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[bookmark: _Toc511286598]Abstract
This dissertation examines the key drivers of social media adoption by small and medium-sized enterprises (SMEs) in the United Arab Emirates. It also looks at the impact of social media adoption on firm performance. The study used a framework combining technological, organizational and environmental elements affecting the enterprises. All the factors were drawn from previous studies with evidence that they might have an impact on firm adoption of a new technology. The technological factors consisted of relative advantage, complexity, compatibility, trialability, and observability. The organizational factor was represented by firm size and support of top management. The environmental factors were competitive intensity, competitive pressure and the influence of a bandwagon effect. Data were collected from a sampling frame of 1700 small and medium-sized enterprises operating in the United Arab Emirates, via a survey questionnaire through random sampling and 144 usable responses were received. Partial least squares structural equation modelling and multiple regression analysis were used to analyze the data and test the results against the hypotheses. The technology construct was found to have no significant effect on social media adoption, although one element (complexity) was significant. Both organizational and environmental constructs had a significant impact on firm social media adoption. The results also showed, however, that social media adoption had no impact on firm performance. It is suggested that this may be because many of the firms surveyed had adopted social media simply because other firms were doing so, without a clear strategy or purpose. This has implications for social media experts and others interested in accelerating the adoption of social media among small and medium-sized enterprises, as well as for owners and managers in these firms wishing to maximize their return on investment in social media technology.
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This chapter introduces the fundamental elements of this research by highlighting the unresolved key issues in the area, drawing on the literature. It begins by explaining the research scope, which is based on three areas: (i) social media (ii) technology adoption and (iii) the adoption–performance relationship. The background of the study is linked to the research problems and gaps in existing knowledge. This chapter also provides a preview of the theoretical framework of the research, connecting the overall purpose of the study to the research questions, objectives and justification.

The field of social media is relatively new to research and definitions of what constitutes social media are vague (Ainin, Parveen, Moghavvemi, & Jaafar, 2015; Verheyden & Goeman, 2013). Several definitions of social media for various applications and purposes have been provided by different studies (Henderson & Bowley, 2010; Kaplan & Haenlein, 2010; Mangold & Faulds, 2009). This study’s contribution is to differentiate social media technology from other related technology, particularly the ‘offspring’ of Internet communications technology. This research explores the dominant social media applications adopted and used by small and medium-sized enterprises (SMEs), recognizing that a proper understanding of social media tools has yet to be fully achieved (McGowan & McKeown, 2013; Jagongo & Kinyua, 2013). The study also tests arguments by some scholars that the uptake of different social media varies (Durkin, McGowan & McKeown, 2013; Whit, Kenly & Poston, 2016). Barnes and Mattson (2009), for example, identified growth in some technologies (e.g. social networking services, blogging) and declining use of others (e.g. message boards, podcasting).

The widespread global adoption of social media has had a tremendous influence on social interactions between individuals, communities and firms (Thoumrungroje, 2014). Since its inception, social media has taken only a few years to gain the attention of Internet users and business communities, which has in turn led to an increase in its adoption (Kaplan & Haenlein, 2010). The adoption of social media applications by firms, especially SMEs is a relatively recent phenomenon (Rapp, Beitelspacher, Grewal, & Hughes, 2013), so it is essential to understand the factors that contribute to it, as part of the firm’s business model (Dahnil, Marzuki, Langgat & Fabeil, 2014). Unfortunately, there is no sound theoretical foundation that explains the phenomenon (Dahnil et al., 2014; Vásquez & Escamilla, 2014). Esch (2015) argued that social media research has used different models and theories of behavioral change, and it is therefore not clear which factors can be used to study the adoption of social media among firms (Ndekwa & Katunzi, 2016). Porter (1985) argued that using technology is no longer a luxury, but a survival necessity for organizations. A comprehensive literature review in 2016, however, found that no academic studies had examined the rationale for firms’ adoption of social media (Kenly & Poston, 2016). 

Technologies are collections of tools available for use within the business environment and offering unique benefits to the organization that prompt managers to adopt them (Oliveira, Martins & Lisboa, 2011). However, studies have shown that many organizations do not fully understand the purpose or value of social media tools, and this affects their ability to benefit from using them (White et al., 2016). The question is therefore whether organizations are adopting social media applications more as a response to global or industry trends or based on careful integration with their business strategy. 

Finally, there is widespread agreement among marketing experts and social media researchers that social media can deliver value to businesses in general, and specifically to SMEs (Bulearca & Bulearca, 2010; Dubose, 2011; Jagongo & Kinyua, 2013). As a result, there is a stream of academic literature (e.g. Aral, Dellarocas, & Godes, 2013; Kotler, Kartajaya, & Setiawan, 2010; Manyika et al., 2013) that suggests that social media technology will lead to a paradigm change in business and society, with a profound impact on customer behavior, market dynamics, and the competitive situation. Various studies have examined the influence of social media on organizational business performance. These suggest that it has multiple benefits, being associated with growth, enhanced financial profits, digital assets, brand popularity, risk management capabilities, sales performance, marketing, customer relationship management (CRM) and recruitment (Hoffman & Fodor, 2010; Kumar & Mirchandani, 2012; Ray, Riley & Wise, 2010). A recent study by McCann and Barlow (2015) revealed that SMEs are less successful in incorporating social media into their business processes than large organizations, making it more difficult for them to improve business performance. This study revealed that SMEs usually fail to adopt social media fully because of a lack of strategic planning. The gap between basic and advanced adopters of social media is therefore widening, affecting the ability of basic adopters to survive in the long term. Most previous studies of social media adoption have focused on large organizations (Meske & Stieglitz, 2013; Verheyden & Goeman, 2013), so there remains a need to understand the impact of social media adoption on the performance of SMEs.

This research therefore focuses on social media adoption in SMEs and its influence on business performance. It is based on a conceptual framework that incorporates models of the adoption and diffusion of technology with an emphasis on SMEs. There have been studies on these issues before, but most previous studies have attempted to examine either social media adoption decisions or the impact of social media on performance, with few investigating both (Ainin et al., 2015). This research therefore aims to fill a gap in the current understanding of the social media adoption phenomena. It will identify the dominant social media applications adopted, determine the factors influencing adoption and finally identify the influence of social media adoption on organizational performance. The next few sections explain the background of the research in more detail, then discuss the research problems and objectives. 

[bookmark: _Toc511286602][bookmark: _Toc441776853][bookmark: _Toc461120629]Background 
The popularity of social media has captured considerable academic attention, especially over its use and adoption. Social media has enhanced the relationship between consumers and with marketers, resulting in a fragmented market and changes to marketing strategies (Bhagat, Klein & Sharma, 2009; Mangold & Faulds, 2009; Schau, Muniz & Arnould, 2009). Kotler et al. (2010) stated that the profound changes caused by digital technologies such as social media would require a major reconsideration of marketing. Social media has become a popular medium of communication, seen to improve the consumer–marketer relationship because it encourages instantaneous and simultaneous communication (Bhagat et al., 2009; Mangold & Faulds, 2009; Schau et al., 2009). Facebook and Twitter, for example, are social media networks that have seen huge social interaction and been adopted in large numbers by both consumers and organizations (Qualman, 2011). This adoption has caused marketers to turn to social media platforms to extend and expand their marketing mix (Hennig-Thurau, Gwinner, Walsh & Gremler, 2004). 

Technology tends to earn increasing awareness and acceptance among scholars and practitioners when it brings new ways of generating value to businesses and customers (Constantinides & Fountain, 2008; Constantinides, Romero, & Boria 2008; Rapp et al., 2013). Economic experts and academics have realized that social media is likely to be important for the current and future growth of SMEs (Durkin, McGowan & McKeown, 2013; Jagongo & Kinyua, 2013; Wamba & Carter, 2013), because it leverages the issue of “firm size advantage”. It is, therefore, unlike other technologies that are relatively expensive and more technical to acquire or master. Jagongo and Kinyua (2013) argued that there are low barriers to the use of social networking technologies, so small businesses can make use of social media in the same ways as large corporate bodies, without the need for extensive resources. The manner in which society has widely adopted social media, for social as well as business use, has put pressure on organizations to keep abreast of this move, while continuing to explore these technologies’ potential for business value creation. Because of the speed of change in the technology, and the ongoing development of new applications, academic research has been relatively slow in examining the factors that influence social media adoption among organizations and in determining its impact on firm performance (Kietzmann, Hermkens, McCarthy, & Silvestre, 2011). The popularity of these technologies means that research has not yet determined if organizations are increasingly compelled to adopt them simply to follow general trends rather than for clear organizational purposes (Näslund & Newby, 2005). 

These are important issues for investigation because they will reveal the impact of social media technologies on organizations. It is suggested that increased knowledge about what factors influence organizations, particularly SMEs, to adopt social media applications will help managers as well as policy makers to encourage effective adoption of social media applications and to investigate whether organizations reap the benefits promised by these technologies. To date, the empirical findings on this issue are limited. 

[bookmark: _Toc461120630][bookmark: _Toc511286603]Social media in organizations
Social media has become an integral part of everyday life with year-on-year growth in the number of users (Kaplan & Haenlein, 2010). At the time of writing, Facebook had approximately 1.79 billion active members, Twitter approximately 317 million users and LinkedIn approximately 467 million members worldwide (Statista, 2016). Given the explosive growth in social media technologies, there have been a number of definitions put forward for social media, and which technologies can be considered to fall into it. Some scholars have argued that the term social media is rather vague and open to all kinds of technology platforms (Verheyden & Goeman, 2013). Some have defined social media from a technological point of view (Kaplan & Haenlein, 2010), while others have provided definitions based on social types and functions (Safko & Brake, 2009). Some definitions combine both perspectives (Lenhart & Madden, 2007). 

The range of services, technologies and applications that are commonly associated with social media includes social networks, blogs, podcasts, wikis, RSS feeds, forums, media-sharing and social bookmarking (Cook, 2008; Kaplan & Haenlein, 2010; Safko, 2010). The widespread adoption of social media, among both the public and the business community, means that it seems illogical for an organization not to take advantage of the medium. There is a growing view among the business community, especially the SME sector that they “must” engage with social media or risk losing the new opportunities such media may bring (Drury, 2008). Unlike some previous technologies, cost is not an issue that prevents or inhibits the adoption of social media in small firms (Lema & Duréndez, 2007; Premkumar, 2003). 

Each social media application has a unique set of features that affect its adoption by organizations. For example, microblogging is emerging as an efficient tool for connecting organizations and customers (Mangold & Faulds, 2009). Some companies enable customers to provide feedback, suggestions, and criticisms via a blog (Mangold & Faulds, 2009), using the built-in comments feature (Kaplan & Haenlein, 2010). Social networking applications are often used for professional networking and community-building because platform features allow users to find colleagues and professional contacts with similar interests, backgrounds, and expertise (Kaplan & Haenlein, 2010).
[bookmark: _Toc461120631]
Despite the unique features of specific social media applications, previous studies suggest that firms have struggled to determine how to deploy the technology in a marketing-oriented way (McCann & Barlow 2015). This was often because they lacked a clear definition and strategy covering the purpose of the technology adoption. According to Näslund and Newby (2005), many businesses implement new technology because everybody else in the market is doing so. As a result of this lack of clear motivation, many such adoption projects fail. This study suggests that there should be a clear definition and purpose for any social media adoption before the project is started.

It is therefore suggested that sufficient knowledge about the definition of social media, and the purpose or strategy in using it, is important to determine effective adoption and use of specific social media applications. To date, the empirical findings on this are limited (Dahnil et al., 2014; Vásquez & Escamilla, 2014).This research therefore considers the purpose of adopting and using social media.

[bookmark: _Toc511286604]Social media adoption factors
The aim of this research is to investigate what influences SMEs to acquire or adopt social media and the factors surrounding the process. It addresses the current deficit in the literature on social media adoption within SMEs. With its rapid development, technology adoption practice has outpaced academic research (Kietzmann et al., 2011), and there is a shortage of understanding about the factors that influence social media adoption in organizations. 

There is a large body of literature covering different perspectives on factors that affect the technology adoption process in organizations. In recent years, however, the vast majority of innovation diffusion studies have focused on the adoption of product technologies, such as mobile phones (Roach, 2009), mobile gaming (Kleijnen, De Ruyter & Wetzels, 2004), the Internet as a communication channel (Lin & Yu, 2006) and mobile Internet services (Pedersen, 2005). Only a few studies have concentrated on the adoption of new media, and particularly social media (see Cheung, Chiu & Lee, 2010; Fischer & Reuber, 2011; Shin, 2010). This research therefore conceptualizes social media as an innovation, distinguished from other online media communications.

There are numerous theoretical frameworks which may be applicable to the study and understanding of social media adoption. Among the most prominent are the Diffusion of Innovation (DOI) theory (Rogers, 2003), the Technology Acceptance Model (TAM) (Davis, 1989) and the Unified Theory of Acceptance and Use of Technology (UTAUT) (Venkatesh, Thong, & Xu, 2012). Another theory, from Tornatzky and Fleischer (1990), is the technology–organization–environment (TOE) framework. This framework has been used and validated in many firms with diverse technology innovations and various contexts (Ahmad, Abu Bakar, Faziharudean, & Mohamad Zaki, 2015). The literature provides a few social media adoption framework focused on SMEs (Ainin et al., 2015; Omosigho & Abeysinghe, 2012), and this study therefore proposes a framework for SMEs that is largely based on the TOE framework, but draws on others as well. It is suggested that to understand the overall concept of social media adoption in SMEs, technological, organizational and environmental factors should be further correlated with social media applications, so that an holistic social media adoption framework can be built.

[bookmark: _Toc511286605]Effects of social media
Many scholars have attempted to examine the impact of social media adoption on organizational performance (e.g., Ainin et al., 2015; Smith, 2009; Wu, 2011). Smith (2009) established that there was a relationship between social media adoption and firm performance by linking human resource practices to firm performance through organizational climate and knowledge-sharing. The findings showed that social media use was correlated with organizational culture and climate and could be a source of improved firm performance, innovation, and recruitment and retention of talented people. 

Wu (2011) predicted that social media would have a positive effect on firm performance and layoffs. This assumption was validated empirically by collecting data from 8,037 employees globally, with a positive correlation found between social media adoption and firm business performance. Smith (2009) made a similar attempt to examine the impact of social media adoption on SME performance. The results reflected a high level of awareness among entrepreneurs and business owners that social media is playing a growing role in organizational learning and improved productivity. Some of the key benefits found included increased speed of information dissemination, improved collaboration, reduced costs, increased sharing of best practices, and improved learner-user performance.

Despite the many benefits reported by previous studies, Schaffer (2013) argued that many organizations adopting social media seemed limited in their ability to respond effectively in an environment where consumers speak freely to a potentially global audience. This leads to a limited understanding of the potential that these platforms can offer to SMEs. As social media use is a relatively recent phenomenon, it is still uncertain how the technology provides value for organizations, reflected in performance. The newness of the technology and the nuances of effectiveness measures make it very challenging for small businesses to gain clear insights (Broekemier, Chau & Seshadri, 2015). Although some studies have identified social media adoption as an important factor that can affect organizational performance, there remains a need for improved efforts to explore the impact of this technology on SMEs, to close the theory–practice gap, and in doing so, to support SMEs to better manage key stakeholder relationships, in particular with customers.

[bookmark: _Toc461120633][bookmark: _Toc511286606][bookmark: _Toc441776854]Problem statement 
In a rapidly-changing global economy, adoption of technology is the backbone of most successful organizations, particularly SMEs (Porter, 1985). Social media, which is an innovation of information systems technology, is an effective business channel that has revolutionized the way that organizations do business (Drury, 2008). Despite its modest start as a driver of business performance (Smits & Mogos, 2013) and financial growth (Ray et al., 2010), many organizations have adopted social media as part of their business strategy (Wilson, Gosling & Graham, 2012). In a study by Stelzner (2016), 90% of the companies surveyed stated that social media sites were important to their businesses. An earlier study (Stelzner, 2011) found that the number of marketers using social media had grown from 31% in 2010 to 50% by 2011. In a study by the University of Maryland, 69% of SMEs reported receiving customer recommendations through Facebook (Keith, 2011). This high number makes it critical to explore how social media channels are used and incorporated into marketing activities in firms (Broekemier et al., 2015).

There is evidence that SMEs are increasingly turning to social media for various purposes. More studies, however, are needed to determine the purpose and success rate of social media adoption, because social media marketing is still a relatively new concept for SMEs (Chmielecki, 2014; McLaughlin, 2014). MacKenzie (2011) argued that no academic studies have examined the rationale for organizational adoption of social media. Various scholars have claimed that social media has been adopted widely by many businesses, but the full implications of social media adoption have not yet been explained by technology and communication researchers, because organizational adoption is outpacing empirical understanding of the actual use of these new tools and why they may change business processes (Durkin et al., 2013; Lundahl, 2013). The literature shows that despite information technology’s significant contributions to business, there are a large number of unsuccessful information technology implementations in SMEs and the rate of adoption of new IT is very slow (Acar, Kocak, Sey & Arditi, 2005; Mole, Ghobadian, O’Regan & Liu, 2004; Southern & Tilley, 2000).

It is therefore pertinent to determine the factors that influence organizations, particularly SMEs, to adopt social media applications. Several authors have highlighted the fact that very few studies have concentrated on the adoption of social media (see Cheung et al., 2010; Fischer 2011 & Reuber; Shin, 2010). The bulk of studies on social media adoption have concentrated on large organizations (Verheyden & Goeman, 2013). Peris, Blinn, Nüttgens, Lindermann and von Kortzfleisch (2013) argued that academic research on the acceptance of Web 2.0 and social media across companies, and especially SME networks, has so far not been considered. Web 2.0 is a phrase used to describe the second stage of the development of the Internet, characterized by the growth of networked communication applications like Twitter, YouTube, and Facebook, which enable customers to communicate with businesses and other stakeholders, creating a rich user experience for all (Potnis & Deosthali, 2014). Several studies have attempted to monitor social media activities in the UAE (see, for example, Al-badi, 2014; Al Tenaiji & Cader, 2010), but studies on social media adoption in SMEs in the UAE are limited. McLaughlin (2014) found that there has been little cross-national research on social media because of the complexity of data collection techniques, especially for large scale data collection. Understanding of why SMEs adopt such technologies is sparse, both because of the unique qualities of these organizations, and also the lack of organizational-level research (Nah & Saxton, 2013). Most studies on the adoption of social media in the UAE have focused on individual users, large corporations, or government (Al-badi, 2014; Al Tenaiji & Cader, 2010).

It is therefore clear that a study on social media adoption factors in SMEs in the UAE will add to the literature. The issue becomes more significant because most previous social media adoption studies in the UAE have focused on the end users of social media, paying little attention to the factors that influence the adoption process in SMEs. Numerous reports have also indicated that despite efforts by the government to encourage the adoption of IT innovations, social media use is still below the level expected (Fatairy, 2013). As the nature of social media is personalized to the target customer and not global in nature (Okazaki & Taylor, 2013), regional research is warranted. This research therefore aims to fill this gap by identifying and explaining the factors that influence the adoption of social media among SMEs in the UAE. The findings will provide valuable insights into social media use by organizations as well as their motivation for adoption or non-adoption. Without an understanding of these factors, the government is unlikely to develop successful adoption policies.

Many previous studies have indicated that organizations adopt new technologies as a response to trends (Basaglia, Caporarello, Magni & Pennarola, 2009; Currie, 2004; Lai, Wong and Cheng, 2006; Teo, Wei & Benbasat, 2003). External pressures can therefore strongly influence contemporary business practice. Rasiah (2006) argued that these pressures on SMEs to use social media are particularly intense. This raises the question of how organizations can justify their rationale for adopting social media from a bottom line perspective, when they may be driven by powerful trends in technology adoption. Studies have increasingly looked to the institutional environment to explain why organizations continue to adopt new technologies, given a lack of empirical evidence that affirms the economic viability of technology adoption for organizations (Orlikowski & Barley, 2001). In one study, a third of respondents felt they were still waiting for their social media efforts to provide any measureable benefits (Culnan, McHugh & Zubillaga, 2010). This study therefore examines whether organizations are adopting social media applications more as a response to wider social and environmental pressures, or as a deliberate policy with defined and planned benefits.

In explaining the phenomenon affecting adoption of new technology, there are substantial theories and models on individuals’ adoption, acceptance, and use of new technologies, including the Unified Theory of Acceptance and Use of Technology (Venkatesh, Morris, Davis & Davis, 2003), the Technology Acceptance Model (e.g., Davis, 1989), the Diffusion of Innovation theory (e.g., Rogers, 1995; Vishwanath & Goldhaber, 2003); and the process framework (Tang & Ang, 2002). Such individual-level approaches are more useful for explaining individual preferences for one technology over another than institutional adoption of technology. 

Social media may be different from previous technology in ways that render existing theoretical approaches less relevant. For instance, budgetary constraints have previously been identified as the key factor affecting information technology adoption in SMEs (Hackler & Saxton, 2007). This might not be relevant for social media technology. Esch (2015) argued that social marketing research has used different models and theories of behavior change, and it is not clear which factors are relevant in the study of adoption of social media among SMEs. McLaughlin (2014) argued that even though there is a significant interest in social media in organizations, there is very little research specifically on the adoption process or providing related technology adoption theories. Given the lack of appropriate theories, this study weaves together elements of the organizational-level literature into a comprehensive explanatory model which will be used to explore the determinants of social media adoption in SMEs. Specifically, it combines the technology–organization–environment (TOE) framework (Tornatzky & Fleischer, 1990) with other theories to provide a rigorous framework. 
	
Finally, the general problem addressed by social media studies conducted within the UAE has been that most SMEs tend to adopt social media at a basic level, but do not incorporate it into their business strategies (Fatairy, 2013). This reduces its likely benefits. On the same note, there is little evidence of SMEs adopting a strategic or systematic approach to their use and measurement of social media (Nah & Saxton, 2013). Although SMEs believe that social media can provide business benefits, they do not have evidence and are not fully aware of the extent (if any) of the benefit. Some studies have therefore stated that there is no significant relation between IT investment and organizational performance (Liao, 1996). Fitzgerald, Krushwitz, Bonnet and Welch (2014) stated that only a minority of organizations have developed the technology and management skills to realize the full potential of social media. SMEs may not be fully utilizing social media and its benefits (Durkin et al., 2013). The final aim of this study is therefore to measure the impact of social media adoption on firm performance. 

This study covers three general research questions that provide a roadmap for the research (see Table 1.1):
(a) What are the factors that influence firm strategies in adopting social media in SMEs? 
(b) What is the influence of firm strategy on social media adoption in SMEs?
(c) What is the influence of firm social media adoption on business performance in SMEs?

[bookmark: _Toc496080436][bookmark: _Toc453751836][bookmark: _Toc453751804]Table 1.1 
[bookmark: _Toc496080437]Research questions, objectives and research hypotheses
	Research Question
	Research Objectives
	Research Hypotheses

	What are the factors that influence firm strategies in adopting social media in SMEs?
	To determine the factors that influence firm strategies in SMEs adopting social media in the UAE, using the technology–organization–environment framework.

	H1: Technological context has a positive effect on SME social media adoption through firm business strategy

H1 (a): The relative advantage of the technology has a positive influence on SME social media adoption through firm business strategy.

H1 (b): The compatibility of the technology has a positive influence on SME social media adoption through firm business strategy.

H1 (c): The complexity of the technology has a negative influence on SME social media adoption through firm business strategy.

H1 (d): The technology’s trialability has a positive influence on SME social media adoption through firm business strategy.

H1 (e): The technology’s observability has a positive influence on SME social media adoption through firm business strategy.

H2: Organizational context has a positive influence on SME social media adoption through firm business strategy.

H2 (a): Support from the firm’s management has a positive influence on SME social media adoption through firm business strategy.

H2 (b): Firm size has a positive influence on SME social media adoption through firm business strategy.

H3: Environmental context has a positive effect on SME social media adoption through firm business strategy.

H3 (a): Competitive intensity has a positive influence on SME social media adoption through firm business strategy.

H3 (b): Competitive pressure has a positive influence on SME social media adoption through firm business strategy.

H3 (c): Bandwagon pressure has a positive influence on SME social media adoption through firm business strategy.

	What is the influence of firm strategy on social media adoption in SMEs?
	To investigate the influence of organizational strategy on SMEs’ adoption of social media
	H4: SMEs’ business strategy has a mediating influence on social media adoption

	What is the influence of firm social media adoption on business performance in SMEs?
	To get a deep insight into the influence of social media on SMEs’ business performance
	H5: SMEs’ social media adoption has a positive influence on firm business performance.




[bookmark: _Toc461120634][bookmark: _Toc511286607]Significance of the study
There is a need for research in this area since social media adoption by companies or businesses is a relatively recent phenomenon (Rapp et al., 2013). Researchers generally expect that the trend towards increasing use of social media will continue (Barnes, 2010; Harris & Rae, 2009; Weinberg & Pehlivan, 2011). Some even expect companies to use social media as their preferred way to communicate with customers (Baird & Parasnis, 2011). There is, however, a shortage of studies involving SMEs in general and in the UAE in particular. This study responds to the call for studies on SMEs (e.g. Peris et al., 2013; Verheyden & Goeman, 2013) and research focusing on a region (Okazaki & Taylor 2013). Secondly, this study focuses specifically on SMEs. It develops a framework to help firms to plan how they use and measure social media, and therefore be more strategic about its adoption. SMEs are under increasing pressure to use technology more effectively (Montazemi, 2006) and it is therefore increasingly important for them to use social media optimally. With more detailed planning of the use, implementation and measurement of social media (Bernoff & Li, 2008; Constantinides et al., 2009; Nair, 2011; Sexsmith & Angel, 2011; Stockdale, Ahmed & Scheepers, 2012), SMEs could use this technology more effectively and be more confident that the effort expended is worthwhile and effective. By improving understanding of the factors that influence the adoption and frequency of use of social media in SMEs, the findings will assist marketers in selecting appropriate social media applications and deciding how best to structure their social media content (Sago, 2013).

The findings may also benefit government agencies that intend to increase the level of social media awareness among SMEs in the UAE, by providing insight into the practices required to increase the number of SMEs adopting social media. Finally, previous studies on social media have focused on either the factors influencing use (Akar & Topcu, 2011; Sin, Nor & Al-Agaga, 2012), types of use (Bonsón & Ratkai, 2013; Sarosa, 2012; Wong, 2012) or impact of use (Karpinski, Kirschner, Ozer, Mellott, & Ochwo, 2013). This study combines all three elements. The answers to the research questions will add to the existing literature by filling in gaps in the research on social media adoption in developing countries. The study responds to the request from social media scholars to explore the impact of new technologies on SMEs, to close the theory–practice gap, and in so doing, to support SMEs to better manage key stakeholder relationships, particularly with customers.

[bookmark: _Toc453749549][bookmark: _Toc438502678][bookmark: _Toc461120635][bookmark: _Toc511286608]Research program
To fit the purpose of this study, the research program was divided into four steps (see Figure 1.1).


Figure 1.1 
Outline of the research plan







Step 4
Conclusion and Recommendations

 Step 1
Literature review

Step 2
Main Study

Step 3
Conceptual model

Method
· A review of definitions & development of social media 
· A review of functions of social media in business
· A review of dominat theories in social media.
· Development of the theoretical framework business performance 

· Conduct a survey using random sampling of 1700 UAE-based SMEs
· Presentation of results
· Statistical analysis via PLS to validate the model inferred from literature review
· Further analysis of relationships among observed and latent variables

Synthesis of data collection from survey

Program
· Establishing a problem statement, research objectives, research question, and research hypotheses
· Adopting a conceptual framework of the relationship between contributing variables 
· Development of a methodology including sampling method and list of statistical analyses to run to achieve the desired information
· Adopting a conceptual framework to determine factors influencing social media adoption for SMEs in the UAE
· Assess the validity of the factors contributing to social media adoption
· Assess the validity of the model developed
· Detailed analysis of the relationship between all identified variables
· Conduct a descriptive & indepth analysis
· Explore the various social media applications and the SMEs’ perceptions and expectations of their usage outcome. 
· Identifying the impact of adopting social media on SMEs’ business performance

 j
· 
Adopting a conceptual model of factors influencing social media adoption in SMEs in the UAE, and its impact on business performance

Outcome




[bookmark: _Toc441776856][bookmark: _Toc461120636][bookmark: _Toc511286609]Outline of the dissertation
This dissertation contains five chapters; of which this is the first. The remaining chapters cover:

Chapter 2: Literature Review
This chapter starts with a definition of SMEs and moves on to an extensive literature review on the definition and development of social media. It reviews and comments on several social media adoption studies by different researchers, and explores prominent theories about social media adoption. This chapter is important because it gives readers information about social media, and outlines previous studies and findings as well as the theoretical background. At the end of each section on the research constructs, a hypothesis is proposed for the relationship. Finally, the chapter ends by proposing a research framework and the related hypotheses developed from previous literature and theories, which will enable the study to meet its objectives.

Chapter 3: Research Methodology
This chapter details the operationalization of variables, justifies research methodologies and selection of data sources, and discusses sampling procedures and data collection methods. It explains the questionnaire structure and data collection process, followed by the data validation and analysis techniques. This chapter outlines the whole research design process, leading to the data analysis phase.

Chapter 4: Findings
This chapter details the data analyses and findings. Tables and charts are used to illustrate the findings, linked to the study scope and objectives. Appropriate descriptive and inferential analyses are used to determine the factors that influence firms’ adoption of social media and its impact on performance. Descriptive statistics are used to explain the types of social media applications adopted by companies and the influence of firm strategies on performance and types of social media adoption. The findings from partial least squares-SEM illustrate the relationships between the factors, based on the suggested theoretical framework. Finally, this chapter synthesizes the research findings and links them to the hypotheses, addressing the study’s problem statement and research objectives.

Chapters 5 & 6: Discussion, Practical Implications, Recommendations for Future Research, and Conclusion 
The final two chapters discuss and conclude the research findings. They assess the hypotheses and objectives based on the findings, and explain social media adoption patterns and their impact on performance. Implications and critical insights for SMEs, policy makers and other relevant parties are suggested. The study limitations, future research suggestions and study conclusions are also provided. 


[bookmark: _Toc461120637][bookmark: _Toc511286610]Chapter 2 Literature Review
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[bookmark: _Toc511286612]Introduction
This chapter provides a thorough discussion of the research constructs and their relationship with organizational adoption of social media applications. It starts by clarifying and operationalizing the research constructs and study factors, especially SMEs and social media. It then explores the benefits of social media applications and relevant theories of new technology adoption by organizations. This leads to the development of the study’s theoretical framework. Finally, the chapter develops the research hypotheses. It demonstrates the gap in the literature on social media adoption within SMEs in general and in the Middle East in particular.

[bookmark: _Toc454624100][bookmark: _Toc461120639][bookmark: _Toc511286613]Definition of small and medium enterprises (SMEs)
There is no universally accepted definition of SMEs (United States International Trade Commission, 2010), and most countries have their own definition. The criteria may reflect economic development, industry structure, and/or development direction of the country concerned (Fink, 1998). Both qualitative and quantitative criteria exist. Qualitative criteria tend to focus on the characteristics that distinguish SMEs from larger enterprises, and quantitative criteria focus on features such as market share, management structure, and business activities (Beaver, 2003). Since quantitative criteria are more specific and objective, they are usually used when classifying an organization by size. A quantitative definition usually sets a specific index to distinguish SMEs from larger enterprises (Gibson & van der Vaart, 2008). There are four main indicators used in quantitative criteria: industry category, capital stock, number of sales, and number of regular employees. The most commonly used is number of employees (World Bank, 2011). 

There are a number of countries that define SMEs as businesses with fewer than 250 employees (IFC, 2010). Using this definition, 95% of registered firms worldwide are SMEs. Although there is no universal definition for SMEs, the European Union (EU) and World Bank classifications are internationally recognized and applied by many countries. The EU defines SMEs as firms with 10 to 250 employees, with turnover of less than EUR50 million (AED 201 million) or less than EUR43 million (AED173 million) in total assets (Khalifa Fund, 2013). The EU has made significant progress in standardizing the SME definition, and there are currently 27 countries that apply its definition (Khalifa Fund, 2013). The World Bank definition defines SMEs as firms that meet two of three requirements: fewer than 300 employees, assets of EUR15 million (AED60 million) or less, or annual sales of EUR15 million (AED60 million) or less (Khalifa Fund, 2013). This ambiguity of definition is why most studies use more than one criterion to classify firms by size. 

[bookmark: _Toc511286614][bookmark: _Toc454624101]Definition of SMEs in the United Arab Emirates and its contribution
There is currently no unified, UAE-wide definition of SMEs (Melorose, Perroy, & Careas, 2015). The UAE Ministry of Economy is developing a definition, but Dubai has its own, as do banks operating in the UAE (Tsetsonis, 2014). These banks use turnover as a determinant of SME size, with minimum sales of AED 200,000 for small companies and AED 2 million for medium-sized companies (Khalifa Fund, 2013). Dubai SME Development Agency defines an SME as an entity engaged in economic activity, with a legal form, and which meets the thresholds of employee headcount and turnover applicable to the industry group to which it belongs, either trading, manufacturing, or services (Tsetsonis, 2014). Abu Dhabi’s definition of an SME was issued in 2013 and defines SMEs by the number of employees in each firm: micro-firms have fewer than five, small between five and 19, medium between 20 and 49 and large more than 50 (Melorose et al., 2015). It is therefore clear that not only do countries have their own definitions of SMEs but that each region and government institution in the UAE may also have its own definition. This creates a problem in terms of data synchronization and administration. 

The UAE’s future country-wide SME definition will be based on the South Korean criteria and standards (Khalifa Fund, 2013). Under the proposed SME law, SMEs in the UAE will be classified into three sectors, commerce, industry, and services. The definition looks across three criteria: number of employees, annual revenues and capital and company assets. Table 2.1 illustrates the definition of SMEs proposed by Dubai SME, Dubai‘s official SME development agency. SMEs play a significant role in the economic development of the UAE, and are supported by various government reports and bodies, including the Khalifa Fund for Enterprise Development, the official government body responsible for SME development. A White Paper on SMEs in the UAE published by the Khalifa Fund indicated there were 300,000 registered SMEs in 2013, generating 60% of the GDP. They made up 95% of UAE businesses and were responsible for employing 90% of the UAE’s workforce (Khalifa Fund, 2013).

Table 2.1
Characteristics of SMEs proposed by Dubai SME
	
	Trading 
	Manufacturing
	Services

	
	Employees
Headcount
	
	Turnover
AED million
	Employees
Headcount
	
	Turnover
AED million
	Employees
Headcount
	
	Turnover
AED million

	Micro 
	9 or below
	
	9 or less
	20 or below
	
	10 or less
	20 or below
	
	3 or less

	Small
	9 & ≤ 35
	&
	> 9 & ≤ 50
	>20 & ≤100
	&
	> 10 & ≤100
	> 20 & ≤100
	&
	> 3 & ≤25

	Medium 
	>35 & ≤ 75
	
	> 50 & ≤250
	>100 & ≤250
	
	> 100 & ≤250
	>100 & ≤250
	
	> 25 & ≤150


Source: Dubai SME, cited in Khushnir (2008)

As there is currently no universal or unified definition of SMEs in the UAE, this study uses Dubai SME’s definition, where a micro business is any enterprise with no more than 9 employees and a turnover of no more than AED 9 million, a small business has no more than 35 employees and turnover of no more than AED 50 million, and a medium business has no more than 75 employees and turnover of no more than AED 250 million. Enterprises with more than 75 employees or turnover over 250 million are considered large. The same definition is used across all sectors. 

[bookmark: _Toc454624102][bookmark: _Toc461120640][bookmark: _Toc511286615]SMEs’ social media adoption
Information technology (IT) adoption is an important topic of study in a number of areas including SMEs. There is a large body of literature with different perspectives on factors that affect the IT adoption process. With technological advances resulting in mobile devices such as phones and tablets, social media is much easier to access for individuals previously bound by both time and location constraints (Bernhardt, Mays & Hall, 2012; Okazaki & Taylor, 2013). The importance of social media has therefore grown steadily for some years (Durkin et al., 2013), including for business purposes (Reiss-Davis, 2013). The Forrester research report 2008 estimated that 75% of adults in the United States with Internet access used online social media regularly (Stephen & Galak, 2012). Reiss-Davis (2013) reported that 100% of business decision-makers used social media for work-related activities. Perhaps the main reason for businesses to emphasize social media use is that promotional activity using social media is more affordable than traditional methods, and has the potential to target consumers more effectively. Social media is therefore a very cost-effective form of information dissemination and customer interaction (Wang, Yu & Wei, 2012). The large number of users means that it is important to explore the use of social media in marketing. It offers a convenient and relatively cheap way to reach customers, and also allows companies to engage and interact with customers throughout the buying cycle. The American Marketing Association (2014) reported that 29% of small businesses, and 20% of large ones, stated that social media marketing was their major spending area.

There is a wide range of social media applications available, and businesses may use several social networking sites (Crittenden, Peterson & Albaum, 2010). In the late 2000s, many researchers found that businesses were still determining the best way to utilize social media (Stelzner, 2010; Taylor & Kent, 2010). Although many of these studies were completed some years ago and social media maturity has increased since then, businesses continue to use multiple social media applications because consumers use and respond to them in different ways. Consumers have personal preferences and different needs, making some platforms more desirable than others. Platforms also vary in their functionality. For instance, Twitter posts must be shorter than 140 characters, whereas blogs tend to be longer (Bernoff & Li, 2008). Bonsón and Ratkai (2013), Sarosa (2012) and Wong (2012) all analyzed the use of Facebook in businesses and suggested that businesses should embrace it. Facebook can be used by any business without any additional resources if it is already connected. Even SMEs can therefore use it for everyday transactions, as the cost is minimal and it requires a low level of IT skills (Derham, Cragg & Morrish, 2011). 

There are very few studies examining organizational use of specific social media networks. The 2016 social media marketing industry report (Stelzner, 2016) suggested that the most popular social media network for businesses was Facebook, at 93%, followed by Twitter (76%), LinkedIn (67%), YouTube (53%) and Google+ (49%). Maltby and Ovide (2013), however, found that small businesses felt that LinkedIn provided the best value, followed by Facebook and Twitter. Pinterest was not seen as effective for businesses. A study at Northwestern University found that Facebook and Twitter drove more than half of all traffic to small business websites (Metinko, 2012). This suggests that the degree of success in using social media depends on the approach used, rather than the technology (Mohammadian & Mohammadreza, 2012). Some scholars have argued that the adoption process can vary for different social media apps. Barnes and Mattson (2009), for example, found growth in some technologies (e.g. social networking services, blogging) while the popularity of others (e.g. message boards, podcasting) declined. Ramdani, Kawalek, and Oswaldo (2009) found that the factors influencing the adoption process varied for different tools. 

This overview of the literature leads to the conclusion that there have, as yet, been no studies offering comparative data on the adoption rates of different social media platforms in organizational contexts, or that would allow scholars to determine whether social media adoption has different forms in SMEs. In general, where there was statistically significant evidence, the data seemed to suggest that large companies have higher social media adoption rates. However, higher adoption rates do not give any information on the intensity with which these platforms are used. Most studies are on the frequency, duration and intensity of social media applications, and generally focus on individual adoption. This study does not focus on specific platforms, because a specific social media application can disappear or become unpopular. Instead, to the study works with categorizations of platforms, in line with Cann, Dimitriou, and Hooley (2011). It is apparent at this stage that a detailed study of factors influencing social media adoption could increase the likelihood of social media adoption in firms, particularly SMEs. This requires clarification of the nature and characteristics of social media. 

[bookmark: _Toc454624103][bookmark: _Toc461120641][bookmark: _Toc511286616]Definition and development of social media
There are only a handful of empirical studies on the adoption of Internet technologies in which the authors have clearly defined which platforms are considered to be social (Verheyden & Goeman, 2013). There have been attempts by different scholars to define social media, but their definitions vary. Some scholars have defined social media from a technological point of view (Kaplan & Haenlein, 2010), while others provided definitions based on social media types and functions (Safko & Brake, 2009), and some definitions combine both perspectives (Lenhart & Madden, 2007). Sinclaire and Vogus (2011) cited O’Reilly’s (2005) definition, which focused on the technology, and stated that social media is: “a broad term that describes software tools that create user generated content that can be shared”. Mangold and Faulds (2009) defined social media as a hybrid of mixed technology and media origins that enables instantaneous, real-time communications, and utilizes multi-media formats and numerous delivery platforms with global reach capabilities. 

Henderson and Bowley (2010) described social media as collaborative online applications and technologies that enable participation, connectivity, user-generated content, sharing of information, and collaboration amongst a community of users. Their description of social media mirrors the observations of Safko and Brake (2009), who stated that social media “refers to activities, practices, and behaviors among communities of people who gather online to share information, knowledge, and opinions using conversational media”. Akar and Topcu (2011) emphasized the characteristics of the information when they defined social media as newly-invented tools and technologies that allow people to read, extract, and generate universal text, image, audio, and video content.

Kaplan and Haenlein (2010) defined social media as “a group of Internet based applications that build on the ideological and technological foundations of Web 2.0 and allow the creation and exchange of user generated content”. Finally, Weinberg (2009: 1) noted that social media “relates to the sharing of information, experiences, and perspectives through community-oriented websites”. Social media covers multiple services including social networks, forums, blogs and podcasts (Cook, 2008; Kaplan & Haenlein, 2010; Safko, 2010). Some basic features are necessary for a website to qualify as a social network website. For example, it must contain user profiles and content. This permits users to connect with each other, post comments on each other’s pages and join virtual groups based on common interests such as fashion or politics (Boyd & Ellison, 2007, Ellison, Steinfield & Lampe, 2007; Lenhart & Madden, 2007). ‘Social networking sites’ are sometimes considered to be the same as social media. However, there is a distinction: social media allows participants to generate personal profiles and invite others to access that information (Kaplan & Haenlein, 2010). The common denominator in these definitions is consumers’ shared communication abilities. 

A further development in social media is its use through mobile technology, meaning that users can access social media anytime and anywhere (Beer, 2008; Kaplan & Haenlein, 2010). For the purpose of this study, social media is defined in terms of the communication types taking place on different platforms. Defining social media in a ‘general’ way avoids the pitfalls of focusing on a specific platform with unknown life expectancy. This study therefore utilizes an existing classification of social media with different categories of platforms. Doing so allows the study to test whether there is a difference in adoption between different platforms. Some scholars have argued that the adoption process can vary for different social media (Akman & Mishra, 2017; Durkin et al., 2013; Ramdani et al., 2009).

The social interaction abilities of social media platforms are valued by businesses (Barnes, 2010). Before social media was available, web content was controlled by marketers and corporations. Now, however, to a large extent the content is created by end users, and is known as user-generated content (Kaplan & Haenlein, 2010). Several researchers have proposed that the availability of online information for customers provides an important stepping-stone in the development of successful marketing programs and better information systems (Kaplan, 2012; Ray et al., 2010). The emergence of Web 2.0 technology enables users to continuously alter content and information in a collaborative way (Kaplan & Haenlein 2010). Web 2.0 has changed the role of consumers (Baird & Parasnis, 2011), empowering them through greater knowledge and encouraging them to seek exceptional value for money and time (Baird & Parasnis, 2011). Creative and demanding customers require interaction with suppliers to satisfy their needs (Kietzmann et al., 2011). Rajapat (2009) noted that emerging social media trends can significantly affect businesses. For example, various forms of user-generated content, such as blogs, virtual communities, online videos, wikis, social networks, photo-sharing, and comment forums, constitute a new trend in social media, which many customers and businesses feel pressure to adopt (Zolkepli & Kamarulzaman, 2015). Public relations practitioners considered Facebook to be the most important new communications venue in 2010 followed by Twitter, LinkedIn and YouTube (Wright & Hinson, 2010).

In a nutshell, the Internet has been transformed from a broadcasting medium to a participatory platform, which allows individuals to become the media themselves by collaborating and sharing information. Statista (2016) reported that in April 2016, Facebook had more than 1.59 billion active users, Instagram more than 400 million active users, and Twitter 320 million active users. These statistics demonstrate the ubiquity of social media in people’s lives across the planet. Neti (2011) found that social media has continued to evolve to offer SMEs around the world new and meaningful ways to engage with customers, as the number of SMEs adopting social media has doubled. Kaplan (2012) claimed that social media has returned some power to companies through the use of mobile and tablet devices, by offering customized sales promotions and discounts for individual customers. 

[bookmark: _Toc454624104][bookmark: _Toc461120642][bookmark: _Toc511286617]Functions of social media in business 
One of social media’s great strengths is its ability to enable real-time communication within organizations and with customers (Mangold & Faulds, 2009). The technology offers an opportunity for businesses to replicate face-to-face communication in a virtual world, by facilitating a high level of self-disclosure and significantly enhancing personal networking activity (Kaplan & Haenlein, 2010). Businesses are therefore increasingly embracing social media as an integral part of working life and exploiting it for competitive advantage (Kiron, Palmer, Phillips & Kruschwitz, 2012; Qualman, 2010). Effective adoption of social media can generate new business opportunities, generate and maintain trust and commitment, and enhance and maintain quality for customers (Harris & Rae, 2009). Some studies, however, have reported that SMEs have been slow to adopt social media and been unclear about its benefits (Parveen, 2012). Numerous Internet references have wrongly labeled social media marketing as social marketing (Dahnil et al., 2014). Social marketing seeks to influence behaviors that benefit individuals and communities for the greater social good (Kotler & Armstrong, 2016) whereas social media marketing involves the use of social media to create, communicate, deliver, and exchange information with organizational value (Tuten & Solomon, 2013). The technology offers a unique marketing communication method, supplementing traditional marketing (Eagleman, 2013), and offering some clear and distinct benefits to SMEs. 

There is a wide range of functions and benefits of social media in organizations. For the purpose of this discussion, the organization of these functions and benefits is based on the following key functions: communication, marketing and promotion, product distribution, management, and market research.

[bookmark: _Toc454624105][bookmark: _Toc461120643][bookmark: _Toc511286618]Communication 
According to Mangold and Faulds (2009), the 21st century has witnessed a shift to a new communications paradigm incorporating social media. Social media has enabled users around the world to communicate, interact, and share content. Hanna, Rohm, and Crittenden (2011) stated that social media is also responsible for the shift that has occurred in communication approaches used by companies. They observed a rise in interactive digital media among companies and consumers from the traditional Web 1.0 model to the highly interactive Web 2.0 world, where consumers dictate the nature, extent, and context of marketing exchanges to provide mutually beneficial and profitable relationships with companies. In using social media, companies can connect more personally with customers (Bernhardt et al., 2012; Hansson, Wrangmo & Solberg Søilen, 2013; Sexsmith & Angel, 2012). They can understand customers’ needs and wants around products and services (Hansson et al., 2013; Okazaki & Taylor, 2013; Sexsmith & Angel, 2012), which sometimes leads to co-creation. Co-creation activities can be executed in direct business-to-customer sales and customer-to-customer interaction (Kwok & Yu, 2013; Rapp et al., 2013). Communication about products and services has become a personalized two-way dialogue between company and customer (Bernhardt et al., 2012; Blakeman & Brown, 2010). Through these interactions, customers participate with business organizations to co-create diverse aspects of market offerings, and companies can engage in customers’ value-generating processes to co-create better value-in-use. 

Adopting social media for organizational communication and interaction has had positive effects on the way in which sales teams operate (Chan & Guillet, 2011). For example, by communicating with customers via social media, companies can convey brands and product updates and other news to customers instantaneously (Schmallegger & Carson, 2008). Facebook, for instance, is increasingly becoming a popular choice for promoting businesses as it allows communications to go beyond a private one-to-one conversation, and instead become a conversation with many people at once (Derham et al., 2011). Social media communication is not only between the company and the customer, but it can also be between customers (Dooley, Jones & Iverson, 2012). For example, discussing and reviewing brands (Park & Cho, 2012) can influence higher levels of brand awareness (Blakeman & Brown, 2010).

Business owners can use Facebook functions to sell, advertise and market more cheaply. Facebook can help them to promote their products, services and brands through brand and customer activities like sharing, tagging, messaging, commenting and notifying (Ainin et al., 2015). Customer interactions can provide important feedback on existing social media strategies and practices applied by companies. Negative online comments about companies may be a challenge for marketers, but social media also offers direct channels to customers to allow businesses to explain, for example, the reason for service failures and likely recovery periods (Kaplan & Haenlein, 2010). Social media has therefore become a useful tool to pacify dissatisfied customers and protect company and brand goodwill and image (Balakrishnan, Dahnil & Yi, 2014). Customer feedback can also be used to plan future strategies, and new product and service customization. 

Social media platforms also facilitate intra-organizational communication, and enterprises can benefit from internal communication, training, and knowledge management within a company via social media (Martin & van Bavel, 2013). Pikas, Baumgart, Drahzal, and Frank (2007) suggested that an “intranet blog” can provide valuable training functions in businesses with staff in disparate locations. Social media tools allow management to share experiences, judgments, and best-practice examples, and coach employees on new skills. Various studies have suggested that business-to-business communication through social media is important for sharing opinions and information on the latest trends, technological developments, research findings, and marketing tips (Siamagka, Christodoulides, Michaelidou & Valvi, 2015). 

[bookmark: _Toc454624106][bookmark: _Toc461120644][bookmark: _Toc511286619]Marketing and promotion 
Social media continues to replace traditional media and advertising opportunities, such as newspapers, television, and magazines. Consumers are also turning to social media to find information and make purchasing decisions (Mangold & Faulds, 2009). One study by DEI Worldwide (2008) found that 70% of consumers had visited social media sites to obtain information. In total, 49% of these consumers had decided what to buy because of information on social media. Almost two thirds (60%) said they would probably use social media sites to pass information to others, and 45% of those looking for information via social media also made word-of-mouth recommendations to others. According to Mangold and Faulds (2009), social media is driving the marketplace to a great extent by providing marketing managers with inexpensive tools that can shape consumer-to-consumer conversations. Marketers are responding to the consumer switch to alternative means of product research by shifting their promotional activities online. 

Marketing activities via online applications allow the production of information and collaboration among users (Kaplan & Haenlein, 2010). They also leverage mobile and web-based technologies to create an interactive medium where users and group members share, co-create, discuss, and modify content (Kietzmann et al., 2011). By manipulating user-generated content, businesses can forecast future purchasing behavior of their customers more accurately (Kim & Ko, 2012) improve the popularity of company-generated content (De Vries, Gensler, & Leeflang, 2012) attract new customers (Michaelidou, Siamagka, & Christodoulides, 2011) build awareness, increase sales and build loyalty (Castronovo & Huang, 2012) The intensity of user-generated content creates a lot of opportunities for SMEs but can also eliminate a lot of threats. This is also helped because social media adoption does not require much financial investment as it is relatively low cost (Michaelidou et al., 2011). 

A study by Boyd and Ellison (2007) suggested using company or business-to-consumer blogs to create lively and credible content and to facilitate continuous contact with clients. Schmallegger and Carson (2008) found that using blogs as a marketing promotion activity is cheaper than traditional advertising activities. Social media therefore serves as an inexpensive source of information, and offers opportunities for purchase decisions and brand loyalty, especially among young consumers (Balakrishnan et al., 2014). Consumers are demanding increasing control over their media consumption, including on-demand and immediate access to information at their convenience. Many studies have also highlighted that the use of social media can increase traffic to company websites while improving search engine results and online sales (Durkin et al., 2013; Smith & Zook, 2011). 

Social media can therefore be used in several ways by businesses, particularly to improve operations and raise the profile of the business by better communication. Businesses can, for example, use social media to build closer relationships with existing customers, attract new customers, and promote their products or services. Other uses include building stronger brand awareness, improving collaboration with customers and suppliers, potentially resulting in community-building, and driving more traffic to the company web site to increase sales (Cook, 2008; Divol, Edelman & Sarrazin, 2012; Fischer & Reuber, 2011; Hoffman & Fodor, 2010; Kaplan & Haenlein, 2010; Mangold & Faulds, 2009; Stockdale et al., 2012; Zhang, Jansen, & Chowdhury, 2011). Consumers perceive social media as a more trustworthy source for product and service information than corporate-sponsored communications transmitted via traditional elements of the promotion mix (Mangold & Faulds, 2009). This has led an increasing number of companies to adopt social media for marketing and promotion activities.

[bookmark: _Toc454624107][bookmark: _Toc461120645][bookmark: _Toc511286620]Product distribution 
Today, social media is more than a mere communication channel; it is a new approach to operating that requires new information flows (Kaplan & Haenlein, 2010). Social media feeds into product and service distribution channels (Smith & Zook, 2011). The birth of social media has resulted in lower distribution costs as businesses integrate social media applications into distribution channels (Kaplan & Haenlein, 2010). Despite the ability of social media adoption to convert social media users into actual customers, Noone, McGuire and Niemeier (2011) stated that marketing managers mostly regarded social media as a marketing and information-dissemination platform, rather than a distribution channel. Social media applications designed for direct product distribution are more limited than those for communicating and marketing. However, Kaplan and Haenlein (2010) indicated that some social media applications can be used as distribution channels. For example, 1-800-flower.com has adopted Facebook as a means to sell virtual flowers to customers; customers can also click on a link that takes them to the company website where they can buy real flowers (Baird & Parasnis, 2011). 

Selling products and services on Facebook is a way for enterprises to generate revenue via links to platforms. Compared with directly distributing products, stimulating demand via social media may contribute to indirect distribution opportunities and a reduction in distribution costs (Leung & Law, 2013). Incorporating links to companies’ e-commerce sites on social media pages is another way to drive revenue generation (Noone et al., 2011). Through content analysis, enterprises can gain insights into customer preferences and potential sales opportunities. By understanding customers’ characteristics and purchasing patterns, suppliers may utilize user-generated content to formulate pricing strategies, to enhance the value proposition and increase customer patronage (Leung & Law, 2013). 

[bookmark: _Toc454624108][bookmark: _Toc461120646][bookmark: _Toc511286621]Relationship management 
As enterprises collect and analyze user-generated content and use it to attract new customers and retain current ones, social media has become a valuable tool to manage the relationship between brands and consumers (Goh, Heng, & Lin, 2013). Smith and Zook (2011) suggested that managing user-generated content on social media can be used to enhance customer satisfaction, solve customer problems, understand customer experience, analyze competitive strategies, and monitor the image and reputation of an organization. Rosman and Stuhura (2013) investigated the impact of social media on the hospitality industry and found that it can facilitate learning about, retaining, and finally engaging customers across the full customer relationship management cycle. The study also found that social media is being deployed to deal with challenges related to online complaint handling, crisis management, and reputation management. 

Clark (2013) argued that social media is mainly used by younger people as a complaints channel to express their disappointment with a product or service. These young people exercise power over organizations by leveraging the influence of mass complaints, via the pressurized environment created by social media. However, in a crisis situation, accepting responsibility and apologizing can lead to more positive reactions and can raise, rather than diminish, organizational reputation (Schultz, Utz, & Goritz, 2011). Social media enables millions of people to share information in a short time, and has therefore made crisis management more complicated. Schultz et al. (2011) considered that both blogs and Twitter were efficient tools to prevent boycotts and assist in the repair of reputation, and suggested that managers should be prepared to release accurate and timely information through social media. 
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User-generated content is a new source of data for market research and business environment analysis (Leung & Law, 2013). Using social media to monitor user-generated content is becoming more common among enterprises, to assist marketing managers to detect what is being said about the company and its competitors. Choi, Lehto, and Morrison (2007) suggested that tourism organizations and enterprises could use careful analysis of blogs to assess “hard-to-reach” market segments or uncover unsuspected strengths and weaknesses of a destination or tourist organization. Noone et al. (2011) suggested that reviewing user-generated content generates a better understanding of the characteristics of consumers. The data could be used to develop targeted advertising and promotional messages for a group of social media applications, or assist the search for better revenue opportunities. However, some studies have indicated that analyzing user-generated content and evaluating social media is still relatively difficult for a large number of enterprises, because of the financial resources and investment required (Dijkmans, Kerkhof, & Beukeboom, 2015).

[bookmark: _Toc454624110][bookmark: _Toc461120648][bookmark: _Toc511286623]Dominant theories in social media research
Research on technology use and adoption has a long tradition in the area of information technology (e.g. Davis, Bagozzi & Warshaw, 1989; Senegal, 2007; Zmud, 1979). According to Molla and Licker (2005) and Tan, Tyler and Manica (2007), the literature on technology adoption by businesses suggests that most research is based on a few frameworks, particularly the theory of reasoned action (Ajzen & Fishbein, 1980), technology acceptance model (TAM) (Davis, 1989), diffusion of innovation (DOI) theory (Rogers, 1995; Zhu & Kraemer, 2005), and the technology–organization–environment model (TOE) (Kuan & Chau, 2001; Tornatzky & Fleischer, 1990; Zhu & Kraemer, 2005). These models have differences in focus and are designed to examine different aspects of business technology adoption. Some models examine only the external environment of firms (Hempel & Kwong, 2001; Kshetri & Dholakia, 2002), while some focus on technological aspects (Claycomb, Iyer & Germain, 2005; Igbaria, Zinatelli, Cragg & Cavaye, 1997). Many studies have tried to identify the various factors that influence technology usage using these models. To determine which model is suitable for use in this study, each one is considered in turn. 

[bookmark: _Toc461120649][bookmark: _Toc511286624]Theory of Reasoned Action (TRA)
The TRA is a unique and well-researched model that seeks to predict and understand human behavior. The model considers situations in which people voluntarily participate and engage in social media activities, and is frequently cited in social media research (Hsu & Lin, 2008). It has been used to successfully predict and explain behavior across a wide variety of domains. It is based on the assumption that human beings are usually quite rational and can make systematic use of information that is available to them (Ajzen & Fishbein, 1980). Human beings consider the implications of their actions before they decide whether to engage in a given behavior (Ajzen & Fishbein, 1980). The goal of this theory is to predict and understand individuals’ behavior, and the theory views an individual’s intention to perform a behavior as the immediate determinant of an action. Identifying what determines intentions is therefore essential (Ajzen & Fishbein, 1980). Behavioral intention is jointly determined by two fundamental elements: the person’s attitude toward a particular behavior and the subjective norms surrounding the behavior (Ajzen & Fishbein, 1980; Kukafka, Johnson, Linfante & Allegrante, 2003). Attitude is viewed as an individual’s positive or negative evaluation of performing the behavior, which relates to their decision as to whether performing that behavior is good or bad, and whether they are for or against performing the behavior.

Attitudes are a function of beliefs. An individual who believes that performing a given behavior will result in mostly positive outcomes will hold a favorable attitude towards doing so. An individual who believes that performing that behavior will result in mostly negative outcomes will hold an unfavorable attitude towards it (Ajzen & Fishbein, 1980; Bhattacherjee & Sanford, 2006). The TRA holds that individual attitudes towards a behavior are determined by beliefs about the intention to perform that behavior, and an evaluation of the outcome of the behavior (Davis et al., 1989). In other words, they depend on an individual’s subjective view about whether executing the target behavior will lead to particular consequences, and an implicit evaluative response to the consequence (Ajzen & Fishbein, 1980). Ajzen and Fishbein (1980) defined the beliefs underlying attitudes toward behavior as behavioral beliefs.

Subjective norms are a function of beliefs, and specifically individual beliefs that certain persons or groups think the individual should or should not perform a particular behavior (Ajzen & Fishbein, 1980; Yi, Jackson, Park, & Probst, 2006). These beliefs underlying subjective norms are called normative beliefs. According to Ajzen and Fishbein (1980), people who believe that most referents with whom they are motivated to comply think they should perform a particular behavior will perceive social pressure to do so, while a belief that these referents think they should not perform the behavior will adhere to a subjective norm that puts pressure on them to avoid it. People are more likely to perform an act if they perceive the existence of a larger social pressure (competitive or bandwagon pressure) from outstanding referents to perform that behavior (Lam, Cho, & Qu, 2007). Figure 2.1 shows the relationships between the factors in the TRA model.

Figure 2.1 
Theory of Reasoned Action Model
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Behavior

Source: Fishbein and Ajzen (1975)

Ajzen and Fishbein (1980) acknowledged that external factors are important since they enhance understanding of a given behavior at the organizational level. They also, however, asserted that their analysis of behavior did not make reference to factors other than attitudes toward targets invoked by social and behavioral scientists to explain behavior. As a result, Davis et al. (1989) extended the TRA to create the technology acceptance model (TAM), replacing two of the TRA’s attitude measures with two technology acceptance measures, ease of use and usefulness. The next section discusses the TAM and analyzes its suitability in determining social media adoption at the organizational level.

[bookmark: _Toc461120650][bookmark: _Toc511286625]Technology Acceptance Model (TAM)
The ability of the TAM, an information systems model that has been widely accepted in many different technology fields, to predict and explain behavior has been tested for more than two decades. The TAM explains how and why individuals come to accept and use technology. It identifies and defines two factors, perceived usefulness and perceived ease of use to explain individual intention to use technology. Davis (1989) explained perceived usefulness as the user’s subjective belief that using a particular application system will improve job performance and perceived ease of use as the degree to which the potential user expects the target system to be free of effort. That is, if an application is considered to be useful in performing jobs and easy to use, then users will adopt it enthusiastically. Conversely, if it is seen as difficult to use, or not useful, then its adoption will be limited. 

Several studies have used the TAM to examine the adoption of technology in SMEs. For example, Grandon and Pearson (2004) tested the TAM with several different technologies. Venkatesh et al. (2003) extended the model by introducing other factors, particularly other belief factors. They also looked at factors that were related to or moderated the existing constructs on usefulness and ease of use. The extended TAM has been tested and is believed to be effective in investigating technology acceptance for individuals, but it is also valid—and is in fact more suitable—for investigating technology adoption by business organizations, including SMEs. This view was supported by Rogers (1995), who defined innovation as an idea, practice or object perceived as new by an individual or another unit of adoption. Yu and Tao (2009) explained that since a business is a group of individuals, business behavior is the collective behavior of these individuals. 

In SMEs, the business owner or manager is the main decision-maker. The process of decision-making for the business is therefore usually identical to that for the individual. The way that the business adopts new technology might therefore be the same as for an individual. Generalized business-level technology adoption attitudes and behavior may therefore also be effectively explained by the TAM. The TAM has been extensively employed in social media studies to examine similar scenarios and different social media technologies (see, for example, Casalo, Flavian & Guinaliu, 2010, 2011; Hossain & de Silva, 2009; Hsu & Lin, 2008 and Kwon & Wen, 2010). Figure 2.2 shows the relationships between the constructs in the TAM. 

Figure 2.2 
Technology Acceptance Model
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Source: Davis et al. (1989)

[bookmark: _Toc461120651][bookmark: _Toc511286626]Diffusion of Innovation Theory (DOI)
The diffusion of innovation (DOI) theory is an advanced innovation adoption model that includes a mixture of variables found in different elements of innovation adoption. Innovation diffusion is the process by which an innovation is communicated over time through particular routes between people linked by social ties (Rogers, 2003). The DOI theory looks at how, why and how quickly innovations spread between individuals or organizations (Rogers, 2003). The model is therefore one of the theoretical foundations of innovation adoption research in many disciplines, including sociology, communications, marketing and education (Gopalakrishnan & Damanpour, 1997; Premkumar & Ramamurthy, 1995; Tornatzky & Klein, 1982). 

Innovations, according to the DOI theory, are ideas, practices or objects that are perceived as new by an individual or organization (Rogers, 2003). Social media can therefore be considered an innovation for a firm since it is a new technology or a new practice carried out by the firm. Innovation adoption is a component of the innovation diffusion process. Rogers (1995) defined adoption as the decision of a person or firm to make use of an innovation. The DOI theory proposes that innovations possess particular attributes which are perceived by adopters, and determine the adoption of the innovation. The innovation attributes (Rogers, 2003) include; (i) relative advantage, the degree to which an innovation is perceived as being better than its predecessor, (ii) compatibility, the degree to which an innovation is perceived as being consistent, (iii) complexity, the degree to which an innovation is perceived as being difficult to use, (iv) observability, the degree to which the results of an innovation can be seen and (v) trialability, the degree to which an innovation may be tested before adoption. 

A meta-analysis carried out by Tornatzky and Klein (1982) confirmed that complexity, relative advantage and compatibility have consistently been found to be significant in innovation adoption. According to Kwon and Zmud (1987), complexity, relative advantage and compatibility are consistently identified as critical adoption factors in information systems (IS) research. Further studies on IT innovation adoption by Moore and Benbasat (1996) extended Rogers’ five characteristics of innovation by adding voluntariness of use and image. Other DOI studies added further perceived characteristics of IT innovation, such as perceived benefits (direct and indirect), costs (Teo et al., 2003) and risks of using an IT innovation (Tan & Teo, 2000). DOI also contributes to the innovation adoption decision process, through which a person or organization passes from gaining a basic knowledge of an innovation to confirmation of the adoption/rejection decision (Rogers, 1995). This process involves a series of choices and actions over time, through which the person or organization assesses the new idea and decides whether to incorporate it into ongoing practice (Rogers, 2003).

In the DOI literature, it has been suggested that of the five innovation attributes, relative advantage was one of the most frequently tested and most consistent predictors of adoption (Onkvisit & Shaw, 1989, Plouffe, Vandenbosch & Hulland, 2001, Teo & Pok, 2003). Weaker characteristics of innovation are trialability and observability. Generally, these two characteristics have been found to have an insignificant impact on the adoption of technology, for instance, in mobile service innovations (Teo & Pok, 2003) and electronic payment systems (Plouffe et al., 2001). However, since social media is observable and transferable through word of mouth and recommendations from friends (Haridakis & Hanson, 2009), and is also able to accept deactivation or withdrawal of participation (Valenzuela, Park & Kee, 2009), these two weaker characteristics of innovation will still be tested in this study as potential influencers of adoption.

DOI theory (Rogers, 2003) identifies innovativeness as being related to three groups of adoption predictors: leader characteristics, internal organizational characteristics and external organizational characteristics. Rogers (2003) suggested that a leader’s favorable attitude toward change positively affects organizational adoption of an innovation. Damanpour (1991) found empirically that favorable attitude had a positive relationship with organizational adoption of an innovation and encourages the implementation of innovations. Studies based on the DOI theory propose that the adoption decision is initiated to increase operational efficiency (Teo et al., 2003). This demonstrates that organizational strategy influences firm decisions and motive for technology adoption. The organizational decision to adopt new technology might also be influenced by the organization’s external environment, such as customers, competitors, other trading partners, suppliers and government regulations that provide barriers and incentives to technology adoption. The DOI theory does not take into account the external business environment elements, which were therefore added to create the technology–organization–environment (TOE) framework.

[bookmark: _Toc454624112][bookmark: _Toc461120652][bookmark: _Toc511286627]Technology–Organization–Environment (TOE) framework
The technology–organization–environment (TOE) framework views technology adoption from the perspective of organizations rather than individuals (Oliveira et al., 2011). It was developed by Tornatzky and Fleischer (1990) and describes the factors that influence technology adoption and its likelihood. More specifically, it is an organizational-level theory that explains the process by which an organization decides to adopt and implement technological innovations and which factors from the technological, organizational, and environmental contexts influence this decision (Tornatzky & Fleischer, 1990).

Research on the TOE model has shown that it has broad applicability and can explain adoption in a number of technological, industrial, and national contexts. It has been used to investigate the adoption of inter-organizational systems (Grover, 1993), open systems (Chau & Tam, 1997), enterprise systems (Ramdani, Chevers, & Williams, 2013), electronic data interchange (Kuan & Chau, 2001) and e-business (Zhu, Dong, Xu, & Hally, 2006; Zhu & Kraemer, 2016; Zhu, Kraemer, & Xu, 2002, 2003). The framework has also been used to explain the adoption of technology in a range of industries, including manufacturing (Mishra, Konana, & Barua, 2007; Zhu, Kraemer, & Xu, 2006), healthcare (Lee & Shim, 2007), and wholesale, retail, and financial services (Zhu, Kraemer, et al., 2006).

The TOE framework has been applied in American, European and Asian contexts, and in both developed and developing countries (Zhu, Dong, et al., 2006; Zhu & Kraemer, 2005; Zhu et al., 2003). It has also been successfully used by researchers in technology adoption studies that target users in an organizational setting (Bhattacharya & Wamba, 2015; Nkhoma, Dang & De Souza-Daw, 2013). A meta-analysis on this framework, using 22 published studies, showed that the model is robust and valid for the study of adoption of IT-related products within organizations (Arpaci, Yardimei, Ozkan & Turetken, 2012). Its suitability to study the adoption of social media among SMEs has also been shown in an empirical study by Verheyden and Goeman (2013). In each study, the three elements have been shown to affect the way firms identify the need to adopt a new technology.

Although many previous studies have used the TOE framework, the factors within each context are different. Studies have incorporated different factors for the TOE contexts, stating that for every specific technology context, there is a unique set of factors or measures (Bose & Luo, 2011; Parveen, 2012; Saldanha & Krishnan, 2012). Different types of technologies have different sets of factors influencing their adoption. Different national contexts and industries may also be influenced by different factors. One of the benefits of the TOE model is that it inspires researchers to take into account the broader context in which technology adoption takes place (Bose & Luo, 2011). 

This study adopts the TOE framework as its theoretical framework because of its robustness. However, as in previous studies, the factors or measures representing the TOE constructs were uniquely selected to represent the technology under study, social media. The factors which represent the TOE constructs are not consistent, although there are some common to most contexts, such as relative advantage, top management support and competitive environment. Table 2.2 shows the pattern of factors of the TOE constructs adopted in previous studies that have used this framework. 

Various theories have been applied in social media research, but this study is only interested in organizational theories of technology adoption. According to Oliveira et al. (2011), the DOI theory and the TOE framework work best at the organizational level, while the TAM and the TRA work best at the individual level. Hsu, Kraemer & Dunkle (2006) claimed that the TOE framework allowed Rogers’ DOI theory to better explain intra-firm innovation diffusion. Rogers (1995) indicated that the TAM can explain how and why small businesses adopt technology. Acknowledging the applicability of the TOE in the related literature, this study used the TOE variables. The independent variables are technological context, organizational context and environmental context; the dependent variable is social media adoption by SMEs. Finally, the impact of technology adoption on firm performance was also measured.
Table 2.2 
TOE framework in organizational technology adoption research
	References
	Technology application
	Factors affecting firm technology adoption

	
	
	Technological 
	Organizational
	Environmental 

	Low, Chen & Wu (2011)
	Cloud Computing 
	Relative advantage
	Top management support, firm size
	Competitive and trading partner pressure

	Iacovou, Benbasat & Dexter (1995); Kuan & Chau (2001)
	EDI
	Perceived benefits
	Organizational readiness
	External pressure

	Aguila-Obra & Padilla-Melendez (2006); Xu, Zhu & Gibbs (2004)
	Internet
	Perceived benefits
	Firm size, Organizational readiness
	Mimetic pressure, faddishness external pressure 

	Gibbs & Kraemer (2004); Teo, Lin & Lai (2009); Zhu & Kraemer (2005)
	E-Business
	Perceived benefits, technology competence, technology resources
	Firm scope and size
	Competitive pressure, consumer pressure, external pressure, government regulation 

	Wang, Wang & Yang (2010)
	Radio Frequency Identification
	Compatibility
	Firm size
	Competitive and trading partner pressure

	Venkatesh, Brown & Bala (2013)
	Rosetta Net, Interorganizational Business Process Standard
	Technology readiness, standards uncertainty, process compatibility, expected benefits
	
	Relational trust

	Saldanha & Krishnan (2012)
	Web 2.0 Platform
	Open architecture and industry
	Organization size
	Knowledge intensity

	Parveen (2012)
	Social Media
	Relative advantage, compatibility
	Top management support
	Mimetic and normative pressure

	Yoon & George (2013)
	Virtual World
	
	
	Mimetic, coercive & normative pressure


Source: Hisham, Troshani, and Davidson (2015)

[bookmark: _Toc511286628][bookmark: _Toc461120653]Development of the theoretical framework 
Based on the TOE framework, a number of constructs and variables were proposed to represent the theoretical framework of the research. Each theoretical model described in the literature has some weaknesses or limitations. Some exclude certain factors and others did not consider the influence of particular elements. As a result, previous studies have used integrated theories to study technology use and adoption. For instance, Nielson (2002) developed an integrated model using the resource-based view and innovation theory to study the adoption of internet banking and its impact on customer relationship performance. Nguyen (2007) used the TAM, with the inclusion of strategic orientation factors such as market orientation and learning orientation to study internet usage by internationalizing firms in transition markets. Mishra, Konana and Barua (2007) developed an integrative model that examined the antecedents and consequences of Internet use in organizations by drawing upon the resource-based view of the firm and the TOE framework. Finally, Stone, Good, and Eveleth (2007) integrated DeLone and McLean’s (1992) information system success model with the TAM by including factors such as organizational and end user traits to study IT usage and its impact on individual and firm marketing performance.

These studies show that it is practical to integrate different theories to complement and strengthen a theoretical framework to study a specific phenomenon. The examples within the IT adoption domain provided ample support for us to follow a similar approach. This study therefore used the TOE framework as the baseline for its theoretical framework, drawing on the TAM and DOI theory, specifically the five innovation attributes. The TOE framework is consistent with Rogers’ (1995) theory of innovation diffusion in organizations, which emphasizes technological characteristics, and the internal and external characteristics of the organization, as drivers for technology diffusion (Zhu et al., 2006). The TOE model is an integrative schema incorporating characteristics of the technology, contingent organizational factors, and elements from the macro-environment (Tornatzky & Fleischer, 1990; Tornatzky & Klein, 1982; Li, Lai, & Wang, 2010). Several studies using the TOE have incorporated variables such as perceived benefits, top management commitment and support, organizational information systems, external pressure and availability of financial resources (Ifinedo, 2011). 

The TOE model covers three aspects of firm characteristics that influence the process of adopting, implementing and using social media applications (DiPietro, Wiarda & Fleischer, 1990; Robertson, 2005; Tornatzky & Fleischer, 1990). In this study, the technological context used the five innovation attributes. Organizational context is typically defined using several descriptive measures, particularly firm size, type of business and management support. Finally, the environmental context is defined as the competitiveness of the organization’s industry, the bandwagon pressure and competitive pressure. The following sections discuss each of these in more detail.

[bookmark: _Toc511286629]The technological context
The technological context covers both internal and external technologies related to the organization, including existing technologies and the selection of technologies available from the market (Tornatzky & Fleischer, 1990). Technological context focuses on how technological characteristics can influence the adoption process (Chau & Tam, 1997; Tornatzky & Fleischer, 1990). An organization’s existing technology is critical in the adoption process because it can forecast the required scope and pace of technological change in the organization (Collins, Hage & Hull, 1988). Technology that exists but has not yet been adopted within an organization’s business strategy also influences adoption decisions by revealing the possibilities for growth available to technology adopters (Baker, 2012). 
	
The DOI theory (Rogers, 1962) is one of the most popular theories on perceived technological characteristics. According to Rogers (1962), the adoption decision is influenced by individual perceptions of the technology. For SMEs, the attitudes of entrepreneurs/owners/managers towards adoption of the technology are crucial determinants (Rizzoni, 1991). A number of empirical studies using the TOE framework to study organizational adoption of technology have identified that the major technological context factors include innovation characteristics that influence the adoption of technology, such as relative advantage, compatibility, complexity, trialability, perceived barriers, perceived risks, perceived ease of use, and perceived importance of compliance (Hu, Chau & Sheng, 2000; Lertwongsatien & Wongpinunwatana, 2003; Nelson & Shaw, 2003; Thong, 1999). 

Based on the TOE framework, the technological context therefore describes the characteristics of the technologies available to an organization that are perceived as useful in providing smooth support for the business operation. The main focus is how technology characteristics can influence the adoption process (Arpaci et al., 2012). Several studies have shown that technological context has significance influence on adoption of technology among SMEs (Lian, Yen, & Wang., 2014; Lippert & Govindarajulu, 2006; Simamora & Sarmedy, 2015). Al-Zoubi, Sam and Eam (2011) found a significant relationship between technological factors and the adoption of e-government by businesses.
 
The following sections discuss in detail the five characteristics of innovation (Rogers, 2003), relative advantage, compatibility, complexity, observability and trialability. Earlier discussions about social media adoption linked directly to its antecedents, but more contemporary discussions on social media measurements have argued that for measurement of success to be meaningful, it must relate back to the original objectives of the social media (McCann & Barlow, 2015). Hoffman and Fodor (2010) argued, for example, “the question is not whether to blog or tweet, but what objectives need to be achieved and which set of tools with their corresponding metrics can best achieve them”. To use social media effectively, businesses must therefore have a strategy for its use and consider why they are using it as well as how it can support business objectives (Stockdale et al., 2012). This argument is consistent with Blanchard (2011), who emphasized that value can only be generated after firms recognize that social media is a tool that must be incorporated into existing strategies and used to support existing business objectives. Instead of directly linking the antecedent factors with social media adoption, this study therefore proposed that the antecedent factors influence firm business strategy. The first study hypothesis is therefore:

H1: Technological context has a positive effect on SME social media adoption through firm business strategy.

1.1.1.1 Relative advantage
Relative advantage is one of the most significant characteristics of the DOI theory, and is positively associated with technology adoption (Kuan & Chau, 2001; Nelson & Shaw, 2003; Thong, 1999). It is the core indicator for the adoption of new information system innovations and Rogers (2003) defined it as the degree to which a technological factor is perceived to provide a greater benefit for organizations. A number of previous studies have researched its impact on organizational technological adoption, including Thong (1999) and Lee and Cheung (2004). These studies showed that when businesses perceive that an innovation has a relative advantage, the probability of adoption will increase (Alshamaila, Papagiannidis, & Li, 2013). This study hypothesizes that:

H1(a): The relative advantage of the technology has a positive influence on SME social media adoption through business strategy.

1.1.1.2 Compatibility
Compatibility is “the degree to which an innovation is perceived as consistent with existing values, past experiences, and needs of potential adopters” (Rogers, 2003: 240). Compatibility has been considered an essential factor for innovation adoption (Cooper & Zmud, 1990; Wang et al., 2010). A technology is more likely to be adopted from a pool of available options if it is compatible with existing work practices and application systems (Lertwongsatien & Wongpinunwatana, 2003; Thong, 1999). Most studies have indicated that compatibility has a positive association with technology adoption (Grover, 1993; Thong, 1999; Zhu et al., 2003). Moore and Benbasat (1996) also suggested that compatibility and relative advantage are the most influential determinants of technology adoption. In a recent empirical study, Ainin et al. (2015) investigated social media adoption among 259 SMEs in Malaysia. The results showed that factors such as compatibility have significantly influenced Facebook adoption in organizations. Social media is compatible with most existing organizational infrastructure, as the technology is very simple and easily adopted by any organization. The results of Ainin et al.’s study on compatibility were consistent with previous studies (El-Gohary, 2012; Wang et al., 2010) showing that compatibility influenced firm adoption of social media. The following hypothesis is therefore proposed:

H1 (b): The compatibility of the technology has a positive influence on SME social media adoption through business strategy.

1.1.1.3 Complexity
Complexity is the degree to which an innovation is difficult to understand or use (Rogers, 1995). In most studies of IT adoption, relative difficulty in understanding the technology was mentioned as an influential factor (Soliman & Janz, 2004; Ahmad, Abu Bakar, Faziharudean, & Mohamad Zaki, 2015)). Complexity is negatively associated with technology adoption (Grover, 1993; Chau & Tam, 1997; Thong, 1999; Hu et al., 2000). The next hypothesis proposed is therefore: 

H1 (c): The complexity of the technology has a negative influence on SME social media adoption through business strategy.

1.1.1.4 Trialability
Trialability is the degree to which an innovation can be tested by users in a limited way before actual adoption (Rogers, 1995). Chong (2004) concluded that in adoption of e-commerce, the trialability of the technology was a significant factor, as it reduces uncertainty. Only a few studies have incorporated trialability in their research framework, however. This is mainly because of the nature of the technology under review, which is often complicated or expensive technologies such as electronic data interchange, e-commerce/e-business and cloud. Social media applications, however, are relatively cheap to use, and organizations can therefore try the technology on a limited basis before adopting it on an organizational scale. This study therefore hypothesizes:

H1 (d): The technology’s trialability has a positive influence on SME social media adoption through business strategy.
	
1.1.1.5 Observability
Finally, the last technological context factor that may influence SMEs’ adoption of social media is observability. Observability, or visibility, is the degree to which the result of using an innovation is visible to others. It reduces uncertainty and makes the adoption possible (Rogers, 1995). Observability has been a significant factor in many studies of IT adoption (Lin & Chen, 2012). Lin and Chen (2012) realized that companies are unlikely to adopt cloud technologies unless successful business cases and models are clear. This leads to the final research hypothesis for the technological context:

H1 (e): The technology’s observability has a positive influence on SME social media adoption through business strategy.

[bookmark: _Toc511286630]The organizational context
The organizational context describes the characteristics and resources of an organization that may constrain or facilitate the adoption of new technology (Oliveira et al., 2011). Top management can encourage technology adoption by supporting technologies related to the company’s core mission and vision (Tushman & Nadler, 1986). For example, top management can play a central role in social media adoption by setting out the role of social media within the organization’s business strategy, indicating its value to employees. Organizational characteristics and resources include firm size. The amount of slack available internally is also one of the factors frequently suggested to influence technology adoption. 

In SMEs, top management tends to be the owners and critical decision makers (Lefebvre & Lefebvre, 1992). Because of these organizations’ highly centralized structure, top managers possess greater power to influence decisions about the adoption of social media, depending on its perceived advantage and compatibility with existing organizational values. Various studies have examined organizational size as a determinant of technology adoption (Grover, 1993; Lertwongsatien & Wongpinunwatana, 2003; Thong, 1999; Zhu et al., 2003), and suggested that organizational size has a positive relationship with technology adoption. Finally, the adoption rates and types of social media applications used vary between industries (Socialfresh, 2016). This study therefore proposes the following hypothesis: 

H2: Organizational context has a positive influence on SME social media adoption through business strategy.

1.1.1.6 Top management attitude towards social media
In SMEs, top management or owner-managers make all the major decisions (Stanworth & Gray, 1992), based on existing knowledge, personal judgement and communication skills (Carson & Gilmore, 2000). Decisions range from daily operations to future investment (Bruque & Moyano, 2007; Stanworth & Gray, 1992), so top management roles directly affect the IT adoption process. Their attitudes toward social media have great power to control or dictate the decision-making process. Thong and Yap (1995) investigated top management attitudes toward adoption of IT in small businesses, and found that these attitudes were crucial in determining technology adoption.

A major part of the literature focuses on top management or owner-managers’ characteristics, behavior and social traits (Smith, 2007). Studies have shown that in SMEs, the role of the top management or the owner-manager is crucial to the firm, because their decisions affect all its activities, current and future (Fuller-Love, 2006; Smith, 2007; Thong, 1999). This also applies to the decision to adopt IT from planning to implementing and, afterwards, maintaining and upgrading the system to make sure that it meets current IT requirements and also satisfies organizational goals such as maximizing productivity and maintaining the quality of products and services (Bruque & Moyano, 2007; Fuller & Lewis, 2002; Riemenschneider & McKinney, 2002). Numerous studies have been carried out on the social behavior and frames of reference of top management (Riemenschneider & McKinney, 2002; Thong & Yap, 1995). A number have found that where management has a greater understanding of IT, it is more likely to be adopted, and the adoption is likely to be more successful (Bassellier, Benbasat & Reich, 2003; DeLone, 1988; Fuller & Lewis, 2002). Thong and Yap (1995) suggested that managers who are highly innovative and have a positive attitude towards IT, together with a competent IT background, are more likely to be successful in adopting new IT.

A study by Mehrtens, Cragg, and Mills (2001) also found that top managers’ views about new technology directly affected decisions on its organizational adoption. Other studies have found that champions are very important in the decision to adopt new technologies (Grover, 1993; Teo & Tan, 1998). For example, Teo and Tan (1998) examined the difference between adopters and non-adopters of the Internet in Singapore. They showed that 63.4% of adopters had champions for the Internet adoption process. Of the champions, 48.2% were top management. 

Lundahl (2013) found that top management attitudes had a positive influence on the decision to adopt social media, suggesting that organizations needed managerial support to allocate increased resources for social media. The study indicated that when top managers had positive attitudes toward technology adoption, they could ensure that the required resources would be available. Because the top managers in SMEs play an important role in creating organizational strategies (Kohli & Jaworski, 1990), their role in the decision to adopt social media may also be significant. Those with more positive perceptions of IT were more likely to adopt and implement it (Harrison, Mykytyn, & Riemenschneider, 1997; Premkumar, 2003). The following hypothesis is therefore proposed:

H2 (a): Support from the firm’s management has a positive influence on SME social media adoption through business strategy.

1.1.1.7 Organizational size
Various studies have examined organizational size as a determinant of technology adoption (Grover, 1993; Lertwongsatien & Wongpinunwatana, 2003; Thong, 1999; Zhu et al., 2003). These have revealed that organizational size has a positive relationship with technology adoption. Larger organizations are probably more likely to adopt technology because they are capable of absorbing potential risk and have sufficient resources to facilitate the adoption process (Fichman & Kemerer, 1997). SMEs have several limitations that represent barriers to technology adoption, including financial constraints, lack of professional expertise and susceptibility to external forces (Welsh & White, 1981). Zhu et al. (2003) concluded that larger organizations have some advantages over smaller ones in adopting new technology, while Alpar and Reeves (1990) argued that, even among SMEs, larger organizations are better able to adopt technology as they can more easily hire employees with specialized skills if necessary. These arguments support Premkumar and Roberts’ (1999) findings. Their study focused on rural small businesses, and showed that even within the small business category, firm size is the most important determinant for the adoption of IT. Organizational size therefore has an impact on technology decisions even within the SME category.

The importance of organizational size is partly because of its role as the source of the firm’s capabilities (Mole, Ghobadian, O’Regan & Liu, 2004). Thong and Yap (1995) found that firm size was the most important discriminator between adopters and non-adopters of IT among Singaporean small businesses. Their findings were mirrored in Premkumar’s (2003) study on IT adoption in 207 firms. This indicated that larger firms, even in the small business group, were more likely to adopt communication technologies than smaller ones. This fits with Rogers’ (1995) view that larger firms are more likely to adopt new technology than smaller firms and also have higher technology intensity. The literature therefore demonstrates that SMEs are less willing to adopt new technologies than large enterprises, perhaps because of their small scale of operations and having fewer resources (Moch & Morse, 1977). The majority of theories on technology adoption are based on the study of large enterprises, and cannot be generalized to SMEs because of their different characteristics (Welsh & White, 1981). The rapid development of social media platforms, however, has led to more SMEs investing in this area as a way to manage customer networks (Harris & Rae, 2009).

In a recent study, Zolkepli and Kamarulzaman (2015) examined social media adoption in small businesses. Their empirical study found that organizational size was the major determinant in the adoption of social media. A substantial difference was detected between adopters and non-adopters of social media, even among small businesses. A plausible explanation for the findings is that using social media has a cost. Organizations that use the technology successfully tend to devote significant time and money to the process, which has implications for the business. Larger organizations can usually afford to invest more. Finally, a study by Verheyden and Goeman (2013) on social media use and adoption by SMEs for business purposes in Europe also supported the thesis that internal social media services are more likely to be adopted by large enterprises than small ones. The relationship between organizational size and social media adoption is therefore hypothesized as:

H2 (b): Firm size has a positive influence on social media adoption by SMEs.

[bookmark: _Toc511286631]The environmental context
The environmental context covers the arena in which a firm conducts its business, and includes factors such as the structure of the industry to which the firm belongs, its competitors, regulations, access to resources supplied by others, and governments and regulators with which it interacts. Previous studies have suggested that complex and rapidly changing environmental circumstances affect use of technology (Parveen, 2012). Tornatzky and Fleischer (1990) investigated industry structure and found that intense competition stimulates technology adoption, and that leading firms within a sector can influence other firms to adopt technology. Subsequent studies have come to similar conclusions, suggesting that competition affects technology adoption (Grover, 1993; Lertwongsatien & Wongpinunwatana, 2003; Thong, 1999; Zhu et al., 2003). Industry life cycle can also influence social media adoption, and firms in rapidly growing industries are more likely to use technology than firms in mature or declining industries (Tornatzky & Fleischer, 1990; Baker, 2012). Some firms adopt new technologies during the decline of an industry through efficiency initiatives or by expanding into new lines of business, while other firms avoid investing in technology to cut their costs (Baker, 2012).

Social media adoption is influenced by the support infrastructure for technology, with firms avoiding paying high wages for skilled labor by attempting to innovate through labor-saving technologies (Doms, Dunne, & Troske, 1997). The wide availability of technology suppliers, consultants, and skilled labor can foster social media adoption. Finally, government regulations can influence social media adoption positively or negatively by imposing or removing new constraints on industries (Parveen, 2012). The organizational environment construct in this study is represented by three factors, competitive intensity, competitive pressure and bandwagon effects. This leads to the following hypothesis:

H3: The organization’s environmental construct has an influence on social media adoption by SMEs.

1.1.1.8 Competitive intensity
Competitive intensity is the degree of rivalry within an industry (Lertwongsatien & Wongpinunwatana, 2003). Firms compete in a complex and challenging context that is transformed by factors including globalization, technological development, rapid diffusion of new technology, and the development and use of knowledge. According to Pfeffer and Leblebici (1977), in a competitive environment, organizations tend to be more innovative. In a highly competitive environment, firms allocate resources to their most highly valued business unit as a reaction to competitors’ activities (Reich & Benbasat, 1990). The pressure to compete to ensure survival and growth, manage change, promote services to customers and stay competitive, forces the adoption of IT (Nguyen, 2009; Premkumar & Roberts, 1999). 

Adopting information systems can enable firms to affect their industry structure, which may change the rules of competition, create competitive advantage, and leverage new ways to outperform competitors, by developing new businesses from within existing operations. This can change the competitive environment (Porter & Millar, 1985). This analysis of information systems adoption can be extended to social media. Social media can be considered a strategic tool to implement new organizational strategies and respond to competitors (McCann & Barlow, 2015). An organization within a less competitive environment would not be as likely to adopt social media or push for adoption of other new technology.

Various empirical studies have indicated that higher competitive intensity is linked to higher adoption rates. Zhu et al. (2003) investigated electronic business adoption by European firms, and found that adopters were under higher competitive pressure than non-adopters. Stankovic-Rice (2011) investigated social media adoption among SMEs and large organizations in the US and found that social media adopters are more likely to operate in a highly competitive environment. He (2014) also investigated social media adoption among SMEs in the US. His study suggested that SMEs operating in competitive environments adopted social media because of external environmental pressures, and that SMEs started to realize positive revenue performance after adopting social media. The results of these studies are consistent with the technology adoption literature, which points to competition as a key determinant in the decision to adopt technology (e.g., Khalifa & Davison, 2006; Son & Benbasat, 2007; Teo et al., 2003). The study therefore hypothesizes:

H3 (a): A competitive industry has a positive influence on social media adoption by SMEs.

1.1.1.9 Competitive pressure
Competitive pressure occurs when an organization fears losing its competitive advantage. An organization may believe that peers are adopting an innovation to gain efficiency and increase returns. As more organizations adopt the innovation, such a belief increases competitive pressure, a risk of falling behind the enhanced group average performance. To avoid this, an organization often bows to the pressure and adopts the innovation (Abrahamson & Rosenkopf, 1993). Both institutional and competitive pressure rise in high uncertainty conditions (Abrahamson, 1991; Haunschild & Miner, 1997), such as new technology adoption (Denis, Hébert, Langley, Lozeau & Trottier, 2002). SMEs may perceive technology as a tool to stay in competition (Dahnil et al., 2014). When their competitors start to use technology to stay ahead, SMEs also tend to embrace the new technology (Al-Qirim, 2007; El-Gohary, 2012; Grandon & Pearson, 2004; Ifinedo, 2011).

Competitive pressure could also be in the form of institutional pressure. Institutional pressure emanates from the institutional environments that can induce firms to adopt shared norms and routines (DiMaggio & Powell, 1983). The agents that may exert pressures include a firm’s key customers, suppliers, competitors and the government (Ke, Liu, Wei, Gu & Chen, 2009). Several studies have taken an institutional approach to the study of adoption and use of Internet technologies (Chatterjee, Grewel & Sambamurthy, 2002; Ke et al., 2009; Teo et al., 2003). Similarly, firms are likely to be induced to use social media by external pressures applied by competitors, trading partners and customers.

The findings of Durkin et al. (2013) illustrate the influence of competitive pressure. The authors argued that a universally common motivator among companies for social media adoption is the anxiety of losing out if they do not adopt the new tools. In contrast to a rational theory perspective, Durkin et al. (2013) argued that anxiety is actually the main driver of social media adoption, not a thoughtful and well-planned agenda. This study therefore hypothesizes that: 

H3 (b): Competitive pressure has a positive influence on social media adoption by SMEs.

1.1.1.10 Bandwagon effect
According to Näslund and Newby (2005), many businesses implement new and robust information systems simply because everybody else in the market is doing so. As the number of its commercial peers adopting a specific action increases, so an organization comes under more pressure to take the same action (Abrahamson, 1991; Abrahamson & Rosenkopf, 1993). This ‘bandwagon effect’ often generates normative and competitive pressures on organizations facing uncertain decisions (Abrahamson, 1991). Numerous empirical studies have verified the bandwagon effect (Henisz & Delios, 2001; Gowrisankaran & Stavins, 2004). However, not all organizations encounter similar pressure. An organization’s experience (Ingram & Baum, 1997) and competitive position (Chen, 1996) influence its interpretation and response to peer trends. Interpretation and response in turn affect the probability that an organization will bow to pressure and adopt new technology. Positive performance experience makes organizations more confident (Sitkin, 1992). Organizations with strong confidence may reduce information searches, strengthening the bandwagon effect.
	
Organizations’ adoption decisions may also be affected by whether their peers are also using that technology (Mansfield, 1961). The bandwagon forms as peers take a common action. Bandwagon theory asserts that the bandwagon has a significant impact on innovation adoption (Abrahamson & Rosenkopf, 1993). As the bandwagon forms, pressure arises from the number of innovation adopters, rather than from the innovation’s efficiency and benefits. Social factors often influence difficult decisions (Haunschild & Miner, 1997; Henisz & Delios, 2001). A greater number of peers adopting a new technology produces social norms and imitative pressures (Podolney, 1994). Organizations therefore tend to conform to the institutional bandwagon pressure in new technology adoption decisions. Causal ambiguity between new technology adoption and performance can make evaluation of consequences difficult, increasing uncertainty. Following peers avoids any significant performance lag behind the group. This may be true of social media adoption, where many SMEs are not sure of its benefits, but have adopted it without further assessment because of its popularity and the bias towards innovation, or the belief that an innovation should be adopted by society without any need for alteration (Rogers, 2010).The study therefore hypothesizes:

H3 (c): Bandwagon pressure has a positive influence on social media adoption by SMEs.

[bookmark: _Toc511286632]Business strategy
Strategically, information technology tools are employed within firms to achieve a pre-determined business strategy (Ghobakhloo, Hong, Sabouri & Zulkifli, 2012). Fruhling and Digman (2000) suggested that the adoption of the Internet can help a business increase its customer and market base, contributing towards its growth strategy. The Internet can also help businesses to expand their scope and extend their main business through market penetration and development or product development. Porter (2001) went further, to say that the relationships formed via the Internet can boost sales and generate opportunities to create new products and services.
		
Social networking has enabled companies to communicate with larger audiences, and led to the development of social media marketing. This, in turn, means that marketers cannot rely only on mass media channels to engage with customers. They must adopt new strategies if they wish to succeed (Floreddu, Cabiddu, & Evaristo, 2014; Kotler & Armstrong, 2011). The impact of social media is similarly reflected in a recent survey amongst marketers, where 92% indicated that social media was important for their business, 97% that they used social media, and 89% that customer engagement, measurement, and other social media actions were the top areas they wanted to master (Stelzner, 2014). This is based on the widespread agreement among marketing experts and social media researchers that social media can deliver value to businesses in general, and SMEs in particular (Bulearca & Bulearca, 2010; Dubose, 2011; Jagongo & Kinyua, 2013). A convincing stream of cognitive research on decision-making, new technology adoption, and implementation stipulates that strategic effects depend on conscious reflection by managers (Barabba 2011; Tripsas & Gavetti, 2000). 

The uptake of social media technology in organizations is not entirely based on rational decisions, as some of these firms feel that they “must” engage with social media or risk losing out on the new opportunities that such media may bring (Drury, 2008). In other words, studies have indicated that organizations adopt new technologies as a response to fads and trends (Basaglia et al., 2009; Currie, 2004; Lai et al., 2006; Teo et al., 2003). These observations reveal the extent to which external pressures can have an impact on contemporary business practice.

It is therefore theoretically plausible that organizational strategy influences firms’ social media adoption and the choice of social media applications. McCann and Barlow (2015) supported Stockdale et al.’s (2012) argument that to use social media effectively, businesses must have a strategy for its use and consider why they are using it or more specifically, how it can support business objectives. This echoes Porter’s (2001) earlier argument about the need to view the technology as a tool that can be used to meet strategic goals rather than an end in itself. The main point in this argument is consistent with Blanchard (2011), who emphasized that value can only be generated after firms recognize that social media is a tool that must be incorporated into existing strategies and used to support existing business objectives. The strength of this relationship is, however, not clear as there are very few studies that have examined it, even though adoption of specific social media applications should occur as a result of the organization’s reflection of its strategic appropriateness. In addition, SMEs’ business strategy processes may not be as formal or planned as in large firms. The following hypothesis is therefore proposed: 

H4: SMEs’ business strategy has a mediating influence on social media adoption

[bookmark: _Toc511286633]Influence of social media on business performance 
Findings are inconclusive about the relationship between technology adoption and firm performance. Measuring the business value from IT has traditionally been problematic and this extends to social media (McCann & Barlow, 2015; Stockdale et al., 2012; Sexsmith & Angel, 2011). Some technologies have had uncertain, little, or no impact on organizational performance (O’Sullivan, 1998). A study by Lefebvre, Lefebvre and Roy (1995) suggested that there was no link between IT investment and financial performance. The reason behind this is that gains normally offset the cost of investment so the change is not significant. Cost is therefore a fundamental issue when it comes to IT adoption and implementation. The adoption of some technology will have a significant impact on firm competitiveness, while in other cases, it will have a relatively small impact. Discontinuous change technology (Tushman & Nadler, 1986), or a departure from current business processes or technologies (Baker, 2012), may disrupt the firm’s current business process. The decision to adopt social media could therefore have a severe impact on firms. 

Some studies and reports, however, have shown that technology can enhance business processes (Acar et al., 2005). Some researchers say that corporate adoption of social media is already showing enormous benefits (Alarcon, Rialp, & Rialp, 2015; Chivee, Hamilton & Cowan, 2008; Parveen, 2012). Various researchers have found a positive relationship between social media adoption and corporate performance (Ainin et al., 2015; Paniagua & Sapena, 2014; Parveen, Jaafar, & Ainin, 2014; Rodriguez, Peterson, & Krishnan, 2012). 

Rodriguez and Peterson’s (2015) findings supported the idea that social media positively affects customer-orientated processes and therefore sales performance. Ferrer et al. (2013) provided evidence that the adoption of social media positively affects the social capital of an organization, which in turn improves its performance. Wong (2012) found that Facebook adoption had a positive impact on SMEs’ sales performance, and Kwok and Yu (2013) found that sales could be increased through Facebook adoption. The results of these studies are consistent with prior technology adoption literature stating that technology adoption is likely to have a positive impact on both financial and non-financial performance (Damanpour, Szabat, & Evan, 1989; Thong, 2001; Tushman & Nadler, 1986; Zhu et al., 2003).

However, other researchers have claimed that there is too much ambiguity in measuring the effectiveness of social media to give any absolutes. For instance, in one study, a third of the respondents felt that they were still waiting for their social media efforts to provide any measureable benefits (Culnan et al., 2010). The impact of social media usage on organizational performance has not yet been empirically investigated (Parveen, 2012). Although researchers have studied different types of social media and their impact on business organizations, there are few studies considering the adoption of social media by SMEs. It is therefore pertinent to investigate the relationship between social media adoption and performance in SMEs. The final hypothesis is:

H5: SMEs’ social media adoption has a positive influence on firm business performance.

[bookmark: _Toc511286634]Conclusion
The theoretical framework for the research is based on Tornatzky and Fleischer’s (1990) TOE framework, drawing on the TAM (Davis, 1989) and DOI theory (Rogers, 2003). The relationship of the constructs in this study is shown in Figure 2.3. The determinants of social media adoption of SMEs are likely to be influenced by the latent constructs of technological, organizational and environmental context, through the organization’s business strategy as a partial mediator. It is therefore expected that adoption of social media will influence business performance. The next chapter explains the methodology for the study.
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Figure 2.3
The theoretical framework of the research
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[bookmark: _Toc511286637]Introduction
After a thorough literature review, development of study hypotheses and a research model, this chapter now discusses the study’s research methodology. The first part of the chapter sets out the philosophical assumptions of the research. To meet the research objectives as well as testing all the hypotheses proposed, an appropriate research design, sampling procedures and measurement items were developed. This chapter describes in detail the relevant processes involved in carrying out this study, which include the research design, determining the sampling plan, the data collection instrument and process and finally the analysis methods. 

[bookmark: _Toc511286638][bookmark: _Toc461120657]Philosophical assumptions of the research
The philosophical assumptions provide a theoretical structure for researchers to gather and interpret data in a specific field or study. Philosophical assumptions have been categorized into two types, ontological and epistemological (Creswell, 1998). Ontology is the researcher’s beliefs about the nature of truth (Ritchie, Lewis, McNaughton Nicholls & Ormston, 2014). Epistemology is the researcher’s assumptions about the best methods to establish reality, including how to gather and analyze subjective evidence (Ritchie et al., 2014).

Every assumption leads the researcher to different techniques and tools, although they are all related. The underpinning philosophy therefore affects the design of the research (Creswell, 1998). Two possible designs of research are available, qualitative and quantitative. The qualitative approach is used to gather, study and analyze non-numerical data, such as from observations of the study subjects. The most commonly used methods of collecting qualitative data are observations and interviews (Gelo, 2012). 

The quantitative approach involves the collection of numerical data. Investigations may include statistical tests to explore the data and explain the findings. Tools frequently used to gather quantitative data include experiments and questionnaires (Gelo, 2012). Quantitative research is often associated with testing a particular theory. 

Qualitative methods enable the researcher to explore phenomena that are hard to quantify, but is subjective, rather than objective. Quantitative methods, by contrast, can offer more objective measurements (Ryan & Bernard, 2000). These two approaches enable researchers to deal with most types of research questions (Ryan & Bernard, 2000). Researchers usually use qualitative designs when the purpose of the study is to explain why the event happened, or to develop insights. If the purpose of the study is to confirm or corroborate a phenomenon through statistical evidence, then the selection of a quantitative design is more suitable. Numerous studies have used both categories.

This study adopted a quantitative approach since it aims to determine the relationship of the constructs that influence firm adoption of social media and generalize the findings to similar contexts (Ryan & Bernard, 2000). The study used a questionnaire for data collection, drawing on previous studies that have examined similar situations (Akter, D’Ambra & Ray, 2013). 

[bookmark: _Toc511286639]Research design
This study used a correlational predictive survey examination to determine whether connections existed between the antecedent factors (technological, organizational and environmental) in SMEs’ intention to adopt social media and the effects of this adoption on firm performance. Creswell (2009) characterized studies of this type as survey research, because they “provide a quantitative or numeric description of trends, attitudes, or opinions of a population by studying a sample of that population”. Quantitative correlational studies are appropriate in the early stages of an inquiry, and when existing research appears limited (Bordens & Abbott, 2011; Leedy & Ormrod, 2010). The previous two chapters show that research on the factors that influence SMEs’ adoption of social media is still at a very early stage.

Correlational predictive designs objectively quantify relationships among predicting variables by using statistical measurements (Bordens & Abbott, 2011; Mertens, 2010). Creswell (2009) defined the quantitative approach as “an inquiry into a social or human problem, based on testing a theory composed of variables, measured with numbers, and analyzed with statistical procedures, in order to determine whether the predictive generalizations of the theory hold true”. The predictive correlational methodology embodies a post-positivist philosophy that helps the researcher to remain objective through its rigorous approach (Mertens, 2010). This study confirmed two of the hypotheses by quantifying independent and dependent variables to find statistical significance using structural equation modelling (Creswell, 2009; Mertens, 2010).

Based on the research framework, the independent variables in this study were technological, organizational and environmental factors and the dependent variables were social media adoption and firm performance. However, unlike previous studies, this research looked at types of social media adoption (as opposed to a single definition of adoption) and the mediation influence of firm strategy in determining type of social media application. In line with previous studies using Tornatzky and Fleischer’s (1990) framework, the factors representing each construct (technology, organization and environment) were selected to fit the technology and the context of the study. The constructs were represented by factors suggested and tested in previous studies as well as new factors to reflect the context of social media technology and the reality affecting SMEs. This enabled the study to test the findings of previous studies as well as providing new insights. The study used six latent variables, with technology, organization and environment representing the three exogenous constructs that influence SME adoption of social media. SME business performance represented the endogenous construct. A distinct contribution of this study was the partial mediating role of business strategy linking the exogenous variables and SME social media adoption.

[bookmark: _Toc511286640]General theory testing approach
The hypotheses were tested using two types of analysis. Initially, the model was examined using structural equation modeling (SEM) with WarpPLS software version 5.0. This study chose partial least squares structural equation modeling (PLS-SEM) because many industry practitioners and researchers have noted that it is often difficult to find a data set that meets the strict requirements of covariance-based SEM (CB-SEM, or AMOS). PLS is also the most appropriate option because the research objective in this study is exploratory. The literature shows that the use of PLS-SEM is particularly suitable for non-normal data and small sample sizes (Beebe, Pell & Seasholtz, 1998; Cassel, Hackl & Westlund, 1999). In these situations, it generally achieves higher levels of statistical power and demonstrates much better convergence behavior than CB-SEM (Henseler, 2010; Reinartz, Haenlein & Henseler, 2009). Researchers in this field have also widely used PLS for testing path models (Marcoulides, Chin & Saunders, 2009) and theory confirmation (Chin, 1998). 

Next, the detailed sub-hypotheses were tested using multiple regression with SPSS for Windows version 21.0. The dual analysis strategy (using PLS-SEM and multiple regression) has been advocated by previous researchers (e.g. Cheng, 2001; Matear, Osborne, Garrett & Gray, 2002; Pelham, 1997). The objectives of using two different types of analysis in this research were threefold:
(1)	The limitations of the sample-size-parameter constraints in SEM mean that some of the constructs were coalesced into a single one, so some of the finer hypotheses could not be tested using SEM. Multiple regression enabled these constructs to be tested with a smaller sample size. 
(2)	The theoretical model is quite complicated, with mediating effects. Such analyses require excessive computational power in SEM and techniques for testing these models are relatively demanding. Previous researchers such as Cortina, Chen and Dunlap (2001) have chosen not to use the procedure in its original form even though other scholars had provided the foundation for all the procedures in testing these relationships. Cortina and colleagues felt that the original procedure was too complicated, and required researchers to have an exceptional understanding of SEM and its assumptions. They also suggested that it required too large a sample size to be very useful. 
(3)	 The two types of analysis were used in a complementary way to compensate for the limitations of each in analyzing and testing the complicated model. It was hoped that the two types of analyses would produce similar results, providing greater confidence in the findings.

[bookmark: _Toc485631230][bookmark: _Toc461120658][bookmark: _Toc511286641]Research questions and research hypotheses
Research hypotheses make specific predictions about the relationships between variables. Research questions are similar, but are written as questions, rather than making specific predictions (Leech, Barrett, & Morgan, 2005). Based on the key areas relevant to the research questions and relationships proposed in this study, survey instruments were developed to test the research hypotheses. 

[bookmark: _Toc461120659]Chapter two shows how the hypotheses emerged from the literature to explain the relationships between the proposed constructs. The hypotheses aim to determine the relationship of the respective constructs as well as the overall phenomenon in the theoretical framework.

[bookmark: _Toc485631234][bookmark: _Toc511286642]Population and sampling plan 
The target population for this study is the entrepreneurs, managers and owners of SMEs operating in the UAE. According to the Ministry of economy (2016), more than 94% of companies operating in the UAE are SMEs, and there are around 350,000 of them (John, 2016). In total, 73% operate in the wholesale and retail trade sector, 16% in services and the remainder in manufacturing (11%). 

[bookmark: _Toc511286643]Sampling plan
The target population for this study was SMEs operating in the UAE. According to Cozby (2009), the target population is “the entire group of individuals to which researchers are interested in generalizing the conclusions”. A sample is a subset of the population acquired by one or more sampling methods. The unit of analysis in this study was SMEs operating in the business-to-customer market in the UAE. The sampling plan consisted of a two-step process where the SMEs were first chosen from the total population. SMEs in the manufacturing sector were excluded from this study since the focus was firms that deal directly with final consumers. The key informant technique was applied to determine the most suitable person to answer the questionnaire. Based on the pilot study, the appropriate respondent could be the owner or CEO, or in some slightly larger organizations, the marketing or general manager.

The population list was derived from the database of Abu Dhabi Economic Department (http://www.ded.abudhabi.ae), which governs all SMEs in Abu Dhabi. The study used systematic random sampling, a probability sampling plan. This method provides a sample that is not biased, and meets the requirements for statistical validity. A power analysis determined the number of participants needed to ensure the probability of detecting a significant effect if a valid effect actually existed (Grimm & Yarnold, 1995; Mertens, 2010). There are a number of websites that help to calculate the appropriate sample size by determining the population and other factors (Creative Research Systems, 2016; Raosoft, Inc). The appropriate sample size can increase generalizability and reduce sampling errors. The sample size for this study was determined using the sample size calculator on the RaoSoft website (Raosoft, Inc.). Based on a population size of 350,000 SMEs, an 8% margin of error, 95% confidence level and a response distribution of 50%, the recommended sample size was 150 respondents. 	

Tabachnick and Fidell (2007) supported the determination of a sufficient sample size when testing multiple correlational predictor variables through a straightforward formula. If N is the number of SMEs in the sample and k is the number of predictor (independent) variables, then the smallest sample size possible for significant results was 138 using the formula N ≥ 50 + 8m, where m is the number of predictor variables (11, defined as all the factors across the technology, organization and environment constructs). However, Warner (2008) defended a minimum sample size of 100 participants when employing predictive variable data through regression analysis. The targeted sampling goal was to have at least 100 respondents, recognizing that 150 respondents was more desirable to increase the likelihood of discerning achievable statistical significance differences.

[bookmark: _Toc511286644]Research respondents
The study participants were entrepreneurs, owners and managers of the SMEs in the sample. In small organizations, the respondent is likely to be the owner or the CEO of the company, but in medium-sized organizations, the respondents may range from senior managers to a general manager. In general, the respondents’ job title is expected to be CEO, General Manager, Marketing Manager or senior manager in charge of operations.

Of the 1,700 people sent invitation emails, 144 respondents completed the questionnaire through the hyperlink to the survey website (http://www.surveymonkey.com). All the responses were usable, and none were discarded because of missing values. This gave an effective response rate of about 8.47%. Although this is “below average” when compared to the 10% to 15% response rate expected for external surveys, it met Warner’s (2008) criteria of a minimum sample size of 100 participants for the use of predictive variable data for regression analysis. Online surveys are considered much less likely to achieve high response rates than those on paper (Nulty, 2008). A recent meta-analysis (Manfreda et al., 2008) of 45 studies examining differences in the response rate between online and other surveys suggested that response rates in online surveys were approximately 11% lower on average. In this study, the number of responses exceeded the calculated required sample size of 138 (Tabachnick & Fidell, 2007) for testing multiple correlational predictor variables through a straightforward formula. Based on the sample size of 144, the new margin of error was 8.16% with 95% confidence level and a response distribution of 50%. 

[bookmark: _Toc485631238][bookmark: _Toc461120660][bookmark: _Toc511286645]Instrumentation for this study
The survey was designed by adapting standardized scales from previous studies. The questionnaire included four parts with a total of 102 items, including technological, organizational, environmental context, organizational strategy, and the extent of social media adoption and firm performance (see Appendix A for English version and Appendix B for Arabic version). Most of the respondents were expected to be Arab in origin, so the questionnaire was translated into Arabic and checked by someone who was fluent in both Arabic and English. Reverse-translation (back-to-back translation) was used to ensure its consistency (Newmark, 1998). The questionnaire was translated into Arabic using Malinowski’s (1935) four-phase procedure:
1.	Translation line-for-line or word-for-word.
2.	A second translation adding clarifying words and conjunctions and re-analyzing the words.
3.	Comparison study and collation of the two translations.
4.	A check to ensure contextual meaning has been retained.

In the final step, the Arabic version of the questionnaire was translated back into English with the help of a bilingual expert, to make sure that the content and meaning had been retained, and to reduce inconsistency between the Arabic and English versions. 

The final draft questionnaire was tested on a group of four experts. Two of the experts were top-level managers, and experts in new technology adoption. One was an SME owner in the UAE, who is an expert on social media and various social media channels (e.g., Facebook, Instagram, etc.). The fourth was a marketing and social media expert working in a local private company. 

The panel provided feedback on the overall clarity of the questionnaire and the suitability of the Arabic and English wording. Using their feedback, the researcher modified some of the items and wording, and also improved the format and layout of the questionnaire. The questionnaire was then distributed to 15 other people for feedback, but no further modifications were required. The source of the measurement items and the number of items to measure for each construct are discussed in the next few sections (see Table 3.1). This survey research was conducted via the Internet. All participants were invited through an email instructing them to connect to the survey web site (http://www.surveymonkey.com). 

Table 3.1
Source of measurement items in the questionnaire
	Part
	Name
	Source of Measurement Items 
	Items

	A
	Respondents Characteristics
	Khushnir (2008)
	4

	B
	Social Media Adoption
	 Cesaroni & Consoli (2015)

	5


	C 
	Technological Context 
Relative Advantage
Compatibility
Complexity
Trialability
Observability

	
Grandon & Pearson (2004)
Al-Qirim (2007)
Lorenzo-Romero et al. (2014)
Anderson (2007)
Tan et al. (2009)
	24
6
6
5
3
4


	C
	Organizational Context
Top Management Support
Firm Size
Business Type

	
Thong (2001)
Khalifa Fund (2013)
Self-developed
	6
3
2
1

	C
	Environmental Context
Competitive Industry
Bandwagon Pressure
Competitive Pressure
	
Thong & Yap (1995)
Sun (2013)
Gutierrez, Elias and Lumsden (2015)
	9
3
3
3

	D
	Firm Strategies
	Ainin et al., (2015)
	9

	E
	Business Performance
	Ainin et al., (2015)
	6

	
	Total Items
	
	102




[bookmark: _Toc511286646]Technological context
The instrument used for Rogers’ attributes of innovation was used to cover the technological context in this study. This was the method most often cited for measuring perceptions of innovation adoption (Atkinson, 2007; Dupagne & Driscoll, 2005). The construct consisted of five technological attributes with a total of 24 items. Rogers’ (2003) description of the core perceived attributes of innovations is shown in Table 3.2.

Table 3.2 
Core perceived attributes of innovations
	Attribute
	Definition 
	Application

	
Relative Advantage
	
The degree to which an innovation is perceived as being better than the idea it supersedes 
	
The benefits may be in relation to economic, social status, or other factors. Innovations that appear to be beneficial when compared to other methods, both current and previous, are more likely to be adopted.


	Compatibility
	The degree to which an innovation is perceived as consistent with existing values, past experiences, and needs of potential adopters
	Adoption is more likely when the innovation is consistent with the economic, sociocultural, and philosophical value system of the adopter and the adopter’s expectations and needs. “Positioning” techniques match the needs and values of potential adopters with the innovation to facilitate its introduction.


	Complexity/
Simplicity
	The degree to which an innovation is perceived as relatively difficult to understand and use
	Innovations that are perceived as more complex are less likely to be adopted. Complexity is the only attribute negatively related to adoption. Some researchers have used the term simplicity so that the attributes would have the same directionality in terms of their relationship with adoption.


	Trialability
	The degree to which an innovation may be experimented with on a limited basis
	Innovations that can be tried before adoption are adopted more rapidly than those that cannot, especially among those who adopt earlier relative to the majority of potential adopters. Later adopters use the experience of peers as a vicarious trial of the innovation.


	Observability
	The degree to which the results of an innovation are visible to others
	When a person sees another person using a particular innovation, such as a cell phone, the other person models how the innovation works as well as the benefits of use. One is less likely to observe the results of an innovative idea, so innovative products are more likely to be adopted than innovative ideas.


Source: Atkinson (2007)


Based on Rogers’ (2003) definition of attributes of innovation representing the technological constructs, the measurement items for this study are shown in Table 3.3.

Table 3.3 
Measurement items for the technological construct
	Attributes
	Measurement Items

	Relative Advantage
	1. Social media provides new opportunities 
2. Social media allows us to accomplish specific tasks more quickly 
3. Social media allows us to enhance our productivity
4. Social media allows us to learn more about our competitors
5. Social media allows for better advertising and marketing
6. Social media enhances the company’s image

	Compatibility
	1. Social media is compatible with our culture and values
2. Social media is compatible with our preferred work practices
3. Social media-created changes are compatible with our business
4. Social media security is compatible with us
5. Social media legal issues are compatible with us
6. Social media is compatible with our customers

	Complexity
	1. I find it easy to get social media to do what I want to do
2. It is easy to become skillful at using social media
3. I find social media easy to use
4. Interaction with social media is clear and understandable
5. Social media is flexible to interact with

	Trialability
	1. Being able to try out social media was important for the firm to use it
2. It would not affect the firm if it finally decided not to use social media
3. Being relatively cheap/free, it is good that the firm could pilot using social media

	Observability
	1. We can see our customers like social media when we use it
2. We have no difficulty telling our customers and partners what our social media program is
3. Our customers know about our firm when we use social media
4. We can see the results of our social media program



For relative advantage, this study adapted the scale developed by Al-Qirim (2007); for compatability, it used one from Grandon and Pearson (2004); for complexity/simplicity, from Lorenzo-Romero, Alarcón-del-Amo and Constantinides (2014); for trialability from Anderson (2007); and for observability from Tan, Chong, Lin and Eze (2009). All the instruments used five-point Likert-type scales ranging from “Strongly Disagree” through “Disagree”, “Neutral”, and “Agree”, to “Strongly Agree”. The participants were asked to select one response for each question to represent their perceptions of the technological attributes of social media adoption in their organization.

[bookmark: _Toc511286647]Organizational context
Tornatzky and Fleischer (1990) indicated that the organizational context on innovation adoption can be analyzed across two aspects: organizational structure and processes. The instrument of organizational structure was developed using Dubai SME’s definition of SMEs (Khushnir, 2008). Four items were used to measure organizational profile. The operational definition of organizational profile is shown in Table 3.4.

Table 3.4
Measurement items for the organizational construct
	Item
	Scale
	Level or Category 

	Employees
	Four levels
	Below 9, 10–35, 36–75 and over 75

	Sales
	Four levels 
	Below AED 9 million, AED10–50 million, AED 51–250 million and above AED 250 million.

	Organization location
	Three categories 
	Abu Dhabi, Dubai, and Northern Emirates

	Industry sector
	
	Business Services, Professional Services, Construction & Contracting, ICT, Transport & Logistics, Restaurants & Catering, Travel Agencies & Tour Operators



To assess organizational processes, top management characteristics including entrepreneurs’ profiles and attitudes toward social media adoption were investigated. Entrepreneurs’ profiles were measured by three items developed by the researcher, including gender, age, and educational level. The measurement and operationalization are shown in Table 3.5.

Table 3.5 
Measurement items for the entrepreneur socio-demographic profile
	Item 
	Scale
	Level or Category 

	Gender
	Dichotomous checklists
	Male, Female

	Age
	Three age group categories
	Years

	Education
	Four education group levels
	Secondary or lower, Diploma/certificate, Bachelor degree/ professional and Postgraduate degree

	Job Designation
	Four job levels
	Top Manager/Director/Owner, Senior Manager, Executive



Top management support for social media adoption was measured using three items developed by Thong (2001), modified to fit the context of social media. These items were measured by five-point Likert-type scales ranging from “Strongly Disagree” through “Disagree”, “Neutral”, and “Agree” to “Strongly Agree”. The participants were asked to select one answer for each question to represent their view on management perspective of or support for social media adoption in their organization.

[bookmark: _Toc511286648]Environmental context
The environmental construct covered three factors, competition in the industry (competitive intensity), bandwagon pressure and competitive pressure. Competitive intensity is the degree of competition within the industry in which the organization operated (Lertwongsatien & Wongpinunwatana, 2003). The instrument for competitive intensity was developed by Thong and Yap (1995) and contained three items. 

Competitive pressure occurs when an organization adopts an innovation because it fears falling behind the competition (Abrahamson & Rosenkopf, 1993) or there is pressure from the institutional environment that can induce firms to adopt shared norms and routines (DiMaggio & Powell, 1983). The instrument measuring competitive pressure was developed by Gutierrez et al. (2015) and has three items.

Finally, bandwagon pressure is when businesses adopt new technology simply because everybody else in the market is doing so (Näslund & Newby, 2005). Unlike competitive pressure, where the organization fears losing out to the competition, bandwagon pressure relies on organizations following market “norms” rather than assessing the innovation’s efficiency and benefits. The instrument to measure competitive pressure was developed by Sun (2013) and contains three items. The measurement items for the environmental dimension are shown in Table 3.6.

Table 3.6 
Measurement items for the environmental context
	Dimension
	Measurement Items

	Competitive Industry
	1. The rivalry among companies in the industry my company is operating in is very intense 
2. It is easy for our customers to switch to another company for similar services/products
3. Our customers are able to easily access several existing products/services in the market which are different from ours but perform the same functions

	Bandwagon Pressure
	1. Social media is a popular application; therefore our firm would like to use it as well
2. We follow others in adopting social media
3. We choose to adopt social media because many other firms are already using it

	Competitive Pressure
	1. Social media would allow the firm a stronger competitive advantage
2. Social media would increase the firm’s ability to outperform competition
3. Social media would allow the firm to generate higher profits



[bookmark: _Toc511286649]Business strategy
Organizations are considered to adopt new technology to achieve a pre-determined business strategy (Ghobakhloo et al., 2012). For the purposes of this study, there are three business strategies that a firm may aim to achieve by adopting social media applications. These are to increase sales, to improve customer relationships and to improve brand awareness or product/service quality perceptions. Since few studies have examined the influence of business strategy on firm technology adoption, the measurement items for these constructs were developed by the author. Table 3.7 shows the measurement items for business strategy.

Table 3.7 
Measurement items for business strategy
	Dimension
	Measurement Items

	Increase sales
	1. Increase sales
2. Reach more potential customers
3. Develop new markets

	Improve customer relationship
	1. Improve our customer relationship management
2. Interact with customers much more quickly
3. Enhance positive feedback of our product

	Improve brand awareness or product/ service quality perceptions
	1. Promote the quality service of the products to customers
2. Increase awareness of our product/brand online
3. Improve customer services



[bookmark: _Toc511286650]Business performance
To measure business performance, the questionnaire asked the respondents to report how well their firm performed once using social media applications. These measurements were designed to cover the broad aims of any business strategy (increase sales, and improve customer relationships, brand equity and service quality). Previous strategy research has used similar indirect measures of firm performance when financial data were either unavailable or did not allow for accurate comparisons among firms (Tippins & Sohi, 2003). Each aspect of business performance was measured using two items developed by the researcher. The respondents were asked to indicate firm performance using a five-point Likert-style scale ranging from “Greatly Decreased” to “Greatly Increased” after adopting social media applications. The detailed measurement items for firm business performance are shown in Table 3.8.

Table 3.8 
Measurement items for business performance
	Dimension
	Measurement Items

	Increase sales
	1. Sales transactions
2. Sales volume

	Improve customer relationships
	1. Customer satisfaction
2. Customer engagement

	Improve brand awareness or product/ service quality perceptions
	1. Brand equity
2. Service quality



[bookmark: _Toc485631243][bookmark: _Toc511286651]Data collection procedure
An initial pilot test was conducted. The researcher interviewed 10 representatives from selected SMEs face-to-face to ask for their suggestions on each statement of the questionnaire and to ensure that all of the questions could be clearly understood by the participants. Their suggestions were incorporated into the final questionnaire, and minor modifications were made to particular questions in the preliminary questionnaire.

The survey was sent with a cover letter giving a brief overview of the research study and providing instructions for participants. To avoid biased responses from the participants, this cover letter did not disclose any details of the factors influencing adoption of social media technology or its effects on firm performance. This was to prevent responses from being influenced either positively or negatively by that knowledge or “bandwagon” pressure.

The survey used an Internet software tool, Survey Monkey (http://www.surveymonkey.com). All the respondents were invited to participate via an email that provided an explanation of the research and a hyperlink to the survey web site. Participants were anonymous as far as possible, and there were no identifiers. The data collection process took seven weeks from 24th October 2016, when 1,700 email invitations were sent out. The data collection ended on 9 December 2016, when 144 completed questionnaires were received.

[bookmark: _Toc511286652]Measurement and scale purification 
Most of the measures used were adopted or adapted from previous studies, so no further validation or reliability tests were needed. However, some of the measures (i.e. on social media adoption, business strategy, and business performance) were developed for this study, drawing on previous studies. The scale development and validation procedures followed suggestions from Churchill (1979) and Gerbing and Anderson (1988). 

[bookmark: _Toc511286653]Measurement reliability and validity
This section describes the development procedure used, including to refine the scales, and the general theory testing approach adopted. Creswell (2009) stated that “A sound research plan calls for thorough discussion about the instrument or instruments—their development, their items, their scales, and reports of reliability and validity of scores on past uses”. All the scales were subjected to the same rigorous analysis, with items refined and various aspects of reliability evaluated before the data analysis (Churchill, 1979, Gerbing & Anderson, 1988). The measures were assessed for their reliability, dimensionality and construct validity using established procedures.

[bookmark: _Toc511286654]Exploratory Factor Analysis (EFA)
Gerbing and Anderson (1988) asserted that scale development must include an assessment of whether the multiple measures that define a scale can be acceptably regarded as alternative indicators of the same construct, i.e. that the scale is unidimensional. They argued that before the item is assessed for its reliability, the unidimensionality of the scale must be established. This is because the development procedure may not have created a set of unidimensional items. 

Exploratory factor analysis (EFA) is a useful scale development technique for reducing a large number of indicators to a more manageable set (Gerbing & Hamilton, 1996). It is particularly useful as a preliminary analysis in the absence of a sufficiently detailed theory about the relationships of the indicators to the underlying constructs (Gerbing & Hamilton, 1996). EFA is a useful tool to aid the researcher in establishing an underlying measurement model that can then be evaluated with Confirmatory Factor Analysis (CFA) (Garver & Mentzer, 1999). Scales are formed by assigning items that load at least moderately onto the same factor (Garver & Mentzer, 1999). 

Following the guidelines of Gerbing and Hamilton (1996), EFA was therefore used as a heuristic strategy for constructing multiple-indicator measurement models as a precursor to CFA procedures. Adopting the guidelines outlined by Hair, Black, Babin, Anderson and Tatham (1998), this study used EFA with principal components analysis and varimax rotation (Greenley, 1995). Variables with low factor loadings (< 0.5) were considered for deletion, as were variables loading significantly (> 0.5) onto more than one factor. The communalities of the variables, representing the amount of variance accounted for by the factor solution of each variable, were also examined. Factors with low communalities (< 0.4) were also considered for deletion. Several complementary methods were used to obtain the most representative and parsimonious set of components, such as eigenvalues of more than one and scree plots. All the constructs were put through EFA. Table 3.9 shows the results. All the measurement items were considered to load acceptably into the relevant constructs.

Table 3.9
Factor loadings for the organization and environmental factors 
	
	Organization
	Environmental Factor

	Measurement Items
	Management support
	Competitive industry
	Bandwagon pressure
	Competitive pressure

	LABEL
	MGTSPT
	CMPIND
	BWGPRE
	CTPRES

	It is easy for our customers to switch to another company for similar services/ products without much difficulty
	
	.853
	
	

	Our customers are able to easily access to several existing products/services in the market which are different from ours but perform the same functions
	
	.846
	
	

	Social media is a popular application; therefore our firm would like to use it as well
	
	
	.753
	

	We follow others in adopting social media
	
	
	.805
	

	We choose to adopt social media because many other firms are already using it
	
	
	.883
	

	Social media would allow the firm stronger competitive advantage
	
	
	
	.634

	Social media would increase firm ability to outperform competition
	
	
	
	.575

	Social media would allow the firm to generate higher profits
	
	
	
	.879

	Top management in my organization is interested in adopting social media
	.920
	
	
	

	Top management in my organization considers social media adoption important
	.934
	
	
	

	Top management in my organization has shown support for social media adoption
	.913
	
	
	

	Reliability scores
	.927
	.774
	.777
	.706


Note. Factor loadings < 0.5 are suppressed

For the organizational construct, only management support was analyzed since the rest of the scales, measuring firm size and type of industry, were categorical scales. All the measurement items for management support fit well into the construct. The factor loadings for these items were also high, at over 0.90. For the elements of the environmental construct, with the exception of competitive industry, all the measurement items were acceptable. One item from competitive industry, “the rivalry among companies in the industry my company is operating in is very intense”, was deleted because of low factor loading. 

The results of EFA for business strategy and firm business performance varied over time. These measurement items were developed by the author, so were exploratory in nature. The output of the analysis was quite interesting. For instance, initially business strategy consisted of sales, customer relationship management and service quality. After EFA, the measurement items changed to represent market penetration, market development and customer service which reflects Ansoff Matrix. The matrix is a strategic planning tool that provides a framework for firms to devise strategies for future growth (Ansoff, 1957). The new factors representing business strategy seemed more relevant and practical to the SMEs. The EFA also rectified an issue which had not been apparent earlier: the factors representing business strategy and business performance shared the same label. 

The results of EFA on business performance led to changes in the labeling of the factors. The names changed from sales, customer relationship management and service quality, to sales, customer service and brand equity. The factor loadings of all the items were above the recommended level. Tables 3.10 and 3.11 show the results of EFA for both constructs. 

Table 3.10
Factor loadings for business strategy 
	
	Business Strategy

	
Measurement Items
	Market penetration
	Market development
	Customer Service

	LABEL
	MKTPET
	MKTDEV
	CUSERV

	Increase sales
	.784
	
	

	Reach more potential customers
	.791
	
	

	Enhance positive feedback of our product
	.813
	
	

	Promote the quality service of the products to customers
	.745
	
	

	Increase awareness of our product/brand online
	.732
	
	

	Develop new markets
	
	.623
	

	Interact with customers much more quickly
	
	.836
	

	Improve our customer relationship management
	
	
	.675

	Improve customer services
	
	
	.864

	Reliability scores
	.705
	.635
	.902


Note. Factor loadings < 0.5 are suppressed

Table 3.11 
Factor loadings of business performance
	
	Performance

	
Measurement Items
	Sales
	Customer Service
	Brand Equity

	LABEL
	SALES
	CUSERVQ
	CUBRAND

	Sales transactions
	.904
	
	

	Sales volume
	.904
	
	

	Customer satisfaction 
	
	.863
	

	Service quality
	
	.826
	

	Customer engagement
	
	
	.625

	Brand equity
	
	
	.921

	Reliability scores
	.959
	.934
	.864


Note. Factor loadings < 0.5 are suppressed

Unlike some technology adoption studies, which tend to choose only the most appropriate or dominant technology attributes, this study used all of Rogers’ innovation attributes to represent the technological construct (Rogers, 2003). All the items met the acceptable item loadings with the exception of one item in trialability. This was retained, however, because it was crucial to determine its contribution to the technology construct as this was an exploratory study (Table 3.12).

Table 3.12 
Factor loadings for the technological construct
	
	
	Technology Construct
	

	Measurement Items
	Relative
Advantage
	Compatibility
	Complexity
	Trialability
	Observability

	LABEL
	RELADV
	CBTILITY
	COMPLEX
	TRIAL
	OBSERVE

	Social media provides new opportunities
	.609
	
	
	
	

	Social media allows us to accomplish specific tasks more quickly
	.687
	
	
	
	

	Social media allows us to enhance our productivity
	.654
	
	
	
	

	Social media allows us to learn more about our competitors
	.597
	
	
	
	

	Social media allows for better advertising and marketing
	.621
	
	
	
	

	Social media enhances the company’s image
	.663
	
	
	
	

	Social media is compatible with our culture and values
	
	.745
	
	
	

	Social media is compatible with our preferred work practices
	
	.700
	
	
	

	Social media security is compatible with us
	
	.803
	
	
	

	Social media legal issues are compatible with us
	
	.680
	
	
	

	It would not affect the firm if it decided not to adopt social media after all
	
	.522
	
	
	

	I find it easy to get social media to do what I want to do
	
	
	.670
	
	

	It is easy to become skillful at using social media
	
	
	.843
	
	

	I find social media easy to use
	
	
	.824
	
	

	Interaction with social media is clear and understandable
	
	
	.754
	
	

	Social media is flexible to interact with
	
	
	.839
	
	

	Social media-created changes are compatible with our business
	
	
	
	.651
	

	Social media is compatible with our customers
	
	
	
	.796
	

	Being able to try out social media was important for the firm to use it
	
	
	
	.617
	

	Being relatively cheap/free, it was good that the firm could pilot use of social media
	
	
	
	.425
	

	We can see our customers like social media when we use it
	
	
	
	
	.734

	We have no difficulty telling our customers and partners what our social media program is
	
	
	
	
	.768

	Our customers know about our firm when we use social media
	
	
	
	
	.685

	We can see the results of our social media program
	
	
	
	
	.741

	Reliability scores
	.744
	.751
	.861
	.562
	.760



The final latent construct was social media adoption. The items measured the adoption intensity, scope, time and budget spending on social media applications. The EFA result showed that the items provided an acceptable representation of the construct (Table 3.13).
 

Table 3.13 
Factor loadings for social media adoption
	Measurement Items

	Social Media Adoption
SMA

	Firm’s level of utilization with social media
	.770

	Years organization has been using social media
	.643

	Extent social media is used as a marketing tool in organization
	.676

	Hours per week company uses social media
	.714

	Total marketing budget allocated to social media
	.606

	Reliability scores
	.719


Note. Factor loadings < 0.5 are suppressed

[bookmark: _Toc511286655]Item analysis
Once the relationships between the items representing the respective constructs had been verified, the reliability of the scales was examined. Reliability is the extent to which scales produces consistent results if measurements are made repeatedly. It is assessed by determining the proportion of systematic variation in a scale, looking at the association between scores obtained from different administrations of the scale. If the association is high, the scale yields consistent results and is therefore reliable. One of the methods widely used in measuring reliability as a measure of internal consistency is the alpha coefficient (α). This varies from 0 to 1. Nunnally (1978) suggested that a value of 0.7 should be used as the lowest acceptable value of alpha indicating adequate reliability, although in exploratory research, the acceptable range is usually lower (0.50) (Nunnally, 1967).

Overall, each item measuring the related dimension exhibited an acceptable level of internal reliability. With the exception of trialability (a component of the technology construct), all the other measures exceeded the lowest acceptable value of alpha of 0.70 (Nunnally, 1978). The trialability measure had an internal reliability score of 0.56, which still exceeded Nunnally’s (1967) lower reliability score of 0.50 for exploratory research.

[bookmark: _Toc511286656]Construct validity
Construct validity concerns the degree of “correspondence between a construct which is observable, [at a] conceptual level, and a purported measure of it which is at an operational level” (Peter, 1981, p.134). The generation of internally consistent and unidimensional scales is necessary to create measures that possess construct validity (Churchill, 1979), but is not sufficient to accept construct validity (Peter, 1981). Several tests can be used to establish a scale’s construct validity. The types used in this study were convergent and discriminant validity (Churchill, 1979). 

3.8.4.1 Convergent validity
Convergent validity is the degree to which measures designed to assess the same construct are related, with higher correlations indicating convergent validity. Measurement uses composite reliabilities (ρx) and average variance extracted (AVE). Composite reliability assesses the reliability value for each latent variable. Bagozzi and Yi (1988) suggested that composite reliabilities should be at least 0.5–0.6. Hair, Ringle and Sarstedt (2011) suggested that composite reliabilities of 0.70 were acceptable, although they emphasized that this was not an absolute measure, and values below this threshold were acceptable for exploratory research. 

AVE is “the amount of variance that is captured by the construct in relation to the amount of variance due to measurement error” (Fornell & Larcker, 1981). AVE values of less than 0.50 show that measurement error accounts for a larger proportion of the variance in the indicators than the underlying latent variable (Diamantopoulos & Siguaw, 2002). The results of the composite reliabilities (ρx) of all the factors exceeded the recommended standards set out by both Bagozzi and Yi (1988) and Hair et al. (1998). Finally, all the constructs exceeded the more stringent measure of internal stability, an average variance extracted (Fornell & Larcker, 1981) of at least 0.50 (Diamantopoulos & Siguaw, 2002) (see Table 3.14). 

Table 3.14
Loadings, weights, reliabilities and p-values 
	Variable
	Loadings
	Weights
	p-values

	Technological Context
Composite reliability = 0.869
AVE = 0.579
	
	
	

	Relative advantage
	0.714
	0.246
	0.001

	Compatibility
	0.476
	0.164
	0.021

	Complexity
	0.788
	0.272
	< 0.001

	Trialability
	0.897
	0.310
	< 0.001

	Observability
	0.857
	0.296
	< 0.001

	Organizational context
Composite reliability = 1.000
AVE = 1.000
	

	
	

	Top management support
	1.000
	1.000
	< 0.001

	Environmental context
Composite reliability = 0.796
AVE = 0.569
	
	
	

	Competitive industry
	0.796
	0.466
	< 0.001

	Bandwagon pressure
	0.615
	0.361
	< 0.001

	Customer pressure
	0.834
	0.489
	< 0.001

	Firm Strategy
Composite reliability = 0.884
AVE = 0.719
Market penetration
Market Development
Customer Service
	


0.882
0.854
0.806
	


0.409
0.396
0.374
	


< 0.001
< 0.001
< 0.001

	Social media adoption
Composite reliability = 1.000
AVE = 1.000
	
1.000
	
1.000
	
< 0.001

	SME Business Performance
Composite reliability = 0.920
AVE = 0.793
Sales
Customer Service
Brand Equity
	


0.849
0.923
0.899
	


0.357
0.388
0.378
	


< 0.001
< 0.001
< 0.001



3.8.4.2 Discriminant validity
Discriminant validity is the extent to which the measures for each construct are different from each other (Anderson, 1987). The discriminant validity was verified by examining the square root of the AVE (Chin, 1998; Fornell & Larcker, 1981). For a construct to have sufficient discriminant validity, the square root of its AVE should be greater than the correlation between that construct and others. Table 3.15 shows that the square root of the AVE for each construct (diagonal elements) was greater than the correlation of each specific construct with any of the others. This was therefore considered evidence of sufficient discriminant validity. In conclusion, the data purification analysis suggested that all the constructs and sub-constructs in the research model of this study displayed adequate convergent validity, internal consistency, and discriminant validity.

Table 3.15 
Discriminant validity
	Construct
	Technology context
	Organizational context
	Environmental context
	Social Media Adoption
	Business Performance
	Business Strategy

	Technology context
	0.761
	
	
	
	
	

	Organizational context
	0.409
	1.000
	
	
	
	

	Environmental context
	0.512
	0.173
	0.754
	
	
	

	Social Media Adoption
	0.162
	0.206
	0.152
	1.000
	
	

	Business Performance Adoption
	0.260
	0.268
	0.180
	0.028
	0.891
	

	Business Strategy
	0.382
	0.160
	0.419
	0.124
	0.063
	0.848


Note: The diagonal is the square root of AVE and non-diagonal is from latern correlations. For discriminant validity for construct(i), sqrt(avei) > max(correl(yi,yj)) applying Fornell-Larcker criterion.

[bookmark: _Toc511286657]Conclusion
This chapter has set out the philosophy and approach used in this study. It has also explained the instruments and methods to be used. The next chapter discusses the research findings. It deals with data obtained from questionnaires, data purification, and the relationship between constructs. It discusses the hypothesis-testing and theory-testing approach used to explore the main determinats of social media adoption among UAE-based SMEs.
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[bookmark: _Toc511286660]Introduction
This chapter sets out the findings of the data analysis and the results of the hypothesis testing. As this research is quantitative in nature, rigorous data purification was carried out before the relationships between the constructs were analyzed, as set out in the previous chapter. The hypothesis testing followed the general theory testing approach, where the main determinants of SMEs’ social media adoption and its effects on firm business performance were tested through PLS-SEM, with the finer hypotheses tested using multiple regression analysis. This chapter starts by discussing the descriptive results of the sample followed by the results of the analysis.

[bookmark: _Toc511286661]Descriptive results
The preliminary data analysis was descriptive, and provided general information about the respondents and their firms’ social media adoption. This section provides a brief account of the sample profile and their adoption behavior. Frequency analysis was used to calculate percentages. The findings are shown in tables and figures for simplicity and better visualization of the patterns. This type of data could only be analyzed descriptively because it did not require the construction of a theoretical framework and was collected using nominal and interval scales. It enabled assessment of the merit of the information provided, based on the characteristics of the respondents, and analysis of trends in SME usage of social media.

From the 1,700 invitation emails, 144 respondents completed the questionnaire through the hyperlink to the survey website (http://www.surveymonkey.com). All the responses were good and none were discarded because of missing values. This gave an effective response rate of about 8.47%. Although the response rate was “under average” when compared to the 10% to 15% response rate expected for external surveys, it met Warner’s (2008) criteria for a minimum sample size of 100 participants to use predictive variable data for regression analysis. Online surveys are much less likely to achieve high response rates compared to surveys administered on paper, despite the use of various practices (Nulty, 2008). A recent meta-analysis (Manfreda et al., 2008) of 45 studies examining differences in the response rate between web surveys and other survey modes suggested that response rates in web surveys could be approximately 11% lower than other survey modes, on average. Despite this low response rate, the number of responses was more than the calculated required sample size of 138 (Tabachnick & Fidell, 2007) for testing multiple correlational predictor variables through a straightforward formula. Finally, based on the sample size of 144, the new margin of error was 8.16% with 95% confidence level and a response distribution of 50%. 

A widely used minimum sample size estimation method in PLS-SEM is the ‘10-times rule’ method (Hair et al., 2011), which builds on the assumption that the sample size should be greater than 10 times the maximum number of inner or outer model links pointing at any latent variable in the model. Minimum sample size estimation after data collection and analysis is known as retrospective estimation, as opposed to prospective estimation, which is conducted before data collection and analysis. Instead of collecting additional data, the researcher may rely on adjustments in the analysis and the hypothesis-testing assumptions. In other words, it is possible to simplify the model by removing one or more competing links or coalescing the factors representing the latent variable (Kock & Hadaya, 2018), drawing on theory and previous research to identify suitable actions. An alternative to simplifying the model, which also does not involve collecting more data, is to regard as insignificant any path coefficients that are too low in the context of a given sample size, regardless of the corresponding P value. 

Kock and Hadaya (2018) recommended a minimum sample size of 146 or 160 if there is no advance knowledge of the value of the path coefficient with the minimum absolute magnitude based on gamma exponential or the inverse square root method. This study’s sample size was 144 respondents, which is very slightly lower than the minimum suggested sample size of 146. Previous studies, however, have based their sample size estimation on power tables provided by Cohen (1988), leading to a far lower required sample size (e.g. Yoo & Alavi, 2001; Kahai & Cooper, 2003). Yoo and Alavi (2001) stated that they chose PLS rather than alternative structural equation modeling tools because, unlike other tools, PLS does not require a large sample size (Barclay et al. 1995; Fornell & Bookstein, 1982).

[bookmark: _Toc511286662]Respondents’ characteristics & organizational profiles
All respondents were key informants who were knowledgeable about their firm, industry and the phenomenon being studied. This is shown by the sample composition, of 75% owners, executives, and managers, most of whom were male. This is a typical business profile in the Middle East, including the UAE, where men are either the entrepreneurs running the business or hold key positions in business organizations. The majority of the respondents (78.1%) were under 40 years of age, and had an undergraduate or postgraduate degree (87%), suggesting that these SME operators are relatively young, well-educated and aware of the business developments in their industry. 

The sample contained a fair range of industries, including business services, ICT, professional services, construction and contracting, restaurants and catering, travel agencies and transport and logistics. These businesses were reasonably representative of the population patterns among industries operating in the UAE. The sample companies were also representative geographically, with companies from all the seven districts although the majority were from Abu Dhabi (52.1%) or Dubai (19.4%). This mirrors the study’s population, because Abu Dhabi has the largest number of companies followed by Dubai (Khalifa Fund, 2013). 

The sample included mainly SMEs (77%) and micro-companies (23%), based on Dubai SME’s definition. Using the number of employees, the sample had 36.1% small firms, and 41% medium-sized. The remaining respondents (22.9%) were from micro-companies. 
 
This categorization, however, did not match that by sales value. Using sales, the sample was dominated by micro-firms (89.7%), then small (17.4%) and large (15.3%) companies and finally medium-sized firms (7.6%). A plausible reason for this is the difference in SME categorization across industries. The study’s operationalization of firm size mirrored trading firms, which have a higher limit for sales turnover. For instance, this study defined micro-businesses as enterprises with a turnover of no more than AED 9 million, but Dubai SME categorized firms in the services industry with a turnover of AED 3 million as micro-businesses, AED 3 to AED 25 million as small firms and below AED 150 million as medium-sized firms. Firm size was therefore measured using the number of employees. Tables 4.1 and 4.2 show the demographic characteristics of the respondents and firms involved in this study.

To determine the possibility of the existence of non-response bias, the data were assessed by comparing returned questionnaires on key variables (Armstrong & Overton, 1977). No significant differences were found between the early and late respondents (the first 25% of the respondents vs. the last 25% of the respondents) on any of the key variables. The respondents were later split into three separate groups (33.33% or n = 48 in each group). Again, there were no significant differences in responses across the three groups. It is therefore reasonable to say that non-response bias did not pose a major problem. 

Table 4.1 
Demographic characteristics of the respondents
	Construct
	Characteristics
	Frequency 
	Percentage

	Gender
	Male
	108
	75.0

	
	Female
	36
	25.0

	
	
	
	

	
	21–30
	39
	27.1

	Age
	31–40
	74
	51.4

	
	41–50
	26
	18.1

	
	Above 50
	5
	3.5

	
	
	
	

	
	Secondary or lower
	4
	2.8

	Education
	Diploma/certificate 
	15
	10.4

	
	Bachelor degree/ professional 
	80
	55.6

	
	Postgraduate degree
	45
	31.3

	
	
	
	

	
	Owner
	43
	29.9

	Position 
	Executive
	38
	26.4

	
	Manager
	35
	24.3

	
	Senior Manager
	10
	6.9

	
	Top manager / Director
	18
	12.5




Table 4.2 
Characteristics of the SMEs in this study
	Construct
	Characteristics
	Frequency 
	Percentage

	
	Below 9
	33
	22.9

	Employees
	10–35
	52
	36.1

	
	36–75
	59
	41.0

	
	
	
	

	Yearly Sales
	Below AED 9 million
	86
	89.7

	
	AED 10–50 million
	25
	17.4

	
	AED 51–250 million
	11
	7.6

	
	Above AED 250 million
	22
	15.3

	
	
	
	

	Industry Sector
	Business services
	31
	21.5

	
	Professional services
	31
	21.5

	
	Construction & Contracting
	19
	13.2

	
	ICT
	43
	29.9

	
	Transport & Logistics
	2
	1.4

	
	Restaurants & Catering
	16
	11.1

	
	Travel Agencies & Tour Operators
	2
	1.4

	
	
	
	

	Firm Location
	Abu Dhabi
	75
	52.1

	
	Dubai
	28
	19.4

	
	Ajman
	16
	11.1

	
	Sharjah
	10
	6.9

	
	Ras Al-Khaimah
	10
	6.9

	
	Umm Al-Quwain
	3
	2.1

	
	Fujairah
	2
	1.4



[bookmark: _Toc511286663]SMEs’ social media patterns
This section covers the questions about SMEs’ adoption and use of social media applications, using nominal and interval scales. The aim was to determine the adoption intensity and scope as well as the dominant social media applications used by SMEs in the UAE (see Table 4.3).

Table 4.3 
Firms’ adoption of social media
	Construct
	Characteristics
	Frequency 
	Percentage

	
	Minimal
	36
	25.0

	Firm’s level of
	Basic
	58
	40.3

	utilization
	Moderate
	34
	23.6

	
	Extensive
	16
	11.1

	
	
	
	

	
	LinkedIn
	57
	12.8

	
	Facebook 
	95
	21.3

	Social media
	Twitter
	52
	11.7

	applications 
	Instagram
	83
	18.6

	used
	YouTube
	40
	9

	
	Google+
	28
	6.3

	
	Pinterest
	2
	0.4

	
	iTunes or Podcast
	1
	0.2

	
	Blogs
	8
	1.8

	
	WhatsApp
	80
	17.9

	
	
	
	

	
	Less than a year
	24
	16.7

	Number of 
	1–2 years
	61
	42.4

	years since 
	3–4 years
	31
	21.5

	adopted
	More than 5 years
	28
	19.4

	
	
	
	

	Use as 
	Very little
	5
	3.5

	marketing tool 
	Little
	26
	18.1

	
	Great
	24
	16.7

	
	Very great
	89
	61.8

	
	
	
	

	
	Less than 5 hours
	65
	45.1

	Hours spent 
	6–10 hours
	49
	34

	per day
	11–15 hours
	13
	9

	
	Above 16 hours
	17
	11.8

	
	
	
	

	Budget
	0–20%
	112
	77.8

	allocated
	21–30%
	15
	10.4

	
	31–40%
	14
	9.7

	
	More than 40%
	3
	2.1



These findings show clearly that the majority of these SMEs can be considered new adopters, because 59.1% of them had adopted social media within the last two years and 65.3% used social media minimally. Figure 4.1 shows that the adoption intensity coincides with the number of years since adoption. Despite their admissions that social media is used minimally, 61.8 of respondents stated that social media is greatly used as a marketing tool. This shows that social media is probably used to communicate with customers rather than as an administrative tool. The majority of firms (45.1%) spent less than five hours per day logged into social media and 77.8% allocated less than 20% of the budget to social media. The usage patterns and intensity of these firms reflect findings by government and commercial market research firms about SMEs’ social media adoption in the region (Khalifa Fund, 2013). The top six social media applications were Facebook, Instagram, WhatsApp, LinkedIn, Twitter and YouTube.



Figure 4.1
SMEs’ social media usage intensity versus time since adoption


Rogers’ (2003) adoption curve, which explains the basis for categorizing the degree of innovativeness for adopters, was used to understand the type of social media adopters. Rogers suggested that innovators were the first 2.5% of adopters, early adopters the next 13.5%, the early majority the next 34%, the late majority the next 34%, and laggards were the final 16%. Based on the time and percentage of adoption, the respondents in this study were early adopters, and part of the early and late majority. Figure 4.2 compares Rogers’ adoption curve with the social media adoption curve found in this study.








Figure 4.2 
Rogers’ adoption curve versus this study’s social media adoption curve
[image: ]


Source: Rogers (1962)



On average, 45.1% of respondents spent less than 5 hours a day logged into their social media, even on days when they used social media a lot. The remaining 34% spent between 6 and 10 hours a day, falling to 11% for more than 16 hours, and 9% for 11 to 15 hours (see Figure 4.3). 



Figure 4.3
Respondent SMEs’ social media intensity 



The majority of respondents reported that updating or using social media is part of the general duties of employees in the firm. Just 11% of respondents had dedicated staff updating or using social media, probably paid for by the budget allocated to social media use (see Figure 4.4). 

Figure 4.4 
Time spent versus budget allocation on social media



Finally, the respondent SMEs’ adoption of social media applications reflects global as well as regional adoption patterns, including among consumers (see Figure 4.5). The adoption patterns highlight global popularity, usage intensity and motives. 

Figure 4.5 
SMEs’ social media adoption versus user adoption in the UAE and Middle East region


[bookmark: _Toc511286664]Results of model testing 
This section provides the results of the model testing, using the dual method of analysis approach. The model was tested through PLS-SEM and the detailed hypotheses were tested using multiple regression. 

[bookmark: _Toc511286665]Structural model (PLS-SEM)
[bookmark: _Hlk480826863]A structural model is used to capture the linear regression effects of the endogenous constructs upon one another (Hair, Black, Babin & Anderson, 2011). It can specify the pattern of the relationships among the constructs. In this study, the model was assessed using PLS based on three criteria: (1) path coefficients (β); (2) path significance (p-value); and (3) variance explained (R2). The evaluation criteria for confirming each hypothesis was the p-values for each path loading for an alpha level of 0.05 (Hair et al., 2011).

The exogenous constructs (the technological, organizational and environmental constructs) were significant in influencing SMEs’ social media adoption through the firm’s business strategy. Firm business strategy influenced social media adoption. This is shown by the three criteria in the path model relationship.

For the technology construct, the path coefficient (β) was 0.21; the path was significant (p-value) at p < 0.01. For the organizational construct, the path coefficient (β) was 0.12; the path was significant at p = 0.08. Finally, for the environmental construct, the path coefficient (β) was 0.32, the path was significant at p < 0.01 and the variance explained (R2) was 0.24. The most influential factor on business strategy was business environment, followed by the technology construct then the organizational construct. For the relationship between firm business strategy and social media adoption, the path coefficient (β) was 0.12, the path was significant at p = 0.06 and the variance explained (R2) was 0.02. These results suggest that all the exogenous variables significantly influenced firm social media adoption through business strategy. 

Finally, the results of the examination of firm social media adoption on business performance found a path coefficient (β) of 0.10. The path was significant at p = 0.11 and the variance explained (R2) was 0.01. This showed that this relationship was not significant. Figure 4.6 shows the relationships between all the variables in the full path model for the study. The sample size parameter constraints required the observed variables representing the latent variable to be coalesced. The score for the latent variable is therefore the summed score of the observed variables, and the PLS-SEM model is first order.



Figure 4.6 
Resulting path coefficients with loadings, significance and R2
[image: ]

To further confirm the relationships between all the variables in the study, each relationship was evaluated using t-values for each path loading to determine whether the relevant hypothesis could be supported (see Table 4.4). 
Table 4.4 
Initial results of hypothesis testing
	Variable
	Hypothesis
	Path coefficient
	t-stats
	Result

	Technological context
	H1: Technological context has a positive influence on SME social media adoption through firm business strategy
	0.205
	2.563**
	Supported

	Organizational context 
	H2: Organizational context has a positive influence on SME social media adoption through firm business strategy
	0.115
	1.420*
	Supported

	Environmental context
	H3: Environmental context has a positive influence on SME social media adoption through firm business strategy
	0.324
	4.208**
	Supported

	Firm business strategy 
	H4: SMEs’ business strategy has a mediating influence on social media adoption
	0.124
	1.531*
	Supported

	Social Media Adoption
	H8: SMEs’ social media adoption has a positive influence on business performance.
	0.100
	1.234
	Not Supported


Notes: **Significant at p ≤ 0.05, * Significant at p ≤ 0.10
[bookmark: _Toc511286666]Regression analysis 
The next step was the multiple regression analysis based on the formulation of the regression model. The emphasis of the PLS-SEM analysis was on validating the main relationships in the research model, but this approach was intended to clarify and investigate the relationships between the proposed constructs in more detail. The sub-hypotheses around the main relationships were tested using multiple linear regression and canonical analysis. 

The first analysis determined the specific observed factors that influenced firm business strategy among the exogenous constructs. The observed variables were relative advantage, compatibility, complexity, trialability, observability (technological construct), management support (organizational construct), competitive industry, bandwagon pressure, competitive pressure (environmental construct). Table 4.5 shows that the main factor in the technological construct influencing firm business strategy was complexity or the ease of use of the (social media) technology. Management support was not significant when combined with the other factors. A correlation analysis of the two factors was used to investigate the issue further. The result showed that management support was significantly correlated with firm business strategy at p < 0.10. Finally, in the environmental construct, both bandwagon and competitive pressure significantly influenced firm business strategy. This suggests that the strategy to adopt social media was large influenced by market pressure instead of being an internal decision. 

Table 4.5 
Antecedents of firm business strategy
	Independent variables
	Unstand. Coef. B
	Standard coef. β
	T
	R Square
	F
	Sig.

	(Constant)
	2.398
	
	7.197
	.274
	5.608
	.000

	Relative advantage
	.088
	.096
	1.006
	
	
	.316

	Compatibility
	−.073
	−.136
	−1.583
	
	
	.116

	Complexity
	.133
	.196
	1.942
	
	
	.054*

	Trialability
	.052
	.064
	.475
	
	
	.636

	Observability
	−.041
	−.060
	−.434
	
	
	.665

	Management support
	.016
	.037
	.422
	
	
	.673

	Competitive industry
	−.033
	−.063
	−.711
	
	
	.478

	Bandwagon pressure
	.080
	.196
	2.391
	
	
	.018*

	Competitive pressure
	.222
	.344
	3.297
	
	
	.001**


Notes: **Significant at p ≤ 0.05, * Significant at p ≤ 0.10, Dependent variable: Firm business strategy

The next analysis examined the influence of firm business strategy on SMEs’ decision to adopt social media. A strategy of market penetration slightly influenced SMEs’ decision to adopt social media (see Table 4.6).

Table 4.6 
Influence of business strategy on SMEs’ social media adoption
	Independent variables
	Unstand. Coef. B
	Standard coef. β
	T
	R Square
	F
	Sig.

	(Constant)
	1.604
	.468
	3.427
	.027
	1.283
	.001

	Market penetration
	.218
	.132
	1.652
	
	
	.101

	Market Development
	−.054
	.129
	−.417
	
	
	.677

	Customer Service
	−.012
	.112
	−.103
	
	
	.918


Dependent variable: Firm social media adoption

The PLS-SEM showed that the relationship between SMEs’ adoption of social media and firm business performance was not significant, and the multiple regression analysis confirmed that the relationship was not significant (see Table 4.7).







Table 4.7 
Influence of SMEs’ social media adoption on business performance
	Independent variables
	Unstand. Coef. B
	Standard coef. β
	T
	R Square
	F
	Sig.

	(Constant)
	3.989
	
	19.537
	.001
	.150
	.000

	Social Media Adoption
	.034
	.033
	.388
	
	
	.699


Dependent variable: Business performance

[bookmark: _Toc511286667]Canonical analysis 
The multiple regression analysis suggested that there was a relationship between the exogenous variables and firm business strategy, but this analysis largely treated business strategy as a single variable. However, the exogenous factor was made up of three independent constructs (technological, organizational and environmental factors) and the dependent variable, business strategy, had three elements, market penetration, market development and customer service. Canonical correlation analysis was used to study the linear interrelationships between sets of independent variables and multiple dependent variables, to lower the probability of committing Type I errors (Hair et al., 2010). Canonical correlation analysis is a complex research technique that can produce theoretically rich results (Thompson, 1991). 

In canonical analysis, linear combinations of the predictor variables and the criteria variables are called canonical variates. These canonical variates are differentially weighted to obtain the maximum possible correlation. The canonical correlation, Rc, is the correlation between the canonical variates, and the square of the canonical correlation is an estimate of the variance shared by the two canonical variates (Pedhazur, 1997). The canonical correlations are calculated in descending order of magnitude with the first pair of linear combinations yielding the highest Rc value for the given dataset, and all subsequent linear combinations, not correlated with the first pair, yielding the next highest Rcs possible.

To analyze the canonical variates, the standardized coefficients were examined first, followed by the canonical variate variable correlations, or canonical loading (Stevens, 2002). Canonical loadings were examined for two reasons: 1) when there are high correlations between the variables and the sample is small or medium-sized, there is greater stability in the correlation statistic; and 2) the canonical loadings help to indicate which variables are most closely aligned with the canonical variate. Canonical loadings greater than 0.30 were treated as meaningful (Polit, 1996). 

The weights (raw canonical coefficients) were used to describe the relative importance of the individual dependent and independent variables in forming the canonical variates. The loadings associated with the dependent and independent variables were used to describe the correlations between the two sets of variables and the canonical variates. The analysis showed that only the first set of canonical variates had a significant relationship, at p < 0.10. The results of Pillai’s trace, Lawley Hotelling trace and Roy’s largest root all confirmed the canonical correlations (for detailed results, see table 4.8). The remaining sets of relationships (i.e. sets 2 and 3) were not reported because they were insignificant (see Table 4.8). 

Table 4.8 
Canonical correlation of antecedents with firm business strategy
	Canonical Variable Pairs
(1st Column = Weight; 2nd Column = Loading)

	
	Set 1

	Variables and sets
	CV1
	CV2

	Dependent variables
	
	
	
	

	Market penetration
	−1.622
	.009
	−1.271
	−.894

	Market development
	2.301
	.753
	.388
	−.538

	Customer service
	.276
	.283
	−.938
	−.853

	% of variance
	.216
	
	.605
	

	Redundancy of independent variables
	.013
	
	.013
	

	Cum redundancy of independent variables
	.013
	
	.026
	

	
	
	
	
	

	Independent variables
	
	
	
	

	Firm size
	−.833
	−.630
	−.972
	−.777

	Management support
	.686
	.759
	−.556
	−.651

	% of variance
	.486
	
	.514
	

	Redundancy of dependent variables
	.029
	
	.011
	

	Cum redundancy of dependent variables
	.029
	
	.04
	

	
	
	
	
	

	Canonical Correlation 
	.075*
	
	
	


Note: *Significant at p < 0.10. 
The weight of the relationships suggested that the most important dependent variables were market development, market penetration and customer service. The most important independent variables were firm size and management support. 

3.1.1 [bookmark: _Toc511286668]Mediation analysis 
Mediation analysis was used to examine business strategy as a mediator of the antecedents of SMEs’ social media adoption. Baron and Kenny’s (1986) technique was used, which involves establishing four conditions: 

(1) The independent variable is significantly related to the dependent variable (path c’); 
(2) The independent variable is significantly related to the mediating variable (path a); and 
(3) The mediating variable is significantly related to the dependent variable (path b); 
(4) When controlling for the effects of the mediating variable on the dependent variable, the effect of the independent variable on the dependent variable (path c) is no longer significant. Figure 4.7 shows the mediating relationship between the independent variables and social media adoption (the dependent variable), and Table 4.9 shows the results of the mediation analysis.

Figure 4.7 
Current mediation model
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Table 4.9 
Mediating analysis of firm business strategy
	Steps
	Independent variable
	Dependent variable
	Unstand. Coef. B
	Standard coef. β
	T
	R Square
	df
	Sig.

	1
	Environment
	Social media adoption
	.170
	.212
	2.589
	.045
	142
	.011*

	2
	Environment 
	Business strategy
	.260
	.402
	5.226
	.161
	142
	.000**

	3
	Environment
Business strategy
	Social media adoption
	.153
.065
	.191
.053
	2.128
.591
	.047
	141
	.035*
.556


Notes: **Significant at p ≤ 0.01, * Significant at p ≤ 0.05

4.2.4.1 Step 1 Analysis (path c’)
A regression was run to predict social media adoption from the independent variable (environment). The raw or unstandardized regression coefficient from this corresponds to path c’. This step provided information to help evaluate how much the mediating variable reduced the strength of association between the independent and dependent variables. The unstandardized regression coefficient for the prediction of social media adoption from business environment was c = 0.170; this was statistically significant, t (142) = 2.589, p < 0.011. The overall effect of business environment on social media adoption was therefore statistically significant.


4.2.4.2 Step 2 Analysis (path a)
Regression was used to predict the mediating variable (business strategy) from the causal variable (business environment). The results of this regression provided the path coefficient for path a in Figure 4.7, and also the standard error of a (sa) and the t test for the statistical significance of the a path coefficient (ta). Based on the regression analysis, the unstandardized a path coefficient was 0.260, with t (142) = 5.226, p = 0.000.

4.3.4.3 Step 3 Analysis (path b)
Finally, a regression was used to predict the outcome of social media adoption from both business environment and business strategy. This regression provided estimates of the unstandardized coefficients for paths b (and sb and tb) and c'. Path b = 0.065, t (141) = 0.591, p = 0.556; path c' = 0.153, t (141) = 0.191, p < 0.035. 

As well as the path coefficients from these regressions, the independent and mediating variables in predicting social media adoption were also examined. R2 was 0.047, and adjusted R2 was 0.034, and it was statistically significant, F(2, 141) = 3.510, p < 0.033. If business strategy (M) completely mediates the relationship between independent and dependent variables, the effect of the independent on the dependent, controlling for M (path c'), should be zero. However, in this case only the first three steps were met and this final step was not. This indicated`1	 partial mediation.

[bookmark: _Toc511286669]Synthesizing the analysis 
Having run various analyses to test the proposed relationships of the model, the output of them all (SEM, multiple regression, canonical analysis, and mediation analysis) was a consistent conclusion. Each analysis provided a complementary set of strengths to determine and validate the proposed relationships. The overall results of the hypothesis testing are shown in Table 4.10. 

Table 4.10 
Full results of hypothesis testing
	Variable
	Hypothesis
	Result

	



Technological context
	H1: Technological context has a positive effect on SME social media adoption through firm business strategy.
	Not Significant

	
	H1 (a): The relative advantage of the technology has a positive influence on SME social media adoption through firm business strategy.
	Not significant

	
	H1 (b): The compatibility of the technology has a positive influence on SME social media adoption through firm business strategy.
	Not significant

	
	H1 (c): The complexity of the technology has a negative influence on SME social media adoption through firm business strategy.
	Significant

	
	H1 (d): The technology’s trialability has a positive influence on SME social media adoption through firm business strategy.
	Not significant

	
	H1 (e): The technology’s observability has a positive influence on SME social media adoption through firm business strategy.
	Not significant

	Organizational context
	H2: Organizational context has a positive influence on SME social media adoption through firm business strategy.
	Significant

	
	H2 (a): Support from the firm’s management has a positive influence on SME social media adoption through firm business strategy.
	Significant

	
	H2 (b): Firm size has a positive influence on SME social media adoption through firm business strategy.
	Significant

	

Environmental context
	H3: Environmental context has a positive effect on SME social media adoption through firm business strategy.
	Significant

	
	H3 (a): Competitive intensity has a positive influence on SME social media adoption through firm business strategy.
	Not significant

	
	H3 (b): Competitive pressure has a positive influence on SME social media adoption through firm business strategy.
	Significant

	
	H3 (c): Bandwagon pressure has a positive influence on SME social media adoption through firm business strategy.
	Significant

	Firm business strategy
	H4: SMEs’ business strategy has a mediating influence on social media adoption.
	Significant

	Business performance
	H5: SMEs’ social media adoption has a positive influence on firm business performance..
	Not significant



[bookmark: _Toc511286670]Final research theoretical model 
The study’s theoretical framework was revised to include only the significant relationships (see Figure 4.8). It is hoped that this will encourage other researchers to replicate and validate this research framework.



Figure 4.8 
Final research theoretical model
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[bookmark: _Toc511286671]Conclusion
This chapter has set out the research findings. It has shown that only some of the hypotheses were supported. In particular, the technology construct was found to have an insignificant impact on social media adoption, although one element—complexity—was significant. The chapter has also shown that social media adoption did not have a significant effect on firm performance. Two types of analysis were used in a complementary way to compensate for the limitations of each in analyzing and testing the complicated model. The different approaches, strengths and weaknesses of each method mean that there are slight variations in the overall results. The main difference was that the relationship was insignificant for some of the observed variables representing the latent variable. This can be explained by the different analytical approaches. Despite these minor differences, the output of all the analyses (PLS-SEM, multiple regression, canonical analysis, and mediation analysis) provided a consistent conclusion that all the predictors were significant except for the adoption and business performance relationship. The next chapter goes on to discuss these findings in the context of the literature.

[bookmark: _Toc511286672]Chapter 5 Discussion
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[bookmark: _Toc511286674]Introduction
The main goals of this research were to understand the relationship between social media adoption and the technological, organizational, and environmental constructs, and the impact of social media adoption on business performance. In this chapter, the research findings are examined to evaluate how far the findings answer the research questions.

This study is one of the few known to have conducted a comprehensive quantitative investigation into the factors influencing the adoption of social media and its impact on SMEs’ business performance in the Middle East, in this case, in the UAE. The study’s findings show differences from previous studies on technology adoption by organizations. This may be because previous research has usually examined business-related technologies, such as e-commerce (Ahmad et al., 2015), enterprise resource planning (Näslund & Newby, 2005), and cloud technologies (Alshamaila et al., 2013). This study, however, focused on a technology that is popular among consumers (Alarcon, Rialp, & Rialp, 2015; Balakrishnan et al., 2014; Floreddu et al., 2014). Its influence and impact on organizations is therefore likely to be very different.

Three research questions based on Tornatzky and Fleischer’s (1990) TOE framework and covering the technological, organizational, and environmental contexts, were examined to identify the factors that influence the decisions of UAE-based SMEs to adopt social media. The major findings of each research question of this study are discussed below.

[bookmark: _Toc511286675]Research question 1: technological construct
In the research model, the technological construct included five perceived characteristics of innovation as technological factors that might affect SME intent to adopt social media. These factors were relative advantage, compatibility, complexity, observability, and trialability. 

This study showed that the technology construct had no significant influence on SMEs’ adoption of social media. This was surprising in view of the number of previous studies that have suggested that the characteristics of any technology had a significant impact on its adoption (see, for example, Lian et al., 2014; Lippert & Govindarajulu, 2006; Simamora & Sarmedy, 2015). The literature is inconclusive on whether internal or external factors are most influential in SMEs’ adoption of technology, but Buonanno et al. (2005) argued that the decision to adopt specific technology such as enterprise resource planning systems is more likely to be affected by internal than business-related factors. Other studies have noted that the primary reason why businesses adopt new technologies is their anticipated benefits (Iyanda & Ojo, 2008; Rogers, 2003; Vishwanath, 2009). These results may indicate that social media is different from other technology, for example, because it is consumer-facing, rather than designed to improve internal efficiency, and familiar to many of the respondents from personal use. 

The first of the technological factors assessed, relative advantage, is the degree to which a technology is perceived to provide benefits for organizations (Rogers, 2003). In other words, technologies will be adopted if businesses perceive that there is an advantage in doing so. These perceived benefits are largely determined by the firm’s knowledge and understanding of how the technology would benefit them (Beatty, Shim, & Jones, 2001; Vishwanath, 2009). This knowledge could be the result of selective perception, because firms with technologically-led motives see different expected benefits from firms with business-led motives (Velcu, 2007). The findings suggest that businesses see no positive advantages to adopting social media. Instead, they may be using the technology because others are doing so, or because they feel that their customers demand it. This is confirmed by the finding that environmental factors, such as peer pressure, play a major role in social media adoption.

Compatibility has previously been considered a major factor in innovation adoption (Cooper & Zmud, 1990; Wang et al., 2010). It is the degree to which a technology is consistent with existing work practices and systems (Lertwongsatien & Wongpinunwatana, 2003; Thong, 1999). Previous studies have suggested that compatibility was important in social media adoption (Ainin et al. 2015). However, Ainin et al (2015) also commented that social media was widely compatible with other systems. It is therefore possible that respondents in this study agreed with this view, and discounted this factor in their responses. 

Complexity is the degree to which an innovation is difficult to understand or use (Rogers, 1995). This was found to have an unexpectedly positive but only weakly significant effect on social media adoption. Social media use is widespread in the UAE: GlobalMediaInsight (2017) suggests that there are approximately 8.5 million Facebook users, around 93% of the population. Most of the respondents, therefore, are likely to be active users of social media, and will not consider it complex. Its ease of use may therefore have played a small part in the decision to adopt social media. Ahmed et al. (2015), in line with Palumbo (2001), however, noted that achieving mastery of the technology is critical to adoption success, but mastery is not the goal or purpose of adoption, which may explain why complexity was only weakly significant. 

Trialability—the degree to which an innovation can be tested or piloted before full adoption (Rogers, 1995)—may have been discounted because most respondents were already using social media on a personal level. The purpose of trialling a technology is to remove uncertainty (Chong, 2004), and this is not necessary where the technology is already familiar. The final technological factor is observability, the degree to which it is possible to observe others using the technology (Rogers, 1995). For social media, active provision of examples and use cases by vendors is not necessary to ‘sell’ the technology, because of its nature. Instead, firms can see their competitors using the technology through personal experience. This is likely to be strongly linked to environmental factors, particularly competitive pressure. Although observability was not found to be important, this study’s findings do suggest that peer pressure had an impact on social media adoption. It may therefore be that observability actually placed more pressure on firms, rather than providing reassurance in this case.

[bookmark: _Toc485631269][bookmark: _Toc511286676]Research question 2: organizational construct
The organizational construct included two characteristics considered likely to influence organizational adoption of social media: top management support and firm size. These were chosen as they have previously been found to influence organizational adoption of the Internet (see, for example, Lundahl, 2013).
.
The study results found that top management support was a significant factor in social media adoption by SMEs. This is consistent with previous studies both among SMEs (Ahmad et al., 2015; Ramdani et al., 2013) and more widely (Lundahl, 2013). In this study in particular, it may be linked to the culture of the UAE. Hofstede (2001) suggested that the UAE is characterized by a high ‘power distance’ score (90). This means that people accept a hierarchical order in which everybody has a place and which needs no further justification (Hofstede, 2001) Adoption of new technology, including social media, should therefore need a strong mandate from top management, as suggested by the findings. It was noticeable that the respondents in this study were relatively young and well-educated. It is therefore possible that they are even more likely to be using social media as consumers, which may also influence organizational adoption. The study results confirm previous research by Mehrtens et al. (2001) and Lundahl (2013), who both found that top management attitudes had a positive influence on the decision to adopt social media, and that organizations needed managerial support to allocate increased resources for social media. 

Various studies have found that organizational size affects technology adoption (Grover, 1993; Lertwongsatien & Wongpinunwatana, 2003; Thong, 1999; Zhu et al., 2003). Larger organizations are considered more likely to adopt technology because they are capable of absorbing potential risk and have sufficient resources to facilitate the adoption process (Fichman & Kemerer, 1997). This usually relates to more complex technologies, where it may be necessary to hire employees with specialist skills (Alpar & Reeves, 1990), but the findings confirm that the same situation applies to social media adoption, where firm size had a positive effect: larger firms were more likely to adopt social media. This is consistent with a recent study on social media adoption in small businesses (Zolkepli & Kamarulzaman, 2015), which found that organizational size was the major determinant. The authors of that study suggested that this is because the use of social media is not cost-free: organizations with successful social media strategies must devote time and money, and larger organizations are better able to afford the investment. 

[bookmark: _Toc511286677]Research question 3: environmental construct
The environmental construct included external environmental characteristics considered likely to influence SMEs’ adoption of social media, including mimetic pressures from competitors, coercive pressures from customers, normative pressures, and intensity of competition. These factors were identified from previous Internet adoption studies and institutional theory (see, for example, Aguila-Obra & Padilla-Melendez, 2006; Xu et al., 2004). The review of the Internet adoption literature suggests that pressures from an organization’s external environment (e.g., competitors, customers, and intensity of competition) have frequently been found to be important factors affecting adoption (Grover, 1993; Lertwongsatien & Wongpinunwatana, 2003; Thong, 1999; Zhu et al., 2003), and this was consistent with this study’s findings. Institutional theory suggests that external environmental pressures may encourage organizations to adopt the same innovations as other related organizations (i.e., customers and competitors) (DiMaggio & Powell, 1983). This is known as organizational isomorphism (Deephouse, 1996), and is a way to achieve organizational legitimacy, or to obtain acceptance in a particular external environment (Deephouse, 1996).

DiMaggio and Powell (1983) suggested that organizational innovation adoption may be affected by three types of external environmental pressures: mimetic, coercive, and normative pressures. Mimetic pressures tend to come from competitors, and coercive pressures from customers. Normative pressures come from trade partners, plus business and professional associations. All three types of external environmental pressures were therefore included in this study.

Intensity of competition, or the degree of rivalry within an industry (Lertwongsatien & Wongpinunwatana, 2003) was used because it has frequently been found to be a significant driver of organizational adoption of the Internet (Nguyen, 2009; Premkumar & Roberts, 1999). However, in this study, it had no significant effect on social media adoption, which was surprising. In a very competitive environment, firms allocate resources to their most highly valued business unit as a reaction to competitors’ activities (Reich & Benbasat, 1990), which often forces the adoption of IT (Nguyen, 2009; Premkumar & Roberts, 1999). He (2014) investigated social media adoption among SMEs in the United States, and found that SMEs operating in competitive environments adopted social media because of external environmental pressures. However, this does not seem to be the case in the UAE. It may be that there was insufficient distinction between levels of competitive intensity in different industries, so that no differences were detected. Alternatively, it may be that levels of competitive intensity are lower in the UAE, so this factor is less applicable. Further work would be necessary to explore this more fully.

Competitive pressure applies when organizations are concerned about losing their competitive advantage, for example, because their peers are adopting an innovation (Abrahamson & Rosenkopf, 1993). It is, effectively, ‘peer pressure’. As more organizations adopt the innovation, such a belief increases the risk of falling behind the group average in terms of performance. To avoid this, an organization often bows to the pressure and adopts the innovation (Abrahamson & Rosenkopf, 1993). When their competitors start to use technology to stay ahead, SMEs also tend to embrace the new technology (Al-Qirim, 2007; El-Gohary, 2012; Grandon & Pearson, 2004; Ifinedo, 2011). The significant effect of this factor on social media adoption in this study suggests that this phenomenon is widely applicable among SMEs in the UAE. The bandwagon effect is very similar: the adoption of new technology because others are using it (Näslund & Newby, 2005). This effect, too, was found to be significant in this study, as in several other pieces of empirical research (Henisz & Delios, 2001; Gowrisankaran & Stavins, 2004). The significance of both competitive pressure and the bandwagon effect in this study suggest that many SMEs in the UAE are likely to be adopting social media as a result of concerns about falling behind, rather than a rational belief that it is useful and can provide benefits, or as part of a plan (Durkin et al., 2013). Following peers, however, avoids any significant performance lag behind the group. This may be true of social media adoption, where many SMEs are not sure of its benefits, but have adopted it without further assessment because of its popularity and the bias towards innovation, or the belief that an innovation should be adopted by society without any need for alteration (Rogers, 2010).

[bookmark: _Toc511286678]Research question 4: impact on SMEs’ performance
The main objective of this study was to determine the effects of SMEs’ adoption of social media on firm performance. The results showed, however, that there was no significant effect, suggesting that UAE SMEs were not benefiting from their investments in this area. This study’s findings suggest that this may be, at least in part, because of the reasons behind adoption, but there are also other possible causes.

For example, Nair (2011) argued that social media use is an experimental process, and results should not be measured immediately. He suggested that more companies of all sizes needed to report on both the benefits realized from their social media investments and how they measured these benefits. Until this happens, organizations will have to be content with experimenting with the technology. There is no measurement standard for social media adoption and/or its effect on performance, making it impossible for organizations to prove that investment in social media technologies has resulted in a direct profit or loss (Divol et al., 2012; Mangiuc, 2009). Any measurements are highly subjective and often uniquely interpreted by the entity doing the measuring (Owyang & Toll, 2007). In this study, firm performance was measured subjectively, with respondents simply being asked to say whether it had increased or decreased after social media adoption. A more objective measurement might have given different results, but it is interesting that so many respondents felt that they were not getting value out of their investments. 

This study’s findings suggest that many SMEs had adopted social media because of the bandwagon effect, or competitive pressure, rather than because they had a strong belief in its likely benefits. It has been argued, however, that for measurement of success to be meaningful, it must relate back to the original objectives of the initiative, in this case, social media adoption (McCann & Barlow, 2015). Hoffman and Fodor (2010, p.47) argued that “the question is not whether to blog or tweet, but what objectives need to be achieved and which set of tools with their corresponding metrics can best achieve them”. To use social media effectively, businesses must therefore have a strategy for its use and consider why they are using it, as well as how it can support business objectives (Stockdale et al., 2012). This argument is consistent with work by Blanchard (2011) that emphasized that social media adoption can only provide value if adopters use it as a tool to support existing strategies and business objectives, and not as an end in itself. The finding that respondents felt they were not getting value from social media adoption support this view, and suggest that SMEs need to consider what benefits they might obtain from social media adoption before embarking on the process.

[bookmark: _Toc511286679]Conclusion
Using the TOE framework, this study has attempted to explain SMEs’ intent to adopt social media from three perspectives (technological, organizational, and environmental) and examine its impact on business performance. This study found that the technological construct played no significant role in explaining SMEs’ intent to adopt social media. Of the three constructs, only organizational and environmental issues played an important role in this. The study also showed that SMEs are not benefiting from adopting social media. Instead, they often adopt social media primarily because their competitors, customers, and the members of their business and professional associations have already done so. This validates institutional theory in the context of social media adoption, and suggests that SMEs might not be aware of the full range of opportunities provided by social media. The next chapter discusses the limitations and implications of the study and suggests directions for future research. 


[bookmark: _Toc511286680]Chapter 6 Implications, Limitations and Scope for Future Research
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[bookmark: _Toc511286682]Introduction

The objective of this chapter is to describe the theoretical and managerial implications of this study to the policy makers, academics, and entrepreneurs. It contributes by testing previous theories in an emerging Arab country context i.e. UAE. The various challenges encountered while conducting this study is mentioned as limitations and further research are discussed in this chapter.

[bookmark: _Toc511286683]Theoretical contributions
This study makes several contributions to the literature on social media and enterprise information management among SMEs. It provides results from an emerging economy in the Middle East, the UAE. There is very little literature on this area that considers the nuances and implications of social media adoption, especially at the firm level, even though the UAE shows many of the characteristics of a developed country. In particular, it has high levels of competencies and sophistication compared with many developed economies (Sheth, 2011), and the results in this study are similar to those from developed economies (Khalifa Fund, 2013). 

This study progresses theory by extending the TOE model and linking it to factors from the DOI theory, using it to examine the expanding phenomenon of social media use in firms. The study offers a modest contribution by providing empirical support from a social media perspective for a conceptual framework with good explanatory power. Unlike previous studies identifying factors influencing the adoption of a specific type of technology, the application of the integrated TOE framework with DOI theory to determine the factors that influence different types of social media technology adoption has demonstrated the robustness and relevance of the TOE model. This is significant because future technologies may be similar, with firms adopting different platforms for the same purpose. There are few studies on social media that have integrated and examined the relationships among the constructs used in this study, particularly from an SME perspective. Previous studies have either studied the constructs in isolation or examined them in different settings (Low et al., 2011; Porter, 2001; Ramdani et al., 2009), suggesting a need for further empirical examination for validation and theory-building. By using the TOE framework, this research therefore helps to determine the relevancy and the parsimonious approach of this model for emergent research phenomenon. 

One reason for the lack of contribution of social media adoption to performance may be the factors affecting adoption. Previous studies also found that one of the main influences on social media adoption in SMEs was bandwagon pressure (Drury, 2008; Rasiah, 2006). This suggests that adoption decisions, and therefore commitment of effort and resources, may be made without careful consideration of the firm’s strategy or the influence of the technology on firm performance. Adopting a technology simply to “keep up with the Joneses” may explain why firms do not seem to be gaining any performance benefits from doing so. This highlights Porter’s (2001) argument about the need to view technology as a tool to meet strategic goals rather than an end in itself. Future studies should investigate the interrelationship of all three of these constructs (firm strategy, social media adoption and business performance). 

[bookmark: _Toc511286684]Practical implications
This study has two main practical implications for SMEs considering using social media technology. Firstly, the most widely-used social media applications were social networking services. The applications adopted corresponded closely with the most popular social media tools used by citizens locally and regionally. This implies that the SMEs in this study were using these applications for external communication purposes, which also corresponds with a study by Batikas et al. (2013) on social media use by European SMEs. Firms considering adoption should therefore focus on the platforms used by their customers.

Other studies have suggested that some firms have adopted social media simply everyone else in the industry was doing so, and they did not want to be left behind. However, these firms may not consider how the technology will be used to support firm strategy or objectives. As a result, social media may not be used effectively, and may not generate business performance, explaining the lack of link found between social media use and improved performance in this study. This might suggest, therefore, that businesses should have a clear plan of how they will use social media and why (McCann & Barlow, 2015), before making a decision about adoption. The changing and complex social media environment makes this planning even more important (Noone et al., 2011). Enterprises must understand the area of business which they want to address, and formulate measurable goals, objectives and corresponding metrics before deciding which social media platforms are most suitable for their purposes (Stockdale et al., 2012). 

In conclusion, there is little evidence of the benefits of social media adoption on organizational performance. Despite the possible advantages of using social networks, few studies have examined this (Öztamur & Karakadılar, 2014; Vásquez & Escamilla, 2014), and most results, like ours, are inconclusive (Hassan, Nadzim & Shiratuddin, 2012; Lovejoy & Saxton, 2012). 

[bookmark: _Toc511286685]Limitations and future research
One of the main limitations of this study was its sample size and reach. The majority of the firms involved were in the business services, professional services, construction and contracting and ICT sectors. It would be interesting to examine the situation among companies that may be more active on social media, including entertainment venues, restaurants, fashion retailers and travel agencies. There might also be disparities between product-focused and service-focused SMEs, but the sample was too small to examine this. 

The study did not examine links between social media adoption and firm strategy. It would be interesting to know whether firms whose strategy influenced the adoption of social media applications saw stronger effects on business performance. In addition, the hypotheses in the study were tested using SMEs from a single country and cross-sectional data. The results therefore represent a snapshot in time, but the effects of social media adoption may not be static. Future research should consider a longitudinal study to examine effects over time, perhaps as expertise develops. 

[bookmark: _Toc511286686]Conclusion
This research examines the effects of SMEs’ adoption of social media technology on business performance in the UAE. Using the TOE framework, the study investigated factors that could help explain UAE based SMEs’ intent to adopt social media and its impact on performance. Also, the model in this study included factors within each context that were thought to have potential to influence SMEs’ intent to adopt social media. A sample of 144 SMEs based in the UAE was used to test the research model. The researcher tested a number of hypotheses to determine how these variables are interrelated.The study results indicates that social media adoption had little effect on business performance in the study organizations. Only the organizational and environmental constructs were found to have a significant influence on social media adoption. Overall, these findings imply that SMEs intend to adopt social media primarily because of the various external environment variables/actors such as competitors, customers, and members of their business and professional associations who have already adopted this technology. This may be because many enterprises had adopted social media as a result of bandwagon pressure. Adoption was therefore relatively unplanned, and not linked to organizational strategy or goals. Many enterprises may therefore not have been fully aware of the possible benefits (Meske & Stieglitz, 2013; Wamba & Carter, 2016). It is hoped that the work in this study will provide a suitable background for further work on social media adoption. 

In conclusion, the results suggest that if UAE based SMEs intend to attain a sustained competitive advantage, they need to pay more attention to the organizational and environmental factors to formulate effective business strategies that in-turn will improve the business performance.
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            	DBA Dissertation Questionnaire Survey

Name: 
DBA candidate, ADU

Dear Sir/Madam, 
I am currently pursuing Doctor of Business Studies (DBA) at Abu Dhabi University. My research is focusing on the factors influencing firms to adopt social media and its relationship to firm’s performance. With the high acceptance rate of social media among citizens around the world and limited studies conducted in this region, the findings of this study would be beneficial for firms to know more about the issue and will also help UAE policy makers to identify the appropriate information, incentives, and assistance essential to support UAE based firms especially SMEs. Your company is selected as part of a representative sample of 1500 UAE based SMEs for this study. Your participation in this study will add a great value and is critical to the success of this study. I recognize the value of your time, and sincerely appreciate your efforts. Individual responses are anonymous and all company level data will be held confidential. 

Please answer ALL the questions. Simply tick (√), fill in or circle your preferred choice of answer. There is no right or wrong answer but your careful consideration of each response, based on your own experiences and beliefs is sought. Should you need further clarification regarding this study, I can be contacted at 050-2222346 or email: e6466150@yahoo.com. Kindly complete this survey and submit it in online at your earliest convenience.

Thank you for your time.

Sincerely,
Doctoral Research candidate 



Section A: Individual/Firm’s Information

Gender
☐Male		☐Female

Respondent’s age
☐ 21–30	☐31-40		☐41-50 	☐> 50

Educational level 
☐Secondary or lower 	☐Diploma/certificate       ☐Bachelor degree/professional              ☐Postgraduate degree

Respondent’s current position 
☐Executive 	☐Manager 	☐Senior Manager 	☐Top Manager/Director/Owner

Industry Sector
☐Business Services 	☐Professional Services	☐Construction & Contracting    ☐ICT      ☐Transport & Logistics	
☐Restaurants & Catering         ☐Travel Agencies & Tour Operators         Other ____________________

Number of Employees 
☐Below 9	☐ 10 – 35	☐ 36 – 75 	☐> 75	

Yearly Sales
☐Below AED9 million	    ☐  AED10 – 50 million	☐ AED51 – 250 million     	☐ Above AED250 million

Firm’s Base Location
☐Abu Dhabi		☐Dubai		☐Ajman	☐Sharjah	☐Ras Al-Khaimah

☐Umm Al-Quwain	☐Fujairah

Section B: Social Media Adoption

1. How would you characterize your firm’s level of utilization with social media?  
      ☐None            ☐ Minimal	          ☐ Basic		☐Moderate		☐ Extensive

2. Please indicate which social media applications that your organization’s regularly use for the main business functions.
     (You can tick more than one)
☐LinkedIn             ☐Facebook         ☐Twitter         ☐Instagram          ☐YouTube             ☐Google+           ☐Pinterest                       ☐iTunes or Podcast         ☐Blogs        ☐WhatsApp

3. How long has your organization use social media?
     ☐  Less than a year 		☐ 1  to 2 years                       ☐ 3 to 4 years        	 ☐ More than 5 years

4. To what extent is social media used as a marketing tool in your organization? 
     ☐ Very great              ☐ Great              ☐ Little         	☐ Vey little          	☐ None

5. On average, how many hours per week do your company use social media?
     ☐ Less than 5 hours          ☐ 6 – 10 hours           ☐ 11 – 15 hours 		☐ Above 16 hours

6. How much of the total budget of marketing is allocated to social media campaign?
     ☐ None	☐0 – 20%	☐ 21 – 30%	☐ 31 – 40%	☐ More than 50%

Section C: Drivers for social media adoption

Management Influence: This section inquires about management attitude in social media

	Top Management Support
	strongly disagree
	Disagree
	Neutral
	Agree
	strongly agree

	TOP1
	Top management in my organization is interested in adopting social media
	☐	☐	☐	☐	☐
	TOP2
	Top management in my organization considers social media adoption important
	☐	☐	☐	☐	☐
	TOP3
	Top management in my organization has shown support for social media adoption

	☐	☐	☐	☐	☐

Innovation/Technology: This section is about your perception of the social media as an innovation. 

	Relative Advantage
	strongly disagree
	Disagree
	Neutral
	Agree
	strongly agree

	PRA1
	Social media provides new opportunities
	☐	☐	☐	☐	☐
	PRA2
	Social media allows us to accomplish specific tasks more quickly
	☐	☐	☐	☐	☐
	PRA3
	Social media allows us to enhance our productivity
	☐	☐	☐	☐	☐
	PRA4
	Social media allows us to learn more about our competitors
	☐	☐	☐	☐	☐
	PRA5
	Social media allows for better advertising and marketing
	☐	☐	☐	☐	☐
	PRA6
	Social media enhances the company’s image
	☐	☐	☐	☐	☐
	Compatibility
	
	
	
	
	

	CBT1
	Social media is compatible with our culture and values
	☐	☐	☐	☐	☐
	CBT2
	Social media is compatible with our preferred work practices
	☐	☐	☐	☐	☐
	CBT3
	Social media created changes are compatible with our business
	☐	☐	☐	☐	☐
	CBT4
	Social media security is compatible with us
	☐	☐	☐	☐	☐
	CBT5
	Social media legal issues are compatible with us
	☐	☐	☐	☐	☐
	CBT6
	Social media is compatible with our customers
	☐	☐	☐	☐	☐
	Complexity
	
	
	
	
	

	COM1
	I find it easy to get social media to do what I want to do
	☐	☐	☐	☐	☐
	COM2
	It is easy to become skillful at using social media
	☐	☐	☐	☐	☐
	COM3
	I find social media easy to use
	☐	☐	☐	☐	☐
	COM4
	Interaction with social media is clear and understandable
	☐	☐	☐	☐	☐
	COM5
	Social media is flexible to interact with
	☐	☐	☐	☐	☐
	Trialability
	
	
	
	
	

	TRI1
	Being able to try out social media was important for the firm to use it  
	☐	☐	☐	☐	☐
	TRI2
	It would not affect the firm if they finally don’t like social media
	☐	☐	☐	☐	☐
	TRI3
	Being relatively cheap/free, its good that the firm could pilot using social media
	☐	☐	☐	☐	☐
	Observability
	
	
	
	
	

	OBS1
	We can see our customers like social media when we use it 
	☐	☐	☐	☐	☐
	OBS2
	We have no difficulty telling our customers and partners what our social media program is
	☐	☐	☐	☐	☐
	OBS3
	Our customers know about our firm when we use social media
	☐	☐	☐	☐	☐
	OBS4
	We can see the results of our social media program
	☐	☐	☐	☐	☐


Business Environment: This section consists of your perception of the business environment affecting your firm
	Competitive industry
	strongly disagree
	Disagree
	Neutral
	Agree
	strongly agree

	CMP1
	The rivalry among companies in the industry my company is operating in is very intense 
	☐	☐	☐	☐	☐
	CMP2
	It is easy for our customers to switch to another company for similar services/ products without much difficulty 
	☐	☐	☐	☐	☐
	CMP3
	Our customers are able to easily access to several existing products/services in the market which are different from ours but perform the same functions
	☐	☐	☐	☐	☐
	Bandwagon
	
	
	
	
	

	BWG1
	Social media is a popular applications; therefore our firm would like to use it as well
	☐	☐	☐	☐	☐
	BWG2
	We follow others in adopting social media 
	☐	☐	☐	☐	☐
	BWG3
	We choose to adopt social media because many other firms are already using it
	☐	☐	☐	☐	☐
	

	
	
	
	
	
	

	Competitive Pressure
	strongly disagree
	Disagree
	Neutral
	Agree
	strongly agree

	CTP1
	Social media would allow firm stronger competitive advantage 
	☐	☐	☐	☐	☐
	CTP2
	Social media would increase firm ability to outperform competition
	☐	☐	☐	☐	☐
	CTP3
	Social media would allow firm to generate higher profits
	☐	☐	☐	☐	☐


Section D: Company Strategies

This section is ask about your firm current marketing strategies

	Our firm current strategy is to ……..
	
	
	
	
	                

	Increase sales
	
	☐	☐	☐	☐	☐
	Reach more potential customers
	
	☐	☐	☐	☐	☐
	Develop new markets
	
	☐	☐	☐	☐	☐
	Improve our customer relationship management
	
	☐	☐	☐	☐	☐
	Interact with customers much more quickly
	
	☐	☐	☐	☐	☐
	Enhance positive feedback of our product
	
	☐	☐	☐	☐	☐
	Promote the quality service of the products to customers
	
	☐	☐	☐	☐	☐
	Increase awareness of our product/brand online
	
	☐	☐	☐	☐	☐
	Improve customer services
	
	☐	☐	☐	☐	☐


Section E: Business Performance

This section is about the impact of social media on business performance. 

	Indicate the business performance of your firm after using social media
	Greatly decreased
	Slightly decreased 
	The same
	Slightly increased
	Greatly increased

	PRF1
	Sales transactions
	☐	☐	☐	☐	☐
	PRF2
	Sales volume
	☐	☐	☐	☐	☐
	PRF3
	Customer satisfaction
	☐	☐	☐	☐	☐
	PRF4
	Customer engagement
	☐	☐	☐	☐	☐
	PRF5
	Brand equity
	☐	☐	☐	☐	☐
	PRF6
	Service Quality
	☐	☐	☐	☐	☐



Section F: Open End Questions

1.       When did your organization decided to embark on the social media strategy?
Time:
Reason:






Thank you for your time

END
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الاسم: عادل الشرجي
مرشح لرسالة الدكتوراه في الدراسات التجارية، جامعة أبو ظبي

سيدي العزيز/ سيدتي العزيزة، 
أنا حالياً أجري بحثاً لنيل شهادة الدكتوراه في الدراسات التجارية من جامعة أبو ظبي. حيث يركز بحثي على العوامل المؤثرة في استخدام الشركات لوسائل التواصل الاجتماعي وعلاقتها بأداء الشركة. وفقاً لنسبة القبول العالية من قبل الأفراد في جميع أنحاء العالم لوسائل التواصل الاجتماعي والدراسات المحدودة التي أجريت في هذه المنطقة، ان نتائج هذه الدراسة ستكون مفيدة للشركات في معرفة المزيد عن هذه القضية وستساعد أيضاً أصحاب القرار السياسي في الامارات العربية المتحدة بالتعرف على المعلومات المناسبة، والحوافز، والمساعدة الضرورية لدعم الشركات الاماراتية والمؤسسات المتوسطة والصغيرة على وجه الخصوص. وبناءً على ذلك، تم اختيار شركتك كجزء من عينة تمثيلية من بين ألف وخمسمائة شركة اماراتية منها المتوسطة والصغيرة في هذه الدراسة. مشاركتك في هذه الدراسة ستضيف قيمة عظيمة ومهمة في سبيل انجاح هذه الدراسة. انني بالفعل أقدر مدى أهمية وقيمة وقتك، حيث انني بكل اخلاص وامتنان أقدر جهودكم التي ستبذلونها في سبيل انجاح هذه الدراسة. حيث أن جميع الاجابات الفردية ستكون مجهولة، وسيتم التعامل مع جميع بيانات الشركة بشكل سري.
يرجى الاجابة على جميع الأسئلة من خلال وضع علامة (√) في المربع أو وضع دائرة على الاختيار المفضل لديك. لا يوجد هناك اجابة صحيحة أو خاطئة، لكن كل ما عليك هو أن تجيب على الأسئلة بتأني حسب خبراتك ومعتقداتك. إذا كنت تريد أي توضيح أو استفسار بخصوص هذه الدارسة، يرجى الاتصال بي على الرقم التالي: 2222346-050 أو على البريد الالكتروني: e6466150@yahoo.com. يرجى اكمال هذا الاستبيان ومن ثم تسليمه على الانترنت في أقرب وقت ممكن.

مع خالص الشكر والتقدير، 
عادل الشرجي
مرشح لرسالة الدكتوراه
ـــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــالقسم (أ): معلومات الشركة/الفرد
الجنس
ذكر ☐                 أنثى ☐
سن المجيب
21-30 ☐                 31-40 ☐              41 -50 ☐      50 فما فوق ☐ 
المستوى التعليمي
ثانوية عامة أو أقل ☐             درجة الدبلوم ☐          درجة البكالوريوس ☐                شهادة في الدراسات العليا ☐
وظيفة المجيب الحالي
موظف اداري ☐                           مدير ☐                          مدير أول ☐                            مدير أعلى/مالك ☐
قطاع الصناعة
خدمات الأعمال التجارية ☐                الخدمات المهنية ☐                    البناء والمقاولات ☐        تكنولوجيا المعلومات والاتصالات ☐ 
النقل واللوجستيات ☐               المطاعم والتموين ☐         وكالات السفر ومنظمي الرحلات السياحية ☐                             أخرى ☐ 
عدد الموظفين
أقل من 9 ☐                          من 10-35 ☐                             من 36 -75 ☐                                  أكثر من 75 ☐
المبيعات السنوية
أقل من 9 مليون درهم اماراتي ☐           من 10 -50 مليون درهم اماراتي  ☐     من 51 -250 مليون درهم اماراتي ☐      أكثر من 250 مليون درهم اماراتي ☐
المكان الأساسي للشركة 
أبو ظبي ☐                          دبي ☐                           عجمان ☐                الشارقة ☐                      راس الخيمة ☐  
أم القيوين ☐                    الفجيرة ☐
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
القسم (ب): تبني وسائل التواصل الاجتماعي 
1- كيف تصف مستوى استخدام شركتك لوسائل التواصل الاجتماعي؟ 
              لا يوجد ☐                     قليل ☐                        أساسي ☐                    متوسط ☐                        واسع النطاق ☐
2- يرجى الاشارة الى تطبيقات التواصل الاجتماعي التي تستخدمها شركتك دائماً لأعمالها التجارية الرئيسية. 
              (يمكنك اختيار أكثر من خيار)
(LinkedIn) ☐        (Facebook) ☐        (Twitter) ☐      (Instagram) ☐           (YouTube) ☐           (Google+) ☐       (Pinterest) ☐      (iTunes or Podcast )  ☐                   (Blogs) ☐     (WhatsApp) ☐

3- كم مدة استخدام شركتك لوسائل التواصل الاجتماعي؟
              أقل من سنة ☐            من سنة الى سنتين ☐                من ثلاث الى أربع سنوات ☐                         أكثر من 5 سنوات ☐
4- الى أي مدى تم استخدام وسائل التواصل الاجتماعي كأداة تسويقية في مؤسستك؟
              بشكل كبير جدا ☐           بشكل كبير ☐             بشكل قليل ☐        بشكل قليل جداً ☐     لا يوجد ☐ 
5- في المتوسط، كم ساعة في الأسبوع تستخدم شركتك وسائل التواصل الاجتماعي؟
               أقل من 5 ساعات ☐            من 6 -10 ساعات ☐                   من 11 -15 ساعة ☐                      أكثر من 16 ساعة ☐
6- كم تبلغ نسبة الميزانية التسويقية الاجمالية المخصصة لحملة وسائل التواصل الاجتماعي؟
              لا يوجد ☐                   من 0 الى 20% ☐             من 21 -30% ☐             من 31 -40%☐            أكثر من 50% ☐  
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــالقسم (ج): تبني وسائل التواصل الاجتماعي 
تأثير الادارة: يستفسر هذا القسم عن السلوك الاداري في وسائل التواصل الاجتماعي.
ـــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــدعم الادارة العليا                                                                                                 غير موافق بشدة        لا أوافق        محايد      موافق       موافق بشدة  
ـــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ                
1- الادارة العليا في مؤسستي مهتمة في تبني وسائل التواصل الاجتماعي              ☐                ☐           ☐        ☐       ☐   
2- الادارة العليا في مؤسستي تعتبر وسائل التواصل الاجتماعي في غاية الأهمية     ☐             ☐              ☐         ☐        ☐
3- الادارة العليا في مؤسستي اظهرت دعماً لتبني وسائل التواصل الاجتماعي        ☐              ☐              ☐        ☐         ☐

· الابتكار / التكنولوجيا: هذا القسم حول تصور وسائل التواصل الاجتماعي كابتكار.  
ـــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــالميزة النسبية                                                                                                   غير موافق بشدة        لا أوافق        محايد      موافق       موافق بشدة       
ـــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
1- توفر وسائل التواصل الاجتماعي فرصاً جديدة                                                      ☐                ☐           ☐         ☐            ☐   
2- تسمح لنا وسائل التواصل الاجتماعي بإنجاز المهام المحددة بشكل أسرع                       ☐                ☐           ☐         ☐            ☐   
3- تسمح لنا وسائل التواصل الاجتماعي بتعزيز انتاجيتنا                                              ☐                ☐           ☐         ☐            ☐         
4- تسمح لنا وسائل التواصل الاجتماعي بمعرفة المزيد من المعلومات عن منافسينا              ☐                ☐           ☐         ☐            ☐   
5- تسمح لنا وسائل التواصل الاجتماعي بالتسويق والدعاية بشكل أفضل                           ☐                ☐           ☐         ☐            ☐   
6- تعزز وسائل التواصل الاجتماعي صورة الشركة                                                   ☐                ☐           ☐         ☐            ☐   
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــالتوافق                                                                                                     غير موافق بشدة        لا أوافق        محايد      موافق       موافق بشدة       
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
1. وسائل التواصل الاجتماعي متوافقة مع ثقافتنا وقيمنا                                 ☐            ☐           ☐         ☐            ☐                                              
2. وسائل التواصل الاجتماعي متوافقة مع ممارسات أعمالنا المفضلة لدينا          ☐            ☐           ☐         ☐            ☐   
3. أحدثت وسائل التواصل الاجتماعي تغييرات متوافقة مع أعمالنا التجارية        ☐             ☐           ☐         ☐            ☐   
4. أمان وسائل التواصل الاجتماعي متوافق معنا                                        ☐              ☐           ☐         ☐            ☐   
5. القضايا القانونية لوسائل التواصل الاجتماعي متوافقة معنا                         ☐             ☐           ☐         ☐            ☐   
6. وسائل التواصل الاجتماعي متوافقة مع عملائنا                                       ☐            ☐           ☐         ☐            ☐   

ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــالصعوبة               
                                                                                      غير موافق بشدة        لا أوافق        محايد      موافق       موافق بشدة       
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
1. أجد أنه من السهل الدخول الى وسائل التواصل الاجتماعي لفعل ما أريد القيام به          ☐     ☐           ☐         ☐        ☐
2. من السهل أن أصبح ماهراً في استخدام وسائل التواصل الاجتماعي                          ☐     ☐           ☐         ☐        ☐
3. أجد أن وسائل التواصل الاجتماعي سهلة الاستخدام                                             ☐     ☐           ☐         ☐         ☐
4. التفاعل مع وسائل التواصل الاجتماعي واضح ومفهوم                                         ☐     ☐           ☐         ☐         ☐
5. أجد سهولة ومرونة في التفاعل مع وسائل التواصل الاجتماعي                               ☐     ☐           ☐         ☐         ☐
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ                                                                                                         إمكانية التجريب/الاختبار                                                                                     غير موافق بشدة        لا أوافق        محايد      موافق       موافق بشدة       
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
1. تعتبر تجربة وسائل التواصل الاجتماعي شيئاً مهماً بالنسبة لشركتنا                            ☐     ☐           ☐         ☐         ☐
2. عدم رغبتنا في استخدام وسائل التواصل الاجتماعي سوف لا تؤثر على شركتنا             ☐     ☐           ☐         ☐         ☐
3. كون وسائل التواصل الاجتماعي رخيصة أو مجانية نسبياً، فإنه من الجيد للشركة           ☐     ☐           ☐         ☐         ☐
 أن تقوم بتجربتها. 
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ                                                                                                         القدرة على الملاحظة                                                                                       غير موافق بشدة     لا أوافق        محايد      موافق       موافق بشدة       
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
1. يمكننا الالتقاء بعملائنا على وسائل التواصل الاجتماعي عندما نشرع في استخدامها       ☐      ☐           ☐         ☐       ☐
2. لا نجد صعوبة في اخبار عملائنا وشركائنا عن برنامج وسائل التواصل                     ☐      ☐           ☐         ☐       ☐
 الاجتماعي الخاصة بنا.
3. يعرف عملائنا الكثير عنا عند استخدامهم لوسائل التواصل الاجتماعي                       ☐      ☐           ☐         ☐       ☐
4. يمكننا رؤية نتائج برنامج وسائل التواصل الاجتماعي الخاصة بنا                             ☐      ☐           ☐         ☐       ☐



بيئة العمل: يحتوي هذا القسم على تصورك لبيئة الأعمال التجارية التي تؤثر بشركتك.
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ                                                                                                         الصناعة التنافسية                                                                                           غير موافق بشدة        لا أوافق        محايد      موافق       موافق بشدة       
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
1. تعمل شركتني بشكل مكثف وسط بيئة تنافسية في مجال الصناعة                             ☐      ☐           ☐         ☐      ☐
2. من السهل لعملائنا الانتقال الى شركة أخرى تعرض نفس الخدمات/المنتجات              ☐      ☐           ☐         ☐      ☐
 بدون أي صعوبة تذكر
3. عملائنا قادرين على الوصول بسهولة الى خدمات/منتجات متعددة                            ☐      ☐           ☐         ☐      ☐
في السوق التي تعتبر مختلفة عن خدماتنا أو منتجاتنا لكنها تؤدي نفس الوظائف.
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ                                                                                                         اتباع التيار الشائع                                                                                        غير موافق بشدة        لا أوافق        محايد      موافق       موافق بشدة       
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
1. وسائل التواصل الاجتماعي هي عبارة عن برامج مشهورة؛ لذلك تفضل                  ☐       ☐    ☐     ☐      ☐
شركتنا استخدامها.
2. نحن نتبع الآخرين في استخدام وسائل التواصل الاجتماعية                                  ☐     ☐       ☐     ☐      ☐
3. قررنا استخدام وسائل التواصل الاجتماعية لأن العديد من                                    ☐      ☐      ☐     ☐      ☐
الشركات الأخرى تستخدمها حالياً.
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ                                                                                                         الضغط التنافسي                                                                                           غير موافق بشدة        لا أوافق        محايد      موافق       موافق بشدة       
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
1. توفر وسائل التواصل الاجتماعي للشركة مزايا تنافسية قوية                              ☐            ☐           ☐          ☐     ☐
2. تزود وسائل التواصل الاجتماعي الشركة بالقدرة على التفوق على منافسيها             ☐          ☐           ☐         ☐       ☐
3. تسمح وسائل التواصل الاجتماعي للشركة أن تحقق أرباحاً كبيرة.                         ☐          ☐           ☐         ☐       ☐
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
 القسم (د): استراتيجيات الشركة
يستفسر هذا القسم عن الاستراتيجيات التسويقية الحالية الخاصة بشركتك 
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ                                                                                                         استراتيجية شركتنا الحالية هي...                                                                     غير موافق بشدة        لا أوافق        محايد      موافق       موافق بشدة       
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
1. تحقيق زيادة في المبيعات                                                                           ☐      ☐           ☐         ☐      ☐
2. الوصول إلى المزيد من العملاء المحتملين                                                      ☐      ☐           ☐         ☐      ☐
3. تطوير أسواقاً جديدة                                                                                 ☐      ☐           ☐         ☐      ☐
4. تحسين إدارة علاقات العملاء لدينا                                                                ☐      ☐           ☐         ☐      ☐
5. التفاعل مع العملاء بسرعة كبيرة                                                                 ☐      ☐           ☐         ☐       ☐
6. تعزيز التعليقات الإيجابية على منتجاتنا                                                          ☐      ☐           ☐         ☐       ☐
7. تعزيز خدمة جودة المنتجات لعملائنا                                                             ☐      ☐           ☐         ☐       ☐
8. زيادة الوعي لمنتجنا / لعلامتنا التجارية على الانترنت                                       ☐      ☐           ☐         ☐       ☐
9. تحسين خدمات العملاء                                                                             ☐      ☐           ☐         ☐       ☐
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ





القسم (هـ): أداء الأعمال التجارية
يتساءل هذا القسم عن مدى تأثير وسائل التواصل الاجتماعية على أداء الاعمال التجارية.
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ                                                                                                         أشر الى أداء أعمال شركتك بعد استخدامها لوسائل التواصل الاجتماعي:           انخفض الى حد كبير     انخفاض طفيف     لم يتغير       زاد قليلاً       زيادة كبيرة 
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ
1. معاملات المبيعات                                                                       ☐          ☐                 ☐              ☐         ☐
2. حجم المبيعات                                                                            ☐           ☐                 ☐              ☐        ☐
3. رضا العملاء                                                                             ☐           ☐                 ☐              ☐        ☐
4. إشراك العملاء                                                                           ☐           ☐                 ☐              ☐        ☐
5. علامتنا التجارية                                                                         ☐           ☐                 ☐              ☐        ☐
6. جودة الخدمة                                                                              ☐          ☐                 ☐            ☐         ☐
ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ



القسم (و): أسئلة مفتوحة النهاية

1. متى قررت مؤسستك الشروع في استخدام استراتيجية وسائل التواصل الاجتماعية؟
الوقت:
السبب:




شكراً جزيلاً لكم

انتهى



Usage vs Adoption Time
Minimal	<	 1 year	Basic	1 - 2 years                  	Moderate	3 - 4 years        	Extensive	>	 5 years	25	16.7	40.300000000000004	42.4	23.6	21.5	11.1	19.399999999999999	Percentage
>	 5 years	3 - 4 years        	1 - 2 years                       	<	 1 year	19.399999999999999	21.5	42.4	16.7	Time of Adoption 
Percentage
<	 5 hours	6-10 hours	11-15 hours	>	16 hours	45.1	34	9	11.8	Percentagle
<	 5 hours	0 – 20%	6 -10 hours	21 – 30%	11-15 hours	31 – 40%	>	 16 hours	>	 40%	45.1	77.8	34	10.4	9	9.7000000000000011	11.8	2.1	Percentage
SMEs	Facebook 	WhatsApp	Instagram 	Twitter 	Youtube	LinkedIn	21.3	17.899999999999999	18.600000000000001	11.7	9	12.8	UAE	Facebook 	WhatsApp	Instagram 	Twitter 	Youtube	LinkedIn	90	82	56	51	50	Region	Facebook 	WhatsApp	Instagram 	Twitter 	Youtube	LinkedIn	87	84	34	32	39	Percentage
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IRB Approval (9

Essam Dabbour <essam dabbour@adu.acae>

Hi Mr. Adel

Based on the expedited review for your IRB application, | am pleased to inform you that it is now approved. Please make sure to adhere to the
protocol submitted in your application. In case if you will need to make any changes to the protocol or the survey, you MUST fill out the

tached change form and send it to me for approval PRIOR to making those changes. Once the data collection is completed, please fill out the
tached closing form and return to me. Thank you and good luck in your research

Dr. Essam Dabbour, P. Eng
Associate Professor

Department of Civil Engineering, College of Engineering
Abu Dhabi University

P. 0. Box 59911, Abu Dhabi, UAE

Telephone +971 2501 5634

essam dabbour@adu.ac.ae

Member, American Society of Civil Engineers (ASCE)
Member, Institute for Transportation Engineers (ITE)
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