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Abstract 
The conceptual study is to demonstrate the progress of the discussions be-
tween performance expectancy, social influence, facilitating condition, pro-
pensity to sharing information, viral marketing expectancy and fear of pan-
demic as influencing factors toward social media usage among entrepreneurs. 
Social media usage becomes the focus of researchers and organization, be-
cause of the effectiveness and efficiency of social media as a marketing tool in 
the business environment. Logically, variables (performance expectancy, so-
cial influence, facilitating condition, propensity to sharing information, viral 
marketing expectancy and fear of pandemic) may influence social media 
usage as a marketing tool to help entrepreneurs gain competitive edges, build 
relationship with customers and build business presence in the market. How-
ever, previous studies on the relationship between performance expectancy, so-
cial influence, facilitating condition, propensity to sharing information, viral 
marketing expectancy and fear of pandemic and social media usage as a mar-
keting tool are very limited. This preliminary study aims to answer what fac-
tors may influence the entrepreneur’s social media usage and find the most 
significant factors that can contribute towards the usage of social media as 
marketing tool in Malaysia. 
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1. Introduction 

Social media usage as a marketing tool has allowed entrepreneurs immediate in-
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teraction and customer feedback (Camilleri, 2019; Durgam, 2015; Eid, Abdel-
moety, & Agag, 2019; Lin, Li, Yan, & Turel, 2018). Social media usage is crucial 
and receives a lot of attention because it involves an economic cost to the entre-
preneur and its business by Armesh et al. (2010), Nadaraja & Yazdanifard 
(2013), and Vedenhaupt (2016). Generally, the factors that influence actual 
usage are influenced by performance expectancy, effort expectancy, social influ-
ence and facilitating condition (Venkatesh et al., 2003). Moreover, other factors 
such as attitude and belief (propensity to sharing information, viral marketing 
expectancy and fear of pandemic) can also influence entrepreneur actual adop-
tion of system usage. 

As the pandemic occurs, entrepreneurs suffer problems such as layoffs of em-
ployees, financial crunch, employees’ health issues, fall in sales and turnover, 
and customer demands (Kumar & Ayedee, 2021). However, with potential cus-
tomers’ availability on the internet, it is expected that this is the time for entre-
preneurs to take serious action in using social media as their marketing tool. 
Even Effendi, Sugandini, and Istanto (2020) study found that SMEs affected by 
the pandemic crisis have a great perception of social media usage and have a 
high intention to embrace social media as a method to promote their products 
and link with their customers. In other words, the spreading of pandemic has 
become a pushing factor for entrepreneurs to embrace e-commerce and social 
media usage for their business survival (Cheng, 2020).  

The definition of social media is networking of like-minded individuals who 
form a community to be able to communicate with each other on the internet by 
sharing information and comments between each other. The social media back-
drop is a procedure that requires numerous functions consisting of Facebook, 
Instagram, Twitter, WhatsApp, YouTube, to name a few. The preliminary study 
aims to develop a theoretical framework for understanding the relationship be-
tween performance expectancy, social influence, facilitating condition, propen-
sity to sharing information, viral marketing expectancy and fear of pandemic 
toward the social media usage as a marketing tool. It is expected that this study 
could provide more understanding on elements that could influence entrepre-
neurs to make use of social media as their marketing tool. 

2. Literature Review 

The Internet is a driver for e-commerce in the world nowadays. Surely, one of 
the most major changes in this decade is the revolution in communication 
technology and its effect on the way users now relate with companies and with 
each other (Elawadi, 2016); (Hassan, Shiratuddin, & Abdul Salam, 2015). There are 
several advantages to using social media as a marketing tool for entrepreneurs. 
Edosomwan et al. (2011) suggest that Facebook and Twitter grow to be fully as-
similated into our life, becoming an indispensable part of our lifestyles and a 
norm of activities to do. Fortin and Uncles (2011) postulate that the pace and 
ease at which information now spreads and goes viral has resulted in better 
consumer empowerment.  
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According to the (Malaysian Communication and Multimedia Commission, 
2018), internet users continue to rise to 28.7 million users. Overall, users spent 
6.6 hours online in a day. Visiting social networking platforms such as What-
sApp and Facebook are the most popular activities among Internet users. The 
main explanation with regards to these changes in users’ behaviour is the vo-
lume of content shared among online consumers.  

Despite the importance of social media and the promising capability of social 
media as a marketing tool, scant research has been conducted on this topic. Ex-
isting social media research for a business purpose has primarily been conducted 
at the big firm rather than focusing on the adoption of social media for entre-
preneurs especially in small and medium enterprises (SMEs). The current level, 
patterns, and factors influencing the adoption of social media as a marketing 
tool are still unknown, especially from Malaysia’s perspective.  

2.1. Social Media Usage 

The issues of entrepreneurs’ social media usage have been discussed among 
scholars, and it is still developing (Camilleri, 2019; Cheng, Liu, & Li, 2020; Liu & 
Bakici, 2019; Serben, 2014; Turan & Kara, 2018). Scholars have suggested per-
formance expectancy, effort expectancy, social influence and facilitating condi-
tions could influence social media usage (Serben, 2014; Teresa & Ceyrat 2017; 
Thomas, Singh, & Aulia 2017). Besides, such study in Malaysia is still in its in-
fancy, and empirical studies on these issues are highly scarce in Malaysia (Dai et 
al., 2020; Hassan, Shiratuddin, & Abdul Salam, 2015; Turner & Akinremi, 2020).  

2.2. Performance Expectancy 

Performance expectancy refers to “the degree to which an individual perceives 
that using a system will help him or her to attain a gain in job performance” 
(Venkatesh et al., 2003). Previous research by (Chua, Rezaei, Gu, Oh, & Jambu-
lingam, 2018) on performance expectancy as a determinant variable showed that 
performance expectancy can influence users’ intention to use social networking 
apps in Malaysia.  

2.3. Social Influence 

Social influence is “the degree to which an individual perceives the importance 
of others believing he or she should use the new system” (Venkatesh et al., 2003). 
The entrepreneurs would decide to use social media when spouse, sibling, men-
tor, influencers, and business competitors make him or her believe the impor-
tance of using social media in the business. Even more, there are possibilities 
that customers’ influence could be a reason the entrepreneur uses social media 
(Pentina, Koh, & Le, 2012). Consumers and entrepreneurs have different sets of 
people that can influence them to use social networking apps. Previous research 
by (Chua et al., 2018) on sets of people that can influence consumers to upload 
and use social networking apps are friends, family and a colleague. However, for 

https://doi.org/10.4236/jss.2022.101031


N. A. Abu Bakar, A. F. Ahmad Zaini 
 

 

DOI: 10.4236/jss.2022.101031 412 Open Journal of Social Sciences 
 

an entrepreneur the sets of people that can influence them are broader and in-
clude family, sibling, mentor (Venkatesh et al., 2003), customers, competitors 
(Matikiti, Mpinganjira, & Roberts-Lombard, 2018) and influencers (Fadhila, 
2018).  

2.4. Facilitating Condition 

Facilitating conditions is “the degree to which an individual believes that an or-
ganizational and technical infrastructure exists to support use of the system” 
(Venkatesh et al., 2003). An adequate infrastructure, appropriate skills, and 
enough resources will influence the entrepreneur and ease the business activities 
using social media as a marketing tool (Rahman et al., 2020). Previous research 
by (Tan, 2013) shows that facilitating conditions directly influence the uses of 
e-learning websites in Taiwan.  

2.5. Propensity to Sharing Information 

The propensity to share information can be one factor that influences entrepre-
neurs to utilize social media in their industry. Without the tendency to share in-
formation, the entrepreneurs will miss out on an opportunity to build their on-
line presence and cannot reach a vast potential customer that readily exists on 
social media platforms. The more an entrepreneur inclines to post and share it 
post on social media (comment, product review, upload video, etc.), the more 
propensity that the entrepreneur will use social media as a marketing tool (Rode, 
2016). Previous research by Jarvenpaa and Staples (2000) finds that feelings of 
sharing information were associated with the actual use of media for informa-
tion sharing activities among university staff.  

2.6. Viral Marketing Expectancy 

Viral marketing can destroy a business or can push word-of-mouth advertising 
on social networks and boost product and service sales (Rollins, Anitsal, & Anit-
sal, 2014; Hakimey & Yazdanifard 2014). The use of technology in viral market-
ing made interaction between entrepreneurs and customers more engaging; 
thus, this will help spread the viral message to other potential customers (Larson, 
2009). Previous research by Isa and Nordin (2018) about viral marketing studied 
how social media advertising uses viral marketing to promote brands and prod-
ucts. in Malaysia. The researcher studied several popular social media sites in 
Malaysia and found that viral marketing is positively accepted both by entrepre-
neurs and consumers. However, viral marketing expectancy variables have never 
been studied before on its influence towards actual use of social media as a mar-
keting tool.  

2.7. Fear of Pandemic 

Fear of pandemic has altered how people learn, work and live today. Donthu and 
Gustafsson (2020) stress that with COVID-19 still arising globally, the fear of the 
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pandemic will affect how a business does its activities. Moreover, Effendi et al. 
(2020) suggest using technology and adopting social media as a crucial tool in 
helping entrepreneurs deal with fear of COVID-19 pandemic to raise for adver-
sity in their business activities. Alqahtani and Rajkhan (2020) in their research 
about factors that make e-learning success found that lecturers and students’ 
readiness to adopt e-learning is crucial to be successful. However, the fear of 
pandemic is not yet studied with regards to the actual uses of social media as a 
marketing tool.  

2.8. Performance Expectancy, Social Influence, Facilitating  
Condition, Propensity to Sharing Information, Viral  
Marketing Expectancy, Fear of Pandemic and Social Media  
Usage 

Centred on the early study on social media adoption and entrepreneurs, the no-
tion is there was inadequate study about Malaysian entrepreneur’s social media 
adoption and use in Malaysia. Previous study results revealed that entrepreneurs 
in Malaysia are influenced to use internet marketing based on performance ex-
pectancy and facilitating conditions (Tan, Chong, & Lin, 2013). Moreover, Ma-
laysian entrepreneur’s familiarity and decision making about social media ac-
ceptance is founded on the individual understanding of the business holder, be-
ing as a social media user and as an administrator.  

Previous research by (Ali, Nair, & Hussain, 2016) on performance expectancy 
of students towards usage of computer supported collaborative classrooms 
showed a positive significant influence on usage. This also is a finding by (Chua 
et al., 2018) on the behavioural intention as the most influential factor of use 
behaviour because of greater beta values. However a research done by (Thomas 
et al., 2017) showed there is no significant influence between performance ex-
pectancy and social media usage in the banking sector in Oman.  

Therefore, performance expectancy is of direct relevance to the use of social 
media for a marketing tool by entrepreneurs in Malaysia. This is because entre-
preneurs rely on the use of social media to market their product and service. 
Owing to the feature of being able to market their products and services in li-
mitless locations, social media enables entrepreneurs to use it to reach its cus-
tomers in a vast market. Thus, if an entrepreneur perceives that the use of social 
media for digital marketing will contribute meaningfully to enhancing his or her 
business performance, he or she may be favourably disposed to use it in their 
marketing activities. 

Previous research by Ahmad, Hassan, Mohd Tajuddin, and Wimpi (2018) 
shows that the university students have high usage of social media with an aver-
age of three social media accounts for each student. A research by (Nawi, Ma-
mun, Nasir, & Muniady, 2019) noted that social influence acts as moderator be-
tween facilitating the actual use of social media among students in Malaysia. If 
the social influence is high the impact of facilitating conditions is also high to-
wards usage of social media. Moreover, social influence variable has a positive 
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and significant relationship towards actual use of social media among Turkish 
entrepreneurs (Turan & Kara, 2018). For competitors’ dimension in social in-
fluence, researcher Schillewaert, Ahearne, Frambach, and Moenaert (2005) 
found that competitors (sales-force from other companies) as a second most 
important factor that may influence sales persons in their adoption of technolo-
gy. However, for customer dimension in social influence, researcher Matikiti, 
Mpinganjira, & Roberts-Lombard (2018) studied customer pressure as one of 
the established factors that influence attitude towards the use of social media in 
South Africa. The finding shows that customers are one of the factors that in-
fluence the tourism industry to adopt social media for marketing purposes. Pre-
vious research by (Khalid, Jayasainan, & Hassim, 2018) about influencers that 
use social networking sites (SNS) found that the influencer can influence social 
networking sites usage. The study found that the influencer enhances cultural 
awareness and consumption among youth SNS users in Malaysia. 

Previous research by (Serben, 2014) shows that facilitating conditions has a 
significant relationship with actual use of social media and are moderated by age 
and gender. The younger the entrepreneurs are, the more they believe using so-
cial media will ease their business activities. Also, a male got more support to use 
social media in their business.  

Social media, specifically Facebook and Twitter, is a key platform to build re-
lationships with consumers and for consumers to get information about a brand 
and its products. Smith (2014) believes that users of social media believe infor-
mation posted by entrepreneurs and other users in social media are trustworthy 
and reliable. Hepziba and John (2017) in their research finds out that the goal of 
social media is to produce content that users will share in social networks known 
as customer engagement. The opinion of customers on the products, services, 
and brands can be shared to others via comment and share button. 

Previous research by Liu, Shao, Tang, and Fan (2019) studied whether and 
how factors for social media continuance behaviours work differently between 
social networking sites and microblogging. In their research, they found that us-
ers in social network media found satisfaction in social interaction while sharing 
information in social media. Research by Nabil Iblasi, Bader, and Ahmad 
Al-Qreini (2016) study the impact of social media as a marketing tool toward 
purchasing decisions. In their case study, the researcher posits that social media 
is an important communication tool that people use to connect to other people 
or organizations. To this end the finding shows consumers spending a lot of 
time on social media websites. This is concurring with the idea that social media 
websites are impactful in influencing consumer purchasing behaviour.  

Furthermore, Hepziba and John (2017) suggests that viral marketing involves 
consumers passing along a company’s marketing message to their friends, fami-
ly, and colleagues with the emotion of surprise often at work, and resembles that 
of word-of-mouth marketing. Previous research on viral marketing by Zernigah 
and Sohail (2012) studied consumers’ attitude towards viral marketing in Pakis-
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tan. The findings show that consumers attitude towards viral marketing is posi-
tive and believe the information in the viral massage will be forwarded to others 
if the massage deems trustworthy. Hakimey and Yazdanifard (2014) posit that 
viral marketing can built a company or also can destroys it. The viral massage is 
so impactful that the good viral massage will strengthen and build company 
quickly and vice versa. 

The fear of COVID-19 has evolved into a health, socioeconomic and humani-
tarian crises of unprecedented scale and impact in Malaysia (Lim, 2020). Fur-
thermore, due to fear of COVID-19, the conventional face-to-face selling prod-
ucts and services have shifted to online settings. On the economic front, the 
lockdown is turning into an economic knockout. The economy is nose diving 
with intensifying negative impacts on jobs, incomes, and livelihoods, disrupting 
supply chains and upending businesses (Lim, 2020).  

3. Proposed Theoretical Framework 

In this preliminary study, the conceptual model of the relationship of perfor-
mance expectancy, social influence, facilitating condition, propensity to sharing 
information, viral marketing expectancy, and fear of pandemic toward social 
media usage is illustrated in Figure 1.  

The proposed theoretical framework in Figure 1 reveals that performance ex-
pectancy, social influence, facilitating condition, propensity to sharing informa-
tion, viral marketing expectancy, and fear of pandemic have an influence to-
wards the social media usage Venkatesh et al. (2003). Researchers suggest that 
several variables such as propensity to sharing information, viral marketing 

 

 
Figure 1. Proposed theoretical framework. Adapted from Venkatesh et al. (2003). 
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expectancy, and fear of pandemic are added to measured social media usage. 
Previously, performance expectancy, social influence, facilitating condition were 
measured but for variables of propensity to sharing information, viral marketing 
expectancy, and fear of pandemic there are limited studies done. 

4. Limitation of the Study and Recommendation for Future  
Research 

This study is limited as there is no mediating or moderating variable included. 
Future research should include entrepreneurs’ intention as mediating variable 
and gender, age and experience as moderating variable to enhance the findings 
on the factors that influence social media usage and to improve the possibility of 
generalization.  

5. Conclusion 

This study attempts to develop a theoretical framework for the relationship be-
tween performance expectancy, social influence, facilitating condition, propen-
sity to sharing information, viral marketing expectancy and fear of pandemic 
towards social media usage as a marketing tool. This study will be conducted 
among entrepreneurs in Malaysia. Based on the preliminary findings, it can be 
concluded that studying social media usage as a marketing tool can help entre-
preneurs gain competitive edges, build relationship with customers and build 
business presence in the market.  
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