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ABSTRACT  

 

Social media is used by diverse demographics for a variety of purposes. It is a huge 

contributor to the 24-hour news cycle, a forum for conversation about any topic, a platform 

for organization and a place for businesses to connect with clients. The extended usage of this 

platform for business purposes is called social commerce. This research aims to study the 

adoption of social commerce in micro small and medium enterprises (micro-SMEs) in 

Malaysia by using the collaborative model of the Technology Acceptance Model (TAM), 

Theory of Planned Behaviour (TPB) and Information Systems (IS) Success Model. This 

study will investigate the phenomenon of low social commerce adoption among micro-SMEs. 

A total of 450 questionnaires will be equally distributed to business owners in Klang Valley, 

Penang, and Johor Bahru. The collected data will be analysed using Structural Equation 

Modelling (SEM) technique. The outcome of this study is expected to have important 

implications for theory by extending the body of knowledge in terms of research framework 

through the integration of TAM, TPB and IS Success Model with the adoption of three 

extended elements, Trust, (T) Cost (C) and Readiness (R). The implication for practice is that 

it should offer insights for improving national digital policies and strategies to improve the s-

commerce adoption among micro-SMEs. 

 

Keywords: Social Commerce, Social Commerce Adoption, Technology Acceptance Model, 

Micro Enterprise, Theory of Planned Behaviour, Information System Success Model 

 

 

 

INTRODUCTION 

 

Social media, such as Twitter, Facebook, Instagram, and LinkedIn are defined as a group of 

Internet-based applications built on the ideological and technological foundations of Web 2.0 

which allow the creation and exchange of user-generated (Hashim et al., 2017; Kaplan, 2015; 

Rauniar et al., 2014). It connects people and allows them to have fun through open feedbacks 

and unlimited sharing within a confined space and shortest time (Adam et al., 2016; Ali et al., 

2019; Yahia et al., 2018). Other than that, social media is not only a communication tool for 

amusement but also a vital marketing tool in business (Syaifullah et al., 2021), though it was 

initially used to facilitate virtual interactions among virtual organizations, but now it has 

emerged as an important element in communications by opening more opportunities for 

business-to-business (B2B) and business-to-customer (B2C) (Adam et al., 2016). When used 

successfully, social media allows firms to improve several business activities. These may 
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include, for example, relationships with trading partners, sharing information, and managing 

communications and logistics across supply chains (Ahmad et al., 2018). 

 

It is well established that small-to-medium enterprises (SMEs) can benefit from the use of 

social media (Ainin et al., 2015; Dahnil et al., 2014; Ghezzi et al., 2016; McCann & Barlow, 

2015; Wamba & Carter, 2014). Herein, the social media tools have benefited and enhanced 

the e-commerce, e-marketing, and e-shopping usage behaviours by allowing users to obtain 

information about any offered commodities in the easiest, fastest, and most familiar way, 

(Foltz et al., 2016), thereby increasing retail profit. The growing importance of social media 

and e-commerce applications has resulted in new purchasing patterns, where businesses and 

customers make more successful transactions by optimising the use of social network (Ali et 

al., 2019). Progressively, the usage of social media and social networking platforms evolved, 

spawning a new e-commerce division known as social commerce (s-commerce) (Adam et al., 

2016; Ali et al., 2019; Hidayatulloh, 2018; Sheikh et al., 2019). S-commerce is considered as 

a subset of e-commerce (Adam et al., 2016; Ali et al., 2019; Hidayatulloh, 2018; Sheikh et al., 

2019) and known as “a term that often used to describe new online retail models or marketing 

strategies that incorporate established social networks and/or peer-to-peer communication to 

drive sales” (Bamansoor et al., 2020, p. 101). Now, it is one of the vital fields and one of the 

fastest-growing areas within high-tech sector, particularly in trading and commercial 

environments (Bamansoor et al., 2020; Sheikh et al., 2019).  

 

Despite the advantages reported above, according to studies conducted by SME Corp 

Malaysia, the usage of e-commerce and social media is still low (Adam et al., 2016). 

Although many Malaysians have begun to buy and sell via social media, there are still limited 

studies on s-commerce. As most of the previous studies focused on studying consumer’s 

shopping behaviour in the domain of s-commerce (Al-Arfaj et al., 2019; Zhou, 2019; Aydin, 

2019; Sun et al., 2019), this study will take a similar approach but shift the focus to micro-

SMEs using s-commerce with social media platform as an enabler. 

 

This paper is structured as follows: the subsequent section presents an overview of s-

commerce amongst micro-SMEs in Malaysia, and reviews of the theories used. The research 

methodology is discussed next with the final section providing concluding remarks by 

highlighting the potential implications of the study for theory and practice.  

 

 

LITERATURE REVIEW 

 

Adopting information technology (IT) in an enterprise is a difficult and time-consuming 

procedure that must be completed successfully (Wang et al., 2019). IT adoption is linked to 

organisational conditions that help or impede IT adoption. Individuals, associations, and 

interconnected organisations are all adopters of IT. There are several models commonly 

applied for IT recognition and adoption (Johny & Bhasi, 2015; Samarasinghe & Silva, 2019). 

Recent studies showed that TAM and TPB serve as the foundation of technology adoption 

studies within various contexts (Koul & Eydgahi, 2017; Pouti et al., 2020). DeLone and 

McLean (1992) suggested, but did not empirically verify, a concept of information system (IS) 

performance built on a systematic review of past literature inclusive of six constructs namely 

system quality, information quality, usage, user satisfaction, individual influence, and 

organisational impact (Lacap et al., 2019; Sabherwal et al., 2006). Many researchers have 

adopted, adapted, and extended the IS success model to assess e-commerce achievement 

(Sura & Ahn, 2019). 
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Social Commerce 

 

Social commerce (s-commerce) is a variation evolving from e-commerce by capitalizing on 

the usage of large reservoirs of social capital and interaction data inherent in widespread 

social media. The s-commerce is built upon the usage of e-commerce (Gibreel et al., 2018). 

 

Electronic commerce (e-commerce) refers to businesses conducted online (Wang & Zhang, 

2012; Hashim et al., 2020; Lim et al., 2019; Mohamad et al., 2020; Nik Hashim et al., 2019; 

Omar et al., 2020). Turban et al. (2010) provided a more precise description of e-commerce, 

stating that e-commerce is the process of buying, selling, transferring, or exchanging products, 

services and/or information using computer networks mostly the Internet and intranets. E-

commerce can be divided into four main categories namely business-to-business (B2B), 

business-to-consumer (B2C), consumer-to-business (C2B), and consumer-to-consumer (C2C). 

 

Since the advent of Amazon.com in 1995, thousands of businesses have taken up residence 

on websites. The history of e-commerce is unthinkable without Amazon and eBay, which 

were among the first Internet companies to make electronic transactions available. Currently, 

e-commerce has become the primary approach in conducting business (Zulkiffli et al., 2020). 

The E-Commerce Consumers Survey 2018 (ECS 2018) released by the Malaysian 

Communications and Multimedia Commission (MCMC) in June 2019 revealed that 51.2% of 

Malaysians use e-commerce platforms to shop and sell online in the past 12 months. The e-

commerce market in Malaysia has shown a positive trend, with gross value added 

contributing 6.3% to gross domestic product (GDP) in 2017. Furthermore, value-added for e-

commerce increased from RM75.0 billion in 2016 to RM85.8 billion in 2017 (MCMC, 2018). 

As shown in Figure 2.11, Statista (2019) reported that revenues gained by Malaysia’s e-

commerce market is approximately USD3 billion. 

 

 
Figure 1: Revenue in E-Commerce Market in Malaysia 

 
 

 

Social media is described as a collection of Internet-based applications based on the theory 

and technologies of Web 2.0 that allow the development and sharing of ideas (Kaplan, 2015). 

Social media has evolved as a medium for people to communicate and have fun by providing 

open reviews and exchanging an abundance of information in a brief period of time (Adam et 

al., 2016; Ali et al., 2019). It provides an unparalleled platform for people to disseminate 

knowledge through a wide range of applications such as blogs, Wikipedia, and websites 

(Hashim et al., 2017; Hocevar et al., 2014). The presence of millions of users on social media 

sites is exciting for businesses as social media platforms are much more effective in 
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providing diverse opportunities to SMEs for interacting with consumers and other important 

stakeholders such as suppliers and employees (Rauniar et al., 2014; Sangi et al., 2020). 

 

Social media, which initially facilitated interactions among virtual organizations, has 

emerged as an important element in communications, where it has opened more opportunities 

for B2B and B2C businesses and the country’s economy in general (Adam et al., 2016; Cham 

et al., 2021). In regard to this, Facebook is one of Malaysia’s most famous social networking 

sites due to the fact that nearly all people prefer Facebook to other social networking 

platforms. As illustrated in Figure 2.12, a study conducted by the Malaysian Communications 

and Multimedia Commission (2020) titled Internet Users Survey 2020 showed that Facebook 

is used by 91.7% of Malaysian social network users. The current trend shows that social 

media has been used for business transactions in which is considered as an innovation in e-

commerce. Hence, social media must actively be used by businesses to boost revenues and 

engage with customers. 

 

Micro-Small-and-Medium Enterprises (micro-SMEs) 

 

SME Corp. Malaysia (2021) defines micro-SMEs (micro-enterprises) in Malaysia as 

businesses establishments with sales turnover of less than RM300,000 or employees of less 

than five. Based on the statistics reviewed, 98.5% businesses established in Malaysia are 

SMEs with 76.5% of the SMEs being micro-SMEs (SME Corp, 2018). Figure 2 illustrates the 

profile of SMEs in Malaysia divided by size and sector. SME Contributes 38.9% (RM552.3 

billion) of Malaysia’s GDP in 2019. The services sector continuously dominates the SMEs 

activities with a contribution of 63.3%, and the SMEs GDP of services sector augmented to 

42.7%, predominantly by wholesale and retail trade, food and beverages, and accommodation 

sub-sector (SME Corp, 2020). 

 

 
Figure 2: Profile of SMEs in Malaysia 

 
 

 

Malaysia can offer wide opportunities for these micro-SMEs to establish their businesses 

online. 

 

 

HYPOTHESIS DEVELOPMENT 
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Based on the reviewed literatures, a total of 14 hypotheses, eight with direct relationship and 

six with indirect relationship, developed in this study. Six independent variables are 

perceived ease of use (PEOU), perceived usefulness (PU), subjective norm (SN), trust (T), 

cost (C), and readiness (R), one moderator which is user experience (UE), and three 

dependent variables which are attitude towards s-commerce (A), user satisfaction (US) and 

usage loyalty (UL). 

 

Technology Acceptance Model (TAM) 

 

Technology Acceptance Model (TAM) is the most used model for s-commerce adoption. 

(Koul & Eydgahi, 2017; Lai, 2017; Sarker et al., 2019). It has been adopted, adapted, and 

extended in a wide range of contexts. TAM is used to research user preferences for social 

features on e-commerce websites, s-commerce drivers, and the analysis of different e-

commerce variables (Sarker et al., 2019). The independent variables for TAM are PEOU and 

PU (Chatterjee & Kumar, 2020). 

 

Perceived Ease of Use (PEOU) 

 

PEOU appears in the TAM, advanced by Davis et al. (1989). If a consumer believes that the 

application of technology or system is not difficult but can be done easily, the user will not 

refuse to use the technology or system as it is otherwise useful (Venkatesh et al., 2012). This 

conviction is synonymous with the notion that it is vital for an individual to extend certain 

initiatives in order to utilise a device or technology (Chatterjee & Kumar, 2020). PEOU is 

often thought to affect micro-SMEs’ acceptance and usage of e-commerce (Cho & Son, 

2019). It has been shown that if an advancement makes it easy for users to use, users are 

more likely to adopt that invention (Ware, 2018). This demonstrates that PEOU has a 

favourable relationship with the application of modern technologies. As a result, if Malaysian 

micro-SMEs believe that using a technology like s-commerce is not synonymous with 

uncertainty, the micro-SMEs will not think twice about using and implementing s-commerce. 

This leads to the formulation of the following hypothesis. 

 

H1: There is a positive relationship between Perceived Ease of Use (PEOU) and Attitude 

towards s-commerce (A). 

 

Perceived Usefulness (PU) 

 

PU is an intangible measure in which a user believes that using a device can help the users 

improve overall efficiency (Davis et al., 1989). If the users believe that using s-commerce can 

significantly increase entrepreneurial competitiveness, users will not hesitate to use the 

technology (Maia et al., 2018). The use of e-commerce will improve the efficiency of SMEs 

(Sullivan & Koh, 2019; Fatima & Bilal, 2019). Several studies showed that PU has important 

ties with users’ intentions to adopt new technology, such as using s-commerce (Othman et al., 

2019). It has been discovered that PU has a positive relationship with the overall deployment 

of new technologies (Kim & Chiu, 2019; Solangi et al., 2019). PU variable is also perceived 

to have a significant impact on s-commerce acceptance. For these inputs, the following 

hypothesis is proposed: 

 

H2: There is a positive relationship between Perceived Usefulness (PU) and Attitude towards 

s-commerce (A). 

 



Journal of Marketing Advances and Practices 71 

 

Published by Sarawak Research Society 

Theory of Planned Behaviour (TPB) 

 

TPB is frequently used to predict the change of behaviour, particularly the behaviour linked 

to technology use (Ajzen, 2020). Subjective norm in TPB reflects one’s perception of others’ 

relevant opinions on one’s decision to perform a behaviour (Ajzen & Fishbein, 1980). In the 

context of s-commerce, gaining social support from others is one of the most important 

reasons for online social interaction (Hajli et al., 2015). A supportive SN is said to lead to the 

formation of a favourable attitude to the extent that people believe they can execute the 

behaviour in question (Ajzen, 2020). Therefore, the following hypothesis is formulated: 

 

H3: There is a positive relationship between Subjective Norm (SN) and Attitude towards s-

commerce (A). 

 

Trust (T), Cost (C), Readiness (R) 

 

In the process of s-commerce adoption, several variables affect their behavioural intention to 

adopt the system, including trust (Moser et al., 2017; Abed, 2018; Al-Arfaj et al., 2019), cost 

(Rahayu & Day, 2015; Al-Saedi et al., 2020; Sutomo et al., 2020) and readiness (Mohammed 

et al., 2013; Jamali et al., 2015; Awa et al., 2015). Trust (T) is one of the most key success 

indicators influencing the implementation of a modern information system (Al-Saedi et al., 

2020). Cost (C) relates to the degree to which companies assume that implementing 

technologies would be prohibitively expensive (Al-Saedi et al., 2020). Individuals are more 

inclined to utilise s-commerce as they may profit from reduced prices, in addition to how they 

find s-commerce to be useful and simple to use (Noh et al., 2013). Readiness (R) is defined as 

managers’ understanding and assessment of the extent to which they believe their companies 

possess the awareness, resources, dedication, and power to implement s-commerce (Tan, et 

al., 2007). One with higher degree of readiness will be more inclined to use e-commerce 

(Yeni & Yasri, 2020). Based on the foregoing, this study assumes the following: 

 

H4: There is a positive relationship between Trust (T) and Attitude towards s-commerce (A). 

H5: There is a negative relationship between Cost (C) and Attitude towards s-commerce (A). 

H6: There is a positive relationship between Readiness (R) and Attitude towards s-commerce 

(A). 

 

Attitude (A), User Satisfaction (US), Usage Loyalty (UL) 

 

Ajzen (2020) claimed that supportive subjective norm and favourable attitudes lead to the 

formation of favourable behavioural intentions to the extent where people believe that they 

can perform the behaviour. DeLone and McLean (2003) posited that variability in the quality 

and intensity of a system is likely to have a significant impact on the realization of the 

benefits of a system, which is more likely to enhance user satisfaction. Although some 

researchers replaced the intention to use, DeLone and McLean (D&M) IS success model with 

PU dimension (Mun et al., 2010; Alhulail, et al., 2018; Nistah et al., 2019), DeLone and 

McLean (2003) believed that system usage is an appropriate measure of user satisfaction in 

most cases. The relationship between the uses and user satisfaction of a system is interrelated 

(DeLone & McLean, 2003). Besides, it has been suggested that there is a strong relationship 

between satisfaction and loyalty (Alhulail et al., 2018). Researchers have also investigated 

the relationship between satisfaction and loyalty in the B2C e-commerce context (Zatalini & 

Pamungkas, 2017). Faraoni et al. (2019) found satisfaction to have a positive impact on 

loyalty. Thus, the following hypotheses are formulated: 
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H7: There is a positive relationship between Attitude towards s-commerce (A) and User 

Satisfaction (US). 

H8: There is a positive relationship between User Satisfaction (US) and Usage Loyalty (UL). 

 

User Experience (UE) 

 

In research conducted on the use of Internet of things (IoT) in China by Dong et al. (2017), it 

was discovered that experience has a significant influence upon the perception of usefulness. 

Researchers also highlighted that user experience has become an interesting topic where 

different frameworks, factors and facets of the concept have been developed. Shi and Chow 

(2015) discovered that customers’ prior transaction experience with a company does not 

contribute to their trust in the company’s brand page in s-commerce website, indicating that 

customers’ prior experience could moderate the trust transfer process. Kumar et al. (2017) 

learned that user experience changes user behaviour to use government services 

electronically rather than through conventional government channels in India. 

 

 A study by Wang and Law (2019) revealed that prior Internet experience moderates the 

relationship between website usability and booking intention in making hotel room 

reservation. Web users who have mastered the necessary skills in navigating the Internet are 

prone to purchase online frequently compared to those with less Internet experience. Park et 

al. (2012) stated that online firms should maintain a good reputation with their customers if 

they wish to hold their trust. Alhulail et al. (2018) found that positive user experience 

encourages users to overcome difficulties and barriers they may face when using the system. 

In addition, Adam et al. (2016) believed that prior experience in using technology can 

moderate the relationship between the influential factors and attitude towards s-commerce. 

According to Al-Adwan and Kokash (2019), s-commerce constructs, familiarity and user 

experience have a positive influence on the PU and PEOU of s-commerce. Therefore, user 

experience is included in this study and the following hypotheses is formulated: 

 

H9: The positive relationship between Perceived Ease of Use (PEOU) and Attitude towards 

s-commerce (A) will be stronger when User Experience (UE) is higher. 

H10: The positive relationship between Perceived Usefulness (PU) and Attitude towards s-

commerce (A) will be stronger when User Experience (UE) is higher. 

H11: The positive relationship between Subjective Norm (SN) and Attitude towards s-

commerce (A) will be stronger when User Experience (UE) is higher. 

H12: The positive relationship between Trust (T) and Attitude towards s-commerce (A) will 

be stronger when User Experience (UE) is higher. 

H13: The positive relationship between Cost (C) and Attitude towards s-commerce (A) will 

be stronger when User Experience (UE) is higher. 

H14: The positive relationship between Readiness (R) and Attitude towards s-commerce (A) 

will be stronger when User Experience (UE) is higher. 

 

The conceptual framework of the study is developed based on the reviewed literature as 

illustrated in Figure 3. 

 

 
Figure 3: Conceptual Framework 



Journal of Marketing Advances and Practices 73 

 

Published by Sarawak Research Society 

 
 

 

 

RESEARCH METHODOLOGY 

 

This study will proceed with data collection with micro-SME owners being the unit of 

analysis. Survey questionnaire items will be adopted from prior related studies with good 

reliability and validity. The statistical software used in this study is the Partial Least Squares 

– Structural Equation Modelling (PLS-SEM), using SmartPLS 3.0. Structural Equation 

Modelling (SEM) is a family of statistical models that seek to explain the relationships 

between multiple variables because SEM has the ability to estimate multiple and interrelated 

dependence relationships, represent unobserved concepts in these relationships, account for 

measurement error in the estimation process, and define a model to explain the entire set of 

relationships (Hair et al., 2017; Schumacker & Lomax, 2016; Kline, 2016; Wetson & Gore Jr., 

2006). In general, it investigates the structure of interrelationships expressed in a series of 

equations, which is analogous to a series of multiple regression equations. These equations 

show all of the relationships between the constructs (both dependent and independent 

variables) in the analysis. 

 

 

DISCUSSIONS, IMPLICATIONS AND FUTURE RESEARCH 

 

In this study, the researchers set out to build the conceptual framework based on TAM, TPB 

and IS Success Model. These features were integrated and a pilot study using 30 respondents 

will be conducted to ascertain the reliability and validity of the items used to set the stage for 

a robust data collection that will enable the researchers to evaluate the structural model 
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Theoretical Implications 

 

The study provides theoretical implications in terms of developing a research framework by 

integrating and adopting key elements in the established technology acceptance theories. The 

study integrates the extended TAM with TPB and IS success model to better understand the 

behaviour and motivation behind technology adoption. The findings will provide empirical 

evidence for the conceptual framework proposed by this study. 

 

Managerial Implications 

 

It is crucial for the local sellers to understand the importance of the adoption of s-commerce. 

Micro-SME owners would benefit through the adoption of s-commerce as it opens another 

door for businesses to expand their business online and possibly reach the global market. This 

study will provide insights to micro-SME owners in terms of the need to balance the factors 

and barriers in the s-commerce adoption to enhance the firm performance.  

 

Future Research Directions 

 

In conclusion, this study will set out to investigate social commerce adoption to 

accommodate the growing influence of social commerce adoption among micro-SMEs in 

Malaysia. This study will identify the factors influencing the adoption of s-commerce among 

micro-SMEs owners and assess the relationships of these factors towards attitude, satisfaction 

and usage loyalty of s-commerce among them. In future, the study may also be replicated in 

other settings such as different platforms, as well as different populations. 

 

 

REFERENCES 
 

Abed, S. (2018). An empirical examination of Instagram as an s-commerce channel. Journal of 

Advances in Management Research, 15(2), 146-160. 

 

Adam, A. B., Jizat, J. E. B. M., & Nor, M. A. B. M. (2016). Internal factors within entrepreneurs that 

influence the acceptance and use of social commerce among SMEs in Malaysia. DeReMa 

(Development Research of Management): Jurnal Manajemen, 11(1), 35-45. 

 

Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behaviour. 

Englewood Cliffs, NJ: Prentice-Hall. 

 

Ajzen, I. (2020). The theory of planned behavior: Frequently asked questions. Human Behavior and 

Emerging Technologies, 2(4), 314-324. 

 

Al-Arfaj, A. A., Solaiman, E., & Marshall, L. (2019). “Why would you buy from a stranger?” 

Understanding saudi citizens’ motivations and challenges in social commerce. In IFIP 

Conference on Human-Computer Interaction (pp. 711-732). Springer, Cham. 

 

Alhulail, H., Dick, M., & Abareshi, A. (2018). Factors that impact customers' loyalty to social 

Commerce Websites. In International Conference on Information Resources Management 

(CONF-IRM – 2018 Proceedings), pp. 6-18. 

 

Al-Saedi, K., Al-Emran, M., Ramayah, T., & Abusham, E. (2020). Developing a general extended 

UTAUT model for M-payment adoption. Technology in Society, 62, 101293. 

 



Journal of Marketing Advances and Practices 75 

 

Published by Sarawak Research Society 

Awa, H. O., Ojiabo, O. U., & Emecheta, B. C. (2015). Integrating TAM, TPB and TOE frameworks 

and expanding their characteristic constructs for e-commerce adoption by SMEs. Journal of 

Science & Technology Policy Management, 6(1), 76-94. 

 

Bamansoor, S., Saany, S. I. A., & El-Ebiary, Y. A. B. (2020). The S-Commerce usage and acceptance 

modelling in Malaysia. 3 c TIC: cuadernos de desarrollo aplicados a las TIC, 9(1), 99-115. 

 

Cham, T. H., Cheng, B. L., & Ng, C. K. Y. (2021). Cruising down millennials’ fashion runway: a 

cross-functional study beyond Pacific borders. Young Consumers, 22(1), 28-67. 

 

Chatterjee, S., & Kumar Kar, A. (2020). Why do small and medium enterprises use social media 

marketing and what is the impact: Empirical insights from India. International Journal of 

Information Management, 53(August), 1-13. https://doi.org/10.1016/j.ijinfomgt.2020.102103 

 

Cho, E., & Son, J. (2019). The effect of social connectedness on consumer adoption of social 

commerce in apparel shopping. Fashion and Textiles, 6(1), 1-17.  https://doi.org/10.1186/s40691-

019-0171-7 

 

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of computer technology: A 

comparison of two theoretical models. Management science, 35(8), 982-1003. 

 

DeLone, W. H., & McLean, E. R. (1992). Information systems success: The quest for the dependent 

variable. Inform. Systems Res. 3(1) 60–95. 

 

DeLone, W. H., & McLean, E. R. (2003). The DeLone and McLean model of information systems 

success: A ten-year update. Journal of Management Information Systems, 19(4), 9–30. 

 

Faraoni, M., Rialti, R., Zollo, L., & Pellicelli, A. C. (2019). Exploring e-loyalty Antecedents in B2C 

e-Commerce. British Food Journal, 121(2), 574-589. 

 

Fatima, T., & Bilal, A. (2019). Achieving SME performance through individual entrepreneurial 

orientation: An active social networking perspective. Journal of Entrepreneurship in Emerging 

Economies, 12(3), 399-411. https://doi.org/10.1108/JEEE-03-2019-0037 In Press. 

 

Hair, J. F., Hult, G. T. M., Ringle, C. M. & Sarstedt, M. (2017). A primer on Partial Least Squares 

Structural Equation Modelling (PLS-SEM), London: Sage Publications. 

 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the 

results of PLS-SEM. European business review, 31(1), 2-24. 

 

Hajli, N., Shanmugam, M., Powell, P., & Love, P. E. (2015). A study on the continuance 

participation in on-line communities with social commerce perspective. Technological 

Forecasting and Social Change, 96, 232-241. 

 

Hashim, N. A. A. N., Awang, Z., Yusoff, A.M., Safri, F. H. M., Fatt, B. S., Velayuthan, S. K., 

Hashim, H., & Novianti, S. (2020). Validating the measuring instrument for determinants of 

tourist's preferences toward revisit intention: A study of Genting Highland. Journal of Advanced 

Research in Dynamical and Control Systems, 12(7), 2236-2240. 

 

Hocevar, K. P., Flanagin, A. J., & Metzger, M. J. (2014). Social media self-efficacy and information 

evaluation online. Computers in Human Behavior, 39, 254–262 

 

Jamali, S. K., Samadi, B., & Gharleghi, B. (2015). Factors influencing electronic commerce adoption: 

A case study of Iranian family SMEs. International Journal of Business and Social Science, 6(2), 

207-221. 



Journal of Marketing Advances and Practices 76 

 

Published by Sarawak Research Society 

Johny, A., & Bhasi. M. (2015). An integrated model of factors affecting information technology 

implementation success in organizations. International Journal of Engineering and Management 

Research, 5(2), 81–89. 

 

Kaplan, A. M. (2015). Social media, the digital revolution, and the business of media. International 

Journal on Media Management, 17(4), 197-199. 

 

Kim, T., & Chiu, W. (2019). Consumer acceptance of sports wearable technology: The role of 

technology readiness. International Journal of Sports Marketing and Sponsorship, 20(1), 109–

126. https://doi.org/10.1108/IJSMS-06-2017-0050. 

 

Koul, S., & Eydgahi, A. (2017). A systematic review of technology adoption frameworks and their 

applications. Journal of technology management & innovation, 12(4), 106-113. 

 

Lacap, J. P. G., Cham, T. H., & Lim, X. J. (2021). The Influence of Corporate Social Responsibility 

on Brand Loyalty and The Mediating Effects of Brand Satisfaction and Perceived 

Quality. International Journal of Economics & Management, 15(1), 69-87. 

 

Lai, P. C. (2017). The literature review of technology adoption models and theories for the novelty 

technology. JISTEM-Journal of Information Systems and Technology Management, 14(1), 21-38. 

 

Lim, Y. M., Cheng, B. L., Cham, T. H., Ng, C. K. Y., & Xin, J. (2019). Gender Differences in 

Perceptions and Attitudes Toward Online Shopping: A Study of Malaysian Consumers. Journal 

of Marketing, 1(2), 11-24. 

 

Lin, X., Li, Y., & Wang, X. (2017). Social commerce research: Definition, research themes and the 

trends. International Journal of Information Management, 37(3), 190–201. 

https://doi.org/10.1016/j.ijinfomgt.2016.06.006 

 

Maia, C., Lunardi, G., Longaray, A., & Munhoz, P. (2018). Factors and characteristics that influence 

consumers’ participation in social commerce. Revista de Gestão. 25(2), 194-211. 

 

Malhotra, N. K., (2010). Marketing research, New Jersey: Pearson Education Limited. 

 

MCMC. (2018). E-Commerce Consumers Survey 2018. MCMC, Malaysian Communications and 

Multimedia Commission, pp. 1–49. 

 

MCMC. (2020). Internet Users Survey 2020. MCMC, Malaysian Communications and Multimedia 

Commission, pp. 43–48. 

 

Mohamad, S. R., Zainuddin, S. A., Nik Hashim, N. A. A., Abdullah, T., Anuar, N. I. M., Deraman, S. 

N. S., Azmi, N. F., Mohd Razali, N. A., & Zain, E. N. M. (2020). Validating the measuring 

instrument for the determinants of social commerce shopping intention among teenagers. 

European Journal of Molecular & Clinical Medicine, 7(6), 1877-1881. 

 

Mohammed, J. A., Almsafir, M. K., & Alnaser, A. S. M. (2013). The factors that affect e-commerce 

adoption in small and medium enterprise’: A Review. Australian Journal of Basic and Applied 

Sciences, 7(10), 406-412. 

 

Moser, C., Resnick, P., & Schoenebeck, S. (2017). Community commerce: Facilitating trust in mom-

to-mom sale groups on Facebook. In Proceedings of the 2017 chi conference on human factors in 

computing systems (pp. 4344-4357). 

 



Journal of Marketing Advances and Practices 77 

 

Published by Sarawak Research Society 

Mun, H. J., Yun, H., Kim, E. A., Hong, J. Y., & Lee, C. C. (2010). Research on factors influencing 

intention to use DMB using extended IS success model. Information Technology and 

Management, 11(3), 143-155. 

 

Nik Hashim, N. A. A., Yusoff, A. M., Awang, Z., Aziz, R. C., Ramlee, S. I. F., Bakar, N. A., Noor, 

M. A. M. & Fatt, B. S. (2019). The effect of domestic tourist perceived risk on revisit intention in 

Malaysia. International Journal of Innovative Technology and Exploring Engineering 

(IJITEE),8(10), 4591-4596. 

 

Nistah, N. M., Sura, S., Yusof, M. M., & Lee, O. (2019). The effect of social feature quality on the 

social commerce system. International Journal of Advanced Computer Science and Applications, 

10(7), 136-140. 

 

Noh, M., Lee, K., Kim, S., & Garrison, G. (2013). Effects of collectivism on actual s-commerce use 

and the moderating effect of price consciousness. Journal of Electronic Commerce Research, 

14(3), 244-260. 

 

Omar, R. N. R., Hashim, N. A. A. N., Zain, E. N. M., Ramlee, S. I. F., Halim, A. F. A., Rohzi, A. F. 

M., Azlin, M. H. A. N., Mat, W. M. N. (2020). Factors that influence online behaviour in 

purchasing hotel room via website among tourists. European Journal of Molecular & Clinical 

Medicine, 7(7), 219-229. 

 

Othman, A. K., Hassan, L. F. A., Hamzah, M. I., Razali, A. R., Saim, M. A. S., Ramli, M. S., & 

Azhar, M. A. A. (2019). The influence of social commerce factors on customer intention to 

purchase. Asian Themes in Social Sciences Research, 3(1), 1-10. 

 

Park, J., Gunn, F. & Han, S.-L. (2012). Multidimensional trust building in e-retailing: cross cultural 

differences in trust formation and implications for perceived risk. Journal of Retailing and 

Consumer Services, 19, 304-312. 

 

Pouti, N., Taghavifard, M. T., Taghva, M. R., & Fathian, M. (2020). A comprehensive literature 

review of acceptance and usage studies in the social commerce field. International Journal of 

Electronic Commerce Studies, 11(2), 119-166. 

 

Rahayu, R., & Day, J. (2015). Determinant factors of e-commerce adoption by SMEs in developing 

country: evidence from Indonesia. Procedia-social and behavioral sciences, 195, 142-150. 

 

Ramayah, T., Cheah, J., Chuah, F., Ting, H. & Memon, M. A. (2018). Partial Least Squares 

Structural Equation Modelling (PLS-SEM) using SmartPLS3.0, Kuala Lumpur: Pearson 

Education Limited.  

 

Samarasinghe, S., & Silva, K. (2019). Social commerce acceptance: Integrated model with 

collaboration theories and technology acceptance model. American Scientific Research Journal 

for Engineering, Technology, and Sciences, 62(1), 39–53. 

 

Sarker, P., Kizgin, H., Rana, N. P., & Dwivedi, Y. K. (2019). Review of theoretical models and 

limitations of social commerce adoption literature. In Conference on e-Business, e-Services and 

e-Society (pp. 3-12). Springer, Cham. 

 

Sarstedt, M., Hair, J. F., Ringle, C. M., Thiele, K. O., & Gudergan, S. P. (2016). Estimation issues 

with PLS and CBSEM: Where the bias lies! Journal of Business Research, 69(10), 3998-4010. 

 

SME Corp. (2018). A Guidebook on SME Initiatives. SME Corp Malaysia. 

 

SME Corp. (2020). SME Annual Report 2018-2019. SME Corp Malaysia. 



Journal of Marketing Advances and Practices 78 

 

Published by Sarawak Research Society 

Solangi, Y. A., Solangi, Z. A., Maher, Z. A., Aziz, M. A., Hamzah, M. S., & Shah, A. (2019). 

Revised and extended social commerce technology adoption in e-business of Pakistan. 

International Journal on Perceptive and Cognitive Computing, 5(2), 52-58. 

 

Statista. (2019). eCommerce - Malaysia Statista Market Forecast. Retrieved April 10, 2021, 

https://www.statista.com/outlook/243/122/ecommerce/malaysia 

 

Sullivan, Y. W., & Koh, C. E. (2019). Social media enablers and inhibitors: Understanding their 

relationships in a social networking site context. International Journal of Information 

Management, 49, 170–189. https://doi.org/10.1016/j.ijinfomgt.2019.03.014. 

 

Sura, S., & Ahn, J. (2019). The effects of service quality determinants on social networking site-

based commerce: The Malaysian customers’ perspective. Total Quality Management & Business 

Excellence, 30(13-14), 1480-1494. 

 

Sutomo, E., Rahman, N. S. A., & Romli, A. B. (2020). Determination of the influence factors on 

social commerce in SME: A review. International Journal of Software Engineering and 

Computer Systems, 6(2), 74-83. 

 

Tan, J., Tyler, K., & Manica, A. (2007). Business-to-business adoption of eCommerce in China. 

Information & management, 44(3), 332-351. 

 

Turban, E., Strauss, J., & Lai, L. (2016). Social commerce: Marketing, technology, and management 

(1st ed.). Springer. 

 

Venkatesh, V., Thong, J., & Xu, X. (2012). Consumer acceptance and use of information technology: 

Extending the unified theory of acceptance and use of technology. MIS Quarterly, 36(1), 157–

178. 

 

Wang, C., & Zhang, P. (2012). The evolution of social commerce: the people, management, 

technology and information dimensions. Communications of the association for information 

systems, 31(1), 1–23. 

 

Wang, Y., Jin, L., & Mao, H. (2019). Farmer cooperatives intention to adopt agricultural information 

technology — mediating effects of attitude. information Systems Frontiers, 20(95), 1–16. 

 

Ware, J. (2018). Wearable technologies and journalism ethics: Students’ perceptions of Google glass. 

Teaching Journalism & Mass Communication, 8(1), 17–24. https://doi.org/10.1007/978-3-319-

25684-9_25. 

 

Yeni, A. C., & Yasri, Y. (2020, November). The effect of organizational readiness, business 

environment and social media on adoption of e-commerce and the SMES performance at Sungai 

Penuh city. In The Fifth Padang International Conference on Economics Education, Economics, 

Business and Management, Accounting and Entrepreneurship (PICEEBA-5 2020) (pp. 638-651). 

Atlantis Press. 

 

Zatalini, M. A., & Pamungkas, T. N. (2017). Exploring the success factors of E-CRM 

implementation on B2C E-Commerce: Satisfaction and loyalty a conceptual framework. Jurnal 

Ilmiah Ekonomi Bisnis, 22(2). 94-106. 

 

Zulkiffli, W. F. W., Hashim, N. A. A. N., Abdullah, A. R., Rasdi, A. L. M., Hasan, H., Zainuddin, S. 

A., & Anuar, N. I. M. (2020). Factors Affecting S-Commerce Adoption Among Micro and 

Small-And Medium Sized Enterprises in A Sub-Urban and Rural Economic Area. European 

Journal of Molecular & Clinical Medicine, 7(8), 2570-2576. 

 

http://www.statista.com/outlook/243/122/ecommerce/malaysia

