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ABSTRACT

Thisresearchexamines thefactors thatcontribute to theutilizationofsocialmediaby thesmall
and medium-sized enterprises (SMEs) operating in the food industry in Brunei Darussalam. It
alsoinvestigateshowsocialmediaprovidesopportunitiestoSMEs.Thisresearchwasdoneusing
aquantitativemethodthroughprimaryresearchthatwasfocusedonsmallandmedium-sizedfood
vendorsinBruneiDarussalam.SurveyquestionsweredistributedtofoodSMEsandvendors,who
usesocialmediatoassisttheminconductingtheirbusiness,toserveasaguidelinetounderstandhow
socialmedianetworkscanleadtopositivebusinessoutcomesandhowunderstandingkeyfactorsmay
leadtooptimizingproductportfoliosandtodiscovernewopportunitiesfortheirbusinesstoexpand.
Basedontheauthors’research,costeffectivenesswasfoundtoinfluencesocialmediausageamong
thesmallandmediumfoodvendorsinBrunei.Factorssuchastrust,interactivityandcompatibility,
howeverwerenotfoundtobethefactorsinfluencingtheutilizationofsocialmedia.
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1. INTRoDUCTIoN

Socialmediahasbeengloballyacceptedaseffectivemediaforcommunicationandcollaborationas
itprovidesmanyadvantageswhicharenotofferedbyothermediasuchascost-effective,many-to-
manyinteractivityandrichininformationcontentinvariousforms(multimedia)(Baruah,2012).
Assuch,ithasbecomeanimportantpartofpeople’slivestoconnectandkeepupdatedwiththeir
relativesandfriends.Italsoopenedupnewopportunitiesforindividualstoexpresstheircreativity
inthevirtualcommunity.Notonlysocialmediahasproventoplayanessentialpartinindividuals’
lives, italsobecomessignificantly important forsmallandmedium-sizedenterprises (SMEs) in
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runningtheirbusinesses(Dahniletal.,2014).GiventhelimitedresourcesandcapacitiesofSMEs,
socialmediaisbelievedtohelpimprovebusinessperformancesbybringinginnewopportunities.

InBruneiDarussalam,socialmediautilizationforbusinessesseemstobenolongeroptional.
BruneianscanaccesstheInternetonadailybasis.AccordingtothenewDigital in2017Global
Overviewreport,withthemajorityofthetotalpopulation(86percent)usingthesocialmedia,Brunei
Darussalambecamethethirdhighestintermsofsocialmediapenetrationglobally(Othman,2017).
Particularly in the food industry, there is anevidentlygrowing interest in theadoptionof social
media.Businessesusesocialmediaasanalternativechanneltopromoteandselltheirproducts,to
doresearchfortheirproductdevelopmenttooptimizetheirproductportfoliosandtodiscovernew
opportunitiesfortheirbusinesstoexpand.Insuchmanner,itisimportantforSMEsfoodindustry
tohaveknowledgeonthesuccessfactorsontheutilizationsocialmediaasthismayenhancetheir
abilitytomakedecisionsaccurately.Learningfrommistakesisimportant.Therefore,variousfactors
thatmaystopsomeenterprisesfromutilizingsocialmediaintheirbusinessdespitetheirpotential
benefitsneedtobeproperlystudied.

TheaimsofthisresearcharetoidentifyandanalyzesocialmediaadoptionamongSMEsinthe
foodindustryofBruneiDarussalamandtounderstandwhatinfluencesthebusinessestousesocial
mediaintheirbusinesses.Theresearchwascarriedoutwithaquantitativemethodtoanalyzethe
responses,supportedbyotherresearchers’findings.Thestudyfocusesmainlyonfindingoutthe
reasonswhySMEsleanmore towardsocialmedia toattract theircustomersandhowcustomers
respond to themarketingstrategies implementedby thesebusinessesespeciallynowthatweare
inanerawherecustomerspreferhonestyandtransparencyespeciallywhenitcomestofoodasit
isdirectlyrelatedtohealthandhygiene.Finally,thispaperwillexploretheopportunitiesprovided
bysocialmediathatcouldbeusedbythesesmallandmediumenterprisesfortheirgrowth.Italso
aimstodiscoverthetargetedcustomersandhowtheuseofsocialnetworkssuchasFacebookand
Instagramhavebecomethesolutiontogetnewcustomers.

Thispaperisorganizedasfollows.Literaturereviewispresentedinthenextsectionfollowedby
adiscussionontheframeworkandhypothesesdevelopment.Next,wedescriberesearchmethodology
employedfollowedbydataanalysisandresultsofhypothesestesting.Wethendiscusstheresultand
thefinalsectionisconclusionsmadefromthestudy.

2. LITeRATURe ReVIew

2.1. SMes in Brunei
InthecontextofBrunei,SMEsisdefinedasenterpriseshavingemployeesrangingfrom1to100
(Polsarametal,2011).Smallandmediumenterprises(SMEs)playvitalpartinBruneiDarussalam
economicdevelopmentasaparttodiversifytheBrunei’seconomyandcreateemployment.According
toInternationalBusinessPublications(2015),theSMEsinBruneihavecontributedtotheemployment
intheprivatesectorforabout92%and66%oftheGDPinthenon-oilsector.Thegovernmenthasbeen
supportingthegrowthofSMEstodiversifyBrunei’seconomy.SMEsareencouragedtobecreative
andexploringthebusinessopportunitieslocallyandoutsidecountryasexpressedinvariousSultan’s
speech,HisMajestywantshisgovernmenttogivesupportinthedevelopmentofSMEswhichwill
allowthemtocontributetoBrunei’seconomy(Thambipllai,2008).

ThegovernmenthasmadeseveralactionsonthedevelopmentofSMEsuchastheestablishment
of Resource Centre which now called as Resource and Standard Centre. It emphasizes on the
development of SMEs and provide services to them such as counseling, workshops and others
programmethataremadespecificforSMEwhichareprovidedbyMinistryofIndustryandPrimary
Resources(InternationalBusinessPublications,2015).Thegovernmentestablishedastatutorybody
calledDarussalamEnterprises(DARe)in2016tomonitorandnurturethegrowthoflocalenterprises
development.Themajorityoftheboardmembers(81%)areprivatesectorrepresentationwhichto
ensurethatprivatesectordriventhedirectionanddevelopmentofSMEthroughDARe.Business
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SupportCentreestablishedbyDAReinthesameyearwhichthecentrewillprovideasingleportal
orvenueforbusinessessuchasgiveadviceandinformationaboutbusinessandapplicationofSME
programmes,grantsandloans(BorneoBulletin,2016a).

Banks suchasBank IslamBruneiDarussalamalsoassists thedevelopmentofSMEs.They
introducedSME360°whichwillassistSMEsandthebankalsoestablishedone-stopagencywhich
calledSME360°branchtoservetheirclientssotheycoulddotheirbusinessesandalsoprovide
SME-relatedfinancialproducts(Mohammad,2016).LocalSMEsareincreasingduetothecubestores
wherethestoresprovidesmallspacesforlowrent.ThecubestoresencourageBruneianvendorsto
starttheirownbusinesswiththecubeshopsasitremovesthedifficultyofrentingthewholeshop
anditdonotneedabusinesslicense(BorneoBulletin,2016b).Thecubesavailableforrentallow
thevendorstoselltheirproductssuchasfood,clothesandbeautyproducts.Thecubestorescanhelp
unemployedpeopletogainincome,asinstrumenttomaketheirbusinessgrowfurtherandmakethem
lessreliantonthegovernment.

2.2. Social Media Adoption for Marketing Purposes
SMEsareadrivingforcefortheeconomicgrowthofmanycountriessuchasMalaysiaandIndonesia,
asithaswidelyhelpedfightunemploymentandenhanceddevelopmentinthesecountries.(Ozigbo&
Ezeaku,2009).Unfortunately,somemaynotknowhowtoutilizetechnologyformarketingpurposes
(Vásquez andEscamilla, 2014).Byconcentratingon the rightplatform to campaign effectively,
businessescanattractpotentialcustomers,influencethemtopurchaseandincreasetheirsales.Social
mediasuchasFacebook,Twitter,Snapchat,InstagramandYouTubecanbeusedtoexposetheir
businessesformarketingpurposes,publicity,andcustomerrelationsandmarketresearchpurposes.
Enterprises should keep their efforts manageable and their accounts regularly updated even if
maintainingsocialmediatakestime(Niven,2014).

Socialmediahasthepotentialtobepowerfulmediatoengagewithconsumersandgenerate
brandadvocate(Hutteretal.,2009).However,toovercomepotentialconsumers’reluctance,trust
needstobeestablishedandreinforcedsoonlinewordofmouthmarketing(e-WOMmarketing)can
bepromoted.Withtherecentadvancesintechnology,socialmediaandmarketingnowworkclosely
inthebusinessenvironment.Usingsocialmediaincreasesthesearchabilityofthebrandandcreates
two-waycommunicationwithcustomers,inotherwords,allowsthecompanytodosocialnetwork
marketing(ÖztamurandKarakadilar,2014).

InMalaysia,theuseofFacebookhasbecomeincreasinglypopulartosellproducts,advertising
andmarketingatarelativelylowcost.Previousstudieshavefoundthatitisgoodforbusinessesto
embracesocialmediasuchasFacebookdueitsminimalcostandonlyrequireslowITskillslevel
(Derhametal,2011).Hassan,S.,Nadzim,&Shiratuddin,(2015)claimedintheirstudiesthatthe
useofsocialmedianotonlysavesmoneyforthecompanybutalsoimpactthecompanypositively
byboostingtheireconomicgrowth.

Another study by Kirtis and Karahan (2011) reveals that social media can strengthen the
relationshipwithcustomers.Havinganonlinepresencemakesitpossibletoreachamuchlarger
audienceinashorterperiodthanthetraditionalmeansofcommunicationandallatacostthatis
practicallynull.Formanybusinessleaders,socialmediaareseenasawaytostrengthenthereputation,
visibilityandreputationoftheirorganisation(Kaplan&Haenlein,2010).

AstudydevelopedbyAininetal.(2015)foundthatFacebookusagepositivelyimpactonSMEs
performanceoutcomesandtheyalsoidentifiedfactorssuchasinteractivity,compatibilityandcost
effectivenessinfluencetheSMEstoadoptFacebookforthebusinessactivities.

2.3. Influence of Culture on the Role of Social Media in 
the Consumer Decision-Making Process
Marketerscanreachpotentialandcurrentcustomersthroughsocialmedia,associalmediaprovides
thepossibilityofe-WOM.GoodrichanddeMooij(2013)foundthatHofstede’sculturaldimensions
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(Hofstede,1983)couldinfluencepurchasedecisionsthroughtheuseofsocialmedia.Hofstede’s
culturaldimensionsofindividualism/collectivism(IDV/COL)andpowerdistance(PDI)bestexplain
differencesinhowconsumersobtaininformationandtheroleofinformationinthedecision-making
process.Collectiviststendtoacquireinformationpassivelythroughpersonalcontactsandbasetheir
buyingdecisionsonopinionsofothers,feelings,andcompanytrust;whereaspeopleofindividualistic
cultureactivelysearchforinformationthroughwordofmouthortraditionalmedia.Accordingtothe
resultsofthestudybyGoodrichanddeMooij(2013),marketersincollectivisticcultureshouldmake
useofsocialmediamoreastheirmarketingstrategyduetosocialmediaplayinganimportantrolein
formingopinionsTheyalsofoundlong/short-termorientationplaysaroleindifferencesregarding
communicationbehaviorbetweenthebusinessesandtheconsumersinexplainingvariationsintrust
inonlinesourcesofinformation.

3. FRAMewoRK AND HyPoTHeSeS DeVeLoPMeNT

Fromtheaboveliteraturereview,itcanbeagreedthatsocialmediausagehelpssmallbusinessestogrow
throughmarketing(Neti,2011).Tobetterunderstandthefactorsinfluencingsocialmediaadoption,
theresearchhasbeeninspiredbyaframeworkdevelopedbyAininetal(2015).Ainin’sstudyclaimed
thatpreviousstudieshavefocusedontheimpactoftheadoptionofsocialmediainrelationwithtrust,
compatibility,costeffectivenessandinteractivityaswellasfinancialandnon-financialperformance.
Forthatmatter,theysuggestedinvestigatingtheextenttowhichthesesixfactorsarecorrelatedwith
theuseofsocialmediabySMEsintheMalaysianmarket.Inthesamefashion,wehaveadapted
Ainin’smodelandusedittoexplorehowfactorssuchastrust,compatibility,costeffectivenessand
interactivityinfluencesocialmediausageinthisstudyinthecontextofBrunei(Figure1).

Thefourfactorsexploredinthisresearchare:

1. Compatibilityreferstothedegreetowhichinnovationfitswiththepotentialadopter’sexisting
values,previouspracticesandcurrentneeds(Roger,1983).Previousstudieshaveinvestigated
how compatibility may or may not influence firms to adopt technology in their businesses
andhavefoundmixedresultsregardingthefactorcompatibilityinfluencingfirmsdecisionfor
technologyadoption.Theadoptionoftechnologyisusuallyaffectedbyfactorssuchasrelative
benefit,complexity,compatibility, testability,andobservation(Rogers,1995).Roger’sstudy
showedthatacombinationofthesefactorsinfluencestheadoptionoftechnologiespositively.
AnotherstudybyDavis(1989)hasshowedthattwopsychologicalfactorswerefoundthrough

Figure 1. The research model
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their technology acceptance model (TAM). These factors would determine the adoption of
technologyeaseofusehasagreaterimpactontheadoptionoftechnology:self-efficacyand
instrumentality;whichleadsbasicallyleadstodeterminethedegreeofcompatibilityofworking
withthesaidtechnology(Davisetal.,1989);

2. Cost effectivenessreferstotheimportanceofcostintheadoptionandutilizationofthetechnology
(ErnstandYoung,2001).Researchershavefoundthatcosteffectivenesshasasignificantinfluence
towardsbusinesses,especiallySMEs,regardingtechnologyadoption.Inthesamefashions,it
wasfoundoutbyGuarigliaetal.(2011)thatsmallsizedbusinessesusuallystrugglewiththe
adoptionofnewtechnologiesasitwouldbeconsideredasanextracostthattheymaynotbe
abletohandle.However,lately,manysmallcompanieshavemanagedtoimprovetheirbusiness
usingtheInternet.ThankstothecosteffectivenessofInternettechnologies.ThroughtheInternet,
especiallysocialmedia,theycanpromotenewproducts,locatenewpotentialinvestors,manage
theirmarketingandcommunicationsstrategies,identifynewcustomersandidentifynewmarket
niche(Kaplanetal.1997,Coccia1997,Hawking,1997).Thisonlyshowshowthefinancial
factorcanbecrucialtoSMEswhenitcomestoadoptingnewtechnologies.Associalmedia
isrelativelycheaptouse,organizationsaremorelikelytousesocialmediaformarketingand
communicationpurposes(Michaelidouetal.,2011);

3. Trustreferstostructuralassuranceandinformationaltrustinusingsocialmediaforwork-related
purposes.According toMcKnightetal. (1998),structuralassurances refer to thebelief that
favorableoutcomesarelikelybecauseofcontextualstructures,suchascontracts,regulations
andguarantees.Whereasinformationaltrustisdefinedas‘auser’sbeliefaboutthereliability,
credibilityandaccuracyofinformationobtainedfromFacebook(Chaietal.,2011).Asbusinesses
postinformationabouttheirorganizations,productsandservicestheyofferonsocialmedia,there
isapossibilitythatthereisaneedfortrustinadoptingsocialmediaforwork-relatedpurposes.
Beingpresentonsocialmediashouldrepresentarealguaranteeoftrusttocustomers.Trusthelps
increasethebusinessreputationandattractmorepotentialcustomers(Bauer,Grether&Leach,
2002).SMEsadoptionofsocialmediahelpthemcreateabondoftrustwithconsumers.Trust
canbeachievedbybeingatthelevelofcustomerexpectationsforinstance(Shih,2009).Allof
thisisthebestwaytobuildbrandauthorityorexpertise,buildtrust,andpresentthebusinessin
thebestlight(Michaelidouetal.,2011);

4. Interactivityreferstotheinteractionbetweenhumanandtechnologyregardingthedesign
andimplementationoftheinformationsystems(LeeandKozar,2012).Socialmediasuch
asFacebook isconsideredasan interactivemediaas itenables two-waycommunication
(Mayfield,2008).Duetointeractivityallowedbysocialmedia,itmighthaveaninfluence
towardsbusinessestousesocialmedia.InadditiontohavinganInternetpresencethrough
awebsite,socialmediaoffersalevelofinteractivity.It’sthefastestandmostdirectway
of communicating with target businesses’ goal is to differentiate themselves from the
competition (Michaelidou, 2011), attract both suppliers and consumers and build solid
relationships with them and finally transform the interactivity into a sale (Shih, 2009).
(corrected).Infact,Businessesshouldinteractwiththeirtargetaudienceinordertohelp
gettingtheirbrandnoticed,theymustbeattractedtoqualitycontent.Socialmediacanhelp
collect more information about customers. The idea is to build brand awareness, and to
acquirenewcustomers.Todothis,morethanadvertisinginthestrictsense,thepreferred
methodistodeployacontentstrategy.Thismethodistheonethatwillallowyoutoposition
abusinessintheeyesoftheirtargets,theircustomersandpotentialcustomersmostofthe
time.(Breslauer&Smith2009;eMarketer,2010).

Fromthefactorsexplainedabove,followinghypothesesweredevelopedtoinvestigatehowthe
abovefactorsinfluencesocialmediautilizationamongstSMEsinBrunei’sfoodsector(seeTable1).
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4. ReSeARCH MeTHoDoLoGy

4.1. Sampling
RespondentsaimedinthisresearchweremainlytheSMEsandlocalentrepreneurswhouse
socialmediasuchasInstagram,Facebook,WhatsApp,TwitterandSnapchatastheirtools
toconducttheirbusiness.Thisisbecause;itisbelievedthatthetargetedrespondentshavea
betterunderstandingandwouldbeabletoprovidereliabledataonfoodindustryinBrunei.
Inthissense,wehavehandedout60questionnairestobefilledbythelocalentrepreneurs
who use social media for their work-related transactions and deals. Questionnaires were
distributedonandotherweredistributedthroughGoogleforms.Itshouldbenotedthatthe
studyaimedforaconveniencesamplingmethodwhichmeansthatallpossiblesubjectsof
thepopulationhaveachanceofbeingincluded.Itisrelativelyacost-effectivemethodof
datacollection.

4.2. Data Collection
ThequestionnairewascreatedusingGoogleFormplatform,whichwasthencirculatedthrough
papersurveyandsocialmediaplatformfrom7thofAprilto16thofAprilin2017.Fromthese
platforms, respondents could easily access the questionnaire and submit responses directly.
TheseresponseswerethendownloadedfromGoogleFormintoExcelandwerethenanalyzed
byusingSPSSStatistics20.

4.3. Instruments
Primarydatacollectioninstrumentusedforthisresearchisintheformofaquestionnaire,which
wasdividedintotwo(2)sections.Thefirstsectionlookedintothedetailsofrespondentswhere
questionssuchasgender,age,modeofrunningthebusiness,typesofsocialmediaused,frequency
socialmediausageandalsothereasonfor theirchoiceofsocialmediausagewereasked.In
thefollowingsection,itiswherequestionsrelatedtotheconstructssuchastrust,interactivity,
compatibilityandcosteffectiveness influencingsocialmediaadoptionamongSMEs in food
industryinBruneiDarussalamwereasked.AsshowninTable2,thestatementsweremeasured
usingfive-pointLikertscaleitems,rangingfrom1=“stronglydisagree”to5=“stronglyagree”,
andfollowedbycommentssectionwhererespondentscangivetheircommentsregardingtheir
socialmediaadoptionintheirbusiness.

Subsequently,secondarydatawasretrievedfromthepreviousstudiesinthesameareaofinterest,
onlinejournals,researchpapersandwebsites;inordertogatherandstrengthenalloftheinformation
neededalsoasourguidanceintheresearchproject.

Table 1. Null and alternative hypotheses for all the variables

Item Hypotheses

H1
H0,1

Compatibilitypositivelyinfluencessocialmediausage
Compatibilitynegativelyinfluencessocialmediausage

H2
H0,2

Costeffectivenessofsocialmediapositivelyinfluencessocialmediausage
Costeffectivenessofsocialmedianegativelyinfluencessocialmediausage

H3
H0,3

Trustonsocialmediapositivelyinfluencessocialmediausage
Trustonsocialmedianegativelyinfluencessocialmediausage

H4
H0,4

Interactivityofsocialmediapositivelyinfluencessocialmediausage
Interactivityofsocialmedianegativelyinfluencessocialmediausage
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5. DATA ANALySIS AND ReSULTS

Thissectionpresentstheanalysisofdataandthetestresultsforthehypothesesofthestudy.Forthis
study,DescriptiveStatisticsandMultipleRegressionAnalysiswereappliedforstatisticalanalysis.

5.1. Background of Respondents
Thesampleofthisstudywouldbethosefoodvendorswhousesocialmediatodotheirbusiness.
About20paper-basedquestionnairesweredistributed,butonly15questionnairesreturned.Fromthe
survey,weconductonlineviaGoogleForms,wemanagedtoget45respondents.Thus,forthedata
analysis,60respondentswereselectedasthesamplesizeofthisstudy,whichgivesaresponserateof
92.3percent.Thefollowingsectionsofdataanalysiswillanalyzethebackgroundoftherespondents.

5.1.1. Gender
Basedfromthesurveyresult,majorityoftherespondentsofthesamplepopulationwerefemale.76.7
percent(or46)respondentswerefemalefoodvendors,whileonly23.3percentor14respondentsare
male.ThedatawillbeillustratedinFigure2.

5.1.2. Age
Fromoursurveyresults,amajorityoftherespondentsarefoodvendorsfromagegroup15-34years
old.Onlyasmallnumberof3.3%(or2)respondentsarefromtheagegroup55yearsoldandabove.
Asmallpercentageof18.3%(or11)respondentsarefromagegroup18-24yearsold,23.3%(or14)

Table 2. Operationalization construct

Construct Construct Definition Operational Definition

SocialMedia
Usage

SocialMediaUsagerefers
tohowsocialmediahelp
companytoconducttheir
businesses.

Pleaseindicatehowlikelyyouagreeordisagree:
1.Mybusinessusessocialmediatoadvertiseandpromoteproductandservices.
2.Mybusinessusessocialmediatocreatebrandvisibility.
3.Mybusinessusessocialmediatoconductmarketingresearch.
4.Mybusinessusessocialmediatogetreferrals(wordofmouthvialikes,shares,and
followers).
5.Mybusinessusessocialmediatocommunicatewithcustomer.
6.Mybusinessusessocialmediatodevelopcustomerrelations.
7.Mybusinessusessocialmediatoconductcustomerserviceactivity(interactionswith
customerbefore,duringandafterpurchase).
8.Mybusinessusessocialmediatofeedbackofproduct/servicesoffered.
9.Mybusinessusessocialmediatoreachnewcustomers.
10.Mybusinessusessocialmediatosearchforcompetitorinformation.

Trust

Trustreferstostructural
assuranceandinformational
trustinusingsocialmediafor
work-relatedpurposes.

1.Socialmediaprovidesmybusinesswithadequatemeasurestoprotectinformationpostedby
mycompany.
2.Socialmediaprovidesmybusinesswithasafeenvironmenttotransactinformation.
3.Socialmediaprovidesmybusinesswithadequatetechnologicalmeasurestodeliverinformation.
4.Socialmediaallowsmybusinesstobetrusted.
5.Socialmediaallowsmybusinesstogivegoodqualityservice.

Interactivity

Interactivityreferstothe
interactionbetweenhuman
andtechnologyregardingthe
designandimplementationof
theinformationsystems

1.Socialmediaprovidesmybusinesswithfeaturesforinteractivecommunicationwithcustomers.
2.Socialmediaprovidesmybusinesswithappropriatenumberofinteractivefeatures(e.g.
graphics,music,etc.).
3.Socialmediaprovidesmybusinesswithfeaturesforclearresponses.

Compatibility

Compatibilityreferstothe
degreetowhichinnovationfits
withthepotentialadopter’s
existingvalues,previous
practiceandcurrentneeds.

1.Socialmediausageiscompatiblewiththecompany’sITinfrastructure(devices,software,
network,etc.).
2.Socialmediausageisconsistentwiththebeliefsandvaluesofyourbusiness.
3.Socialmediausageisconsistentwithyourbusinessstrategy.

Cost
Effectiveness

Costeffectivenessrefersto
theimportanceofcostinthe
adoptionandutilizationof
SocialMedia

1.Socialmediaismorecosteffectivethanothertypesofmarketingorcustomerservicetechnologies.
2.Mybusinesscanavoidunnecessarycostandtimebyusingsocialmedia.
3.Socialmediasavesseller’seffortinmarketing,brandingandcustomerservice.
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respondentsarefromagegroup35-44yearsoldand15%or(9respondents)arefromagegroup45-
54yearsold).SummariseddataisshowninTable3.

5.1.3. Mode of Running Business
Basedonthedataanalysis,22(36.7percent)respondentsrunthisbusinessatafull-timebasisand
38(63.3percent)respondentsrunthisbusinessatapart-timebasis.ThisisasshownonTable4.

5.1.4. Social Media Platform Used
Basedonthedataanalysis,mostrespondentsusemorethanonesocialmediaplatformtoassisttheir
business.MostrespondentsuseInstagramtoassisttheirbusinesswithapercentageof83.3percent.3.3
percentoftherespondentsusewebsites;58.3percentoftherespondentsuseFacebook;73.3percent
oftherespondentsuseWhatsapp;5percentoftherespondentsuseTwitterandonly1.7percentof
therespondentsuseSnapchattoassisttheirbusiness.Table5showsthesocialmediaplatformthat
thefoodvendorsareusing.

Figure 2. Respondents’ gender

Table 3. Respondents’ age

Frequency Percentage (%)

18yearsoldandbelow 0 0

18-24yearsold 11 18.3

25-34yearsold 24 40.0

35-44yearsold 14 23.3

45–54yearsold 9 15.0

55yearsoldandabove 2 3.3

Table 4. Respondents’ mode of running business

Frequency Percentage (%)

Full-time 22 36.7

Part-time 38 63.3



International Journal of Asian Business and Information Management
Volume 11 • Issue 1 • January-March 2020

150

5.1.5. Frequency of Updating Social Media
Basedonthedataanalysis,25(41.7percent)oftherespondentsupdatetheirsocialmediaseveral
timesaday;19(31.7percent)oftherespondentsupdatetheirsocialmediaaboutonceaday;14(23.3
percent)oftherespondentsupdatetheirsocialmediaabout2-3timesaweekand2(3.3percent)ofthe
respondentsupdatetheirsocialmediaonlyonceaweek.Figure3showshowoftentherespondents
updateorpostonsocialmedia.

5.2. Descriptive Analysis of the Responses and Reliability
Forthisstudy,areliabilitytestwasdonetoseeifthereisanyitemtobeeliminatedfromeachvariable
fromtheLikert-scalequestionsinthesurvey.Fromthetest,asshownonTable6,allfivevariables
havegoodvalueofCronbach’salpha,asthevaluesareallrangingbetween0.6–0.9.Thus,noitems
wereeliminatedandfurtherdataanalysiswerecarriedout.

Table6Summarizedresultsfromreliabilitytestandminimum,maximum,meanandstandard
deviationvaluesofconstructsobtainedfromdescriptivestatisticalanalysis.

Tocalculatethevaluesofminimum,maximum,meanandstandarddeviationofthescores,a
descriptiveanalysiswasdone.Theabovetable(Table6)showsthedimensionUsage(dependent
variable)hasaminimumscoreof3.8andmaximumscoreof5.0whicharetheneutralandmaximum
scoreontheLikert-scale.Themeanis4.33whichindicatesthatmostoftherespondentsgaveagree
astheiranswerregardingtheirsocialmediausage.Thestandarddeviationofthescoreis0.399which
showsdataarecloselyclusteredaroundthemean,andarereliable.

Table 5. Respondents’ choice of social media platform

Frequency Percentage (%)

Instagram 50 83.3

Website 2 3.3

Facebook 35 58.3

WhatsApp 44 73.3

Twitter 3 5

Snapchat 1 1.7

Figure 3. Respondents’ frequency of updating social media
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FordimensionTrust(independentvariable),theminimumandmaximumscoresobtainedwere
3.0and5.0respectively.Themeanscorewasfoundtobe3.87,whichindicatesmostrespondents
arepositivewiththeTrustdimension.Thehighstandarddeviation(0.555)indicateshighdispersion
amongtherespondent’sanswersforthequestionsunderTangibilitydimension.

ForindependentvariableofInteractivity,ithasameanscoreof4.11,aminimumvalueof3.0
andamaximumvalueof5.0,whichshowsthatrespondentsgaveaneutraltopositiveanswerfor
thisdimension.Thelowstandarddeviationof46.1%showsthatthedispersionamongrespondents’
answersforquestionsunderthisvariableislow.

FordimensionCompatibility, theminimumandmaximumscoresobtainedwere3.0and5.0
respectively,withthemeanof3.74,itshowsthattheCompatibilitydimensionshaspositivescore.
Thehighstandarddeviationof0.615indicateshighdispersionamongtherespondents’answersfor
questionsunderCompatibilitydimension.

FordimensionCost Effectiveness, ithasameanscoreof4.54,aminimumvalueof3.0and
maximumvalueof5.0.Thesevaluesindicatethatrespondentsgaveapositiveanswerforquestions
underthisdimension.Thehighstandarddeviationpercentageof55.9%showsthehighdispersion
ofrespondents’answersforquestionsunderthisindependentvariable.

FromFigure4,itcanbeseenthatthedimensionofcost effectivenesshasthehighestmeanscore,
whichindicatesthatfoodvendorsinBruneiareadoptingsocialmediabecauseofitscost effectiveness.

Table 6. Reliability test results

Measure No. of Items Cronbach’s 
Alpha, α Min Max M SD

Usage 10 0.888 3.80 5.00 4.33 0.399

Trust 5 0.882 3.00 5.00 3.87 0.555

Interactivity 3 0.774 3.00 5.00 4.11 0.461

Compatibility 3 0.889 3.00 5.00 3.74 0.615

Cost
Effectiveness 3 0.845 3.00 5.00 4.54 0.559

Figure 4. Mean scores of the five dimensions of the study
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Fordimensioncompatibilityontheotherhand,ithasthelowestmeanscoreof3.74,whichindicates
thatrespondentsweremostlyneutralabouttheinteractivityofsocialmedia.

Fromthedescriptiveanalysisonthesurveyresponses,wehavesummarizedtheresultonthe
frequencytable(seeTable7).ForUsage,itwasfoundthatfoodvendorswhousesocialmediaas
aplatformtoassistthemindoingtheirbusinesseswereeithermostlypositiveorneutralregarding
theirsocialmediausage.Wehavealsofoundthatmostoftherespondentswerepositivewiththe
Trustdimensionofthesocialmedia.AsforthemeasureofInteractivity,agroupofrespondentsfelt
thatthesocialmediaplatformisveryinteractive.UndertheCompatibilitydimension,morethanhalf
oftherespondentsarepositivewiththecompatibilityofthesocialmediausage.Forthemeasureof
Cost Effectiveness,majorityoftherespondentsarepositiveandagreethattheuseofsocialmediais
verycosteffectiveinassistingthemtoconducttheirbusiness.

5.3. Multiple Regression Analysis
Toexamine the relationshipbetween socialmediausage and its four dimensions,wehaveused
multipleregressionanalyses.AsseenfromTable8ofmultipleregressiondataanalysis,itwasfound
thattheadjustedR2ofourmodelis0.176withtheR2=0.232whichindicatesthevarianceinthe
data.Therefore,wecanconcludethatthelowvariancevalueof23.2%showsthattheindependent
variablesarenotcapableinpredictingourdependentvariable,Usage.

FromTable8,itcanbeseenthatonlyCostEffectivenesshasasignificancevalueoflessthan
0.05.Thus,onlyindependentvariablesofCostEffectivenesswerefoundtostatisticallysignificant.

Table 7. Frequency table of responses for each variable used in the questionnaires

Frequency

Strongly Disagree and Disagree Neutral Strongly Agree and 
Agree

Usage 0(0.0%) 1(1.7%) 59(98.3%)

Trust 0(0.0%) 5(8.3%) 55(91.7%)

Interactivity 0(0.0%) 2(3.3%) 58(96.7%)

Compatibility 0(0.0%) 19(31.7%) 41(68.3%)

CostEffectiveness 0(0.0%) 1(1.7%) 59(98.3%)

Table 8. Results from multiple regression analysis

Unstandardized 
Estimates

Standard 
Error

Standardized 
Estimates t p-Level

Collinearity 
Statistics

B SE ® Tol VIF

(constant) 2.053 .607 3.379 .001

Trust .177 .101 .246 1.746 .086 .704 1.421

Interactivity .135 .119 .157 1.137 .261 .734 1.361

Compatibility .035 .090 .054 .389 .699 .731 1.368

CostEffectiveness .200 .087 .281 2.297 .025 .935 1.069

R2 0.232 df F 4.149

Adjusted R2 0.176 Regression 4

*p<.05 Residual 55
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Also,CostEffectiveness,valuedatsignificancevalueof0.025[F(4,55)=4.149,p<.05]hasthe
mostsignificantindependentvariable.

Tostrengthenthedatafoundonthesignificanceoftheindependentvariables,wecanlookat
thevalueofbeta.Thehigherthevalueofbeta,themoreimportantthevariableis.FromtheTable
8,itcanbeseenthatCostEffectivenesshasthehighestbetavalueof28.1%,whichstrengthenthe
significanceof the independentvariable.Thisvaluealso indicates thatCostEffectiveness is the
largestcontributortoourdependentvariable,Usage.

Fromthefindingsobtainedfrommultipleregressionanalysisconducted,wecouldnowaccept
orrejectthehypothesesforourstudy(Table9).Therefore,hypothesesH4(costeffectiveness)is
acceptedaswehaveenoughevidencetosupportthehypothesis.However,forhypothesesH1,H2
andH3,duetonotenoughevidencetosupportthehypotheses,nullhypothesesH0,1,H0,2andH0,3
wouldhavetobeaccepted:

H1:Thereisapositiverelationshipbetweentrust insocialmediaandthesocialmediausage
(NOTSUPPORTED).

H0,1: There is no relationship between trust in social media and the social media usage
satisfaction(SUPPORTED).

H2:Thereisapositiverelationshipbetweeninteractivityofsocialmediaandthesocialmediausage
(NOTSUPPORTED).

H0,2: There is no relationship between interactivity of social media and the social media usage
satisfaction(SUPPORTED).

H3:Thereisapositiverelationshipbetweencompatibilityofsocialmediaandthesocialmediausage
(NOTSUPPORTED).

H0,3:There isno relationshipbetweencompatibilityofsocialmediaand thesocialmedia
usage(SUPPORTED).

H4:Thereisapositiverelationshipbetweencosteffectivenessofsocialmediaandthesocialmedia
usage(SUPPORTED).

6. DISCUSSIoN

6.1. Cost effectiveness

H4:Thereisapositiverelationshipbetweencosteffectivenessofsocialmediaandthesocialmedia
usage(SUPPORTED).

Ourresultsenabledustounderstandthatcosteffectivenessistheonlyindependentvariablethat
issignificanttoourresearch.Thisconclusionissupportedbythefactthatthemajorityofrespondents
confirmedthatsocialmediasavesthemmoneyandtimewhilerunningmarketingactionplansas
showninTable7.Asamatteroffact,thecosteffectivenessofsocialmediaplaysanimportantrole

Table 9. Conclusion for hypotheses testing using multiple regression analysis

Independent Variable Conclusion From Hypothesis Testing

Trust Hypothesisrejected

Interactivity Hypothesisrejected

Compatibility Hypothesisrejected

CostEffectiveness Hypothesisaccepted
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inimprovingSMEKeyPerformanceIndicators(KPIs).AccordingtoEckerling(2014),Socialmedia
ROIisdefinedas“ameasureoftheefficiencyofasocialmediamarketingcampaign.”Infact,SMEs
mayusesocialmediatoimprovetheirprofitabilitythroughleadgeneration(leads)anddirectsales
(customers). Inotherwords,SMEs’mayusesocialmedia toboost theirbrandawarenessmetric
whileitcanimprovetheturnover–especiallywhenthecompanyhasfinancialconstraint(Chong&
Chan,2012;Alam,2009)throughtacklingthecustomerreach,whichleadstoahighprobabilityof
purchase.Opportunitiesarenowonsocialnetworksanditcouldbealosstoconsideromittingsocial
media.Indeed,notallcompaniescanalreadybepresentonsocialnetworks,butatleasttheymust
beconcernedtointegratethetoolintheircommunicationstrategy.Theriskofusingsocialmedia
toboostabusinessperformanceisverylowbecausesocialnetworkscostlittle,however,notbeing
presentcangenerateapotentiallysignificantshortfallforbusinesses.Becausesocialmediacostsonly
thetime,anddoesn’trequirehighITskills(Derhametal.,2011),that’swhybusinessesshouldgetout
oftheircomfortzoneanduseitevenmore.Infact,theyhavetoknowthattheyarenotsupposedto
sticktoonesocialmediumandthatcontentmustbepostedregularly.Socialnetworksarebooming,
undoubtedly.Manycompanieshavechosentousethisnewmarketingmeantotakeadvantageofits
efficientimpact.Facebookandits1.35billionactiveusersorTwitterandits284millionusersshow
wellthatconsumerscanaccepttheseplatformsasmarketingtool.

Ontheotherhand,Trust, InteractivityandCompatibilitywerenotsignificantenoughto the
importanceofsocialmediausagebySMEs.Wecouldassumethatlowcostiswhatdrivesthese
SMEstousesocialmedia.

6.2. Trust

H1:Thereisapositiverelationshipbetweentrustonsocialmediaandthesocialmediausage
(NOTSUPPORTED).

OurstudyfoundthattrustisinsignificantfactorinsocialmediausageinSMEs.Thisresultis
consistentwiththeresultsobtainedbyWuandLiu(2007)andalsoAinin(2015).Asinterpreted
byAinin,thepossiblereasonfortrusttobeaninsignificantfactorisbecausesocialmediaservice
providerssuchasFacebookandInstagramarewellknownwithmillionsofusersglobally.Duetothat
reputation,trustmaynotbeanissuefororganizationstousesocialmedia.Usersmayfeelassured
withsocialmediaserviceproviderstokeeptheirprivateinformation.Itisalsopossibleduetosocial
mediabeingcosteffective;trustfactormightbeoverlookedandnotconsideredwhenadoptingsocial
mediaformarketingpurposes.However,itshouldbenotedthat,trustfactormayinfluencesocial
mediausagewhenbusinesseshavetopayforacertainfeatureonsocialmediasuchasthepromotion
feature.Withthepromotionfeature,abusinessmaybeabletoreachacertainaudiencewiththeir
advertisementwithacostinvolved.Theninthatsituation,trustmaybecomeanimportantfactoras
thereisapossibilityofcreditcardfraud(Wu&Liu,2007).

Althoughourstudydoesnotgiveenoughevidencetosupportthepositiverelationbetweentrustand
theusageofsocialmediaanditsimpactonbusiness,itisconsideredtobeoneoftheimportantfactors
forsustainingabusiness.ItisatoolthathelpsSMEsbuildanonlinebrandreputationinaprofitable
way(Gligorijevic&Leong,2011).Trustinsocialmediausuallyarisesfromthediversityandquality
ofinformationsharedbytheSMEonaparticularonlineplatform.SocialmediaallowsSMEstohave
theopportunitytobuildarelationshipwiththeircustomers.Itshouldbenotedthattheyfirstwould
showinterestintheproduct,thenthebusinessandwilldefinitelysharetheinformationusingeitherthe
traditionortheelectronicwordofmouth.Credibleandtransparentinformationaboutabusinesswill
likelymakeacustomershareitespeciallyiftheyfinditinteresting.Finally,itcanbesaidthatsocial
networksmakeitpossibletobuildabalancedrelationshipbetweentheconsumerandthecompanyand
becauseitisawin-winrelationshipwhichcanleadtoalong-termrelationship.Thiscouldbedonefor
examplebysellingaproductoraservicethatsolvescustomers’problems(Rustetal.,2010).
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6.3. Interactivity

H2:Thereisapositiverelationshipbetweeninteractivityofsocialmediaandthesocialmediausage
(NOTSUPPORTED).

ThesamegoesforInteractivityhypothesis,whichisrejected.Socialnetworksareworth
nothingifSMEsdonotanimatetheircommunity.Theinteractioncouldbeinformofoffers
reservedformembers,specialevents,invitationstoevents,etc.SMEsareadvisedtopublish
everythingthatmakesthelifeofthecompanyandtocreateinteractivity.Byaskingquestions,
creatingevents,sendinginvitationsandencouraginguserstoreacttoeachpublication,share
themandgivetheiropinions.ThisoftenallowsSMEstohaverelevantuserexperiencefeedback
without resorting to costly andcomplicated surveysorpanels to setup.Furthermore, it is
believedthatsocialnetworkschangethewayconsumersexpressthemselvestothecompany,
asaresultoftheirpurchases.Thisleadsustothinkthatcompaniesshouldlistenandrespond
totheconversationsofInternetusersandnotignorethem(Rustetal.,2010).Interactingwith
customersontheInternetprovidesSMEswithareal-timesourceofinformationthatcanhelp
thembetterservetheircustomersandincreasetheirsaleperformance.Toputitindifferent
words,socialnetworksarenowanadditionalmediumthatcompaniesmustincludeintheir
businessstrategyandmorespecificallyintheirmarketingstrategy.Astudyhasshownthat
this“electronicword-of-mouth”isseenasreliablebyconsumersandsignificantlyaffectsa
firm’sperceivedvalue’’(Quesenberry,2015).

Becausesocialnetworkscostonlythetime,moreeffortsshouldbeinvestedonsocialmedia.
It is important to note that a few basic rules must be observed on social networks. Posting
trustworthy content regularly and controlling the social media helps customers not to forget
aboutthebrandandkeepitintheirtopofmind.Thatiswheretheroleofacommunitymanager
isverysignificant:itwillregulateandanimatethecommunityonsocialnetworksandensure
theexchangesthatoccurthere.Moreover,itisnecessarytobeabletoidentifyitstargetandits
objectivestobeattainedonsocialmedia.

6.4. Compatibility

H3:Thereisapositiverelationshipbetweencompatibilityofsocialmediaandthesocialmediausage
(NOTSUPPORTED).

As stated above, our findings did not support our hypothesis and rejected the idea that
socialmediaiscompatibleandeasilyadaptabletoSMEs.Ontheotherhand,itwasstatedby
68%ofourrespondentsthatsocialmediaiscompatiblewiththeirorganization,andthatithas
apositiveimpactontheirbusinessperformance.AstudystatedthattheuseofFacebookhasa
significantrelationwithtechnologycompatibility(Wangetal.,2010).Inpointoffact,social
media platforms like Facebook are trying to attract small businesses by making them user-
friendliness.Furthermore,themoderntechnologyandsocialmediaalsohelpdirectconsumers
toacertainbusiness,whichmeansthatSMESshouldjustworkhardertokeepupwiththeup-
to-datetechnologicaltrendsandintegratethemintheirbusiness(Accion,2016).Asamatterof
fact,itisbelievedthatitishardforSMEstoworkwithoutsocialmediagiventhecircumstances
today.Indeed,companieshaveadaptedtheirmanagementandsalestechniquestotheopportunities
offeredbysocialmedia,andtheywouldnolongerbeabletoworkwithoutthem.Thesemedia
havebecomethespearheadofsomecompanies. Inaddition tousing thesemedia toolsasan
advertising showcase, brands have the ability to interact very easily with Internet users via
information,imagesorvideos,thusenablingloyaltytobefasttoearn.
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7. CoNCLUSIoN

Socialmediaiswidelyusedamongsmallandmediumenterprisesforvariousreasons.Asamatter
offact,Internethasshakenconsumptionpatternsandchallengedthefunctioningofmostsectors.

Ouraimwas to investigate theuseof socialmediawithin thesesmallandmediumentities.
Afterreviewingandanalyzingallthecollecteddataandresults,ourresearchhasrevealedthatthe
onlyfactorsthatmattersmosttooursamplethatinSmallandmediumenterprisesinBruneiiscost-
effectiveness.Concerningtrust,compatibilityandinteractivity,ourresearchrevealedthattheyhad
nopositivecorrelationwithourdependentvariable.However,eventhoughtheseabove-mentioned
variableswerenotsupportedbyourstudy,thisdoesnotmeanthatourresultsarecompletelytrue
becausenotallcompaniescaremostlyaboutmakingprofit,buttheycanbedrivenbybuildinga
strongimageandbeclosertotheiremployeesandcustomers.Asamatteroffact,thisstudycanbe
expandedfurtherbytestingothersectorssuchastourismandbankingservicesforinstanceinorder
togainabroaderunderstandingabouttheuseofthesevariableswithinthesesectors.

Buildingupastrongmarketingstrategythroughsocialmediaisanever-endingprocessanditdoes
nothaveatypical“how-to”manualthatletsbusinesseslearnhowtouseitovernight.Itthusappears
thattheimageofSMEsiscloselylinkedwiththeuseofsocialnetworksduetoitscosteffectiveness.
Withoutthesenetworks,somecompanieswouldneverhavebeenabletomakethemselvesknown
soquicklythankstotheirinteractivityonFacebookorTwitter,andothersocialmedia.Welivein
aworldwithawideusageofmobilephones.EverythingisdonethroughInternettoday.Theworld
isradicallychangingandthereisaneedtocreateawarenessamongbusinessownersthattheyhave
toembracethedigitaltransformation.Thiscertainlyrequiresbeingontrackofwhattheregularly
changingcustomerneeds.

8. LIMITATIoNS

Oneofthelimitationsencounteredduringthisresearchwasmainlyduringthedatacollection.In
fact,manyintervieweesandrespondentsrefusedtogiveawaysomeinformationforprivacyordueto
professionalsecrecy.Furthermore,someresources(businessowners,businessexperts,socialmedia
experts)didnotalwayshavetheopportunetimetoreceiveus,forvariousreasons.

Ontheotherhand,surveysarealwayssubjectofbias.Weoptedtoquestionbothconsumers
andSMEsinordertohaveabroadviewonimpactofthesocialmediaonSMEs.Thequestionnaires
usedinthisstudyweredetailedinordertotopreventthereluctanceofrespondentstoanswer.One
lastdifficultywasthatolderpeoplearesometimesunfamiliartorespondingtoonlinequestionnaires,
whichmadethedatacollectiontakelongerthanexpected.Finally,we’vebeenonlyabletoreach60
SMEstorespondtoourquestionnaire.Alargersamplecouldhavebeenmoreusefultoourresearch
andenableustoachievemoreaccurateresults,
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APPeNDIX

Social Media Adoption in Food Industry Among SMes in Brunei Darussalam
WearepostgraduatestudentsfromUniversityBruneiDarussalam(UBD)undertheFacultyofSchool
ofBusinessandEconomics.Thepurposeofconductingthissurveyisapartofourresearch,togain
anindepthunderstandingaswellastoidentifyandanalysesocialmediaadoptioninfoodindustry
amongSMEsinBruneiDarussalam.

Allresponseswillbekeptconfidentialforacademicpurposesonly.Yourhonestopinion
andcooperationarehighlyappreciated.Thankyouinadvanceforparticipatingandhelpingus
inourresearch.

Section A: Respondent’s Background

1. Age(please specify):
___________________

2. Gender(please tick one):
[]Female
[]Male

3. Occupation(you may tick more than one):
[]Employed
[]Unemployed
[]Self-employed
[]Student

4. Socialmediaplatformused(you may tick more than one):
[]Facebook
[]Twitter
[]Instagram
[]Other
(pleasespecify):__________________

5. Howoftendoyouusesocialmedia(please tick one):
[]Severaltimesaday
[]2-3timesaweek
[]Aboutonceaday
[]Onceaweek
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Section B: Factors Influencing Social Media Adoption in 
Food Industry Among SMes in Brunei Darussalam
Pleaserateyoursatisfactionaccordingtothegivensituation.

1- SOCIAL MEDIA USAGE (refers to how social media help company to conduct business)

QUESTIONS Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree

1.Mycompanyusesocialmediatoadvertiseand
promoteproductandservices 1 2 3 4 5

2.Mycompanyusesocialmediatocreatebrand
visibility 1 2 3 4 5

3.Mycompanyusesocialmediatoconduct
marketingresearch 1 2 3 4 5

4.Mycompanyusesocialmediatogetreferrals
(wordofmouthsviasharesandfollowersin
socialmedia)

1 2 3 4 5

5.Mycompanyusesocialmediatocommunicate
withcustomers 1 2 3 4 5

6.Mycompanyusesocialmediatodevelop
customerrelations 1 2 3 4 5

7.Mycompanyusesocialmediatoconduct
customerserviceactivity(interactionswith
customersbefore,duringandafterapurchase)

1 2 3 4 5

8.Mycompanyusesocialmediatoreceive
feedbackofproducts/servicesoffered 1 2 3 4 5

9.Mycompanyusesocialmediatoreachnew
customers 1 2 3 4 5

10.Mycompanyusesocialmediatosearchfor
competitorinformation 1 2 3 4 5

2- TRUST IN SOCIAL MEDIA (refers to the believe in the reliability, truth, ability and strength of social media)

QUESTIONS Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree

1.Socialmediaprovidemycompanywith
adequatemeasurestoprotectinformationposted
bymycompany

1 2 3 4 5

2.Socialmediaprovidemycompanywithasafe
environmenttotransactinformation 1 2 3 4 5

3.Socialmediaprovidemycompanywith
adequatetechnologicalmeasurestodeliver
information

1 2 3 4 5

4.Socialmediaallowsmycompanytobetrusted 1 2 3 4 5

5.Socialmediaallowsmycompanytogivegood
qualityofservice 1 2 3 4 5
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3- INTERACTIVITY THROUGH SOCIAL MEDIA (refers as a key and distinguished factor that impacts users’ response to social media)

QUESTIONS Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree

1.Socialmediaprovidesmycompanywith
featuresforinteractivecommunicationwith
customers

1 2 3 4 5

2.Socialmediaprovidesmycompanywith
appropriatenumberofinteractivefeatures(eg:
graphics,music,etc.)

1 2 3 4 5

3.Socialmediaprovidesmycompanywith
featuresforvividresponses 1 2 3 4 5

4- COMPATIBILITY IN SOCIAL MEDIA (refers to the degree to which innovation fits with the potential adopter’s existing values, 
previous practices and current needs)

QUESTIONS Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree

1.Socialmediausageiscompatiblewiththe
company’sITinfrastructure(devices,software,
network,etc.)

1 2 3 4 5

2.Socialmediausageisconsistentwiththe
company’sbeliefsandvalues 1 2 3 4 5

3.Socialmediausageisconsistentwiththe
company’sbusinessstrategy 1 2 3 4 5

5- COST EFFECTIVENESS OF SOCIAL MEDIA (refers to the importance of cost in the adoption and utilization of social media)

QUESTIONS Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree

1.Socialmediaismorecosteffectivethan
othertypesofmarketingorcustomerservice
technologies

1 2 3 4 5

2.Mycompanycanavoidunnecessarycostand
timebyusingsocialmedia 1 2 3 4 5

3.Socialmediasavesemployeeseffortin
marketing,brandingandcustomerservice 1 2 3 4 5

6- PERFORMANCE (refers to how social media can have an impact on businesses)

QUESTIONS Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree

1.Salestransactionsincreasewiththehelpof
socialmedia 1 2 3 4 5

2.Salesvolumeincreaseswiththehelpofsocial
media 1 2 3 4 5

3.Numberofcustomersincreasewiththehelpof
socialmedia 1 2 3 4 5
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Section C: Comments
Anycommentsthatyouwouldliketoaddregardingtheadoptionofsocialmediainfoodindustry
amongSMEsinBruneiDarussalam?
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