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The present research project investigated some antecedence and outcomes 

associated with the social media use intensity for customer relationship management 

(CRM) and Networking, using the survey data collected from the sample of 217 

entrepreneurs of some microenterprises in Thailand. The data was analyzed by using 

the partial least squares regression. Regarding the antecedence, the results indicated 

that the intensity of social media use for CRM tended to be highly significant for the 

entrepreneurs who emphasized the service differentiation strategy, but not for those 

who emphasized the cost leadership strategy. For the marketing communication 

competence, the results showed that this factor was positively and significantly related 

to the use of social media for CRM and networking. It could be explained that the 

entrepreneurs who had a high level of marketing communication competence could 

use social media very efficiently both for CRM and networking. Therefore, this skill 

is very important and necessary in communication through social media. Also, the 

positive relationship between the competitive pressure to use social media in business 

and the intensity of social media use for CRM was supported. Regarding the 

outcomes, the analysis indicated that the intensity of social media use for CRM was 

positively related to cost reduction and market expansion outcomes which, in turn, 

was positively linked to higher firm performance satisfaction. 
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CHAPTER 1 

 

INTRODUCTION 

 

Social media is now one of the most popular aspects of daily internet usage, so 

businesses or entrepreneurs can use social media’s global reach to expand their 

horizons. Social media profiles and content can now be seen and shared from most 

locations in the world, thereby offering businesses significant opportunities to 

increase brand awareness and engagement. Businesses must utilize social media to 

enhance their online reputation and interact with people who are consumers, 

customers, partners, suppliers and networking in a diverse range of locales. 

Thatthanun Pumnuch (2012) found that 85% of businesses in the world increase their 

prominence after the use of social media. New users are signing up to social media 

sites on a daily basis, thereby increasing the number of people for the business to 

target at a similar rate. If businesses want to fully optimize their digital marketing, a 

move onto social media sites is imperative. 

In Thailand, social media is becoming another major marketing and public 

relations practice for Thai businesses. Social media has many important advantages 

over traditional media such as television, radio, and newspapers, especially in terms 

of interactive dialogue with consumers and networking. The Economic Intelligence 

Center by SCB banking, Thailand stated that in Thailand, most people with access to 

the internet receive their news first through the internet, second to television, 

newspapers and the radio respectively. As social media allows for quick updates and 

comments, it helps spread news and information instantly and effectively. These days, 

public and private entrepreneurs and the industry realize this change in trends. Some 

of them enter into this digital marketing for communication of the product and service 

to customers and networking via social media to have convenient and quick access to 

many types of diversified information. 
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1.1  Research Questions 

 

To date, the importance and positive impact of the social media on businesses 

has been addressed in most local and international research (Hensel, & Deis, 2010; 

Lacho, 2010; Schaupp, & Belanger, 2014; Trainor, 2012). However, there is a lack of 

the empirical evidence that tests its effectiveness. Due to this research gap, this study 

will focus on the benefits of using social media in business. There are two main 

business activities which are of interest: using social media in Customer Relationship 

Management (CRM) and using social media for networking. 

There are two main research questions. The first research question is to 

investigate the factors that can explain social media use in business. The three main 

aspects of focus are corporate strategies (cost leadership and service differentiation), 

environmental context (competitive pressure) and entrepreneurial competences (social 

competence, marketing communication competence and technology competence). 

The author aimed to study whether or not these factors have an influence on social 

media use in business activities. These factors were selected based on informal 

interviews with a number of entrepreneurs in Thailand who have used social media in 

their business. The second research question is to investigate the outcomes associated 

with social media use in business activities. Two aspects, cost reduction and market 

expansion, will be discussed and the  subsequent effect on firm performance will also 

be investigated. 

This research is based on four main theories, which are (1) the Resource-

Based View (RBV) Theory, (2) the Upper Echelon Theory, (3) Corporate Strategy 

and (4) Organizational Isomorphism Theory. These four theories will be used to 

explain the hypotheses in this study. The Resource-Based View (RBV) Theory 

emphasizes the firm’s resources as the fundamental determinants of competitive 

advantage and performance (Barney, 1996). In this study, this theory can be used to 

explain why social media application in business could enhance the competitive 

advantage of a business. The Upper Echelon Theory focuses on the characteristics of 

business leaders, which can reflect the strategic implementation and the performance 

of the company (Hambrick, 2005). This theory can be used to explain why the 

characteristics of an entrepreneur are related to competency in using social media in 
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business activities. The Corporate Strategy by Porter (1980) proposed that there are 

two generic strategies that firms choose to implement to build a competitive 

advantage including the cost leadership strategy and the differentiation strategy. 

Firstly, entrepreneurs who emphasize cost leadership strategy are motivated to apply 

social media intensively for CRM. Porter (1980) stated that if the company decides to 

choose a cost leadership strategy, it has to adopt advanced technologies to increase 

efficiency in order to lower the overall costs. Secondly, entrepreneurs who emphasize 

the differentiation strategy are also motivated to use social media intensively for 

CRM. According to CRM tool, the company can use social media to tailor the 

personalized messages, marketing campaigns, and useful information to each 

customer group more effectively (Castronovo, & Huang, 2012; Hennig-Thurau et al, 

2010; Trainor et al, 2014). Lastly, The Organizational Isomorphism Theory. The 

company might decide to use social media in business because they did not want to 

lose market opportunities to other competitors who had already implemented social 

media in their business operations. This result was in accordance with the 

organizational isomorphism theory which indicates that, sometimes, a business needs 

to imitate other companies’ behaviors to enable its business to respond to market 

opportunities (Dimaggio, & Powell, 1983; Li, & Ding, 2013; Venard, 2009). 

 

1.2  Significance of the Study 

 

This research will provide the evidence about existing research on social 

media usage in business. First, this research offers a solid academic contribution, as 

the findings will fill the gap in the previous literature with evidence about the 

effectiveness of social media use in business. Second, this research can offer a 

practical contribution to the field, because of many companies in Thailand have begun 

to use social media in business, despite little or no evidence to prove its effectiveness 

to their business. Therefore, this research will shed further light on social media usage 

among  businesses within Thailand.  

 



 

CHAPTER 2 

 

LITERATURE REVIEW 

 

This chapter presents a literature review and hypotheses development. It will 

begin with the review of literature related to the main concepts employed in this 

study, which are entrepreneurship, social media, using social media in customer 

relationship management, and using social media in networking. In addition, a 

number of key theories, including the resource-based view theory, the upper echelon 

theory, the corporate strategy and organizational isomorphism theory, will be 

reviewed.  Then, the detailed investigation of the relationships between the concepts 

will be presented in the hypothesis development section.  

 

2.1  Entrepreneurship 

 

The word entrepreneur originated in France as early as the 16th century. The 

primary meaning is “adventurer”, a person leading a military expedition needing to 

undertake a risk (Huiyuan & Hua, 2008). By the 19th and 20th Centuries, Jean Baptiste 

Say defined entrepreneur as “the entrepreneur shifts economic resources out of an 

area of lower and into an area of higher productivity and greater yield”.  Some 

scholars defined an entrepreneur as “someone who specializes in taking responsibility 

for and making judgmental decisions that affect the location, the form, and the use of 

goods, resources, or institutions” (Hebert, & Link, 1989). Entrepreneurship is manifested 

in creative and innovative people who are always looking for new opportunities, 

trying to use the benefits of a favorable environment for development (Mare, & 

Alecsandri, 2013). The Entrepreneur as an excellent expert in operating management 

is a scarce resources which presents a very high human resource capital value, and 

plays an important role in the economic development of societies (Huiyuan, & Hua, 

2008).  
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Hence, the researcher can conclude that being an entrepreneur means business 

owners plan the business process and control the business at every point themselves, 

with manufacturing resources brought in to do the most effective manufacturing. This 

can create new innovations by taking acceptable risks which aim to gain profit from 

entrepreneurs’ own business including building customer relationships and business 

networking. 

In Thailand, entrepreneurship also plays a crucial role in the Thai economy. A 

report of the Office of the National Economic Development Board (NEDB) showed 

that, in 1997 the Thailand economic crisis affected the economics seriously for 

architecture, industries, services, and finances which resulted in the Gross Domestic 

Product (GDP) to decrease to 18 percent and then continue to rapidly decrease to 10.2 

percent in 1998. Since that period, the Thai economy has suffered immensely from 

that burnout, without any back-up or compensation plan. The effects of the economic 

crisis in Thailand in 1997 forced all large to small companies to face a huge decrease 

of consumers. This caused the supply chain to decrease continuously   often causing 

bankruptcy. Moreover, unemployment increased, including that of new graduates. As 

noted in a report by Pikul Rukhapun, the Thai economic crisis in 1997 created about 

1.13 million unemployed which increased further in 1998. Hence, high quality and 

professional workers became unemployed from this damage situation, although they 

were skilled and highly competent. Some of them used their experience and skills to 

become entrepreneurs instead of an employees, in order to employ themselves and 

support other staff and employ others in new businesses by setting up SMEs (Small 

and medium-sized enterprises). The report of the office of SMEs Promotion (OSMEP) 

showed that the number of new SMEs registered in January 2014 was 5,317, which 

was 83 percent higher when compared to the number in December 2013. Most 

registrations of new businesses fell within four specific business types: 1) property 

and landlord services; 2) industrial and devices distribution; 3) administration and 

management advisory; and 4) construction material accordingly. 

In previous research, competencies were defined as the skills necessary for an 

entrepreneur to become successful (Baron, & Markman, 2003; Cooney, 2012; Quader, 

2012). However, every year, many more new businesses either succeed or fail, once 

they fnd that investment is not the major factor, but competence of each entrepreneur 
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and style matters more instead. Boyatzis (1982) stated that competence is an 

underlying characteristic of a person which consists of an effective mix of motives, 

traits, skills, aspects of one’s self-image or social role, or body of knowledge used by 

an individual. Given the complexity of today’s business environment in the new 

media age, one of the most important competencies of the entrepreneur is technology 

skills. Scholars have previously suggested that the one particular skill that 

entrepreneurs need to progress the business with are technology skills. Danneels 

(2002) indicated that for an innovative product to be successful, product innovation 

for a company must link technological skills, such as technology competence and 

process know-how, with customer competence such as knowledge of customer needs. 

Entrepreneurs who have technology skills can adapt  IT knowledge and 

implement it in their business; for example, by connecting the market through e-

markets, such as e-commerce, e-mail, or websites. Moreover, companies are 

improving their social technology skills such as social media, which enable them to 

enhance operations and exploit new market opportunities. One type of critical 

internet-based technologies that has become increasingly significant in business is 

social media technology, which will be discussed further in the next part.  

 

2.2  Social Media (SM) 

 

 Kaplan and Haenlein (2010) described social media as the “application group 

on the internet which create the thinking system to be baseline of social and 

technology by the Web2.0 concept and open for the people to share and exchange the 

information”.  Also, Kalia (2013) stated that social media is a concept that has given 

people a common platform for sharing their news, views and opinions regarding the 

happenings around them. Social media is also being used by the advertisers and 

companies for their promotions; by professionals for searching and recruiting; by 

students for internships; by amateurs for professional work; by parents and educators 

as social learning tools. Further, Thatthanun Pumnuch (2012) defined social media as 

the public space where the member can be any gender, age, race, religion, education, 

occupation and small group from all around the world. They are the communicators or 

authors of the story, of their experience, an article and a picture which members wrote 
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or took by themselves or found from another media source and shared with other 

people in their social network via the internet and social media. Online networks have 

been experienced rapid growth, creating a technological evolution. Therefore, the 

researcher concludes that social media is the online connection which has the user as 

the communicator or writer of a story, of an experience, by sharing written messages, 

pictures and videos which the authors made by themselves or found in other media 

with other people who are customers, networking and other people in their network 

via online social networks. Nowadays, this communication will be undertaken via the 

internet and mobile phones much more often than in the past. 

Social media is first a widespread media platform, designed to emphasize and 

foster social relationships. This is not different from people in the past who would talk 

about the news with their neighbors, with the most interesting stories becoming ‘the 

talk of the town.’ But when it is used online, media is shared very easily by effective 

content sharing strategies.  Second, social media is a change from the one way of 

information distribution by old media (one-to-many) to a conversation that can have 

many participants many-to-many) which can be the network group to talk in an 

interactive environment together or sharing opinions on products or services with no-

one to control the conversation details, even the information producer, because 

information receivers can participate by adding more comments or even correct the 

information themselves. Third, it is a type of media which changes people from being 

information consumers to content producers. Social media comes at either no or low 

cost and gives everybody the chance to produce information and distribute it to others. 

If producers’ information impact large number of the people, then they will be 

influencers. Especially in  marketing, they can convince followers to easily make the 

decision to buy the product or service. 

Social media has been widely and extensively used by people around the 

world. ComScore (2011) reported that that internet users consumed 19% or 1 of 5 of 

their online internet log in using social networks. This number increased from 7% in 

2007. In Thailand, Yupin Pitayavatanachai (2013) found that the direction of 

consumer behavior in the Bangkok area is changing towards more multichannel 

shopping, with consumers using catalogues, the internet, smart phones and social 

networking. Moreover, a recent report by a Thai social network user posted in 



8 

“Marketeer Magazine” in May 2014 showed that the number Facebook users in 

Thailand is continually increasing to 28 million accounts, which is a 53 percent 

growth compared to the previous year. This means Thailand now has the ninth most 

active Facebook users in the world.   

 

2.3  Application of Social Media in Business 

 

Not only are people utilizing social media in their daily life, but they also 

apply social media to business activities as well. Schaupp and Belanger (2014) 

mentioned that companies are implementing social media for marketing, advertising, 

employee recruitment, and overall communications with employees, clients, and 

partners. Large global organizations’ recruiting operations use social media to 

advertise positions (Doherty, 2010) and screen applicants (Slovensky, & Ross, 2012). 

Marketing and advertising are the most widely recognized tools used as social media 

for all organizations, both large and small (Askool, & Nakata, 2011). Schaupp and 

Belanger (2014) suggested that businesses can communicate and share useful 

information through social media. Furthermore, Vongkaewpothong (2010) argued that 

in Thailand social media is now part of the era of broadband internet, both wired and 

wireless, including mobile internet which increased the number of internet users 

around the world to more than 3.2 billion (according to Committed to Connecting the 

Worl, 2015) people. The result is that businesses presently need to adjust and change 

their business strategies by using the social media to enhance their business potential. 

In addition to the role of social media described by other scholars, this 

research project proposes another perspective initiated by the author, which is that 

social media can also be used in two main business areas: (1) Customer Relationship 

Management (CRM) and (2) Networking. 

 

2.3.1  Using Social Media in Customer Relationship Management (CRM) 

Many scholars have defined customer relationship management (CRM) as the 

continual management of customer relationships by focusing on customers and taking 

them into consideration all the time. CRM includes the ability to specify who the 

customers are, to classify the customers into different types, to recognize their 
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Many scholars have discussed the four steps that are mentioned above 

(Muchsan, & Falahah, 2011; Padmanabhan, & Tuzhilin, 2003; Siddiqi, Akhgar, & 

Wise, 2006; Wilson, Daniel, & McDonald, 2002), which results in the following 

summary: 

1)  Identify is the identification of customers by collecting customer 

and company information such as customer names and contact information. This can 

be done by managing the customer database and collecting all necessary demographic 

information of the target customers, i.e., age, sex, education, residence, occupation or 

other details such as habits or individual interests. The customer database 

management will give the business the ability to hold the information and use it to 

define the future marketing strategy. 

2)  Differentiate is the differentiation of each customer’s need. The 

company must differentiate its customers to identify which customers are generating 

the most value now and which offer most for the future, so that the company can 

concentrate on those who are generating more value. This also includes the 

differentiation of customers according to their individual needs. Different customers 

have different needs, and serving them in profitable ways requires more knowledge 

about their specific needs. Therefore, in this process, the company must make use of 

the database from step 1 “Identify” to differentiate customers so that the company will 

be able to provide both products and services which suit each customer’s need. 

3)  Interact is the communication with customers such as talking face-

to-face, by telephone or by using new communication technologies. The company 

must put an emphasis on communication with customers to ensure that its customers’ 

expectations and their relationships with the brand are well understood. The company 

must interact with customers according to their needs and the value that they provide. 

Direct interaction with customers makes them feel that the company pays attention to 

them and wants to serve them individually. Hence, constant interaction with 

customers will enable the company to acquire customer information and understand 

their desires. It will also help to create customer loyalty and long-term customer-

company relationships. For instance, if the company has the information from step 1 

and step 2, it will be able to communicate with the customers about its new, updated 

products or services. The company can also contact the customers to ask about their 
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satisfaction after purchasing or using products or services, which shows that the 

company cares about their feelings and their needs. It also shows the company’s 

sincerity in its attempt to develop and improve its products and services. 

4)  Customize means the response to the needs of individuals or groups 

by allocating or classifying products or services to suit the specific needs of 

customers. It can also be the clear identification of activities which will be applied to 

each target customer or each group of target customers such as the organization of 

special activities for each group of customers or, for example, the offering of special 

discounts for each customer. Therefore, using the information from step 2, the 

company differentiates its customers according to their personal values and needs. 

After that, the company customizes not only its products according to the customers’ 

needs and values but also its offers and communications to ensure that the 

expectations of customers are met. 

2.3.1.1  Applying Social Media with CRM 

The above information is the traditional customer relationship 

management (CRM). However, since social media has now become popular, many 

organizations have started to pay more attention to the creation of conversations and 

relationships with customers through social media or social CRM. Research results by 

Baird and Parasnis (2011a) noted that social customer relationship management 

(Social CRM) means the creation of relationships with customers via social media. It 

is a tool which has started to play a role in assisting the traditional customer 

relationship management, allowing the communication and the building of 

relationships to become more efficient. It enables organizations to individually and 

immediately interact with its customers online, resulting in fast communication and 

information sharing, which allows organizations to respond to customers’ needs 

accurately. Besides this, customers can access companies’ data conveniently at any 

time. Thus, the application of social media with CRM according to the four-step 

procedure starts from step 1 and step 2 since a company needs to analyze its customer 

data first. The four steps are presented in more detail below: 

The first step of Identify is the collection of customer data to prepare a 

comprehensive customer database. For example, Roosendaal (2011) mentioned the 

use of Facebook to contact customers that click the “like” button on a company’s 



12 

website page or comment on the company’s products. When customers do this, the 

company will be able to view the profiles of the customers on the company’s page 

and access their basic information such as age, occupation, work experience, 

education level or their “likes” of products on other pages. Meanwhile, Hu, 

Manikonda, and Kambhampati (2014) stated that Instagram is another popular type of 

social media. After customers click “follow” on the name of a company because they 

are interested in its products, services or activities and the company clicks “accept” to 

allow those customers to become its followers, the company can also view the 

customers’ profiles. The customers’ information can be used to add to the company’s 

database. The information thus acquired can also be used to differentiate each 

customer in the second step of Differentiate, which is the differentiation of each 

customer’s need. After the company has acquired the information of customers in step 

1, the data can be used to analyze each customer’s behavior and classify customers 

into groups according to their value to the company. The database can be created as a 

Word file or an Excel file or by using a specific program of the company. For 

instance, the company may classify its customers into groups according to their 

liking; for example, they can see which female customers click “like” on Facebook or 

follow an Instagram account of a cosmetic product or which male customers click 

“like” on Facebook or follow Instagram accounts of mobile device makers. Afterwards, 

if the company launches new products, it can offer products tailored to each customer 

in each group. 

After the company has analyzed basic information and differentiated 

each customer’s need, step 3 and step 4 will concern the use of social media. The 

company can take action or contact its customers to form relationships with them 

continuously and create long-term satisfaction among its customers. The third step of 

Interact is the contact with customers. For example, the company uses social media as 

the media to communicate with its customers by interacting with them through blogs, 

status updates on Facebook and a discussion forum on Twitter. Apart from the use of 

social media to communicate with customers, sometimes the company may also 

receive good feedback or comments which could be used to improve its products or 

services (Castronovo, & Huang, 2012; Hennig-Thurau et al.; Trainor, Andzulis, Rapp, 

& Agnihotri, 2014). In the last step of Customize, the company uses the data which 
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has been classified according to each customer’s need and offers products or services 

which suit each customer or group of customers via social media. For example, after 

the company has gathered information of customers who like the same product, the 

company can create its own customized profile and share important information in its 

own brand community. Following this, the customers in the company’s database will 

be invited to click “like” on a fan page which has a specific group of customers, 

making it convenient for the company to present the same type of products that target 

customers might all like (Castronovo, & Huang, 2012). Furthermore, according to an 

interview with a Thai digital marketer, the company can use Facebook to send product 

or service information which suits its customers’ needs by sending pictures, files with 

product details or videos to each customer’s personal inbox. This method is useful 

because the company is able to present products or services that customers want 

directly and rapidly. Also, the company will be able to immediately receive comments 

from the customers about whether they like or dislike the products. If the customers 

like the products on offer, the sales can be closed. However, if the customers do not 

like the products, the company can use the information to improve the products and 

present them to the customers again in an adapted form. 

 

2.3.2  Using Social Media in Networking 

The second point of Networking is defined as creating a group of associates 

and partnerships or acquaintances and keeping it active through regular 

communication for mutual benefit. Misner (2012) defined networking as the process 

of developing and using one’s contacts to increase their business, enhance knowledge, 

expand influence or serve the local community. Also, Coviello and Munro (1995) 

mentioned that the meaning of networking is a system of relationships among 

suppliers, competitors and private and public support agencies. Hence, the researcher 

can conclude that networking is the link between a people group or organization who 

is willing to share information or do the activities together by organizing the structure 

of the network with people’s freedom, implementing equality based on their human 

rights, respect, trust and sympathy for each other. 

Recently, many entrepreneurs have used online social media such as 

Facebook, Twitter, Myspace and YouTube, to communicate with customers, with 
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business networking being one of the most important factors for doing so. Similarly, 

O’Murchu, Breslin, and Decker (2004) specified that each business can communicate 

and share useful information between organizations. Moreover, Lacho and Marinello 

(2010) argued that a business can use social networks to find potential partners and 

collaborate on projects with networking. For example, internet forums are a form of 

social media. Forums are networking spaces to discuss areas of interest and hare 

opinions and provide information or recommendations related to the company’s 

products or services.  

 

2.4  Theoretical Background 

 

This research project is based on four main theories, which are: (1) the 

Resource-Based View (RBV); (2) Upper Echelon Theory; (3) Corporate Strategy; and 

(4) Organizational Isomorphism Theory. Detailed explanations of each theory are 

provided below. 

 

2.4.1  Resource-Based View (RBV)  

The Resource-Based View of the firm continues to grow in the field of 

business policy and strategy. RBV means that the business performance is determined 

by the internal nature of the organization resources. Barney (1991) suggested that the 

sustained competitive advantage derives from the resources and capabilities that a 

firm controls. Barney argued that critical resources must have four main 

characteristics, being: valuable, rare, imperfectly imitable, and not substitutable. 

These resources and capabilities can be viewed as bundles of tangible and intangible 

assets, and include a firm’s management or entrepreneur skills, its organizational 

processes and routines, and the information and knowledge that it controls (Barney, & 

Zajac, 1994). 

Moreover, Wright, McMahan, and Williams (1994) concluded that the 

resources include all assets, capabilities, organizational processes, firm attributes, 

information and knowledge controlled by a firm that enables the firm to conceive and 

implement strategies that improve its efficiency and effectiveness. Barney separated 

the resources into three categories: (1) physical capital resources; (2) human capital 
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resources; and (3) organizational capital resources. Physical capital resources consist 

of the firm’s plant and equipment, technology and geographic location. Human capital 

resources include characteristics such as the experience, judgement and intelligence of 

the individual managers and workers in the firm. Organizational capital resources 

consist of such things as the firm’s structure, planning, controlling and coordinating 

systems, and the informal relations among groups within the firm and other firms in 

its environment.  

Another research project, undertaken by scholars Das and Teng (2000), 

presented the perspective that the RBV means that the firms need to seek a strategic 

fit between their internal characteristics (strengths and weaknesses) and their external 

environment (opportunities and threats). Considerable emphasis has usually been 

given to a firm’s competitive environment and its competitive position. In 

dissimilarity to external emphasis, the resource-based view embodies a different 

approach, which is more important to the internal aspects of a firm than the external 

side.  

Focusing on the resource based view theory of entrepreneurial businesses, 

Alvareza and Busenitz (2001) discovered that entrepreneurs have individual-specific 

resources that facilitate the recognition of new opportunities and the assembling of 

resources for the venture. Therefore, focusing on resources, from opportunity 

recognition to the ability to organize these resources into a firm can lead to the 

creation of heterogeneous outputs that are superior to the market. Therefore, 

businesses needs to develop and plan within their existing resources to respond to the 

external environmental factors and create the competitive advantage in the work 

process, organizational identity, information technology, experience, knowledge and 

technology. The capability to plan and combine existing different resources allows 

businesses to achieve their goals. For example, Newbert, Gopalakrishnan, and 

Kirchhoff (2008) argued that an entrepreneurial capacity and entrepreneurial 

management are important capabilities that help in building competitive advantage for 

firms in the strategic management theory of RBV. 
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2.4.2  Upper Echelon Theory 

The Upper Echelon Theory (UET) is defined as “the organization as a 

reflection of its top managers” (Hambrick, & Mason, 1984). Hambrick and Mason 

aimed to present the two important points of the theory: First, they claimed top 

managers act on the basis of their personal biases, experiences, and values. If anyone 

wants to understand why act organizations a certain way, it is necessary to understand 

the people at the top. Secondly, the characteristics of the entire top management team 

(TMT) will be far more predictive of organizational outcomes than those of individual 

top executives (CEO) alone. In addition, Hambrick and Mason proposed that 

managers’ characteristics (e.g. demographics) also influence the decisions that they 

make and therefore the actions adopted by the organizations that they lead. 

In the existing research literature, the characteristics of top management were 

listed in terms of demographic attributes such as gender, social skills, educational 

background, and working experience. Various scholars related to these characteristics, 

such as Wiersema, and Bantel (1992), who found that education levels of top 

executives were positively associated with strategic portfolio changes in a large 

sample of diversified firms. Boal, and Hooijberg (2001) discussed social intelligence, 

explaining that upper levels of the organization are not only concerned with the 

internal functioning of the organization, but also with the larger marketplace or in the 

community and society as a whole. Black (1997) found support for her expectation 

that the international experiences on international environment and exposures of 

TMTs would be associated with the subsequent internationalization of their firms’ 

strategies as well as the performance from such international initiatives. Also, Dwyer, 

Richard, and Chadwick (2003) found that TMT’s gender diversity interacts with 

organizational culture and growth orientation in affecting organizational performance. 

It seems true that there are various reasons to believe that the demographic diversity 

that is represented in upper echelons should have positive consequences for diversity-

related issues within organizations. 

Entrialgo, Fernández, and Vázquez (2000a) suggested that the personal 

characteristics of entrepreneurs and managers influence the direction of their 

company, matching the company's activities with their personal skills. This seems 

necessary for a company's success and is even more important for SMEs. Chuang, 
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Nakatani, and Zhou (2009) found in their research that, based on the UET, a CEO’s 

characteristics in the compositions of age and education had a significant positive 

influence on the extent of IT adoption in SMEs. Hsu, Chen, and Cheng (2013) 

concluded that characteristics such as age, educational level, international experience 

and duality of the CEO have moderating effects on the relationship between 

internationalization and company performance. It was also found to have significantly 

stronger powers of predicting the extent of adoption of IT. This finding provides some 

evidence about the contribution of entrepreneurial characteristics on the adoption of 

social media in business, which will be discussed in the next section. 

 

 2.4.3  Corporate Strategy  

Competitive business strategies consider the profitability of a business, and 

how it differs from other competitors in terms of the efficacy, speed of response to the 

customer, products and services with a unique added value, which is stronger than 

other competitors. Porter (1997) identified two generic strategies which are cost 

leadership and service differentiation. They can be used by a business to gain 

competitive advantage in the market. 

2.4.3.1  Cost Leadership 

According to Porter (1997), cost leadership strategy, which is the most 

commonly adopted strategy, involves the ruthless pursuit of economy and efficiency 

in all business operations with the aim of providing the product or service to the buyer 

at the lowest possible price. This means that this strategy is the product and service is 

offered to the big market consumer at a lower price than that of the competitors. 

Generally, if companies decide to choose a cost leadership strategy, advanced 

technologies to increase efficiency in order to lower the overall costs need to be 

adopted. Broderick, and Boudreau (1992) proposed that  the ability of technology to 

improve management decisions with better information had also been demonstrated to 

reduce the inventory cost and the time needed to meet production and delivery targets. 

To illustrate this, Schaupp and Belanger (2014) stated that businesses can deploy 

social media as technology to communicate with customers to reduce operating costs 

that are incurred from using more traditional communication channels. Furthermore, 

Bughin, and Chui (2010) suggested that social media can be used for advertising and 

promotion, to help reduce overall marketing expenses. 
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2.4.3.2  Service Differentiation 

Porter (1997) noted that the aim of generic competitive strategies for 

businesses which use differentiation strategy is a unique product and more 

distinguished service than the competitors. Business owners who choose this strategy 

focus on service, which will make consumer service differ from any business in the 

same industry. To achieve  differentiation strategy, companies must have a specific 

kind of technology, brand image design, service characteristics, or  customer service 

before and after the purchase. Chenet, Dagger, and O'Sullivan (2010) emphasized the 

point that entrepreneurs who implemented the service differentiation strategy were 

motivated to offer exceptional service, superior to their competitors, in order to create 

more customer satisfaction. In addition, Castronovo, and Huang (2012) found that 

social media is a platform that facilitates quick interaction among users. It can be a 

channel through which the company can easily communicate and provide instant 

responses to customers to increase customer satisfaction. Moreover, as a CRM tool, 

companies can use social media to tailor personalized messages, marketing 

campaigns, and useful information to each customer group more effectively 

(Castronovo & Huang, 2012; Hennig-Thurau, et al., 2010; Trainor, Andzulis, Rapp, & 

Agnihotri, 2014). Finally, Porter (1979) presented the view that high levels of service 

quality also drive differentiation, which can operate as a competitive advantage for 

businesses. 

 

 2.4.4  Organizational Isomorphism Theory  

DiMaggio, and Powell (1983) stated that institutional isomorphism considers 

“the major factors that an organization must take into account are other 

organizations”. In addition to competing for resources and customers, organizations 

are competing for political power and institutional legitimacy for social and economic 

rewards. The implications of this theory are that organizations may base their 

decisions on one or more of the following mechanisms: (1) they may experience 

pressure from other companies upon which they are dependent; (2) they may mimic 

other companies within their sector that they perceive to be successful; and (3) the 

professional associations may exert pressure on the companies by establishing a 

cognitive base and legitimation for the autonomy of the industry. Also, Venard (2009) 
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mentioned that organizational isomorphism is “the tendency of firms to model 

themselves on other organizations’ behaviors”. Essentially, firms may imitate the 

conduct of other organizations because of the pressure to conform due to market 

competition or because they believe that such conducts are beneficial (Li, & Ding, 

2013; Mizruchi, & Fein, 1999).  

 

2.5  Hypotheses Development 

 

The hypotheses development is associated with social media used in the 

business aspects of corporate strategy, environmental context and entrepreneurial 

competence. 

 

2.5.1  Cost Leadership and Using Social Media  

This research proposes that companies which emphasize cost leadership 

strategy are more motivated to apply social media use in business. Porter (1997) 

stated that if the company decides to choose a cost leadership strategy, it has to reach 

a lower cost of a product or a service than that of its competition, for which they tend 

to adopt the most advanced and efficient technologies used in business. Social media 

can achieve this objective. Schaupp and Belanger (2014) suggested that businesses are 

implementing social media as technology to network and communicate with 

customers and also to reduce the overall operating cost. For example, a business can 

send a file or a document to a customer via social media to help the company reduce 

the cost of paper. Furthermore, a marketing company can focus on using social media 

campaigns to reduce costs. Bughin, and Chui (2010a) presented the view that 

companies using social media reduce their marketing expenses. For example, public 

relations firms use social media such as Facebook for free advertising and to promote 

events. Given all the supported details, the following hypotheses are presented: 

Hypothesis 1: Cost leadership is positively associated with using social 

media in CRM.  

Hypothesis 2: Cost leadership is positively associated with using social 

media in Networking. 
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2.5.2  Service Differentiation and Using Social Media  

The author proposes that companies that emphasize on service differentiation 

strategy are more motivated to apply social media use in their business. Entrepreneurs 

use the service differentiation strategy to offer exceptional service, better than other 

competitors, in order to obtain an improvement of customer satisfaction. Chenet et al. 

(2010) found that service quality had an impact on trust, differentiation and good 

relationship outcomes. Moreover, service differentiation has an important impact on a 

business in terms of service quality, trust and client commitment towards the firm. 

Social media can be used by a business to deliver excellent service to customers. For 

example, on social media such as Twitter, customers expect quick responses. As a 

result, businesses dedicate full-time employees to the service job of responding to 

customers and potential customers on Twitter. Fogg and Iizawa (2008) presented the 

argument that businesses use Facebook to persuade users to take quick action with 

comments. Similarly, Kandampully (2002) proposed that businesses interact with 

their customers and business partners using technology to provide services 

instantaneously across international borders. Based on the above discussion, the 

following hypotheses are proposed: 

Hypothesis 3: Service differentiation is positively associated with using social 

media in CRM. 

Hypothesis 4: Service differentiation is positively associated with using social 

media in Networking. 

 

2.5.3  Competitive Pressure and Using Social Media  

This research project proposes that competitive pressure can be the reason that 

motivates a company to use social media in business. Sometimes, entrepreneurs need 

to use social media because of competitive pressure they face in the market. Zhu and 

Kraemer (2005) and Schaupp and Belanger (2014) mentioned that the competitive 

pressure on an environmental context happens when the firms are experiencing tough 

competition in markets affected by direct competition. Therefore, competitive 

pressure can happen when companies try to compete in changing the competitive 

landscape. For example, “Marketeer Magazine” in May 2014 stated that the number 

of social media users, both consumers and businesses, in Bangkok has increased. For 
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this reason, more companies are beginning to use social media in order to create more 

opportunities in the market. Therefore, the increase in the number of companies using 

social media can create competitive pressure for other firms to use social media as 

well. If they do not, they can lose the opportunity to gain access to customers. This 

situation can be explained by the organizational isomorphism theory when, if a 

company is under pressure from other organizations, they often decide to mimic and 

copy from other organizations (DiMaggio, & Powell, 1983; Lai, Wong, & Cheng, 

2006). Based on the above information, the following hypotheses are proposed: 

Hypothesis 5: Competitive pressure is positively associated with using social 

media in CRM. 

Hypothesis 6: Competitive pressure is positively associated with using 

social media in Networking. 

 

2.5.4  Social Competence and Using Social Media  

The author proposes that social competence of entrepreneurs could explain the 

degree to which social media is implemented in a business. The lack of the 

interpersonal communication in social media may create more difficulties for people 

to interact as compared to face-to-face communication. In such cases, the entrepreneurs 

have to have social skills in order to be effective communicators in social media. 

Baron, and Markman (2000) suggested that entrepreneurs who have high social 

competence may be more successful in gaining the trust and confidence of persons 

with whom they interact with.  In the case of CRM and Networking, Kaplan, and 

Haenlein (2010) indicated that if a firm has decided to utilize social media 

applications, awareness of three important points concerning social skills is needed. 

The first is being active. Entrepreneurs must be active in responding to customer 

needs. The second skill is being interesting. Entrepreneurs need to find interesting 

information, enjoyable stories and some valuable content to communicate with 

people. Thirdly, entrepreneurs have to be honest and respect the communication with 

customers and partners. It can thus be hypothesized that the social skill of 

entrepreneurs can help them become more effective in using social media in CRM 

activities and Networking (Baron, & Markman, 2000; Fragouli, & Noutrixa, 2014). 

This leads to the following hypotheses: 
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Hypothesis 7: Social competence is positively associated with using social 

media in CRM. 

Hypothesis 8: Social competence is positively associated with using social 

media in Networking. 

 

2.5.5  Marketing Communication Competence and Using Social Media  

Marketing communication competence is important for the effective use of 

social media in CRM and Networking. Entrepreneurs who have marketing 

communication skills, can craft messages and present products or services to 

customers. For networking, the marketing communication skill is also important for 

an entrepreneur to use social media to communicate the product information with 

partners. Kiselicki (2013) mentioned that if the entrepreneurs have marketing 

communication competence, they can create new content for their social media 

platforms. Schaupp, and Belanger (2014)  wrote about companies implementing 

social media as technology for marketing, advertising and overall communications 

with customers, suppliers and partners. For example, these companies provided 

updates about their products and services on social media such as Facebook and 

Instagram and also designed posters of their products on social media. These 

activities cannot be performed effectively without a marketing communication skill. 

This leads to the following hypotheses: 

Hypothesis 9: Marketing communication competence is positively associated 

with using social media in CRM. 

Hypothesis 10: Marketing communication competence is positively 

associated with using social media in Networking. 

 

2.5.6  Technology Competence and Using Social Media  

Generally, using social media in businesses requires entrepreneurs to have 

technology skills. These skills help entrepreneurs manage the IT systems effectively, 

to develop new innovations and increase the business potential. Bassellier, Reich, and 

Benbasat (2001) stated that a manager with IT competence can use this skill to 

develop new IT opportunities and behave proactively in the business world. In a 

related study, Askool, and Nakata (2011) suggested that an entrepreneur with 
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technology competence can adopt social media in their business. Therefore, 

technology competence is crucial for business owners and managers to support social 

media applications in business activities. 

Thus, these hypotheses are presented: 

Hypothesis 11: Technology competence is positively associated with 

using social media in CRM. 

Hypothesis 12: Technology competence is positively associated with 

using social media in Networking. 

 

2.5.7  Using Social Media and Cost Reduction  

This research project suggests that using social media in business can lead to 

cost reduction. Some scholars have previously suggested that technology can be 

adapted in businesses for cost reduction. For example, Davenport, and Short (1990) 

stated that businesses are able to use technology in marketing to achieve cost saving. 

For example, a company can post a banner advertisement on social media sites, a 

technique that can directly target interested consumers and save the company a 

significant amount of money. Schaupp, and Belanger (2014) and Woo, Hsu, and Wu 

(2001) mentioned that using social media as technology in business can potentially 

reduce costs such as travel expenses and operating costs. For example, it is possible to 

reduce business travel costs by using a video call technology on social media to hold 

meetings with people. Therefore, these hypotheses are proposed: 

Hypothesis 13: Using social media in CRM is positively associated with 

cost reduction. 

Hypothesis 14: Using social media in Networking is positively associated 

with cost reduction. 

 

2.5.8  Using Social Media and Market Expansion 

This author presents the concept that social media can help a company expand 

the market. Scholars have previously suggested that businesses use social media to 

develop their market expansion to customers and broad networks. For example, 

Sørensen and Shklovski (2011) stated that new technological devices and social 

media tools have increased the speed of making contact with customers and partners, 
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while Chang (1997) suggested that a company can use technology to reach new 

markets and new customers. An example of this is that a business can share 

interesting content on their social media sites, so the business will then attract more 

followers. Lai (2011) concluded that the internet as a technology has given companies 

a chance to stay connected to people in different geographic territories. Also, the 

availability of high-speed internet access has created a powerful base from which to 

expand the customer base. Moreover, Overby, and Min (2001) concluded that the 

emergence of internet commerce is presenting a significant challenge to 

internationalization. Based on the above information, the following hypotheses are 

proposed: 

Hypothesis 15: Using social media in CRM is positively associated with 

market expansion. 

Hypothesis 16: Using social media in Networking is positively associated 

with market expansion. 

 

2.5.9  Cost Reduction and Firm Performance 

Cost reduction is believed to increase a firm’s performance. In many 

industries, firms compete in the market by keeping their cost control (Porter, 1997). 

Specifically, Woo et al. (2001) and Zhu and Kraemer (2002) agreed that cost 

reduction is one of the key indicators of firm performance, because lower cost can 

help a firm increase the profitability. Similarly, Amoako-Gyampah and Acquaah 

(2007) presented the view that to achieve higher business performance, companies 

need to focus on cost control to achieve and maintain profitability. This leads to the 

following hypothesis: 

Hypothesis 17: Cost reduction is positively associated with firm performance 

 

2.5.10  Market Expansion and Firm Performance 

Finally, market expansion is identified as being a potential opportunity to 

enhance a firm’s performance. Bang and Joshi (2008) mentioned that market 

expansion strategy is used to stimulate the primary demand to help speed up overall 

market growth and increase  the performance of companies. Jung (2007) concluded 

that market expansions provide companies with the benefits as a way to gain 
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competitive advantage. These benefits have a positive impact on the firm’s overall 

performance. Therefore, this hypothesis is proposed: 

Hypothesis 18: Market expansion is positively associated with firm 

performance. 

 

Table 2.1  Summary of All Research Hypotheses 

 

No. Research Hypotheses 

Hypothesis 1 Cost leadership is positively associated with using social media 

in CRM 

Hypothesis 2 Cost leadership is positively associated with using social media 

in Networking 

Hypothesis 3 Service differentiation is positively associated with using social 

media in CRM 

Hypothesis 4 Service differentiation is positively associated with using social 

media in  Networking 

Hypothesis 5 Competitive pressure is positively associated with using social 

media in CRM 

Hypothesis 6 Competitive pressure is positively associated with using social 

media in Networking 

Hypothesis 7 Social competence is positively associated with using social 

media in CRM. 

Hypothesis 8 Social competence is positively associated with using social 

media in Networking 

Hypothesis 9 Marketing communication competence is positively associated 

with using social media in CRM 

Hypothesis 10 Marketing communication competence is positively associated 

with using social media in Networking 

Hypothesis 11 Technology competence is positively associated with using 

social media in CRM 

Hypothesis 12 Technology competence is positively associated with using 

social media in Networking 



26 

Table 2.1 (Continued) 

 

No. Research hypotheses 

Hypothesis 13 Using social media in CRM is positively associated with cost 

reduction 

Hypothesis 14 Using social media in Networking is positively associated with 

cost reduction 

Hypothesis 15 Using social media in CRM is positively associated with market 

expansion 

Hypothesis 16 Using social media in Networking is positively associated with 

market expansion 

Hypothesis 17 Cost reduction is positively associated with firm performance 

Hypothesis 18 Market expansion is positively associated with firm 

performance 

 

 
 



 

CHAPTER 3 

 

RESEARCH METHODOLOGY 

 

This chapter describes the method and the techniques that were used to 

analyze the collected data, when social media can be used for management media 

benefiting entrepreneurs and businesses to succeed in having a competitive advantage 

in the market. 

 

3.1  Research Context 

 

The author collected the data from SMEs (Small and Medium-sized 

Enterprises) in Thailand. Thailand is suitable to be the research context of the study 

because Thailand has seen large increases in social media adoption and the emergence 

of social business models. As Thailand continues to develop as an emerging leader in 

Southeast Asia, social media will play a significant role in the development of the 

country’s key industries, markets and businesses. Thailand closely follows the social 

media platform trends seen globally, with Facebook, Google+ and Instagram among 

the most popular social networks. In 2013, Facebook users in Thailand reached 24 

million, with over 7.1 million Likes shared each month and over 5.5 billion messages 

sent. Bangkok remains one of the top cities in the world in terms of the total number 

of Facebook users (Kritsch, 2014). 

Various kinds of social media have been used by entrepreneurs and businesses 

alike to foster good relations with customers. Social media have also been used for 

networking, resulting in good relationships as well as strong management 

competition, creating and cultivating networks at the same time.  

 

3.2  Sample Selection 

 

The sample in this research is a non-probability sampling, a type of 

convenience sampling. The subjects of these samples are small business entrepreneurs 
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who use social media to sell products. Data was obtained by collecting samples from 

220 shops and by choosing shops that sell best selling products on the internet in four 

main categories: 1) clothing and accessories; 2) IT/cellphones; 3) health and beauty; 

and 4) others, where the shops had chosen to also sell other fashionable product 

categories, such as baked goods, products for children and bedding sets. The products 

mentioned above are highly popular and easily sold. The locations used to collect the 

samples are seven department stores and famous markets in Bangkok that contain the 

most shops with e-commerce: Siam Discovery Plaza, Villa Market (J-Avenue 

Thonglor branch), Train Night Market at Ratchada Road, Train Night Market at 

Srinakarin Road, Fortune Town Department store, Central Plaza Rama 2 and Central 

Plaza Rama 9. The researcher conducted a pre-test with samples of 40 shops before 

conducting an actual survey in order to check the reliability and accuracy of the 

survey. For the questionnaire development, the researcher used a self-administered 

questionnaire survey to collect the data. The questionnaire with a cover letter and 

envelope was sent out to the correspondents. 

 

3.3  Questionnaire Development 

 

The author used a questionnaire as the measurement tool for this research. The 

author’s approach to determine the structure of the questionnaire and the process to 

create the questionnaire are as follows: 

1) Step 1 The author created the questionnaire starting from the 

consideration of the objectives of the research and the variables which would be 

measured by analyzing the conceptual framework for the research, as well as the 

assumptions and related theories. Afterwards, the topics were arranged according to 

the concept of the research which had been set up. 

2) Step 2 The author both open-ended questions and close-ended questions, 

but opted for this research to use close-ended questions exclusively. Close-ended 

questions concern a variety of variables that the author has provided the answers for 

the respondents to choose from based on the designated answer scales only. The 

author used Likert-type rating scales to measure the view of the owners or the 

managers who could best give information about the application of social media to 
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help manage businesses. Likert scales are commonly used to measure attitudes, 

providing a range of responses to a given question or statement. All measures used 

five-point Likert scales. There were 5 categories of response, i.e., 1 = absolutely 

disagree/lowest to 5 = absolutely agree/highest. The Likert scale is commonly used in 

business and marketing research (Gliem, & Gliem, 2003). 

3) Step 3 This step was the drafting of the questionnaire. Once the author 

was aware of the attributes or the topics which would be measured and had 

determined the types of questions which would be included in the questionnaire, the 

author then wrote the questions to cover all the topics that would be measured. Each 

topic needed to contain at least 3 questions since the author used statistical software 

which needed at least 3 questions to process any calculations. Additionally, the author 

arranged the questions in each topic by making them continual and related to each 

other to make it easier for the respondents to understand and respond to them.  

4) Step 4 In this stage, the author improved the questionnaire by submitting 

the draft of the questionnaire to the academic research experts in this field to check 

the questions are neutral and present no bias or any ambiguity in the wording. Also, 

the draft was given to 15 business owners or entrepreneurs who use social media to 

run their businesses to review and try to understand the questions. The questionnaire 

was then improved based on the suggestions from the experts and the business 

owners/entrepreneurs. In the last page of the questionnaire, the author also added a 

request for the name and the e-mail of each respondent. In a case where the 

respondent wanted to have a copy of the research conclusion, so that copies could be 

e-mailed to interested respondents. 

5) Step 5 After improving and editing the questionnaire according to 

feedback from the experts and the entrepreneurs, the author conducted a pre-test with 

a sample of forty shops in Bangkok, Thailand before conducting an actual survey in 

order to check the reliability and accuracy of the survey. After conducting the pre-test, 

the results showed that the questionnaire did not have any flaws or errors to correct. 

Therefore, the author proceeded to print out the questionnaire for the collection of 

data from the target group in an actual survey. A total of 280 copies of the 

questionnaire were sufficient for the number of targets that the author wanted to 

collect information from. Besides that, 20 extra copies were printed out in case some 

copies were damaged, lost or not returned to the author. 
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3.4  Control Variables 

 

For the controlled variables, firm-specific and external factors that might 

affect cost reduction outcome, market expansion outcome, and firm performance 

satisfaction were included in the analysis. Certain firm-specific factors included the 

firm’s age (measured by the number of years that the firm had been established), firm 

size (measured by the number of full-time employees), and social media sales 

intensity (measured by the percentage of social media sales to total sales).  External 

factors that affected the outcome variables included business competition intensity, 

high labor cost problem, the financial liquidity problem, and unpredictable market 

trend changes. These external factors were selected because they had been widely 

experienced by the majority of Thai firms during the time of the data collection.  The 

subjective perception of business competition intensity was measured by three issues 

using the five-point Likert scale. The three identified issues were: 1) the high labor 

cost problem; 2) the financial liquidity problem; and 3) unpredictable market trend 

changes, which were measured by a single item each and they were rated on the five-

point Likert scale. All the questions that were developed by the authors are presented 

in the Appendix. 

 

3.5   Statistical Analysis 

 

The model will be analyzed using Partial Least Square (PLS) regression. The 

PLS method was originally developed in the 1960s for modeling paths of causal 

relation between any numbers of blocks of variables (Laitinen, 2006). It became 

popular first in chemo metrics, but has been used more extensively in many areas of 

business research over the recent years (Pertusa-Ortega, Molina-Azorı´n, & Claver-

Corte´s, 2010).   

PLS regression is the statistical technique that was used for data analysis. The 

major benefit of PLS regression is that it does not require data to be normally 

distributed and it supports a smaller sample size for the analysis (Gefen, Straub, & 

Boudreau, 2000; Hair, Ringle, & Sarstedt, 2011). In addition, PLS regression was 

appropriate for this specific research study because the Jarque-Bera test of norm 
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(Jarque, & Bera, 1980), which was performed prior to the data analysis, indicated that 

all key variables in the hypotheses were not normally distributed, thereby making the 

PLS analysis able to provide more reliable results as compared to other covariance-

based structural equation modeling techniques. The PLS regression analysis was 

performed in WarpPLS 5.0. 

 



 

CHAPTER 4 

 

RESULTS 

 

This chapter first reports the characteristics of the data, and the descriptive 

statistics of the samples. Next, information regarding how the data was prepared and 

analyzed is provided. Finally, the results from the hypothesis testing are reported. 

 

4.1  Data 

 

The researcher distributed 258 questionnaires to SMEs in 7 selected places 

around Bangkok. The returning number of questionnaires was 220, and a calculation 

of the response rate equals to 85.27% of those. There were 217 questionnaires 

returned from shop-owners that were usable with no missing data, while the other 

three sets had incomplete information. Moreover, the average online sales proportion 

of the 217 stores is 72%. Table 4.1 below, reports the percentage of the questionnaires 

responding in each place. The descriptive statistics of the places are also provided in 

Table 4.1 

 

Table 4.1  Descriptive Statistics of Places 

 

Place 
Number of 

questionnaires 

Percentage

1. The event “Cupid Floats” at the Siam Discovery 

Plaza  

37 17.1 

2. Villa Market at the J-Avenue Thonglor 26 12.0 

3. Train Night Market at Ratchada Road 31 14.3 

4. Train Night Market at Srinakarin Road 29 13.4 

5. The event “Online on Sale at the Fortune Town” 48 22.0 

6. Central Plaza Rama 2 26 12.0 

7. Central Plaza Rama 9 20 9.2 

 217 100.0 
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Among the SMEs in the samples, 168 reported that they sold fashion clothes 

& accessories for women and men (77.42 percent), while 21 sold accessories for 

mobile phones (9.65 percent); 10 sold cosmetics & perfumes (5.11 percent); 7 sold 

baked goods (3.22 percent); 5 of them sold products for diet (3.22 percent); 4 sold 

products for children (1.84 percent) and 2 sold bedding sets (0.92 percent). The 

statistics of product types in business are shown in Table 4.2  

 

Table 4.2  Product Types in Businesses 

 

Product types 
Number of 

businesses 

Percentage

1. Fashion Clothes & Accessories 168 77.42 

2. Accessories for Mobile Phone 21 9.70 

3. Cosmetics & Perfumes  10 4.60 

4. Baked Goods 7 3.22 

5. Diet products 5 2.30 

6. Products for children 4 1.84 

7. Bedding sets 2 0.92 

 217 100.0 

 

Descriptive statistics about a firm’s characteristics are shown in Table 4.3. The 

majority of firms in the samples are small firms. The age of the entrepreneur ranged 

from 20 to 61 years old with a mean value of 29.40 (standard deviation = 5.64).  

The age of the firm ranged from 1 to 7 years with a mean value of 2.86 

(standard deviation = 1.56). The firm size ranged from 1 to 5 employees with a mean 

of 1.90 (standard deviation = 0.78). Using social media in business ranged from 1 to 5 

years with a mean of 2.16 (standard deviation = 0.93). 
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Table 4.3  Descriptive Statistics of Firm Characteristics 

 

Firm characteristics Min Max Mean Standard 

deviation 

Age (age of entrepreneur) 29 61 29.40 5.64 

Firm Age (years) 1 7 2.86 1.56 

Firm Size (number of full-time employees) 1 5 1.90 0.78 

Using social media in business (years) 1 5 2.16 0.93 

 

The information collected from 217 shops showed that the majority of 

businesses in the samples — 186 shops — selected Facebook as the first choice of 

social media in their businesses. Meanwhile, 82 shops selected Instagram and 2 shops 

selected Line as the first choice. Moreover, the larger number of businesses in the 

sample shows that 134 shops used Instagram as the second choice, and 116 shops 

used Line as the third choice. The statistics of the social media preferences for use in 

business are shown below in Table 4.4 

 

Table 4.4  Descriptive Statistics of Social Media Preferences for Use in Business 

 

Social media 

preferences 

First 

choice 

(1) 

Second 

Choice 

(2) 

Third 

Choice 

(3) 

Not 

selected 

(0) 

Total of 

Shops 

Facebook 186 shops 22 Shops 9 shops - 217 

Instagram 82 shops 134 shops 1 shops - 217 

Line 2 shops 38 shops 116 shops 61 shops 217 

 

4.2  Model Assessment 

 

Before estimating the structural model, a test of validity of the latent variables 

was performed to ensure that the instruments measured what they were supposed to 

measure and did not measure what they should not measure (Chin, 1998). Two types 
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of validity,convergent validity and discriminant validity tests, were conducted. First, 

the convergent validity aims to determine whether items in a given scale converge in a 

single construct. Convergent validity is evaluated using factor loadings. For 

convergent validity to hold, individual loadings for each construct should share more 

variance with the component score than with the error variance (Chin, 1998). 

Research results by Chin (1998) concluded that the minimum value should be greater 

than 0.70. However, Hair, Black, Babin, Anderson, and Tatham (2009) suggested that 

a minimum value of 0.50 is sufficient. The results from the convergent validity test 

indicated that the value of loadings were more than 0.50. However, the loadings of 

one indicator of market trend (Effect3) was lower than 0.50; therefore, this indicator 

was removed from the analysis. Factor loadings and cross-loadings are reported in 

Table 4.5 as presented below 
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Table 4.5  Combined Factor Loadings and Cross-Loadings 
 

 Cost Service Pressure Social Mktcomm Tech CRM Network Costre Mktexpa Perform Firmsize Firmage SMsale Compet Effect 
Cost1 (0.87) -0.03 -0.04 -0.11 -0.00 0.04 -0.06 -0.05 -0.01 0.05 0.01 0.01 0.02 -0.00 -0.10 0.01 
Cost2 (0.82) -0.18 0.05 -0.18 0.21 0.00 -0.07 0.05 -0.02 -0.07 -0.01 -0.08 0.10 -0.10 -0.12 0.06 
Cost3 (0.70) -0.12 0.00 -0.20 0.25 0.10 0.01 -0.01 -0,25 0.12 0.13 -0.18 0.02 0.28 0.02 0.03 
Cost4 (0.67) -0.04 -0.01 0.30 -0.22 -0.09 0.16 0.03 0.18 -0.09 -0.07 0.20 -0.03 -0.20 0.21 -0.06 
Cost5 (0.71) 0.41 0.00 0.26 -0.29 -0.06 -0.00 -0.01 0.09 -0.01 -0.06 0.05 -0.14 0.03 0.09 0.03 
Service1 0.15 (0.78) -0.06 0.26 -0.21 -0.05 0.06 -0.01 0.03 0.10 -0.20 0.17 -0.17 0.02 -0.00 0.05 
Service2 0.18 (0.68) -0.03 0.31 -0.25 -0.12 0.17 0.05 -0.03 0.02 -0.12 0.08 -0.06 -0.20 -0.00 0.06 
Service3 -0.13 (0.62) 0.00 -0.28 0.25 0.08 -0.24 0.08 -0.31 0.08 0.19 -0.22 0.31 -0.03 -0.17 0.04 
Service4 -0.10 (0.65) 0.05 -0.44 0.39 0.16 -0.17 0.00 -0.02 -0.08 0.16 -0.20 0.39 -0.03 -0.05 -0.13 
Service5 -0.13 (0.74) 0.04 -0.06 -0.10 -0.05 0.13 -0.09 0.28 -0.13 0.01 0.10 -0.37 0.21 0.21 -0.04 
Pressure1 -0.00 -0.07 (0.94) 0.00 0.01 -0.02 0.07 0.01 -0.01 -0.00 0.02 0.01 0.09 -0.07 -0.00 -0.03 
Pressure2 0.10 0.19 (0.73) 0.03 -0.06 0.08 -0.18 -0.00 0.08 0.01 -0.03 0.11 -0.27 0.17 0.17 0.07 
Pressure3 0.00 -0.08 (0.92) -0.03 0.04 -0.03 0.06 -0.01 -0.05 -0.00 0.00 -0.10 0.12 -0.06 -0.06 -0.02 
Social1 0.08 -0.03 0.02 (0.84) 0.00 -0.05 -0.10 0.07 -0.14 0.14 0.08 -0.04 -0.05 0.08 -0.02 0.04 
Social2 0.02 -0.01 0.10 (0.78) -0.12 -0.01 0.07 0.02 -0.20 0.14 0.03 -0.09 -0.04 -0.02 -0.08 0.07 
Social3 0.00 0.11 0.04 (0.80) -0.07 -0.08 0.07 -0.04 -0.22 0.21 -0.03 0.22 -0.20 0.04 0.14 -0.04 
Social4 -0.01 0.03 -0.12 (0.76) -0.11 0.09 -0.05 0.07 0.20 -0.19 -0.00 0.01 0.07 -0.08 -0.01 -0.02 
Social5 0.00 -0.11 -0.08 (0.62) 0.10 0.21 0.07 -0.07 0.11 -0.17 0.00 -0.17 0.19 0.11 -0.04 -0.09 
Social6 -0.11 -0.02 0.01 (0.67) 0.27 -0.11 -0.05 -0.08 0.36 -0.22 -0.11 0.04 0.09 -0.13 0.01 0.03 
Mktcomm1 -0.13 0.10 0.04 0.31 (0.76) -0.00 -0.05 -0.02 0.01 -0.00 0.00 -0.06 0.15 0.04 -0.01 0.00 
Mktcomm2 -0.08 0.03 0.00 0.39 (0.77) 0.02 0.00 -0.10 0.05 -0.04 0.00 -0.11 0.23 0.00 0.00 -0.05 
Mktcomm3 0.14 -0.16 -0.05 -0.39 (0.76) 0.11 0.02 0.06 0.04 0.03 -0.07 -0.02 -0.00 -0.08 -0.08 -0.03 
Mktcomm4 0.05 0.01 -0.01 -0.20 (0.75) -0.09 0.07 0.05 -0.03 0.03 -0.01 0.16 -0.24 0.01 0.01 0.01 
Mktcomm5 0.03 0.03 0.02 -0.13 (0.74) -0.05 -0.05 0.00 -0.09 -0.01 -0.05 0.04 -0.15 0.02 0.02 0.07 
Tech1 0.05 -0.05 0.01 -0.13 0.13 (0.88) -0.12 0.05 0.02 -0.00 -0.02 0.06 -0.03 -0.03 0.02 0.01 
Tech2 0.07 -0.08 -0.01 -0.16 0.10 (0.89) -0.09 0.05 0.01 -0.03 -0.06 0.05 0.01 -0.07 0.02 -0.02 
Tech3 -0.09 0.09 -0.00 0.14 -0.10 (0.88) 0.13 -0.05 0.07 -0.07 0.04 -0.03 -0.01 0.05 0.02 0.01 
Tech4 -0.05 0.05 0.01 0.21 -0.19 (0.65) 0.13 -0.07 -0.15 0.14 0.05 -0.12 0.03 0.08 -0.10 -0.00 
CRM1 0.20 -0.22 -0.05 0.16 -0.05 0.05 (0.61) -0.17 -0.12 0.14 0.16 0.17 -0.17 0.08 0.03 -0.04 
CRM2 0.16 -0.27 0.16 -0.14 0.17 -0.01 (0.60) 0.06 0.00 -0.19 0.15 -0.02 -0.03 0.02 -0.21 0.07 
CRM3 0.01 -0.09 0.08 0.22 -0.17 -0.10 (0.81) -0.21 0.15 -0.10 -0.06 0.13 -0.11 -0.03 0.10 0.00 
CRM4 -0.00 -0.10 0.03 0.20 -0.13 -0.10 (0.83) -0.20 0.08 -0.02 -0.00 0.10 0.00 -0.07 0.12 0.00 
CRM5 -0.03 0.00 -0.04 0.24 -0.12 -0.19 (0.71) -0.11 -0.00 0.02 -0.02 0.14 -0.06 -0.01 0.02 0.05 
CRM6 -0.06 0.13 -0.10 -0.31 0.20 0.09 (0.68) 0.23 -0.04 0.04 -0.07 -0.29 0.23 -0.06 0.01 -0.04 
CRM7 -0.16 0.39 -0.03 -0.21 0.00 0.14 (0.65) 0.19 -0.04 0.15 -0.09 -0.03 -0.10 0.21 -0.13 -0.00 
CRM8 -0.08 0.17 -0.06 -0.29 0.17 0.19 (0.66) 0.30 -0.08 -0.02 0.00 -0.26 0.26 -0.09 -0.04 -0.04 
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Table 4.5 (Continued) 

 

 Cost Service Pressure Social Mktcomm Tech CRM Network Costre Mktexpa Perform Firmsize Firmage SMsale Compet Effect 
Network1 0.00 0.03 0.03 -0.13 0.04 0.06 -0.09 (0.80) 0.13 -0.03 -0.02 -0.06 0.00 0.11 -0.01 -0.00 
Network2 -0.04 0.13 -0.03 0.04 0.06 0.01 0.04 (0.54) 0.00 0.09 -0.06 0.30 -0.16 0.05 0.06 0.04 
Network3 -0.01 0.08 -0.08 -0.02 -0.00 -0.13 0.04 (0.76) -0.13 0.13 -0.03 0.20 0.17 -0.39 0.16 -0.12 
Network4 0.01 -0.11 0.01 0.06 0.03 0.02 -0.08 (0.77) 0.05 -0.15 0.08 -0.15 0.11 -0.00 -0.04 0.00 
Network5 -0.06 0.04 0.00 -0.01 -0.01 -0.01 -0.13 (0.77) 0.00 -0.09 0.04 -0.17 0.11 0.06 -0.15 -0.00 
Network6 0.10 -0.19 0.07 0.09 -0.14 0.09 0.31 (0.61) -0.09 0.11 -0.02 -0.02 -0.35 0.21 0.01 0.12 
Costre1 -0.00 0.00 0.03 0.07 -0.05 -0.02 -0.08 0.04 (0.80) -0.19 0.08 -0.08 0.17 -0.09 -0.07 0.00 
Costre2 -0.09 0.14 0.09 -0.24 0.08 0.08 -0.06 -0.04 (0.59) -0.05 0.09 -0.11 -0.11 0.43 -0.15 -0.11 
Costre3 -0.02 0.00 -0.07 0.04 -0.05 0.03 0.06 0.02 (0.82) 0.14 -0.12 0.05 -0.08 -0.07 0.09 0.04 
Costre4 0.09 -0.10 -0.03 0.06 0.04 -0.06 0.06 -0.03 (0.85) 0.08 -0.03 0.10 0.00 -0.14 0.08 0.03 
Mktexpa1 0.07 -0.00 -0.03 0.14 -0.18 -0.01 0.06 -0.05 0.19 (0.77) -0.06 0.04 0.09 -0.27 0.10 0.09 
Mktexpa2 -0.03 0.02 0.06 -0.06 0.04 0.00 0.01 0.09 -0.15 (0.84) -0.02 -0.07 -0.04 0.15 0.01 -0.06 
Mktexpa3 -0.02 0.03 -0.02 -0.03 0.11 -0.04 -0.01 -0.08 -0.06 (0.85) -0.02 0.05 -0.07 0.07 -0.04 -0.07 
Mktexpa4 -0.01 -0.05 -0.00 -0.03 0.01 -0.05 -0.05 0.03 0.04 (0.89) 0.09 -0.02 0.02 0.01 -0.05 0.05 
Perform1 0.03 0.09 0.08 0.12 -0.21 0.11 -0.17 0.06 0.14 0.13 (0.74) -0.06 -0.02 0.02 -0.00 0.00 
Perform2 0.02 0.12 -0.05 -0.10 0.01 0.01 -0.00 0.08 0.05 -0.25 (0.70) -0.12 0.13 0.01 -0.02 -0.04 
Perform3 0.01 0.12 -0.06 0.03 -0.00 0.08 0.02 -0.01 -0.08 -0.05 (0.77) 0.00 0.06 -0.06 -0.05 0.03 
Perform4 0.04 0.09 -0.06 -0.06 -0.08 0.05 -0.04 0.09 -0.12 -0.06 (0.76) -0.05 -0.10 0.20 -0.08 0.06 
Perform5 -0.02 -0.03 -0.10 -0.14 0.17 -0.11 -0.02 -0.15 0.16 -0.15 (0.76) 0.02 -0.08 0.13 -0.01 0.00 
Perform6 -0.06 -0.05 0.04 0.14 -0.03 -0.06 -0.04 -0.01 -0.08 0.08 (0.76) 0.10 0.13 -0.30 0.15 -0.12 
Perform7 -0.11 -0.08 0.07 0.02 0.06 -0.10 0.07 -0.05 0.00 0.05 (0.80) 0.12 -0.12 0.00 0.07 0.04 
Perform8 0.10 -0.25 0.10 -0.01 0.08 0.02 0.20 0.00 -0.06 0.25 (0.68) 0.04 0.03 -0.00 -0.06 0.02 
Firmsize 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 (1.00) 0.00 0.00 0.00 0.00 
Firmage 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 (1.00) 0.00 0.00 0.00 
SMsale 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 (1.00) 0.00 0.00 
Compet1 -0.06 0.05 -0.02 0.06 -0.03 -0.03 0.01 -0.01 -0.01 -0.03 -0.01 0.08 -0.08 0.10 (0.90) -0.07 
Compet2 -0.08 0.04 0.05 0.01 -0.01 0.02 -0.02 0.11 0.05 -0.00 0.01 0.02 -0.09 0.03 (0.93) -0.00 
Compet3 0.14 -0.09 -0.03 -0.07 0.04 0.00 0.01 -0.09 -0.04 0.03 -0.00 -0.11 0.17 -0.13 (0.91) 0.07 
Effect1 -0.01 0.05 0.07 0.00 -0.03 -0.05 -0.02 0.03 0.05 0.01 0.00 0.11 0.14 -0.05 -0.10 (0.87) 
Effect2 0.08 -0.05 0.02 -0.05 0.04 -0.05 0.00 0.06 -0.11 0.09 -0.00 0.06 -0.32 0.12 0.15 (0.79) 
Effect3 0.09 0.12 0.08 0.09 -0.07 -0.08 -0.02 -0.03 0.05 -0.02 -0.08 0.30 -0.77 0.50 0.24 (0.39) 

 

Note:   Cost=Cost Leadership; Service= Service Differentiation; Pressure= Competitive Pressure; Social= Social Competence; Mktcomm= Marketing Communication Competence; 
Tech =Technology Competence; CRM= Customer Relationship Management; Network=Networking; Costre=Cost Reduction; Mktexpa=Market Expansion; Perform= Firm 
Performance; Firmsize= Firm Size;  Firmage= Firm Age;  SMsale = Social Media Sale Intensity; Compet= Business Competitiveness; Effect= Effect of Environment; 
Effect1= High Labor Cost Problem ;  Effect2= Financial Liquidity Problem; Effect3= Unpredictable Market Trend Change 
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Second, discriminant validity is the requirement that a construct should share 

more variance with its measures than with other constructs in a given model (Hulland, 

& Ivey, 1999). The test of discriminant validity was performed by comparing the 

square root of the average variance extracted (AVE) for each latent variable with the 

correlations involving that latent variable (Kline, 2005). As suggested by Fornell, and 

Larcker (1981), the square root of the AVE must be greater than any of the 

correlations involving the latent variable in order for discriminant validity to exist. 

The AVE threshold frequently recommended for acceptable validity is 0.5 (Fornell, & 

Larcker, 1981), and applies only to reflective latent variables. The results from the test 

indicated that the AVE for each construct meets this requirement for all scales. AVEs 

are reported in Table 4.6 Overall, the level of validity of all instruments was 

satisfying. 
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Table 4.6  Variable Correlations and Average Variance Extracted (AVE) 
 

 Cost Service Pressure Social Mktcomm Tech CRM Network Costre Mktexpa Perform Firmsize Firmage Innocap Compet Effect 

1. Cost (0.76)                

2. Service 0.61 (0.70)               

3. Pressure 0.24 0.27 (0.87)              

4. Social 0.23 0.26 0.16 (0.75)             

5. Mktcomm 0.19 0.29 0.21 0.62 (0.75)            

6. Tech 0.05 0.17 0.12 0.07 0.16 (0.83)           

7. CRM 0.23 0.27 0.20 0.07 0.25 0.19 (0.70)          

8. Network 0.06 0,15 0.09 0.05 0.22 0.07 0.39 (0.72)         

9. Costre 0.31 0.26 0.05 0.10 0.13 0.17 0.37 0.25 (0.77)        

10. Mktexpa 0.20 0.18 0.11 0.20 0.11 0.04 0.28 0.13 0.68 (0.84)       

11. Perform 0.24 0.25 0.00 0.11 0.07 0.19 0.10 -0.00 0.50 0.47 (0.75)      

12. Firmsize 0.00 0.07 -0.07 -0.03 -0.10 0.09 -0.03 0.03 0.16 0.14 0.05 (1.00)     

13. Firmage 0.05 0.00 -0.07 -0.05 -0.13 0.00 -0,04 -0.00 0.06 0.08 0.06 0.44 (1.00)    

14. Applsm 0.05 -0.02 -0.12 -0.06 -0.15 0.01 -0.17 -0.07 0.03 0.00 0.09 0.37 0.67 (1.00)   

15. Compet -0.19 -0.05 -0.03 -0.14 -0.10 0.05 -0.12 0.11 -0.08 -0.08 -0.08 0.10 0.17 0.17 (0.91)  

16. Effect -0.03 -0.05 -0.17 0.00 -0.02 0.09 -0.10 -0.01 0.00 0.04 0.07 0.21 0.40 0.28 0.28 (0.78) 

 

Note:   Cost=Cost Leadership; Service= Service Differentiation; Pressure= Competitive Pressure; Social= Social Competence; Mktcomm= Marketing 

Communication Competence; Tech =Technology Competence; CRM= Customer Relationship Management; Network=Networking; Costre=Cost 

Reduction; Mktexpa=Market Expansion; Perform= Firm Performance; Firmsize= Firm Size;  Firmage= Firm Age;  SMsale = Social Media Sale Intensity; 

Compet= Business Competitiveness; Effect= Effect of Environment 
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For the next step, a series of analyses were performed to ensure that the data 

had a sufficient level of reliability and validity. First, the construct reliability was 

tested to ensure that the latent variable scores were free from random measurement 

error (Kline, 2005). Construct reliability measures the degree to which a scale 

consistently yields the same response (Nunnally, 1978). Two measures of reliability, 

Cronbach’s alpha coefficient (α) and composite reliability were both conducted. For 

the scale to yield internal consistency, the minimum value of Cronbach’s alpha 

coefficient is widely recommended to be 0.70 (Fornell & Larcker, 1981). The results 

showed that all values met the requirement. In addition to Cronbach’s alpha 

coefficient, Chin (1998) recommended composite reliability as another measure for 

reliability. A minimum value of composite reliability is 0.70 (Hair et al., 2009). The 

test result also indicated that all values exceeded this threshold. Overall, these results 

suggested that the instruments used for this study have adequate reliability. 

Cronbach’s alpha coefficient and composite reliability coefficient are shown in Table 

4.7 below: 
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Table 4.7  Cronbach’s Alpha Coefficient and Composite Reliability of Latent Variables 

 

 Cost Service Pressure Social Mktcomm Tech CRM Network Costre Mktexpa Perform Firmsize Firmage Innocap Compet Effect 

Cronbach’s 

alpha (α) 

0.81 0.74 0.83 0.84 0.81 0.84 0.85 0.80 0.77 0.86 0.89 1.00 1.00 1.00 0.90 0.84 

Composite 

reliability 

0.87 0.82 0.90 0.88 0.87 0.90 0.88 0.86 0.85 0.90 0.91 1.00 1.00 1.00 0.94 0.89 

 

Note:   Cost=Cost Leadership; Service= Service Differentiation; Pressure= Competitive Pressure; Social= Social Competence; Mktcomm= Marketing 

Communication Competence; Tech =Technology Competence; CRM= Customer Relationship Management; Network=Networking; Costre=Cost 

Reduction; Mktexpa=Market Expansion; Perform= Firm Performance; Firmsize= Firm Size;  Firmage= Firm Age;  SMsale = Social Media Sale 

Intensity;  Compet= Business Competitiveness; Effect= Effect of Environment 
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Due to high correlation among variables, a test for the presence of 

multicollinearity among the indicators was conducted by using Variance Inflation 

Factor (VIF) statistics. In addition, a full collinearity VIF test, which allows a 

researcher to assess vertical and lateral collinearity simultaneously, was assessed 

using WarpPLS 5.0. Kock, and Lynn (2012) argued that the full collinearity test can 

serve as a technique that captures the possibility of common method variance (Lindell 

& Whitne, 2001) in a model. Also, full collinearity VIF can also be used for common 

method bias tests (Kock, & Lynn, 2012; Lindell, & Whitne, 2001).  Petter, Straub, 

and Rai (2007) suggested that the full VIF value should be lower than 3.30. Kock 

(2015) highlighted in the WarpPLS 5.0 user manual that a rule-of-thumb rooted in the 

use of this software for many SEM analyses in the past suggests that full collinearity 

VIFs should be of 3.3 or lower. The test result suggested that most of the full VIF 

values were considerably lower than the critical value. Full VIF statistics are reported 

in Table 4.8 below:  
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Table 4.8  Full VIF Statistics 
 

Cost Service Pressure Social Mktcomm Tech CRM Network Costre Mktexpa Perform Firmsize Firmage Innocap Compet Effect 
1.84 1.84 1.22 1.83 1.94 1.18 1.56 1.31 2.46 2.19 1.56 1.36 2.22 1.98 1.23 1.35 

 

Note:   Cost=Cost Leadership; Service= Service Differentiation; Pressure= Competitive Pressure; Social= Social Competence; Mktcomm= Marketing 

Communication Competence; Tech =Technology Competence;CRM= Customer Relationship Management; Network=Networking; Costre=Cost 

Reduction; Mktexpa=Market Expansion; Perform= Firm Performance; Firmsize= Firm Size;  Firmage= Firm Age;  SMsale = Social Media Sale Intensity; 

Compet= Business Competitiveness; Effect= Effect of Environment 
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4.3  Test of Hypotheses 

 

The significance of the test results were determined by the P-value (Kline, 

2005). In this study, P values for all the eighteen hypotheses should be equal to or 

lower than 0.05; that is, significant at the 0.05 level (Kock, 2015; Theil, 1958). The 

results from the PLS analysis are shown in Figure 4.1 below: 
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Figure 4.1  Main Model Results 
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Hypothesis 1 predicts a positive relationship between cost leadership and 

using social media in CRM. The result from the PLS analysis confirms a positive and 

strong relationship between them (β = 0.119; p = 0.018). This finding suggests that a 

company that emphasizes cost leadership strategy is associated with using social 

media used in CRM. Thus, hypothesis 1 is supported. 

Hypothesis 2 predicts a positive relationship between cost leadership and 

using social media in Networking. A relationship between them is found but it is not 

statistically significant (β = -0.044; p = 0.219). Therefore, hypothesis 2 is not 

supported. 

Hypothesis 3 predicts a positive relationship between service differentiation 

and using social media in CRM. The result confirmed a positive and significant 

association between these two variables (β = 0.122; p = 0.016). This finding suggests 

that companies that emphasize the service differentiation strategy are more motivated 

to apply social media in CRM.  Thus, hypothesis 3 is supported. 

Hypothesis 4 predicts a positive relationship between service differentiation 

and using social media in networking. The result confirmed a positive and significant 

association between these two variables (β = 0.123; P = 0.015).  This result suggests 

that companies that emphasize service differentiation strategies are associated with 

social media use in networking. Therefore, hypothesis 4 is supported. 

Hypothesis 5 predicts a positive relationship between competitive pressure and 

using social media in CRM. The result from PLS analysis confirms a positive and 

strong relationship between them (β=0.104; P=0.034). This finding suggests that 

competitive pressure can be the reason that motivates a company to use social media 

in CRM. Thus, hypothesis 5 is supported. 

Hypothesis 6 predicts a positive relationship between competitive pressure and 

using social media in networking. Although a relationship between them is found, 

their association is not statistically significant (β=0.030; P=0.298). Therefore, 

hypothesis 6 is not supported. 

Hypothesis 7 predicts a positive relationship between social competence and 

using social media in CRM. A relationship between them is found but it is not 

statistically significant (β = -0.183; P < .001).  Thus, hypothesis 7 is not supported. 
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Hypothesis 8 predicts a positive relationship between social competence and 

social media in Networking. A relationship between them is found but it is not 

statistically significant (β = -0.148; P = 0.005). Therefore, hypothesis 8 is not 

supported. 

Hypothesis 9 predicts a positive relationship between marketing communication 

competence and using social media in CRM. The result confirmed a positive and 

significant association between these two variables (β=0.268; P<.001). This finding 

suggests that marketing communication competence is associated with social media in 

CRM.  Thus, hypothesis 9 is supported. 

Hypothesis 10 predicts a positive relationship between marketing communication 

competence and using social media in networking. The result confirmed a positive 

and significant association between these two variables (β=0.28; P<.001). This 

finding suggests that marketing communication competence is associated with social 

media in networking. Thereby, hypothesis 10 is supported. 

Hypothesis 11 predicts a positive relationship between technology competence 

and using social media in CRM. The result confirmed a positive and significant 

association between these two variables (β=0.12; P=0.017). This finding suggests that 

technology competence is more important for business owners and managers to 

support social media applications in CRM activities. Thus, hypothesis 11 is supported. 

Hypothesis 12 predicts a relationship between technology and using social 

media in Networking. Although a relationship between them is found, their 

association is not statistically significant (β = 0.014; P = 0.405). Therefore, hypothesis 

12 is not supported. 

Hypothesis 13 predicts a positive relationship between using social media in 

CRM and cost reduction. The result confirmed a positive and significant association 

between these two variables (β=0.332; P<.001). This finding suggests using social 

media in CRM association with cost reduction. Hence, hypothesis 13 is supported. 

Hypothesis 14 predicts a positive relationship between using social media in 

Networking and cost reduction. The result confirmed a positive and significant 

association between these two variables at the significant level of p≤ 0.05 (β = 0.119; 

P <.018). This finding suggests using social media in networking is associated with 

cost reduction. Thus, hypothesis 14 is supported. 
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Hypothesis 15 predicts a positive relationship between using social media in 

CRM and market expansion. The result confirmed a positive and significant 

association between these two variables (β = 0.273; P < 0.001). This finding suggests 

that using social media in CRM can help a company expand the market.  Therefore, 

hypothesis 15 is supported. 

Hypothesis 16 predicts a positive relationship between using social media in 

networking and market expansion. Although a relationship between them is found, 

their association is not statistically significant (β = 0.027; P = 0.314). Thus, hypothesis 

16 is not supported. 

Hypothesis 17 predicts a positive relationship between Cost Reduction and 

firm performance. The result confirmed a positive and significant association between 

these two variables at the significant level (β = 0.328; P <.001). This finding suggests 

that cost reduction can increase a firm’s performance. Hence, hypothesis 17 is 

supported. 

Hypothesis 18 predicts a positive relationship between Market Expansion and 

firm performance. The result confirmed a positive and significant association between 

these two variables at the significant level (β = 0.262; P < .001).This result suggests 

that market expansion can enhance a firm’s performance. Therefore, hypothesis 18 is 

supported. 

 

4.4  Overview of Findings 

 

Overall, the results from this research project found that from the total of 

eighteen hypotheses, there were twelve hypotheses regarding the social media used in 

business  which were supported. These were corporate strategy, environment context 

and entrepreneur competence for the business performance. Meanwhile, the other six 

of the hypotheses were not supported in the results from this research. 
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Table 4.9  A Summary of the Results from the Hypotheses Testing 

 

Hypotheses Path 
coefficients 

(β) 

P values 
(p) 

Support

H1: Cost Leadership is positively associated 
with using social media for CRM  

0.119 0.018 Yes 

H2: Cost Leadership is not associated with 
using social media for Networking 

-0.044 0.219 No 

H3: Service Differentiation is positively 
associated with using social media for 
CRM 

0.122 0.016 Yes 

H4: Service differentiation is positively 
associated with using social media for 
networking 

0.123 0.015 Yes 

H5: Competitive pressure is positively 
associated with using social media as CRM 

0.104 0.034 Yes 

H6: Competitive pressure is not associated with 
using social media as Networking 

0.030 0.298 No 

H7: Social competence is not associated with 
using social media as CRM. 

-0.183 <0.001 No 

H8: Social competence is not associated with 
using social media as Networking. 

-0.148 
 

0.005 No 

H9: Marketing communication competence is 
positively associated with using social 
media as CRM. 

0.268 
 

<0.001 Yes 

H10: Marketing communication competence is 
positively associated with using social 
media as networking. 

0.281 
 

<0.001 Yes 

H11: Technology competence is positively 
associated with using social media as 
CRM. 

0.12 
 

0.017 Yes 

H12: Technology competence is not associated 
with using social media as Networking. 

0.014 
 

0.405 No 

H13: Using social media as CRM is positively 
associated with cost reduction. 

0.332 
 

<0.001 
 

Yes 

H14: Using social media as Networking is 
positively associated with cost reduction. 

0.119 
 

0.018 
 

Yes 

H15: Using social media as CRM is positively 
associated with market expansion. 

0.273 
 

<0.001 
 

Yes 

H16: Using social media as networking is not 
associated with market expansion. 

0.027 
 

0.314 
 

No 

H17: Cost Reduction is positively associated 
with firm performance 

0.328 
 

<0.001 
 

Yes 

H18: Market Expansion is positively associated 
with firm performance 

0.262 
 

<0.001 
 

Yes 
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Table 4.10  Effect Sizes of Hypothesized Links 

 

 Effect size 

Cost ----------- CRM 0.028 
Service ------- CRM 0.033 
Pressur ------- CRM 0.022 
Social --------- CRM 0.013 
Mktcomm ---- CRM 0.068 
Tech ---------- CRM 0.023 
Cost ----------- Network 0.003 
Service ------- Network 0.018 
Pressur ------- Network 0.003 
Social -------- Network 0.008 
Mktcomm --- Network 0.063 
Tech ---------- Network  0.001 
CRM ---------- Costre 0.126 
Network ------ Costre 0.030 
CRM ---------- Mktexpa 0.078 
Network ------ Mktexpa 0.004 
Costre --------- Perform 0.164 
Mktexpa ------ Perform 0.125 
 

Note:   Cost=Cost Leadership; Service= Service Differentiation; Pressur= 

Competitive Pressure; Social= Social Competence; Mktcomm= Marketing 

Communication Competence; Tech =Technology Competence; CRM= 

Customer Relationship Management; Network=Networking; Costre=Cost 

Reduction; Mktexpa=Market Expansion; Perform= Firm Performance; 

Compet= Business Competitiveness; Effect= Effect of Environment 

 

Effect sizes of each hypothesized link are reported in Table 4.10 above. 

According to Kock (2015), “the effect sizes are calculated as the absolute values of 

the individual contributions of the corresponding predictor latent variables to the R-

square coefficients of the criterion latent variable in each latent variable block”. 

Cohen (1988) suggested that users can ascertain whether the effects indicated by path 

coefficients are small, medium, or large. The values usually recommended are 0.02, 

0.15, and 0.35; respectively. Effect size below 0.02 indicates that the effect of the 

predictor is weak (Kock, 2015). From Table 4.10, the effect size of Cost Reduction on 

Firm Performance can be classified as medium. On the other hand, the effect size of 
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social competence on CRM, cost Leadership on networking, service differentiation on 

networking, competitive pressure on networking,  social competence on networking, 

technology competence on networking and the effect size of networking on market 

expansion can be classified as weak. The effect sizes of the remaining links are 

classified as small. 

 



 

CHAPTER 5 

 

DISCUSSION AND CONCLUSION 

 

The prime objective of this chapter is to summarize the overall research. This 

chapter begins with a general discussion of the study, following by a discussion of 

research limitations. Next, practical implications for Thai microenterprises are 

suggested. Finally, directions for future research are recommended. 

 

5.1  General Discussion 

 

The objective of this research project was to explore some antecedents and 

outcomes associated with the intensive use of social media for CRM and networking, 

using the sample of microenterprise entrepreneurs in Thailand. 

Firstly, the results from the PLS analysis showed that the entrepreneurs who 

strongly emphasized service differentiation strategy were the group that used social 

media for CRM and networking intensively. Such finding is consistent with the 

literature which states that the strategy that the entrepreneurs emphasize tends to 

determine the business practices that the companies are eager to implement (Lee, Lim, 

& Tan, 1999; Wisner, & Fawcett, 1991; Zahra, & Covin, 1993). In addition, strategic 

initiation of the entrepreneurs to offer superior service to their customers, along with 

the benefits that social media offers to accomplish this objective, tends to encourage 

the entrepreneurs to deploy social media extensively for CRM and networking. As for 

the cost leadership strategy, the results showed that this factor was positively and 

significantly related to the use of social media for CRM only. This result is in line 

with the literature which specifies that, if a business decides to apply cost leadership 

strategy initiative to gain success, that business must apply technology to help manage 

the business activities (Porter, 1979; Schaupp, & Belanger, 2014). However, the 

results were not statistically significant between cost leadership strategy and the use 

of social media for networking. This was probably due to the fact that small 
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businesses, especially microenterprises in the retail industry, tend to focus more on 

the reduction of costs by using technology to create relationships with customers than 

on the building of a specific supplier network.  

Secondly, the analysis found support for the role of competitive pressure as 

another factor that was predicted to motivate the entrepreneurs to use social media 

intensively for CRM.  This suggests that the motivation to use social media can also 

be driven by the perception of the entrepreneurs, in that when knowing other firms 

have now increasingly used social media in their business, they therefore have to use 

social media as well, in order to avoid losing potential market opportunities. This 

result is in line with the literature on organizational isomorphism which suggests that, 

on some occasions, firms have to imitate the behaviors of other firms in order to help 

them respond to the market opportunities (DiMaggio, & Powell, 1983; Li, & Ding, 

2013; Venard, 2009). The findings of this research project are also consistent with 

previous research results about the role competition as a driver of technology adoption 

in small business (Ghobakhloo, Arias-Aranda, & Benitez-Amado, 2011). The results 

have also supported the argument previously presented by Lin (2006) who suggested 

that competitive pressure, particularly pressure resulting from a threat of losing 

competitive advantage, was among the main determinants of the reason to adopt and 

adapt technology by some businesses. However, the competitive pressure of using 

social media in business did not significantly explain the degree of social media use 

for networking. This may be because most online microenterprises employ only one 

or two persons. Thus, it was more necessary for these businesses to use social media 

support, in order to create a relationship with customers than to create a business 

network among themselves. Moreover, it is possible that the businesses can use social 

media to sell online products than to collaborate on larger projects with networking 

(Lacho, 2010). 

Regarding the role of entrepreneur competence (social competence, marketing 

communication competence and technology competence) the results from the PLS 

analysis showed that the social competence of entrepreneurs who used social media in 

business did not significantly explain the degree of social media use for CRM and 

networking, which contradicted with the hypotheses of this research. Interestingly, the 

findings of prior research projects mentioned that the higher positive contribution of 
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social media use of this group of entrepreneurs is in line with the prediction suggested 

by the social compensation hypothesis (Valkenburg, Schouten, & Peter, 2005; Zywica, 

& Danowski, 2008). The social compensation hypothesis was previously used to 

explain the benefits that individuals who have difficulty communicating with others in 

the real world can obtain from social media communication. Therefore, it could be 

explained that the entrepreneurs who lacked social competency might obtain benefits 

when social media was used intensively to interact with the customers and for 

networking. This finding implies that social media interaction can be used as the 

channel which facilitates entrepreneurs who lack the social skills to develop face-to-

face relationships with customers to compensate for this weakness. Given that 

communication in social media tends to involve less interpersonal interaction than 

face-to-face communication, using social media for CRM activities tends to be 

essential in enabling entrepreneurs with low social competency to interact with 

customers to improve customer satisfaction.  

The results showed that the marketing communication competence factor was 

positively and significantly related to the use of social media for CRM and 

networking. It could be explained that the entrepreneurs who had a high level of 

marketing communication competence could use social media very efficiently both 

for CRM and networking. Therefore, this skill is very important and necessary in 

communication through social media, because the entrepreneur has to use this skill to 

write good content about a product or service to motivate, attract and convince the 

customer. This finding is also consistent with previous research results which 

indicated that entrepreneurs who use social media in their businesses must   write 

creatively about their products or services to engage potential customers (Kiselicki, 

2013; Schaupp, & Belanger, 2014).  

Finally, the analysis found that technology competence, was positively and 

significantly related to the use of social media for CRM only. This result is in line 

with the literature which specifies that if entrepreneurs have to use social media to 

interact with customer in their businesses, they must be equipped with the knowledge 

of technology and must be able to apply it in their work (Askool, & Nakata, 2011; 

Bassellier et al., 2001). However, regarding the relationship with networking, the 

results did not significantly explain the technology competence of entrepreneurs who 
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used social media for networking. This might be because some entrepreneurs used 

conversation instead of using social media to create networks or persuade other 

entrepreneurs to join their businesses. 

The result analysis confirmed that the entrepreneurs who used social media for 

CRM more intensively tended to report a higher degree of cost reduction and market 

expansion outcomes. In addition, cost reduction and market expansion outcomes were 

also significantly associated with firm performance. Overall, these results support the 

argument that firms which are able to implement the technology in their business 

effectively are then able to develop competitive capabilities, which are important for 

them to achieve a higher positive performance rate (Chang, 1997). The results also 

support several previous research projects which emphasized the role of social media 

application in small businesses (Schaupp & Belanger, 2014) especially in CRM 

activities (Baird, & Parasnis, 2011b; Malthouse, Haenlein, Skiera, Wege, & Zhang, 

2013; Trainor et al., 2014a; Woodcock, Green, & Starkey, 2011). Furthermore, these 

new findings provide additional evidence for the pioneer work of Ainin, Parveen, 

Moghavvemi, Jaafar, and Mohd Shuib (2015) which mainly focused on the benefits of 

social media use in business. 

The results of the analysis concluded that entrepreneurs who intensively 

applied social media for networking tended to experience a higher level of cost 

reduction. Such a finding is in line with studies which point out that the application of 

social media technology in business networking will also result in the reduction of 

business costs (Schaupp, & Belanger, 2014; Woo et al., 2001). The results also 

showed that social media use for networking was positively related to market 

expansion outcome, although it might always help to do so efficiently. Nevertheless, 

the use of social media in general for networking in terms of cost reduction and 

market expansion still generated results which were associated with positive firm 

performance. This finding is also consistent with the previous research results which 

indicated that the market expansion of business creates advantages in business 

competition and firm performance (Jung, 2007; Lai, 2011; Overby, & Min, 2001; 

Sørensen, & Shklovski, 2011). 
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5.2  Limitations 

 

Despite the contributions to the academic field that the present research study 

provides, there are some limitations that need to be considered. First, the 

measurements of the key concepts were obtained through self-reported surveys which 

may be susceptible to some subjective bias outcomes. Second, the study used the non-

probability sampling technique to select the sample. However, several scholars have 

criticized that the sample obtained through using this sampling technique may not be 

a true representative of the entire population. In addition, the rather small sample size 

of 217 firms which was used, will limit the generalization of the findings and, 

therefore, not represent the entire population of small businesses in Thailand. Third, 

the author used cross-sectional data collection. When cross-sectional data is used in 

the analysis, the causality between constructs cannot be inferred. Thus, the 

interpretation of the findings can only be made in terms of correlation. 

 

5.3  Research Contributions  

 

For research contributions, this study offers additional evidence that advances 

the knowledge about the antecedents and outcomes associated with social media used 

in small businesses. This present research was extended from previous research 

conducted by Ainin, Parveen, Moghavvemi, and Jaafar (2015) which focused on a 

broad area of social media that is used in business in Malaysian firms. This present 

research focused on the application of social media for CRM. From the result of firm 

strategies it is suggested that, generally, the entrepreneurs who strongly emphasized 

the service differentiation strategy is the group that used social media in their business 

intensively. Such finding was in accordance with the theory of competitive strategies 

for business by Porter (1979) which explains that service differentiation for customers 

with the help of technology will be able to create customers’ satisfaction. Besides 

that, such a result was in accordance with the literature, which states that the offering 

of differentiated services to customers, together with the application of technology, 

will create credibility and maximum satisfaction of customers and business networks 

(Chenet et al., 2010; Fogg, & Iizawa, 2008). 
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Apart from the role of separate firm strategies, this research project also 

provides additional evidence that the decision of the entrepreneurs to use social media 

intensively in CRM is also driven by their concern that more and more competitors 

have increasingly used social media to reap the market opportunities that are actively 

out there. One of the results suggested that the entrepreneurs might decide to use 

social media in business because they did not want to lose market opportunities to 

other competitors who had already implemented social media in their business 

operations. This result was in accordance with the organizational isomorphism theory 

which indicates that, sometimes, a business needs to imitate other companies’ 

behaviors to enable its business to respond to market opportunities (DiMaggio, & 

Powell, 1983; Li, & Ding, 2013; Venard, 2009). 

Moreover, the research provides some evidence about the skills of 

entrepreneurs, i.e., the marketing communication competence, which is needed in 

order to run an online business effectively. There was a finding which was in 

accordance with the Upper Echelon Theory, which stated that the personal 

characteristics of entrepreneurs and managers influence the direction of their 

company, and that matching the company's activities with their personal skills seems 

necessary for the company's success (Entrialgo, Fernández, & Vázquez, 2000; 

Hambrick, & Mason, 1984). The research suggested that the entrepreneurs who had 

good marketing communication skills were able to write interesting content or 

messages to convince customers to buy the products or services on offer. This 

suggestion corresponded to the research by Kiselicki (2013), which demonstrates that 

entrepreneur who uses social media in business should be equipped with the skill to 

write or create content on social media. 

Finally, regarding the outcomes of the use of social media in business, a result 

analysis indicated that the use of social media in CRM might explain cost reduction 

and market expansion outcomes which allowed the businesses to develop 

performance satisfaction. This finding was also in line with the theory of RVB, which 

states that if a business has a greater ability to use existing resources and capabilities 

than its competitors, then that business will have competitive advantages and better 

business performance (Barney, 1991). Such a result was in accordance with the 

literature, which states that the capability to plan resources and  combine existing 
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resources will enable a business to achieve its goal (Alvarez, & Busenitz, 2001). 

Previous research studies have also found that firms that harness technology for CRM 

tended to report more performance satisfaction (Coltman, Devinney, & Midgley, 

2011). 

 

5.4  Practical Implications 

 

This study provides some practical implications which are useful for the 

entrepreneurs of SMEs. In the present research project, the social media used in CRM 

was positively associated with cost reduction and market expansion outcomes. 

Therefore, it is important that the entrepreneur should learn how to use social media 

for CRM to achieve higher business performance satisfaction. Moreover, a study 

conducted by Chuang (2009) mentioned that the investment in state-of-the-art CRM 

technology to accomplish these goals tends to be unfeasible for small firms due to 

their obvious financial limitations. A solution for these small companies could be 

applying social media technology to facilitate CRM implementation. Given the 

various benefits that the social media technology offers, entrepreneurs who are able to 

apply social media for CRM can significantly benefit from this, both in terms of cost 

reduction and market expansion. The application of social media, which can be 

implemented at a lower cost, can also be a marketing practice that will allow these 

firms to achieve a better business performance.  

Another point that shows entrepreneurial competency is using social media as 

a CRM tool. This can be particularly important for entrepreneurs who lack the social 

skills to build good relationships with customers in the bricks-and-mortar business 

environment. Generally good interpersonal skills are desirable for entrepreneurs order 

to build long-term relationships with customers. But for entrepreneurs who lack this 

social competency, using social media as a CRM tool can help them compensate for 

this interpersonal communication weakness by exploiting computer-mediated 

communication to promote relationship-building. 

Moreover, entrepreneurs perceive the need to use social media in business as 

competitive pressure. This suggests that entrepreneurs may decide to use social media 

in their businesses because they do not want to lose market opportunities to other 
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competitors that have already implemented social media in their business operation. 

In conclusion, as more and more businesses have now begun to use social media in 

business, it is important for entrepreneurs to realize the significant benefits of social 

media outlets that can help them achieve their strategic objectives. More importantly, 

entrepreneurs also need to know how to apply the technology appropriately in their 

business in order to increase their opportunity to become successful in the small retail 

shop market. 

 

5.5  Directions for Future Study 

 

Based on the findings of this research project, the author also provides some 

directions for future study. In the present research study, the author only focused on 

the cost reduction and market expansion outcomes which were positively linked to 

higher firm performance satisfaction. Future research would need to extend the 

present research area by focusing on other beneficial outcomes which can be derived 

from the use of social media in business. Another area that future research could 

explore would be the characteristics of an entrepreneur. Future researchers may 

extend the present research topic by focusing on other aspects of the characteristics of 

entrepreneurs and firms that use social media to improve overall business 

performance. Finally, future studies regarding the contribution of social media used in 

businesses should be conducted in different industries to investigate whether the 

effects of social media used in business on firm performance are valid in other 

contexts. 

 

 
 



 

BIBLIOGRAPHY 

 

Adamchik, V. A., & Bedi, A. S. (2000). Wage differentials between the public and the 

private sectors: evidence from an economy in transition. Evidence from an 

economy in transition. Labour Economics., 7(2), 203-224.  

Agarwal, R., & Gort, M. (2002). Firm and product life cycles and firm survival. The 

American Economic Review, 92(2), 184-190.  

Aguiar, M., & Gopinath, G. (2007). Emerging market business cycles: The cycle is 

the trend.  Journal of Political Economy, 115(1), 69-102.  

Ainin, S., Parveen, F., Moghavvemi, S., & Jaafar, N. I. (2015). Factors influencing the 

use of social media by SMEs and its performance outcomes. Industrial 

Management & Data Systems, 115(3), 570-588.  

Ainin, S., Parveen, F., Moghavvemi, S., Jaafar, N. I., & Mohd Shuib, N. L. (2015). 

Factors influencing the use of social media by SMEs and its performance 

outcomes. Industrial Management & Data Systems, 115(3), 570-588. doi: 

10.1108/imds-07-2014-0205 

Alvareza, S. A., & Busenitz, L. W. (2001 ). The entrepreneurship of resource-based 

theory.  Journal of Management, 27(6), 755-775.  

Amoako-Gyampah, K., & Acquaah, M. (2007). Manufacturing strategy, competitive 

strategy and firm performance: An empirical study in a developing economy 

environment. International  Journal of Production Economics, 111(2), 575-

592.  

Askool, S., & Nakata, K. (2011). A conceptual model for acceptance of social CRM 

systems based on a scoping study. Ai & Society, 26(3), 205-220.  

Baird, C. H., & Parasnis, G. (2011a). From social media to social CRM. Retrieved 

from https://www.ibm.com/smarterplanet/global/files/se__sv__commerce__ 

from_social_media_to_social_crm.pdf 

Baird, C. H., & Parasnis, G. (2011b). From social media to social CRM: Reinventing 

the customer relationship. Strategy & Leadership, 39(6), 27-34. 

doi:10.1108/10878571111176600 



61 

 
 

Bang, V. V., & Joshi, S. L. (2008). Conceptualization of market expansion strategies 

in developing economies. Academy of Marketing Science Review, 12(4).  

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of 

Management, 17(1), 99-120.  

Barney, J. B. (1996). The resource-based theory of the firm. Organization Science, 

7(5), 469.  

Barney, J. B., & Zajac, E. J. (1994). Competitive organizational behavior: Toward an 

organizationally-based theory of competitive advantage. Strategic 

Management Journal, 15, 5-9.  

Baron, R. A., & Markman, G. D. (2000). Beyond social capital: How social skills can 

enhance entrepreneurs' success. The Academy of Management Executive, 

14(1), 106-116.  

Baron, R. A., & Markman, G. D. (2003). Beyond social capital: The role of 

entrepreneurs’ social competence in their financial success. Journal of 

Business Venturing, 18(1), 41-60.  

Bassellier, G., Reich, B. H., & Benbasat, I. (2001). Information technology 

competence of business managers: A definition and research model. Journal 

of Management Information Systems, 17(4), 159-182.  

Black, S. S. (1997). Top management team characteristics: a study of their impact on 

the magnitude on international operations and international performance. 

(Unpublished doctoral dissertation). Columbia University.    

Boal, K. B., & Hooijberg, R. (2001). Strategic leadership research: Moving on. The 

Leadership Quarterly, 11(4), 515-549.  

Boyatzis, R. E. (1982). The Competent manager: A model for effective performance. 

New York: John Wiley & Sons. 

Boz, E., Daude, C., & Durdu, C. B. (2011). Emerging market business cycles: 

Learning about the trend. Journal of Monetary Economics, 58(6), 616-631.  

Braga, H., & Willmore, L. (1991). Technological imports and technological effort: an 

analysis of their determinants in Brazilian firms. The Journal of Industrial 

Economics, 39(4), 421-432.  

Broderick, R., & Boudreau, J. W. (1992). Human resource management information 

technology and the competitive edge. The Executive, 6(2), 7-17.  



62 

 
 

Bughin, J., & Chui, M. (2010a). The rise of the networked enterprise: Web 2.0 finds 

its payday. McKinsey quarterly, 4, 3-8.  

Bughin, J., & Chui, M. (2010b). The rise of the networked enterprise: Web 2.0 finds 

its payday.  Retrieved from http://www.mckinsey.com/insights/high_tech_ 

telecoms_internet/the_rise_of_the_networked_enterprise_web_20_finds_its_p

ayday 

Capelleras, J.-L., & Rabetino, R. (2008). Individual, organizational and environmental 

determinants of new firm employment growth: evidence from Latin America. 

International Entrepreneurship and Management Journal, 4(1), 79-99.  

Castronovo, C., & Huang, L. (2012). Social media in an alternative marketing 

communication model. Journal of Marketing Development and 

Competitiveness, 6(1), 117-131.  

Chang, T. L. (1997). Cultivating global experience curve advantage on technology 

and marketing capabilities. Journal of Marketing Practice: Applied Marketing 

Science, 3(4), 230-250.  

Chenet, P., Dagger, T. S., & O'Sullivan, D. (2010). Service quality, trust, commitment 

and service differentiation in business relationships. Journal of Services 

Marketing, 24(5), 336-346.  

Chin, W. W. (1998). Commentary: Issues and opinion on structural equation 

modeling. Information System Quarterly, 22(1), 7-14.  

Chuang, T.-T., Nakatani, K., & Zhou, D. (2009). An exploratory study of the extent of 

information technology adoption in SMEs: an application of upper echelon 

theory. Journal of Enterprise Information Management, 22(1/2), 183-196.  

Cohen, J. (1988). Statistical power analysis for the behavioral sciences. (2nd ed.) 

Hillsdale, NJ: Lawrence Erlbaum.  

Coltman, T. R., Devinney, T. M., & Midgley, D. F. (2011). Customer relationship 

management and firm performance. Journal of Information Technology, 26(3), 

205-219.  

Cooney, P. T. M. (2012). Entrepreneurship skills for growth-orientated businesses 

Report for the Workshop on Skills Development for SMEs and 

Entrepreneurship Retreived from https//:www.oecd.org/cfe/leed/Cooney_ 

enterprencurship_skills_HGF.pdf 



63 

 
 

Committed to Connecting the Worl. (2015).  ITU releases 2015 ICT figures.  

Retreived from http://www.itu.int/net/pressoffice/press_releases/ 

2015/17.aspx#.VWSF32Bjq-Q 

Coviello, N. E., & Munro, H. J. (1995). Growing the entrepreneurial firm: 

Networking for international market development. European Journal of 

Marketing, 29(7), 49-61.  

Danneels, E. (2002). The dynamics of product innovation and firm competences. 

Strategic Management Journal, 23, 1095-1121.  

Das, T. K., & Teng, B.-S. (2000). A resource-based theory of strategic alliances. 

Journal of Management, 26(1), 31-61.  

Davenport, T. H., & Short, J. E. (1990). The new industrial engineering: Information 

technology and business process redesign. MIT Sloan Management Review. 

31(4), 11-29. 

DiMaggio, P. J., & Powell, W. W. (1983). The iron cage revisited: institutional 

isomorphism and collective rationality in organizational fields. American 

Sociological Review, 48(2), 147-160.  

Doherty, R. (2010). Getting social with recruitment. Strategic HR Review, 10(6), 19-

24.  

Dwyer, S., Richard, O. C., & Chadwick, K. (2003). Gender diversity in management 

and firm performance: the influence of growth orientation and organizational 

culture. Journal of Business Research, 56(12), 1009-1019.  

Eisenberg, T., Sundgren, S., & Wells, M. T. (1998). Larger board size and decreasing 

firm value in small firms. Journal of Financial Economics, 48(1), 35-54.  

Entrialgo, M., Fernández, E., & Vázquez, C. J. (2000). Characteristics of managers as 

determinants of entrepreneurial orientation: Some spanish evidence. 

Enterprise & Innovation Management Studies, 1(2), 187-205.  

Ernst, H., Hoyer, W. D., Krafft, M., & Krieger, K. (2011). Customer relationship 

management and company performance—the Mediating role of new product 

performance. Journal of the Academy of Marketing Science, 39(2), 290-306.  

Evans, D. S. (1987). The relationship between firm growth, size, and age: Estimates 

for 100 manufacturing industries. The Journal of Industrial Economics, 35(4), 

567-581.  



64 

 
 

Fogg, B. J., & Iizawa, D. (2008). Online persuasion in facebook and mixi: A cross-

cultural comparison. Persuasive Technology, 5033, 35-46.  

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and measurement error. Journal of Marketing 

Research, 18(1), 39-50.  

Fragouli, E., & Noutrixa, A. (2014). Application of electronic customer relationship 

management (e-CRM) for promoting products and services in a local context: 

Exploration of a case. International Journal of Information, Business and 

Management, 6(4), 11-15.  

Gefen, D., Straub, D. W., & Boudreau, M. C. (2000). Structural equation modeling 

and regression: Guidelines for research practice. Communications of the 

Association for Information Systems, 4(7), 1-70.  

Ghobakhloo, M., Arias-Aranda, D., & Benitez-Amado, J. (2011). Adoption of e-

commerce applications in SMEs. Industrial Management & Data Systems, 

111(8), 1238-1269.  

Gliem, J. A., & Gliem, R. R. (2003). Calculating, interpreting, and reporting 

Cronbach’s alpha reliability coefficient for Likert-type scales. In Proceeding 

of the midwest research to practice confererce in adult, Continuing, and 

Community Education, Ohio State University.  

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2009). 

Multivariate data analysis (7th ed.) Upper Saddle River, NJ: Pearson Prentice 

Hall.  

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. 

Journal of Marketing Theory and Practice, 19(2), 139-152.  

Hambrick, D. C. (2005). Upper echelons theory: Origins, Twists and turns, and 

lessons learned great minds in management: The process of theory 

development. New York: Oxford University Press. 

Hambrick, D. C., & Mason, P. A. (1984). Upper echelons: The organization as a 

reflection of its top managers. Academy of Management Review, 9(2),        

193-206.  

Hebert, R. F., & Link, A. N. (1989). In Search of the Meaning of Entrepreneurship. 

Small Business Economics 1, 39-49.  



65 

 
 

Hennig-Thurau, T., Malthouse, E. C., Friege, C., Gensler, S., Lobschat, L., 

Rangaswamy, A., & Skiera, B. (2010). The Impact of New Media on 

Customer Relationships. Journal of Service Research, 13(3), 311-330.  

Hensel, K., & Deis, M. H. (2010). Using Social Media to Increase Advertising and 

Improve Marketing. The Entrepreneurial Executive, 15, 87.  

Hsu, W. T., Chen, H. L., & Cheng, C. Y. (2013). Internationalization and firm 

performance of SMEs: The moderating effects of CEO attributes. Journal of 

World Business, 48(1), 1-12.  

Hu, Y., Manikonda, L., & Kambhampati, S. (2014). What we instagram: A first 

analysis of instagram photo content and user types. Proceedings of ICWSM, 

AAAI.  

Huiyuan, M., & Hua, G. (2008). The sitution and existent problem of entrepreneur 

group construction of china.  Management Science and Engineering,         

2(2), 31-35.  

Hulland, J., & Ivey, R. (1999). Use of partial least squares (PLS) in strategic 

management research. Strategic Management Journal, 20(2), 195-204.  

Hultgren, T. (1960). Changes in labor cost during cycles in production and business. 

National Bureau of Economic Research, University Microfilms, 79-85.  

Jarque, C. M., & Bera, A. K. (1980). Efficient tests for normality, homoscedasticity 

and serial independence of regression residuals. Economics Letters,           

6(3), 255-259.  

Johannisson, B., & Huse, M. (2000). Recruiting outside board members in the small 

family business: An ideological challenge. Entrepreneurship & Regional 

Development, 12(4), 353-378.  

Jung, S. (2007). The Relationship between international expansion and firm 

performance: An investigation of U.S. based restaurants and firms. (Master’s 

thesis). Retrieved from UNLV Theses/Dissertations/Professional 

Papers/Capstones.  

Kalia, G. (2013). A research paper on social media: An innovative educational tool. 

Issues and Ideas in Education, 1(March), 43-50.  

Kandampully, J. (2002). Innovation as the core competency of a service organisation: 

the role of technology, knowledge and networks. European Journal of 

Innovation Management, 5(1), 18-26.  



66 

 
 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and 

opportunities of Social Media. Business Horizons, 53(1), 59-68.  

Kiselicki, M. (2013). Analyzing the effectiveness of social media in the promotion of 

entrepreneurial businesses in the republic of macedonia. Journal of 

Sustainable Development, 4(7), 84.  

Kline, R. B. (2005). Principles and practice of structural equation modeling (2 ed.). 

Guilford publications.  

Kock, N. (2015). WarpPLS 5.0 User Manual. Retreived from http://cits.tamiiu.edu/ 

wrapPLS/ UserManual_v_5_o.pdf 

Kock, N., & Lynn, G. (2012). Lateral collinearity and misleading results in variance-

based SEM: An illustration and recommendations. Journal of the Association 

for Information Systems, 13(7), 546-580.  

Kotler, P., Armstrong, G., Saunders, J., & Wong, V. (2014). Principles of marketing. 

Pearson Australia.  

Kritsch, A. (2014). The State of Social Media in Thailand.   Retrieved from 

http://blog.hootsuite.com/social-media-in-thailand/ 

Lacho, K. J. (2010). How small business owners can use social networking to 

promote their business.  The Entrepreneurial Executive, 15, 87.  

Lacho, K. J., & Marinello, C. (2010). How small business owners can use social 

networking to promote their business. The Entrepreneurial Executive,          

15, 127-133.  

Lai, K. h., Wong, C. W. Y., & Cheng, T. C. E. (2006). Institutional isomorphism and 

the adoption of information technology for supply chain management. 

Computers in Industry, 57(1), 93-98.  

Lai, Linda, S. L. (2011). Facebook lessons for e-business startups world academy of 

science, engineering and technology. World Academy of Science, Engineering 

and Technology, 60, 774-778. 

Laitinen, E. K. (2006). Partial least squares regression in payment default prediction. 

Investment Management and Financial Innovations, 3(1), 64-77.  

Lee, K. S., Lim, G. H., & Tan, S. J. (1999). Dealing with resource disadvantage: 

generic strategies for SMEs. Small Business Economics, 12(4), 299-311.  



67 

 
 

Li, F., & Ding, D. Z. (2013). The effect of institutional isomorphic pressure on the 

internationalization of firms in an emerging economy: evidence from China. 

Asia Pacific Business Review, 19(4), 506-525.  

Lin, H. F. (2006). Interorganizational and organizational determinants of planning 

effectiveness for Internet-based interorganizational systems. Information & 

Management, 43(4), 423-433.  

Lindell, M. K., & Whitne, D. J. (2001). Accounting for common method variance in 

cross-sectional research designs. Journal of Applied Psychology,              

86(1), 114-121.  

Loderer, C., & Waelchli, U. (2009). Firm age and performance. University of Bern, 

Working Paper.  

Lybek, M. T., & Sarr, M. A. (2002). Measuring liquidity in financial markets.  

Retreived from https://www.imf.prg/external/pubs/ft/wp/2002/wpo223 

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). Managing 

Customer Relationships in the Social Media Era: Introducing the Social CRM 

House. Journal of Interactive Marketing, 27(4), 270-280. Retreived from 

http://dx.doi.org/10.1016/j.intmar.2013.09.008 

Mare, S. c., & Alecsandri, V. (2013). Meanings of small business and its management 

Journal of Engineering Studies and Research, 19(4), 34-42.  

Misner, I. (2012). The New definition of networking. Retrieved from 

http://businessnetworking.com/the-new-definition-of-networking 

Mizruchi, M. S., & Fein, L. C. (1999). The social construction of organizational 

knowledge: A study of the uses of coercive, mimetic, and normative 

isomorphism. Administrative Science Quarterly, 44(4), 653-683.  

Muchsan, Y., & Falahah. (2011). Gain competitive advantage through CRM 

implementation. International Seminar on Business and Management, April 

Retrived from http://repositor.widytama.ac.id/xmlui/bitstream/ 

handle/123456789//1956/Yokipdf?sequence=1 

Newberta, S. L., Gopalakrishnanb, S., & Kirchhoffb, B. A. (2008). Looking beyond 

resources: exploring the importance of entrepreneurship to firm-level 

competitive advantage in technologically intensive industries. Technovation, 

28(1), 6-19.  



68 

 
 

Nunnally, J. C. (1978). Psychometric Theory (2ed.). New York: McGraw-Hill.  

O’Murchu, I., Breslin, J. G., & Decker, S. (2004). Online Social and Business 

Networking Communities DERI Technical Report Retrived from 

https://www.deri.ie/fileadmin/documents/DERI-TR-2004-08-11.pdf 

Overby, J. W., & Min, S. (2001). International supply chain management in an 

Internet environment: A network‐oriented approach to internationalization. 

International Marketing Review, 18(4), 392-420.  

Padmanabhan, B., & Tuzhilin, A. (2003). On the Use of Optimization for Data 

Mining: Theoretical Interactions and eCRM Opportunities. Management 

Science, 49(10), 1327-1343.  

Payne, A., & Frow, P. (2005). A strategic framework for customer relationship 

management. Journal of Marketing, 69(4), 167-176.  

Peppers, D., Rogers, M., & Dorf, B. (1999). Is your company ready for one-to-one 

marketing?. Harvard Business Review, 77(1), 151-160.  

Pertusa-Ortega, E. M., Molina-Azorı´n, J. F., & Claver-Corte´s, E. (2010). 

Competitive strategy, structure and firm performance: A comparison of the 

resource-based view and the contingency approach. Management Decision, 

48(8), 1282-1303.  

Petter, S., Straub, D., & Rai, A. (2007). Specifying formative constructs in 

information systems research. Mis Quarterly, 31(4), 623-656.  

Politis, D., & Gabrielsson, J. (2009). Entrepreneurs' attitudes towards failure: An 

experiential learning approach. International Journal of Entrepreneurial 

Behavior & Research, 15(4), 364-383.  

Porter, M. E. (1979). How competitive forces shape strategy. Harvard Business 

Review, 137-145.  

Porter, M. E. (1997). Competitive Strategy. Measuring Business Excellence,         

1(2), 12-17.  

Quader, M. S. (2012). A characteristic model of successful women entrepreneurs in 

the UK.   Journal of Services Research, 12(1), 89.  

Roosendaal, A. (2011). Facebook tracks and traces everyone: Like this!. Tilburg Law 

School Legal Studies Research Paper Series, (03). 



69 

 
 

Saunders, A., Cornett, M. M., & McGraw, P. A. (2006). Financial institutions 

management: A risk management approach (6th ed). NewYork: McGraw-

Hill/Irwin.  

Schaupp, L. C., & Belanger, F. (2014). The Value of Social Media for Small 

Businesses. Journal of Information Systems, 28(1), 187-207.  

Schmenner, R. W. (1986). How can service businesses survive and prosper?. Sloan 

Management Review, 27(3), 21-32.  

Shively, K. (2015). The report of  state of social marketing in 2015.  Retrived from 

http://simplymeasured.com/blog/the-2015-state-of-social-marketing-

report/#sm.000151p44ueo8fceudn2rmjkgeqgf 

Siddiqi, J., Akhgar, B., & Wise, T. (2006). A framework for the implementation of a 

customer relationship management strategy in retail sector. IKE, 244-249.  

Slovensky, R., & Ross, W. H. (2012). Should human resource managers use social 

media to screen job applicants? Managerial and legal issues in the USA. Info, 

14(1), 55-69.  

Sørensen, A. T., & Shklovski, I. (2011). The Hugging Team: The Role of Technology 

in Business Networking Practices. Paper presented at the ECSCW 2011: 

Proceedings of the 12th European Conference on Computer Supported 

Cooperative Work, 24-28 September 2011, Aarhus Denmark: Springer 

London. 

Thatthanun Pumnuch (2012). A Study of Behaviors in Using Social Network to 

Develop the Performance or Education Persons in Nakornpathom Primary 

Educational Service Area Office. Veridian E-Journal, Silpakorn University, 

5(1), 523-540.  

Theil, H. (1958). Economic forecasts and policy. Amsterdam, Netherlands: North-

Holland.  

Trainor, K. J. (2012). Relating social media technologies to performance: A 

capabilities-based perspective. Journal of Personal Selling & Sales 

Management, 32(3 ), 317-331.  

Trainor, K. J., Andzulis, J., Rapp, A., & Agnihotri, R. (2014). Social media 

technology usage and customer relationship performance: A capabilities-based 

examination of social CRM. Journal of Business Research, 67(6), 1201-1208.  



70 

 
 

Valkenburg, P. M., Schouten, A. P., & Peter, J. (2005). Adolescents’ identity 

experiments on theInternet. New Media & Society, 7(3), 383-402.  

Venard, B. (2009). Organizational isomorphism and corruption: An empirical 

research in russia. Journal of Business Ethics, 89(1), 59-76.  

Verheyden, M., & Goeman, K. (2013). Does (company) size matter? Differences in 

social media usage for business purposes. Journal of Applied Quantitative 

Methods, 8(4), 3-16.  

Vlachvei, A., & Notta, O. (2008). Firm growth, size and age in Greek firms. 

International Conference on Applied Economics, 915-921.  

Vongkaewpothong, O. (2010). Social media: Tool for enhancing business 

competency. Executive Journal, Bangkok University, 30(4), 63-69.  

Wiersema, M. F., & Bantel, K. A. (1992). Top management team demography and 

corporate strategic change. Academy of Management Journal, 35(1), 91-121.  

Wignaraja, G. (2002). Firm size, technological capabilities and market-oriented 

policies in Mauritius. Oxford development studies, 30(1), 87-104.  

Wilson, H., Daniel, E., & McDonald, M. (2002). Factors for success in customer 

relationship management (CRM) systems. Journal of Marketing Management, 

18, 193-219.  

Wisner, J. D., & Fawcett, S. E. (1991). Linking firm strategy to operating decisions 

through performance measurement. Production and Inventory Management 

Journal, 32(3), 5.  

Woo, Y. Y., Hsu, S.-L., & Wu, S. (2001). An integrated inventory model for a single 

vendor and multiple buyers with ordering cost reduction. International 

Journal of Production Economics, 73(3), 203-215.  

Woodcock, N., Green, A., & Starkey, M. (2011). Social CRM as a business strategy. 

Journal of Database Marketing & Customer Strategy Management,         

18(1), 50-64. doi: 10.1057/dbm.2011.7 

Wright, P. M., McMahan, G. C., & Williams, A. M. (1994). Human resources and 

sustained competitive advantage: a resource-based perspective. The 

International Journal of Human Resource Management, 5(2), 301-326.  

Yupin Pitayavatanachai. (2013). A Study of Consumer Shopping Behavior through 

Multichalnnels in the Bangkok Area. University of the Thai Chamber of 

Commerce Journal, 33(3), 70-88.  



71 

 
 

Zahra, S. A., & Covin, J. G. (1993). Business strategy, technology policy and firm 

performance. Strategic Management Journal, 14(6), 451-478.  

Zhu, K., & Kraemer, K. L. (2002). E-commerce metrics for net-enhanced 

organizations: Assessing the value of e-commerce to firm performance in the 

manufacturing sector. Information Systems Research, 13(3), 275-295.  

Zhu, K., & Kraemer, K. L. (2005). Post-adoption variations in usage and value of e-

business by organizations: cross-country evidence from the retail industry. 

Information Systems Research, 16(1), 61-84.  

Zywica, J., & Danowski, J. (2008). The faces of facebookers: Investigating social 

enhancement and social compensation hypotheses; predicting facebook™ and 

offline popularity from sociability and self-esteem, and mapping the meanings 

of popularity with semantic networks. Journal of Computer-Mediated 

Communication, 14(1), 1-34. doi: 10.1111/j.1083-6101.2008.01429.x 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

APPENDICES 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 



73 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

APPENDIX A 

 

COVER LETTER OF QUESTIONNAIRE 

 

 

 

 

 

 

 

 

 

 

 

 

 



74 
 

 
 

 

Cover Letter of Questionnaire 

 

 
 
 
 

 



75 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

APPENDIX B 

 

QUESTIONNAIRE SURVEY (IN ENGLISH) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



76 
 

 
 

Questionnaire Survey (in English) 

 

 
 



77 
 

 
 

 



78 
 

 
 

 
 

 



79 
 

 
 

 

 



80 
 

 
 

 



81 
 

 
 

 
 

 

 

 

 

 

 

 

 

 

APPENDIX C 

 

QUESTIONNAIRE SURVEY (IN THAI) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



82 
 

 
 

Questionnaire survey (in Thai) 

 

 

 



83 
 

 
 

 
 
 
 
 
 



84 
 

 
 

 
 
 
 
 
 



85 
 

 
 

 
 
 
 
 
 



86 
 

 
 

 

BIOGRAPHY 

 

NAME  Miss Pakamon Sasatanun 

 

ACADEMIC BACKGROUND  Master of Administration in MBA (2004) 

 at Rangsit University, Thailand 

Graduate Diploma Program in English for 

Business and Management (2006)  

 at Thammasat University, Thailand 

Bachelor of Arts in Communication Arts (Public 

Relations and Advertising) (1997) 

 at Bangkok University, Thailand   

 

PRESENT POSITION  Lecturer and Head of Communication Arts 

(Bilingual Program) at the Faculty of 

Communication Arts, Stamford International 

University, Bangkok, Thailand 

 

WORK EXPERIENCE Director of Student Affairs at Stamford 

International University, Bangkok, Thailand (4 

Jun 2008 – 30 Sep 2013) 

 Head of Academic Affairs at St. Theresa Inti 

College (International College) (01 Feb 2007 – 

30 Apr 2008) 

 Head of Administration, Administration Section 

and Manager of International House, Mahidol 

University International College, Bangkok, 

Thailand (16 May 2004 – 31 Jan 2007) 

 



87 
 

 
 

RESEARCH EXPERIENCE         Consolation prize in the national level on topic 

“Strategic Antecedence and Business Outcomes 

Associated with Social Media Use in Customer 

Relationship Management” which awarded on 

April 1, 2016 in the 50th anniversary of the 

establishment of National Institute of 

Development Administration 

 


	ANTECEDENCE AND OUTCOMES ASSOCIATED WITHSOCIAL MEDIA USE IN CUSTOMER RELATIONSHIPMANAGEMENT AND NETWORKINGOF THAI MICROENTERPRISES
	ABSTRACT
	TABLE OF CONTENTS
	CHAPTER 1 INTRODUCTION
	CHAPTER 2 LITERATURE REVIEW
	CHAPTER 3 RESEARCH METHODOLOGY
	CHAPTER 4 RESULTS
	CHAPTER 5 DISCUSSION AND CONCLUSION
	BIBLIOGRAPHY
	APPENDICES
	BIOGRAPHY



