of attitude will result in changes in the other
component of attitude. The changes are driven by the motivation that leads to the

formation of the attitude and belief.

Furthermore, Katz (1960) explains that in early mass communication studies, attitude
has a different motivational basis from person-to-person. It is conjectured that human
beings are rational and irrational at the same time depending on the situation and the
motivation they have. Therefore, when attitude formation and change functions differ,

so will the conditions and the techniques of attitude alter.
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Table 3.1: Function of Attitude

Function Origin & Dynamics Arousal Conditions Change Conditions
Adjustment e Utility of e Activation of needs Need deprivation
attitudinal object e Salience of cues Creation of new
in need associated with needs and new levels
satisfaction. need satisfaction of aspiration
Maximizing Shifting rewards and
external rewards punishments
and  minimizing Emphasis on new and
punishments better paths for need
satisfaction
Ego e Protecting against e Posing of threats Removal of threats
Defence internal conflicts e Appeals to hatred Catharsis
and external and repressed Development of self-
dangers impulses insight
e Rise in frustrations
e Use of authoritarian
suggestions
Value e Maintaining self- e Salience of cues Some  degree  of
Expression identity, associated with dissatisfaction ~ with
enhancing values self
favourable self- e Appeals to Greater
image, self- individual to appropriateness  of
expression  and reassert self-image new attitude for the
self- e Ambiguities  that  self
determination threaten self- e Control  of  all
concept environmental
support to undermine
old values
Knowledge e Need for e Reinstatement  of Ambiguity created by
understanding for cues associated new information or
meaningful with old problem or change in
cognitive of old problem environment
organisation, for itself More meaningful
consistency and information about
clarity problems

(Source: Katz, 1960)

In addition, Severin and Tankard (2010) used Katz's (1960) study to understand the

functional approach of attitude that explains human motivation, which is presumed in

this research as the driver that has some degree of impact on the speed of social media

adoption. Katz's (1960) study identified four functions of attitude: (i) adjustment, (ii)
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ego-defence, (iii) value expression, and (iv) knowledge, as explained in Table 3.1. The
conclusion that can be made concerning these four functions of attitude with regards to
social media is that consumer attitude towards social media depends on the excitation of
need derived from the affective response and some of the relevant inputs from the
environment (i.e. cognitive response). This notion is supported by Rosenberg and
Hovland (1960), Haddock and Zanna (1999), and Olson and Maio (2003), who
postulate the conditions conducive to attitude and explain the expression of an old
attitude entrenched within the consumer or its anticipated expression that gives
dissatisfaction to the consumer relating to the state of need; hence, attitude arousal or

change may occur. This will be reviewed further in Part I11.

In understanding attitude, belief and behavioural response, it is evident that attitude
change relies on the consequences derived from belief systems and general behaviour
of intentions that are used to change the attitude. Hence, this study aims to
understand attitude change towards social media with considerable generalisation in

the organisation of the individual’s beliefs and values.

3.2.1 Theories Related to Attitude, Belief and Behavioural Response

Based on the presented study of attitude, here in this section, the subject is reviewed
according to the prominent theory that is widely used by many behavioural studies to
understand consumer attitude. These theories are used to analyse and draw theoretical
research frameworks where they are used as a foundation to understand consumer

attitude and behaviour towards social media.
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In doing so, focus is given on specifying the composition of an attitude that explains or
predicts the behaviour of consumers towards social media. The theories relating to the
formation of attitude, belief and behavioural response are explained by the Theory of
Reasoned Action (Fishbein & Ajzen, 1975), Theory of Planned Behaviour (Ajzen,
1985, 1991), Theory of Technology Acceptance Model (Davis, 1989), Unified Theory
of Acceptance and Use of Technology (Venkatesh et al., 2003) and Behavioural

Reasoning Theory (Westaby, 2005), as below.

3.2.1.1 Theory of Reasoned Action

The Theory of Reasoned Action (TRA) was developed by Fishbein and Ajzen (1975) to
provide a framework that relates behaviour with intention as an antecedent. According
to Hale, Householder, and Greene (2003), the TRA derived from frustration over
traditional attitude-behaviour research, which was found to have weak correlations

between attitude measures and performance of volitional behaviour.

As explained in Section 3.2, attitude refers to the overall evaluation towards the
performance of a particular behaviour. The TRA is known to predict behavioural
intention, spanning predictions of attitude and predictions of behaviour. The separation
of behavioural intention from behaviour allows for the explanation of the limiting
factors on attitudinal influence. The TRA posits that the conduct of behaviour is the

outcome of an individual’s intention to perform the behaviour.

The foundation of the TRA framework is based on the distinction between beliefs,
attitudes, intentions, and behaviours. The more favourable the individual’s evaluation

towards the behaviour, the more likely it is to positively influence the intention to
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perform the behaviour. In turn, intention is determined by two factors: (i) individual’s
attitude towards the behaviour and (ii) subjective norms. The TRA highlights the
subjective norms construct that explains a person’s close acquaintance towards a
particular behaviour. These perceptions are assumed to influence an individual’s
intention when performing a particular behaviour. Positive views will have a positive
influence on the intention to perform the behaviour, while negative views act as a

hindrance towards the intention to perform the behaviour.

To put this theory into simple terms, a person’s volitional behaviour is predicted by his
attitude towards the behaviour and how he thinks other people would view them if they
perform the behaviour. A person's attitude is combined with subjective norms to form

behavioural intention.

Sheppard, Hartwick, and Warshaw (1988) argue that the theory has made certain
exceptions for certain situations. The TRA has strong predictive utility that can be used
to investigate the situations and activities pertaining to behaviour formation. However,
further modifications and refinements are unnecessary, especially when the TRA model

is extended to the goal and choice domains.

In agreement with this, Hale et al. (2003) explain the need for certain exceptions of this
theory concerning volitional behaviour. According to Hale, volitional behaviour
excludes a wide range of other behaviours, such as those that are spontaneous,
impulsive, habitual, the result of cravings, or simply scripted or mindless. These
behaviours are not included in TRA because they are not voluntary in nature or because

engaging in these behaviours might not involve conscious decision.
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Due to the limitations highlighted in respect of the TRA concerning comprehending
attitude and behaviour, the theory was revised and extended by Ajzen himself into the
Theory of Planned Behaviour. According to Olson and Maio (2003), and Schiffman,
Kanuk and Wisenblit (2010), this extension was made to further explain consumers

attitude in carrying out a certain behaviour.

3.2.1.2 Theory of Planned Behaviour

As an extension to the TRA, Ajzen (1985) introduced the Theory of Planned Behaviour
(TPB). In relation to attitude and the subjective norms of the TRA, a third antecedent
called perceived behavioural control is added to the TRA model, thus extending it to
become the TPB. This construct refers to a person’s belief as to whether they are able to
perform certain behaviours and the perceived level of effort required to execute it. The
higher a person’s perceived control, the stronger are the intentions to perform the
behaviour. It addresses both internal control, such as person’s skills and abilities, and
external constraints, such as the opportunities and facilities needed to perform a

behaviour.

According to the TPB, actual behaviour is a function of behavioural intention and
perceived behavioural control. Actual behavioural control directly affects the execution
of behaviour. Actual behavioural control reflects the ability of the individual to perform
the behaviour, such as having the resources, skills and opportunity to conduct the
behaviour. Without actual behavioural control, intention alone will not necessarily

transpire into actual behaviour.
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The limitations of the TRA and TPB are that they ignore the effects of human emotions
on behaviour. They are developed based on cognitive processing and the level of
behavioural change. They overlook emotional variables, such as threat, fear, mood and
negative or positive feelings. Therefore, an individual's behavioural intention cannot be
the exclusive determinant of behaviour where an individual's control over the behaviour
is incomplete. By adding perceived behavioural control in the framework, the TPB
explains the relationship between behavioural intention and actual behaviour as well as

the individual's social behaviour by considering "social norms" as an important variable.

These two prominent theories of attitude, i.e. TRA and TPB, are widely used as the
theoretical bases for studying consumer’s adoption of IT systems and the Internet
(George, 2004; Hsu & Lin, 2008; Kamarulzaman, 2011). The TRA and TPB are
conceptualised in Figure 3.1, where the unstriped boxes refer to the TRA and the striped

box refers to TPB.

Attitude Towards Act
or Behaviour \
Subjective Behavioural .
> ) » Behaviour
Norms Intention
Perceived Behavioural /__v ________________ >
Control [~ °7°

(Source: Fishbein & Ajzen, 1975)

Figure 3.1: Theory of Reasoned Action & Theory of Planned Behaviour

As can be noted from this sub-section discussion, the TRA and TPB are used as a
theoretical foundation for this research to understand how consumers develop their

set of behaviours towards social media. The shaded green boxes carry the important
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dimensions that shape the development of the research model, which will be discussed

in Part 1V and further elaborated in Chapter Four.

3.2.1.3 The Technology Acceptance Model

One of the most widely used and referred theories in the context of technology adoption
with regards to attitude and behaviour formation is the Technology Acceptance Model
(TAM), which was proposed by Davis in 1989. Basically, the TAM was derived from
the TRA. Fom the general theory of human behaviour and attitude (TRA), it was then
narrowed down to understand human behaviour and attitude towards technology usage
(TAM). It was the first theory that explained consumer attitude towards technology
usage behaviour (Mathieson, 1991; Venkatesh & Davis, 2000; Hsu & Lin, 2008;

Kamarulzaman, 2011) .

The TAM, as shown in Figure 3.2, posits two specific variables, namely, perceived
usefulness (PU) and perceived ease of use (PEU), which determine the behaviour
towards technology usage, attitude tow