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 I 

ABSTRACT 

The adoption and use of Information and Communication Technologies (ICTs) is widely 

regarded as essential in contemporary organisational environments. Such technologies 

have substantial effects on an organisation’s productivity and competitiveness. However, 

the nature of the effects varies across types of organisation (small to large), by country-

context (developed and developing countries) and with the type of ICT adopted. This 

thesis focuses primarily on Small to Medium Enterprises (SMEs) in a less-researched 

developing country context, the region of the Gulf Cooperation Council (GCC), with 

special reference to Oman. In terms of the ICT under investigation, recognising the 

emergence of more interactive forms of technology, this thesis focuses on social media 

applications.  It is widely recognised that the adoption and use of these applications 

change the ways in which organisations conduct their activities and represent a critical 

business opportunity for SMEs. This opportunity will only be realised by SMEs if, and 

when, social media are adopted in their organisations.  This therefore creates a 

requirement to understand the factors that influence SMEs in making the adoption 

decision. The research related to such factors is scarce, not least because the 

technologies are relatively new.  By using the Technology-Organisation-Environment 

(TOE) framework, this study therefore attempted to understand the factors influencing the 

decision by SMEs to adopt social media.  It employed a sequential, exploratory mixed 

method, where both qualitative and quantitative approaches were combined to meet the 

research objectives.  In the first stage, a preliminary TOE model of 18 factors was 

developed from the analysis of semi-structured interviews with 18 SMEs owner-managers 

in Muscat, the capital city of Oman.  In the second stage, a survey involving 205 SMEs in 

Muscat was conducted to examine empirically the preliminary model.  The survey data 

were analysed using logistic regression (LR).  Of the factors examined, compatibility, 

observability, trialability, trust, image, perceived lack of managerial time, market scope, 

customer pressure and family and friends’ support were found to have significant 

influence on SMEs’ decisions to adopt social media.  These findings have important 

implications and value for the research community, SMEs and policy makers (in 

particular, the Public Authority for SME Development (PASMED)) in terms of formulating 

improved strategies for social media adoption.  The resulting research model proposed in 

this thesis can improve these stakeholders’ understandings of why some SMEs have 

chosen to adopt social media technologies, while other SMEs which face similar market 

conditions have not.  
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 Introduction Chapter 1: 

1.1 Research Background  

Small and Medium-sized Enterprises (SMEs) are recognised as the backbone of any 

economy (Bahaddad, AlGhamdi and Houghton, 2012; Fong, 2011). They play an 

important role in job creation as well as ensuring a country’s economic stability. In fact, 

the SME sector is viewed as an essential component of modern industrialised societies 

(Rahayu and Day, 2015; Elasrag, 2011). 

In the era of globalization, businesses find themselves in an environment of constant 

technological change (Skoko, Ceric and Huang, 2008) which creates difficulties in staying 

competitive in a business environment. As a result they need to incorporate Information 

and Communications Technologies (ICTs) to support their business activities since 

Information technology is viewed as an essential tool to enhance economies (Oliveira and 

Martins, 2011; Olawale and Garwe, 2010) and a fundamental source of competitiveness 

(Skoko, Ceric and Huang, 2008; Stroeken, 2001). 

However, it is widely recognised that in contrast to large organisations, small 

organisations have limited scope for investment in ICT that is essential to increase 

sustainability (Fong, 2011; Kapurubandara, 2009). Despite empirical evidence of the 

significance of technology to their business success (Gibbs, Sequeira and White, 2007), 

the diffusion process is still slow (Fong, 2011). Thus, in order to survive in the market, 

businesses need to continue their efforts to develop and implement up-to-date 

technology/tools (Skoko, Ceric and Huang, 2008; Yang, Lee and Lee, 2007), even where 

there are limited funds, as may typically be true for SMEs (Beck and Demirguc-Kunt, 

2006). 

There are many forms of ICT tools available for organisational use, including social 

media. Social media represent a new and more agile way of doing business (Andzulis, 

Panagopoulos and Rapp, 2012), and can change the way in which businesses operate 

and lead to business transformation (Aral, Dellarocas and Godes, 2013). They are 

increasingly deployed across organisations and such deployment is expected to continue 

(Andriole, 2010) .  Therefore, all types of organisations, regardless of their size and 

activities, have realised the importance of adopting social media (Nah and Saxton, 2013). 

Such adoption yields substantial benefits to business (Merrill et al., 2011). In areas such 
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as advertisement, promotion, branding, customer feedback, market research, product 

development and promoting word of mouth (Ainin et al., 2015). These benefits are no 

longer reserved solely for large organisations (He, Wang and Zha, 2014; Verheyden and 

Goeman, 2013) as social media have become relevant for SMEs as well (Meske and 

Stieglitz, 2013). 

In the context of SMEs, (Kim, Lee and Lee, 2013) have stated that the adoption of Web 

2.0 technologies, which includes social media, is gaining momentum. With this in mind, 

the findings of a recent survey revealed that 77% of surveyed French SMEs’ business 

owners/managers considered social media to be efficient tools. This view might indicate 

the recognition of the significance of social media to businesses, in particularly SMEs. 

Consequently, it could help SMEs to combat challenges and seems to offer them 

plausible solutions to a number of acute needs and problems that SMEs have (Mannonen 

and Runonen, 2008). Also, the optimistic view of SMEs’ owners/managers towards the 

role of social media suggests that SMEs realise that mere ‘likes’ in platforms like 

Facebook translate into tangible and intangible benefits. Despite the potential advantages 

and the growing numbers of adopters, literature indicates that only a small number of 

SMEs are convinced about the perceived benefits and added value of social media 

adoption (Saldanha and Krishnan, 2012). Section 1.2 provides an initial review of current 

literature related to social media adoption.  

1.2 Research Motivation 

There are two main research strands surrounding social media adoption. The first strand 

is concerned with the use and impact of social media on individuals (Humphreys and 

Wilken, 2015; Lin et al., 2012; Hu and Wang, 2012; Fischer and Reuber, 2011). The 

second strand is the adoption and impact of social media in the organisational context. In 

this context, the major part of literature focus on non-profit organisations and public 

relations departments (Nah and Saxton, 2013; Lovejoy, Waters and Saxton, 2012; Curtis 

et al., 2010; Golbeck, Grimes and Rogers, 2010). With respect to its adoption in business 

contexts, a major part of the literature focuses on large enterprises (Meske and Stieglitz, 

2013)  and little research has been devoted to the study of social media adoption and use 

by SMEs .  

Perhaps as a result of the lack of literature on social media adoption within the SME 

context (He, Wang and Zha, 2014; Durkin, McGowan and McKeown, 2013), little is 

known about why small firms engage in or avoid the use of such technologies (Beier and 

Wagner, 2014). The significance of social media to SMEs (Mannonen and Runonen, 

2008) requires further investigation (He, Wang and Zha, 2014) and thus more research 
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into the adoption and use of social media technology is needed (Kim, Lee and Lee, 2013; 

Aral, Dellarocas and Godes, 2013; Andzulis, Panagopoulos and Rapp, 2012; 

Constantinides, Romero and Boria, 2009).  

As mentioned previously, there is growing evidence that businesses that engage in social 

media use gain business value and competitive advantage (Stockdale, Ahmed and 

Scheepers, 2012). In fact, the advent of social media enables SMEs to access resources 

that were, until recently, dominated by large enterprises (Kim, Lee and Lee, 2013). This 

presents unique opportunities for SMEs to compete beyond their local market (Barnes et 

al., 2012).  

Another issue with respect to social media-related studies is that they are confined to 

developed countries (Durkin, McGowan and McKeown, 2013; Kim, Lee and Lee, 2013; 

Jones, Packham and Beckinsale, 2013). In developing countries, there has been much 

less research, with only a few studies on the adoption of new technologies in some Asian 

countries, such as Malaysia (Ainin et al., 2015).   

The SME sector in Oman, which forms the focus of this research effort, is of interest for 

several reasons. First, it makes a significant contribution to Oman in terms of employment 

and GDP, which has resulted in recent attention from the government to this vital sector. 

Second, this sector has not been explored in Oman in terms of its adoption and usage of 

Information Systems (IS). In fact, there have been very few published papers concerning 

Oman’s state of IS/ICTs with, perhaps surprisingly, only a single study published about 

ICTs in the SME context. To date, most of the studies related to ICT use in Oman have 

addressed its impact on government organisations and large businesses, in particular the 

banking sector (Alkalbani et al., 2013; Sadi, Azad and Noorudin, 2010; Al-Wohaibi, 

Masoud and Edwards, 2002). 

In summary, then, this study is motivated by the scarcity of research on social media 

adoption and use by SMEs in Oman. It contributes to the current literature on the 

adoption of technology innovations in the context of developing countries and in SMEs. In 

addition, this study responds to calls: (i) for further research to study the adoption of 

social media in SMEs (Jones, Packham and Beckinsale, 2013; Stockdale, Ahmed and 

Scheepers, 2012; Hopkins, 2012); and (ii) to encourage qualitative study to understand 

the adoption of social media as its diffusion increases within organisations (Wamba and 

Carter, 2014).  
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1.3 Research Context 

Oman is a young and fast growing nation with 78% of its population between 18 and 35 

years old (Salem, 2012). It has a stable economic condition, ranked as the world’s 62nd 

largest economy (Schwab, 2015). In 1995, the Omani government launched its economic 

vision 2020 which outlines the need to transform the country into a digital economy, 

known as e-Oman. In order to achieve the goals of the e-Oman initiative, the government 

seeks to exploit the potential of ICTs to improve the required level of digital preparation 

and readiness (ITA, 2014). Its economic stability allows Oman to harness the potential of 

ICTs for economic growth and sustainable development. Thus, the ICT sector in Oman 

has started to quickly gain momentum (AlShihi, 2006). Having adequate ICT 

infrastructure is believed to be essential for establishing a competitive and effective 

private sector.  

SMEs are the most common organisational form in the Omani private sector.  Thus, the 

government has placed an emphasis on the role of SMEs by encouraging young Omani 

entrepreneurs and providing them with considerable support and assistance. For 

instance, in 2012 a royal decree was issued to launch an SME development fund with a 

capital of US$260 million to support start-ups. In addition, new policies were instituted by 

the central Bank of Oman (CBO) to grant SMEs wider access to government tenders (Al 

Barwani et al., 2014), motivated by the view that SMEs represent a key solution to 

combatting Oman’s employment challenges by creating much-needed jobs (Al-Shanfari, 

2012). However, despite the government’s initiatives to encourage SMEs to adopt ICT, 

only a small number of SMEs are aware of the benefits of adopting new technologies. 

Findings from a study on the use and impact of ICT adoption in 51 SMEs in Oman, for 

example, showed that only 2% of the surveyed SMEs had commercial websites (Ashrafi 

and Murtaza, 2010). Social media adoption among SMEs in Oman may well follow a 

similar pattern, suggesting that social media adoption among companies in general in 

Oman is likely to still be in its early stages. Thus, it seems important to understand the 

potential factors that influence the adoption of social media among SMEs.  

In the innovation adoption literature, factors influencing adoption have been identified and 

categorised using different theoretical perspectives. Section 1.4 presents a summary of 

the theoretical framework underpinning the research effort reported in this thesis.    

1.4 Theoretical Approach 

Studies regarding the adoption of new technologies have identified various theories and 

models used as foundations to address adoption at individual level and organisational 
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levels. In their study to review the literature on theoretical models used in the adoption of 

technologies, Oliveira and Martins (2011) found that the Technology-Organisation-

Environment (TOE) Framework is among the two most common theoretical lenses used 

to explore the adoption and diffusion of new technologies in organisations. This study 

made use of the TOE framework by (Tornatzky, Fleischer and Chakrabarti, 1990) for two 

reasons. First, it has been widely used to understand the introduction of new technologies 

in organisations (Oliveira and Martins, 2011) and offers a solid theoretical foundation and 

empirical support (Anamuah-Mensah and Marfo, 2009). Second, it has been used to 

study the adoption of prior technologies in the SME context; the adoption of cloud 

computing by Alshamaila, Papagiannidis and Li (2013) and the adoption of Enterprise 

Resources Planning System by Ramdani, Kawalek and Lorenzo (2009) being relatively 

recent examples.  

1.5 Research Aim, Objectives and Questions 

Building on arguments made so far in this chapter, the main aim of this study is to 

contribute to a growing body of research by exploring factors that influence the adoption 

of social media among SMEs in a developing country context, with Oman chosen as the 

country of study. It also aims to develop and empirically test a relevant theoretical 

framework. This may provide better understanding about the potential that social media 

offers to SMEs, as many remain unconvinced (Merrill et al., 2011). The capital of Oman, 

Muscat, was chosen as a context of study for two reasons. First, it is the country’s 

commercial hub and a home to a significant proportion of Oman’s SMEs. Second, it is the 

most developed technological infrastructure area in the country (Ashrafi and Murtaza, 

2010). In order to address the stated aims of this research, the following objectives were 

established: 

 
 To contribute to a growing body of the research on social media by studying 

the SME adoption process in a developing country context. 

 To understand the current adoption level of social media among SMEs in 

Oman. 

 To explore SME owners’ perceptions of uses and the challenges of social 

media adoption in relation to their businesses·  

 To qualitatively examine the impact of technological, organisational and 

environmental aspects on the adoption of social media by SMEs. 

 To develop and test a framework that guides the adoption process of social 

media among SMEs.  
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The research objectives from the following research questions (RQ) for this study: 

 
RQ1: What is the current adoption status and level of social media use by SMEs 

in Oman? 

 

RQ2: What are the main uses and challenges of social media among Omani 

SMEs? 

 

RQ3: What are the TOE framework factors that influence the adoption of social 

media among SMEs in Oman? 

  

RQ4: Does the TOE framework appropriately capture the factors affecting social 

media adoption among SMEs in Oman?  

1.6 Research Design 

To address the stated research questions, the study reported in this thesis employed a 

sequential mixed-methods design. This is a two-phase design where the researcher 

investigates the topic using a qualitative approach before moving to a quantitative phase. 

With this in mind, this design aims to generalise the findings of the first phase (qualitative) 

through the use of a quantitative method. This approach allows the researcher to avoid 

structuring the study around a limited set of predefined attributes for which previous 

studies have been criticised. In these studies, researchers were selective in their choice 

of attributes (Alshamaila, Papagiannidis and Li, 2012; Ramdani and Kawalek, 2007) that 

had been empirically tested and found to be significant in other studies and with different 

IS innovations.  

The approach followed by previous studies is argued to influence the research in two 

ways: first, including some attributes which have been significant in other IS innovation 

may lead to bias. This is because different factors and attributes influence the adoption of 

IS innovation differently (Ramdani, Kawalek and Lorenzo, 2009a). Second, restricting a 

study to a certain set of factors may prevent the emergence of new attributes, especially 

in a different cultural context such as that of developing countries (Sabah, Gholami and 

Clegg, 2015). With these issues in mind, starting with a qualitative approach is believed to 

allow participants to articulate relevant motivations according to their own experience with 

social media. 

This research is characterised by its specificity to the Omani context, which lacks existing 

studies on the adoption and use of social media. Therefore, securing initial qualitative 
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information from key social media players in Omani SMEs would lead to insightful results. 

It would also offer more clarity in relation to inconclusive results about internal and 

external factors that influence the innovation adoption decision by SMEs (Jones, 

Packham and Beckinsale, 2013).   

The study was conducted in two phases and carried out during the period between 

September 2014 and December 2015. In the first phase, data were collected via semi-

structured interviews and a thematic analysis approach was used to analyse the 

qualitative data. In the second phase, an online administered survey was sent to a 

sample of SMEs and SPSS software was deployed to analyse data. The population of 

interest for this study was SMEs who may be adopters or non-adopters of social media, 

where SMEs are defined in accordance with Ministry of Commerce and Industry (MOCI) 

and Oman Chamber of Commerce and Industry (OCCI). According to both governmental 

units, SMEs are firms that have fewer than 250 employees and an annual turnover of less 

than R.O 1.5 million (Al Barwani et al., 2014). 

1.7 Research Significance 

The study is believed to be potentially significant for Oman’s economy as it aims to 

highlight the factors influencing the adoption of new technologies (specifically social 

media) in SMEs. Understanding such factors may help in promoting new entrepreneurial 

projects and the emergence of more start-ups. Also, it will contribute to the limited 

literature on social media in Oman. In addition, the findings of the study should yield 

useful information for Omani entrepreneurs to help improve their entrepreneurial projects. 

Moreover, the recommendations of the study will help to assist proper and effective use 

of new technologies.  Above all, having a clear idea about the influencing factors of social 

media adoption should help improve the understanding of the future of these emerging 

technologies in the Omani SME sector in particular, and in the business sector in general.  

1.8 Structure of the thesis 

This thesis is structured around seven chapters, of which this is the first.  Chapter 2 

presents an analysis of related studies on ICT adoption in organisational contexts, and 

explores the impact of social media and the characteristics of SMEs (including those in 

the Omani context). Also, the chapter provides an overview of the current knowledge in 

relation to theories used to investigate ICTs and social media in the organisational 

context.  
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Chapter 3 provides a detailed description of the research approach employed and 

explains the rationale behind the research methodologies used. In addition, it explores 

the data collection techniques deployed: semi-structured interviews and online survey. 

The chapter concludes by discussing the sampling methods used as well as the methods 

of data analysis. 

Chapter 4 is devoted to discussing the qualitative phase of the study. It highlights the key 

analyses and the key findings which are used to develop the conceptual framework to 

guide the second phase of research. In addition, the findings are discussed at the end of 

this chapter.  

Chapter 5 focuses on reporting the results of the quantitative study. This chapter also 

discusses the statistical model developed to predict the adoption of social media among 

Omani SMEs.  

Chapter 6 brings together the main findings of this study and presents the revised version 

of the research model.  

Chapter 7 concludes the thesis by discussing the contributions of this research to theory 

and practice. In addition, the implications of the findings to SMEs owners/managers and 

policy makers are discussed. The chapter ends by identifying research limitations and 

possible research extensions.    
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 Literature Analysis Chapter 2: 

2.1 Introduction 

The previous chapter presented a detailed view of the research background and 

identified the research gap that the study aims to address. This chapter reviews relevant 

research in the area of social media adoption, along with the related body of knowledge 

on technology adoption in general, with a focus on adoption in small and medium 

enterprises (SMEs).  

This chapter is divided into three main sections.  Section 2.2 analyses literature in the 

area of the adoption of ICT innovations in organisational contexts, and particularly in the 

SME context, and the incentives and barriers associated with adoption, in order to gain a 

clear understanding of the state-of-the-art in relation to previous technology adoption in 

the SME context.  This is followed by an analysis of literature related to the adoption of 

emerging technologies, such as social media, and its role in promoting the uptake of new 

technologies in SME settings. The section aims to provide insights into the factors that 

influence social media adoption, which are further discussed in the final substantive 

section of this chapter (section 2.4). 

In reviewing the literature on social media in organisations, particularly SMEs, it is clear 

that the term ‘social media’ is used interchangeably with other terms, such as Web 2.0. 

Therefore, section 2.3 defines what is meant by ‘social media’ and discusses their use in 

organisational contexts, and in particular in SMEs. This section concludes by discussing 

the potential benefits of social media for SMEs. 

In the chapter’s final substantive section (section 2.4), a critical review of factors that may 

influence the adoption of social media in SME is presented. This comprises an analysis of 

the various theories and frameworks that are used to study technology adoption in 

organisations, and the specific factors that they address.  Through this analysis, further 

justification is provided for the selection of the TOE framework as the basis for empirical 

data collection and analysis in this study.  The section ends by providing analysis of the 

TOE factors that have been found to influence the adoption of various IS innovations by 

SMEs.  Section 2.5 provides a summary of the chapter and its place in the thesis.  
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2.2 ICT Innovation Adoption 

There is a large number of published studies that have considered the adoption of 

various types of ICT-based innovations. As this chapter aims to review the existing 

literature on ICT adoption in the SME context, it is important first to have a broad 

understanding of the general level of adoption in organisational contexts before moving 

more specifically into a discussion of adoption in the SME context. Hence, section 2.2.1 

will provide general information about ICT adoption in organisational contexts. Given that 

SMEs are the focus of this study, the rest of the literature analysis focuses on the role of 

ICT in these business units. This includes reviewing studies concerning the adoption of 

various technologies, including e-commerce, enterprise systems and cloud computing, in 

the SME context, and including studies that have been conducted in both developed and 

developing countries. This analysis is structured in four sections. Section 2.2.2 presents 

analysis of the use and relevance of ICT in the SME context. Sections 2.2.3 and 2.2.4 

then go on to consider the incentives and challenges facing SMEs with respect to the use 

of ICTs.  Section 2.2.5 then highlights how the emergence of, and rapid advancements in, 

new forms of ICT applications may help to address some of the challenges presented in 

section 2.2.4.  

2.2.1  ICT Adoption in Organisational Contexts 

In today’s digital economy, deployment of ICT-based systems has become of central 

importance for governments and organisations. In fact, ICT has become a catalyst for 

organisational change when businesses find themselves in a rapidly technologically- 

changing environment (Skoko et al., 2006). It is acknowledged that the evolution and 

widespread use of ICT applications offers numerous opportunities to users, at individual 

and organisational levels. As such, literature has indicated that the evolution of ICTs has 

affected businesses in many ways. For example, as Ongori and Migiro (2010) have 

argued, there are three changes caused by ICT evolution that transform businesses 

operations. First, ICT evolution affects industry structures and impacts the degree of 

competition among businesses. Second, businesses which integrate ICT in their 

processes realise a positive change in their competitive advantage. The third change is 

associated with direct impacts on businesses operations. These changes have compelled 

businesses to recognise the opportunities to compete in the global market brought about 

by ICTs.  In fact, ICT innovations have been considered fundamental to economic growth, 

effectiveness and efficiency (Damanpour and Schneider, 2006). As a result, the role of 

ICT in business contexts has received persistent attention from academics, and many 

empirical studies have been conducted in this area. Thus, a considerable number of 

published studies have paid special attention to the adoption of ICT innovations.  This 
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may explain why ICT adoption is a widely-discussed research stream in the Information 

Systems (IS) field (Tarutė and Gatautis, 2014; Tehrani and Shirazi, 2014; Low, Chen and 

Wu, 2011; Venkatesh et al., 2003). 

From a business perspective, many studies have suggested that adoption of ICTs can 

boost efficiency and competitiveness (Manochehri, Al-Esmail and Ashrafi, 2012; Ongori 

and Migiro, 2010; Damanpour and Schneider, 2006), and it is considered a critical factor 

for the success of businesses (Kapurubandara and Lawson, 2006; Premkumar, 2003b) 

and an important contributor to sustainable competitive advantage for small and large 

enterprises (Abeysinghe and Alsobhi, 2013; O. E. Omosigho and G. Abeysinghe, 2012; 

Celuch, Murphy and Callaway, 2007). Also, a wide array of ICTs has made substantial 

contributions in different business areas, including marketing, networking, communication 

and resource planning (Tarutė and Gatautis, 2014). Extant research suggests that IT 

adoption can provide a wide range of potential benefits for businesses (Nguyen and 

Waring, 2013), helping them to meet internal and external business needs (Omosigho 

and Abeysinghe, 2012) and to achieve business growth (Dibrell, Davis and Craig, 2008). 

However, it is worth noting that most of the empirical research addressing ICT adoption in 

organisations has a particular focus on large enterprises (Roy and Dionne, 2014; Alam 

and Noor, 2009; Premkumar, 2003b; Mehrtens, Cragg and Mills, 2001; Walczuch, Van 

Braven and Lundgren, 2000; Iacovou, Benbasat and Dexter, 1995) and that less attention 

has been paid to understanding ICT adoption in the context of small-scale enterprises 

(Sin et al., 2016; Ghobakhloo, Arias-Aranda and Benitez-Amado, 2011; Drew, 2003). The 

next section discusses this further by considering the adoption of ICT in SMEs. 

2.2.2  ICT Adoption in SMEs 

SMEs have unique features that help them to compete with large enterprises, to access 

and adopt new technologies in their business operations. They are often seen as 

dynamic organisations and thus are expected to easily adapt to modern ICT technologies 

(Abdullah, Wahab and Shamsuddin, 2013; Alshamaila, 2013). They are more flexible, 

adapt to changes better, and are better placed to develop and accept new ideas than 

larger organisations (Subrahmanya, Mathirajan and Krishnaswamy, 2010; Taylor and 

Murphy, 2004). Also, they tend, because of their size and nature, to have more flexible 

and simpler organisational structures than large enterprises, which allows them to be 

more innovative in their response to changes in the environment (e.g., as a result of rapid 

technological changes and globalization) (Tarutė and Gatautis, 2014; Yeboah-Boateng 

and Essandoh, 2014; Lippert and Govindarajulu, 2006; Damanpour, 1992). In this type of 

enterprise, both operational and strategic decisions may be taken by a single person, the 

business owner/manager (Elbeltagi et al., 2013; Ghobakhloo and Sai, 2013). Thus, the 
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attitude, skills and ICT background of owners and managers work as a driving force for 

the acceptance of, and investment in, ICT. In other words, in SMEs, it is most often a 

single person’s responsibility to establish goals and needs with respect to ICTs, and to 

judge the potential of ICTs in their enterprises (Rahayu and Day, 2015; Ongori, 2009; 

Harindranath, Dyerson and Barnes, 2008; Ritchie and Brindley, 2005). 

Owing to the above characteristics of SMEs, the introduction of ICT tools, and rapid 

development in this area, are becoming increasingly important (Kapurubandara, 2009). 

These tools have become a crucial element in competing on a global scale, with SMEs 

recognising the central importance of ICT to their success (Tarutė and Gatautis, 2014; 

Ghobakhloo et al., 2011; Dyerson, Harindranath and Barnes, 2009; Harindranath, 

Dyerson and Barnes, 2008; Hoffman et al., 1998). A wide range of research attests to the 

significance and relevance of ICT in SMEs (Consoli, 2012) and stresses that failure of 

ICT adoption is perceived to have a negative impact on accessing international markets, 

and to contribute to inadequately robust information and improper management of 

resources (Ongori and Migiro, 2010). 

There is substantial evidence that SMEs engage with many technological innovations 

(Subrahmanya, Mathirajan and Krishnaswamy, 2010). Hence, the SME setting has 

witnessed the introduction of a range of ICT applications, ranging from basic technologies 

to more complex and advanced IT capabilities, such as Enterprise Applications (e.g., 

Enterprises Resource Planning software). In this respect, studies have examined the 

adoption of different ICT applications over recent decades. For example, Premkumar and 

Roberts (1999) studied the adoption of seven communication technologies by small rural 

businesses in the United States of America (USA), including electronic data interchange 

(EDI), email and the Internet.  Similarly, Kuan and Chau (2001) investigated the adoption 

of EDI by SMEs in Hong Kong. In another study, which set out to determine the factors of 

e-commerce adoption among small businesses in New Zealand, Al-Qirim (2007a) 

compared six important e-commerce communication and applications technologies and, 

more recently, Rahayu and Day (2015) have studied e-commerce adoption in SMEs in 

Indonesia. 

In addition to the these specific ICTs, the use of the Internet by SMEs was explored by 

Mehrtens, Cragg and Mills (2001) to develop a model of its adoption and, in a similar 

vein, Chang and Cheung (2001) have looked at the use of the World Wide Web (WWW). 

In a recent study, Ramayah et al. (2016) have also attempted to identify determinants of 

website usage intention among Malaysian SMEs, reflecting an interest in understanding 

adoption and use in specific country contexts. As new ICTs are developed and made 

widely available, then, research into their adoption and use by SMEs tends to follow. 

Initially, the number of reported studies on a specific technology is limited, but over time 



Chapter 2: Literature Analysis 

13 

the number of such studies grows. This is the case for social media, on which this 

research effort is focused, and more information on the, albeit limited, corpus of research 

in the area will be presented in section 2.3. Before moving on to this, though, it is critical 

to understand the importance and benefits of ICT adoption in relation to SMEs.  

2.2.3  Importance and Benefits of ICT Adoption in SME Contexts 

It is clearly important that SMEs find ways to harness opportunities offered in local, 

regional and global markets where they are likely to face intensive competition.  Staying 

competitive represents the top-most priority for SMEs in the era of globalization (Bharati 

and Chaudhury, 2015; Nguyen, 2009).  Considering their limitations (e.g., limited capital) 

(Zhu, Wittmann and Peng, 2012; Haller and Siedschlag, 2011), SMEs struggle to 

compete with large enterprises, which have more extensive resources (Stockdale and 

Standing, 2004).  Therefore, SMEs mainly use ICT tools for their survival (Rahayu and 

Day, 2015; Sadat Safavi, Amini and Javadinia, 2014; Nguyen, 2009; Hashim, 2007), as a 

fundamental source for competitiveness (Dahnil et al., 2014; Tan, Eze and Chong, 2012; 

Skoko et al., 2006), and to keep pace with the changing business landscape (Barba-

Sánchez, Martínez-Ruiz and Jiménez-Zarco, 2007; Stockdale and Standing, 2004).  

Many empirical studies on ICT adoption in SMEs have provided evidence of significant 

links between ICTs and positive business impacts in four different businesses areas (see, 

for example, Consoli, 2012): performance; growth; expansion; and new products.  With 

this in mind, it has been argued that putting ICTs at the core of business processes offers 

SMEs many benefits, such as enhancing survival (Olise et al., 2014; Oni and 

Papazafeiropoulou, 2014), increasing global collaboration (Ross and Blumenstein, 2015), 

forming new relationships with partners and customers (Grandon and Pearson, 2004; 

Stockdale and Standing, 2004), enhancing image (Levenburg, Schwarz and Motwani, 

2015), improving performance (Manochehri, Al-Esmail and Ashrafi, 2012) and increasing 

profitability (Luo and Bu, 2016; Dibrell, Davis and Craig, 2008). 

The academic literature also highlights several perceived benefits that SMEs gain as a 

result of deploying ICTs (see Table 2.1). Though most of these benefits are operational in 

nature rather than strategic (Harindranath, Dyerson and Barnes, 2008), ICTs have been 

seen as a strategic weapon to reach a wider market and compete with large enterprises 

(Yeboah-Boateng and Essandoh, 2014; Ongori and Migiro, 2010; Shiels, McIvor and 

O'Reilly, 2003; Damanpour, 1992). They have broadened market reach for SMEs, 

allowing them to participate beyond their local area and move into more distant markets 

without the need to have a physical presence (Bayo-Moriones, Billón and Lera-López, 

2013; Haller and Siedschlag, 2011; Taylor and Murphy, 2004).  
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No. Benefit Source 

1 Cost reduction 

(Carcary, Doherty and Conway, 2014; 
Yeboah-Boateng and Essandoh, 2014; 
Manochehri, Al-Esmail and Ashrafi, 2012; 
Ongori, 2009; Dholakia and Kshetri, 2004). 

2 Competitive advantage 
(Yeboah-Boateng and Essandoh, 2014; 
Harindranath, Dyerson and Barnes, 2008). 

3 
Wide business reach and accessing international 
markets 

(Tarutė and Gatautis, 2014; Ongori and 
Migiro, 2010; Ongori, 2009; Dholakia and 
Kshetri, 2004). 

4 Customer relationship management 

(Manochehri, Al-Esmail and Ashrafi, 2012; 
Schlagwein and Prasarnphanich, 2011; 
Burke, 2010; Harindranath, Dyerson and 
Barnes, 2008). 

5 Increase and improve Productivity 
(Manochehri, Al-Esmail and Ashrafi, 2012; 
Ongori, 2009; Harindranath, Dyerson and 
Barnes, 2008). 

6 Profitability 

(Levenburg, Schwarz and Motwani, 2015; 
Carcary, Doherty and Conway, 2014; 
Manochehri, Al-Esmail and Ashrafi, 2012; 
Burke, 2010). 

7 Improve company’s image (Levenburg, Schwarz and Motwani, 2015). 

8 Increase flow of inflammation (Ongori and Migiro, 2010). 

9 Increase operational efficiency 
(Ongori and Migiro, 2010; Ongori, 2009; 
Harindranath, Dyerson and Barnes, 2008; 
Dholakia and Kshetri, 2004). 

10 Efficient management of resources 

(Ongori and Migiro, 2010). 
11 

Improve information and Knowledge management 
(KM) 

12 Improve external and internal communication (Tarutė and Gatautis, 2014). 

13 Improve business performance (Manochehri, Al-Esmail and Ashrafi, 2012). 

Table 2.1 Benefits of ICT adoption 

Despite the identified business benefits for SMEs in using different ICT tools, and despite 

the significance and relevance to them of such tools, studies suggest a reluctance to 

adopt and/or a subsequent slow rate of adoption in the SME setting  (Carcary, Doherty 

and Conway, 2014; Oni and Papazafeiropoulou, 2014).  This may, to some extent, be 

associated with the fact that SMEs face several adoption challenges, which are discussed 

in more detail in the following section.   

2.2.4  Challenges Facing SMEs in Relation to ICT Adoption 

While a generally positive attitude toward ICT (Al-Gharbi and Ashrafi, 2010; Harindranath, 

Dyerson and Barnes, 2008) and a broad agreement among SMEs owners that it is 

essential to introduce ICT to their businesses (Kapurubandara and Lawson, 2006) have 

been reported, there are many internal and external barriers that hinder the ICT adoption 

process in SMEs. As such, previous research has shown that the adoption rate of ICT by 

SMEs is still low and that SMEs are less likely to utilise new technologies, suggesting 

substantial differences between SMEs and large enterprises in these respects (Tarutė 

and Gatautis, 2014; Hashim, 2007; Premkumar, 2003; Damanpour, 1992). While large 

enterprises are argued to have greater ability to invest in new technologies owing to 
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greater financial resources and higher levels of technical knowledge (Cesaroni and 

Consoli, 2015; Damanpour, 1992), SMEs face several challenges, impeding their access 

to many technologies. For instance, they are prone to a lack of resources, mainly money, 

expertise and technical IS experience, all of which make it difficult for SMEs to formulate 

ICT adoption plans and establish their needs and goals with regards to ICT use (Durkin, 

McGowan and McKeown, 2013; Kannabiran and Dharmalingam, 2012) and this, in turn, 

may help to explain the low adoption and usage of ICT among SMEs (Tarutė and 

Gatautis, 2014; Hashim, 2007). 

With respect to financial limitations, SMEs are less able to risk committing resources to 

adopt new technologies than their larger counterparts (Haller and Siedschlag, 2011; 

Drew, 2003). Thus, securing the associated resources may not be not affordable to 

SMEs, which might explain why they tend to be cautious about such expensive 

investment (Ghobakhloo, Arias-Aranda and Benitez-Amado, 2011). Also, SMEs are 

known to be risk averse and have limited capacity to take risk (Bharati and Chaudhury, 

2015). Indeed, relevant literature provides strong evidence that financial constraint has 

been cited as the primary reason that limits the adoption of ICTs in SMEs and inhibits 

SMEs from investing to acquire new forms of ICTs (Carcary, Doherty and Conway, 2014; 

Kannabiran and Dharmalingam, 2012; Hoffman et al., 1998). As a result, they tend not to 

invest in expensive projects, including investment in new technologies (Harindranath, 

Dyerson and Barnes, 2008). 

Another dimension of the financial resources issue facing SMEs is the actual cost of 

ICTs.  Manochehri, Al-Esmail and Ashrafi (2012) and Harindranath, Dyerson and Barnes 

(2008) found that the cost of acquiring ICTs was a major barrier to their adoption in 

SMEs. SME owners and managers often perceive ICT as costly and complex and 

requiring external support (Levenburg, Schwarz and Motwani, 2015; Ongori, 2009; 

Harindranath, Dyerson and Barnes, 2008; Shiels, McIvor and O'Reilly, 2003) which is 

unaffordable. Under such circumstances, SMEs tend to focus on how using ICTs may 

lead to cost reduction rather than the value added to their businesses (Harindranath, 

Dyerson and Barnes, 2008; Premkumar, 2003).  From this perspective, it has been 

argued that many SMEs may avoid adopting technologies owing to their inability to justify 

the associated cost of investment (Levenburg, Schwarz and Motwani, 2015). As far as 

aspiration to growth is concerned, in practice SMEs are argued to fall into two distinct 

categories. While some are found to aspire to grow (Kirkwood, 2009), interestingly, other 

SMEs were found to have limited ambitions to operate across borders (Joyce and Woods, 

2003). This has been argued to influence their aspiration for incorporating ICT solutions. 

For instance, Levy, Powell and Yetton (2002) argued that SMEs’ willingness to limit their 

competition to a local market, in which they are usually deep-rooted (Cesaroni and 
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Consoli, 2015), could ossify their use of ICTs. Therefore, they tend to show little 

inclination towards investment in ICT (Hajiha and Hajihashemi, 2008; Levy, Powell and 

Yetton, 2002). In contrast, they tend to be more likely to invest in new technologies as 

such investment becomes essential for SMEs to manage growth (Premkumar, 2003; 

Levy, Powell and Yetton, 2002). 

There are other challenges that might be associated with limited adoption of ICTs, 

including lack of ICT infrastructure and lack of ICT skills. Ongori (2009) argues that SMEs 

lack the appropriate ICT infrastructure required to adopt ICT tools, and there is significant 

evidence of deficiencies in IT skills and relevant in-house expertise (see for example, 

Yeboah-Boateng and Essandoh, 2014; Kannabiran and Dharmalingam, 2012; Ongori, 

2009; Ritchie and Brindley, 2005; Mehrtens, Cragg and Mills, 2001). This lack of skills 

seems to directly influence the level of awareness of SME owners about the potential 

benefits of ICTs to their enterprises. In other words, despite most commonly being the 

decision makers with respect to IT investment (Abdullah, Wahab and Shamsuddin, 2013), 

and because they are often not specialist IT managers, as is the case in large enterprises 

(Windrum and Berranger, 2003), SME owners/managers tend to lack the required skills 

and expertise to judge the potential offered by ICTs (Ongori, 2009; Hashim, 2007). SME 

owners/managers also tend to undertake limited formal planning with respect to both 

administrative tasks and business decisions (Bharati and Chaudhury, 2015), and lack 

information about suitable ICT solutions (Ashrafi and Murtaza, 2010). This may explain 

why SMEs owners/managers often get external help to overcome the ICT capability gap 

(Carcary, Doherty and Conway, 2014; Kannabiran and Dharmalingam, 2012; 

Manochehri, Al-Esmail and Ashrafi, 2012; Harindranath, Dyerson and Barnes, 2008; 

Hashim, 2007). It is, though, noteworthy that SMEs may receive non-professional 

support, which in turn may lead to a poor ICT strategy and may hider their ICT investment 

(Chibelushi, 2008). This may also explain why some SMEs adopt particular ICTs despite 

having no clear strategic goal and lacking relevant internal capabilities (Spinelli, Dyerson 

and Harindranath, 2013). 

Further, Ongori and Migiro (2010) and Ongori (2009) have reviewed literature on ICT 

adoption in SMEs and identified other constraints that hinder the adoption of many forms 

of ICTs, including their lack of relevance to the nature of business operations (e.g., SMEs 

operating in the construction area often perceive ICT to have no real impact on their 

business (for more details see Wong and Sloan (2004)), and lack of legal framework 

(Ongori and Migiro, 2010). Manochehri, Al-Esmail and Ashrafi (2012) found additional 

barriers, including lack of information with respect to available technologies, lack of time, 

negative experience with ICT tools, and lack of top management support. Lack of security 
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is another commonly recognised obstacle to ICT adoption in SMEs (Tan and Eze, 2008; 

Looi, 2005). 

In addition to the above, it is noticeable that there are some context-related challenges 

that might be associated with the adoption of new technologies. SMEs in developing 

countries, for example, struggle with other challenges that seem to limit their adoption of 

ICT tools. Some of these echo more general concerns of SMEs, such as SMEs in 

developing countries being known for having a severe lack of financial resources, 

relatively insecure and expensive infrastructure, and lack of ICT knowledge and skills 

(Ghobakhloo and Sai, 2013; Kapurubandara and Lawson, 2006). The financial 

constraints are also reflected in the issue of the budgets allocated for ICT investment, 

with most SMEs in developing countries not having a formal budget to invest in ICT 

(Kannabiran and Dharmalingam, 2012). In addition, it has been noted that most SMEs in 

developing countries are challenged by the issues of risk and security with respect to ICT 

adoption (Ghobakhloo and Sai, 2013; Al-Gharbi and Ashrafi, 2010). Consequently, SMEs 

in developing countries are found to still have issues with respect to the awareness of, 

and benefits associated with, ICT adoption (Manochehri, Al-Esmail and Ashrafi, 2012). 

This is evidenced by the findings of a survey by Kannabiran and Dharmalingam (2012) 

which revealed that only 17% of Indian SMEs adopt advanced ICT (including intranet, 

extranet, ERP, SCM and e-commerce). Other studies, such as the work by Golding et al. 

(2008) and Kapurubandara and Lawson (2006), have confirmed that SMEs in developing 

countries fall behind developed countries with respect to ICT adoption and hence struggle 

to keep pace with new technologies. In a similar vein, Hashim (2007) concluded that ICT 

adoption among SMEs in Malaysia falls below expectations. Equally important, Al-Gharbi 

and Ashrafi (2010) stated that cultural differences could be viewed as another barrier that 

contributes to the slow adoption of ICT in developing countries. Their findings, for 

example, indicate that one third of surveyed businesses in the private sector of Oman 

have not adopted the Internet in their businesses because they regard face-to-face 

interactions with customers as the best mode through which to conduct business. Overall, 

then, given these points, one may suggest that there is a relatively low and slow rate of 

ICT adoption in SMEs in developing countries compared to those in developed countries. 

Despite the challenges, other scholars and researchers argue that small enterprises have 

higher opportunities than their large counterparts to adopt new technologies because of 

the characteristics of SMEs. In addition, the evolution and emergence of cost-effective 

technologies may enable SMEs to overcome at least some of their resource limitations 

(Oxborrow, 2012; Fink, 1998). The next section provides a brief overview of the evolution 

of ICTs and their use in SMEs to position the more detailed discussion (in section 2.3) of 
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social media tools, their benefits and challenges in the SMEs context, which forms the 

technology context for this research effort. 

2.3 The Role of Technology Evolution in SMEs 

Given the on-going developments in ICT (Harindranath, Dyerson and Barnes, 2008; 

Dholakia and Kshetri, 2004), there is an ever-wider range of cost-effective and less 

complicated forms of technology. For instance, the internet and web-based technologies 

have caused revolutionary changes in the ICT field as they have helped SMEs to reach 

international markets (Tan, Eze and Chong, 2012; Hashim, 2007; Tiessen, Wright and 

Turner, 2001) and have enhanced their awareness of the new market opportunities 

offered by these technologies (Al-Gharbi and Ashrafi, 2010; Lee, DeWester and Park, 

2008).  In fact, the internet represents a central part of businesses’ strategies as well as 

offering growth opportunities for many SMEs (Drew, 2003). It is characterised as a low-

cost, user-friendly and widely-accessible technology (Khong et al., 2009) which generally 

requires minimal service provider support (Yeboah-Boateng and Essandoh, 2014). 

Overall, internet technologies offer SMEs opportunities to overcome limitations that 

impinge on their ICT uptake (Dholakia, Bagozzi and Pearo, 2004). Conversely, ignorance 

of the opportunities offered by internet technologies may lead to a competitive 

disadvantage and would have a severe effect on SMEs (Dahnil et al., 2014; Soto-Acosta, 

Perez-Gonzalez and Popa, 2014). 

There is a growing number of studies on the adoption of internet-based applications in 

businesses, including SMEs. By drawing on those studies, one can safely suggest that 

the adoption of internet-based technologies has received significant attention owing to the 

substantial benefits that these technologies yield to businesses. The literature also 

suggests that adoption of these technologies in SMEs is no longer a choice (Khong et al., 

2009; Gagnon and Toulouse, 1996) but a necessity (Yeboah-Boateng and Essandoh, 

2014; Premkumar, 2003), and such consideration must be made and aligned with the 

decision to adopt any given ICT (Yeboah-Boateng and Essandoh, 2014).  Thus, these 

tools become an integral part of every business, to support and achieve their objectives 

(Mehrtens, Cragg and Mills, 2001), and are necessary to business success (Tan, Eze and 

Chong, 2012). 

In addition, the cost of acquiring ICTs has dropped drastically since their general 

introduction in the 1970s (Rahayu and Day, 2015; Kane et al., 2012). Therefore, lack of 

financial resources is argued by some to be no longer a major inhibitor to the adoption of 

new technologies in SMEs (Buonanno et al., 2005; Drew, 2003). In addition, empirical 

evidence has shown that SMEs do not feel greatly disadvantaged by the lack of IT skills 
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(Mehrtens, Cragg and Mills, 2001) and the level of IT within the enterprise is no longer a 

challenge since the advent of internet technologies (Mehrtens, Cragg and Mills, 2001).  

Neither is lack of security perceived now as a main inhibitor to adoption (Kannabiran and 

Dharmalingam, 2012). 

This analysis suggests that the rapid technology developments associated with the 

internet have provided clear opportunities for SMEs to invest in new technologies.  Within 

this, the emergence of a new wave of web technologies (known as Web 2.0 tools), and 

their significant uptake by people around the world, offers businesses a great opportunity 

to exploit the potential and opportunities provided by these tools. The new forms of 

internet-based applications in this area can transform business operations and affect 

businesses in many ways. From an SME perspective, these applications have paved the 

way for small enterprises to gain potential benefits of ICT, such as enhancing customer 

relationship and leveraging sales and revenues, in addition to those mentioned in section 

2.2.3. More details on the use and benefits of social media for SMEs are presented in the 

next section.  

2.3.1   Social Media: Definition and Classifications  

Despite the lack of a universal definition of ‘social media’ in the academic literature 

(Omosigho and Abeysinghe, 2012; Xiang and Gretzel, 2010), there having been several 

attempts to define the term.  In these attempts, ‘social media’ has been viewed and 

defined from different perspectives, including technical, communication and marketing 

perspectives (see, for example, Culnan, McHugh and Zubillaga, 2010).  However, most of 

these proposed definitions have been described by Treem and Leonardi (2012, p.145) as 

either “too application focused” or “too broad”.  With this in mind, several researchers 

have clearly argued that the concept of social media cannot be understood without first 

understanding its two related concepts, Web 2.0 and UGC, as the terms represent the 

foundation of social media (Paquette, 2013; Stockdale, Ahmed and Scheepers, 2012; 

Kaplan and Haenlein, 2010).  Thus, there seems to be a need to view social media in 

relation to these two terms as this should help to provide some clarification on what social 

media platforms are. 

With respect to Web 2.0, though there is a lack of consensus as to what constitutes Web 

2.0 (Chong and Xie, 2011; Constantinides, Romero and Boria, 2009; Constantinides and 

Fountain, 2008), the term is used to describe a shift in how users use the web (Cormode 

and Krishnamurthy, 2008).  Andersen (2007, p.2) denoted it as the “second phase” in 

web technology evolution, characterising it as a social phenomenon as it results in a more 

connected web where everyone is allowed to create, exchange and edit content 
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(Cestyakara and Surendro, 2013; Constantinides, 2009).  It is noteworthy to mention that 

Web 2.0 technologies have seen an incredible growth (Hew and Cheung, 2012) which 

has led to the emergence of new technologies, social media, which are built on the 

ideological and technological foundation of Web 2.0. 

In addition to Web 2.0, as already noted, the term social media is also connected to 

another term, UGC, which represents the key difference between Web 2.0 and Web 1.0.  

UGC refers to the capability provided by Web 2.0 technologies whereby end-users are 

enabled with various forms of media content, such as video, audio, images and 

comments (Kaplan and Haenlein, 2010; Daugherty, Eastin and Bright, 2008).  Taking this 

one step further, with Web 2.0 technologies end-users create and share information 

rather than passively consuming published content, as was the case with Web 1.0 

technologies (Hvass and Munar, 2012; Hanna, Rohm and Crittenden, 2011). 

Having argued that social media is highly connected with, and built on, Web 2.0 and 

UGC, it is important that any suggested definition considers the link between social media 

and these related terms.  Therefore, while acknowledging definitions from other 

perspectives, this thesis draws heavily on Kaplan and Haenlein's (2010, p.61) definition of 

social media which clearly associates social media with Web 2.0 and UGC, as shown in 

Figure 2.1.  According to  Kaplan and Haenlein (2010, p.61), social media are “a group of 

Internet-based applications that build on the ideological and technological foundations of 

Web 2.0 and that allow the creation and exchange of User Generated Content”.  Having 

established the definition to be followed in this thesis, it is important to highlight the 

features of social media applications in order to decide which applications may be 

classified as social media and which may not. 

 

Figure 2.1 A definition of social media (Adapted from Kaplan and Haenlein (2010, 

p.61)) 
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As noted earlier, social media are known to vary in the features that they offer.  In recent 

years, there has been a rapid evolution in social media with a wide range of applications 

emerging (Wang, Susarla and Sambamurthy, 2015; Sinclaire and Vogus, 2011); this is 

expected to continue (Culnan, McHugh and Zubillaga, 2010).  Also, applications with 

more sophisticated features are expected to emerge owing to the increased uptake of 

social media at both individual and organisational levels (Verheyden and Goeman, 2013; 

Kaplan and Haenlein, 2010).  It has been argued to that this causes a challenge in terms 

of clearly articulating which of the new applications can be classified as a social media 

platform (Kane et al., 2012).  In turn, this has created interest among researchers in 

providing a broad classification using different dimensions (for more detail see Kaplan 

and Haenlein (2010), and Kim, Lee and Lee (2013)). 

In this thesis, given that it is the first attempt to address adoption of social media in the 

present study’s research context, a broad classification of social media platforms is 

followed owing to the lack of a priori knowledge about which platforms are commonly 

used in the context.  To put it in another way, in this study social media is used as an 

umbrella term to include various generic applications, as suggested by Lietsala and 

Sirkkunen (2008).  Thus, the researcher’s interest is not to examine the adoption of a 

particular platform but rather to include various social media platforms.  As noted by 

Verheyden and Goeman (2013), this avoids focusing on a single platform which may 

have an unknown ‘life expectancy’. 

Having provided background on the development of social media and set out a definition 

to be used in this thesis, the following section presents a general overview of the growth 

and use of social media adoption in organisational contexts with a special emphasis on 

the SME setting. 

2.3.2  The Growth and Use of Social Media in Organisational Context 

As stated in section 2.2.5, the development of internet applications and reductions in the 

cost of associated technologies (Kim, Lee and Lee, 2013; Maguire, Koh and Magrys, 

2007) have contributed to the advent of interactive tools, social media, that provide many 

opportunities to empower both individuals and organisations (Peris et al., 2013).  Social 

media tools were initially designed for individual use, to connect people with each other at 

a personal level (Schlagwein and Prasarnphanich, 2014), and they have been integrated 

into people’s daily practices (Ellison, 2007).  These tools allow individual users to interact 

with each other regardless of their geographical location (Jagongo and Kinyua, 2013).  As 

such, it is important to briefly discuss the trends associated with the user-base of the 

main social media platforms before moving on to considering their growth and use at 
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organisational level.  This is important as the increasing user-base provides a key 

motivation for organisations, and businesses in particular, to deploy these interactive 

technologies. 

Social media platforms connect millions of users and the far-reaching effect of these 

platforms may not have been anticipated by their founders (Samuel and Ioe, 2016).  For 

instance, Facebook, the most widely used social media platform, has more than 1.65 

billion users as of March, 2016 (Facebook, 2016); and Twitter, one of the most popular 

and largest microblogging services (Jansen et al., 2009), has witnessed a substantial 

growth to surpass 300 million users as of the first quarter of 2016 (Twitter, 2016).  This 

huge and increasing number of users provides businesses with opportunities to connect 

with more people and also raises the profile of social media among businesses (Jones, 

Borgman and Ulusoy, 2015). 

Despite this, the utilisation of social media tools in organisational settings is relatively new 

(Wamba and Carter, 2013; Kane et al., 2012), though, as has been already mentioned, 

there is a global shift towards their adoption and use in organisational settings.  These 

tools have been found to play a crucial role in the success of businesses today as they 

allow businesses to have a presence in online ‘spaces’ that their customers and other 

stakeholders inhabit (Jagongo and Kinyua, 2013; Kuikka and Äkkinen, 2011; Culnan, 

McHugh and Zubillaga, 2010).  In is unsurprising, then, that literature indicates a growing 

interest among different types of business, small, medium and large, in utilising the 

immense opportunities that social media offer to carry out various functions across a wide 

range of industries. 

With this in mind, several researchers have noted that social media are used in different 

business functions, such as customer relationship management (Omosigho and 

Abeysinghe, 2012), marketing (Nakara, Benmoussa and Jaouen, 2012) and knowledge 

management (Soto-Acosta, Perez-Gonzalez and Popa, 2014).  In addition, social media 

have penetrated a wide range of industries, such as manufacturing and retailing, as well 

as services industries (Kiron et al., 2013; Xiang and Gretzel, 2010; Dyerson, Harindranath 

and Barnes, 2009).  Notably, recently-released reports demonstrate that, each year, the 

number of businesses that embrace social media increases.  For instance, in 2013, 

McKinsey published the results of a survey of just over 3500 executives from many 

countries about their companies’ use of different forms of Web 2.0 technologies, including 

social media.  The results indicated that 83% of the surveyed executives reported using 

at least one social media platform in their businesses.  As far as the large organisational 

context is concerned, the Fortune 500, the group of the most successful companies in the 

US, have recently increased their engagement in social media, mainly Facebook and 

Twitter, with 74% and 85% respectively being active on these platforms.  Culnan, 
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McHugh and Zubillaga (2010) examined the adoption of four social media platforms – 

Facebook, Twitter, client-hosted forums and blogs – among the Fortune 500.  The results 

of their study found that, on average, each company has adopted slightly more than one 

platform, indicating a wide deployment of social media platforms among these large 

companies. 

As has been already mentioned, social media have recently witnessed an uptake in all 

types of organisations, regardless of the size.  This may be at least partially explained by 

the cost implications of their use.  Several empirical studies have confirmed that social 

media tools do not require large investments (Cesaroni and Consoli, 2015; Michaelidou, 

Siamagka and Christodoulides, 2011; Kaplan and Haenlein, 2010), suggesting that both 

large and small enterprises can use these tools.  However, on the basis of the available 

literature, it can be presumed that these tools are particularly useful and relevant to small 

businesses (Broekemier, Chau and Seshadri, 2015; Dirgiatmo, 2015; Kahar et al., 2012), 

particularly to overcome some of the limitations associated with their size (Cesaroni and 

Consoli, 2015). 

In addition, from an SME perspective, research has stated that there is a positive attitude 

towards social media adoption and that SMEs have started to recognise the importance 

of using these technologies (Cesaroni and Consoli, 2015; He, Zha and Li, 2013).  For 

example, Vlachvei and Notta (2014) reported that about half of the surveyed SMEs have 

created a presence on four main social media platforms: Facebook; Twitter; YouTube; 

and LinkedIn.  Another study reported slightly more than half (54%) of the surveyed 

SMEs were using social media applications for various purposes (Broekemier, Chau and 

Seshadri, 2015).  A recent study by Burgess et al. (2015), examining social media 

adoption among Australian SMEs, found that the majority, 85%, engage with customers 

via Facebook.  Similarly, the overwhelming majority of the Inc. 500, the group of the 

fastest-growing private companies in the U.S., have a presence on social media.  The 

results of nine years of data (2007-2015) revealed that the companies have increased 

their usage of social media, with 96% reported to have a presence in 2015, compared to 

only 57% in 2008. 

The increasing number of businesses utilising social media platforms is not surprising, 

considering the increase in the spending on these tools.  The Forrester research report 

2014, for example, estimated that social media spending in the US will increase from $8.2 

billion in 2014 to $18.7 billion in 2019 (Miglani, 2014).  This expected increase is 

indicative of the shift towards social media use in businesses, suggesting that the 

adoption of these technologies is on a par with, or slightly better than, other IT (Lacho 

and Marinello, 2010; Bughin, 2008). 
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In summary, it is clear that businesses are taking advantage of using social media to 

conduct various activities.  In fact, recent studies on social media adoption provide 

empirical evidence to support their potential positive and wide-ranging impacts on SMEs 

(He et al., 2015; Jones, Borgman and Ulusoy, 2015).  There is growing evidence that 

SMEs benefit from creating a presence on social media – and that such benefit are no 

longer the sole preserve of large enterprises (Verheyden and Goeman, 2013).  The 

following section provides additional analysis of the potential benefits offered by social 

media to businesses, including SMEs. 

 

2.3.3  Benefits of Using Social Media 

The ongoing growth of social media platforms raises many questions about how these 

applications might be beneficial in an organisational setting, specifically, given the context 

of this research, in SMEs.  A number of studies have discussed various benefits, 

providing empirical evidence on the relevance of social media to SMEs (see Table 2.2).  

In broad terms, the studies suggest that the adoption and use of social media bring SMEs 

many benefits, including: eWOM branding (Michaelidou, Siamagka and Christodoulides, 

2011; Jansen et al., 2009); building brand relationships (Hudson et al., 2015; Dahnil et 

al., 2014); providing real-time information about products (Vlachvei and Notta, 2014); 

integrating and enhancing customer relationship management (Broekemier, Chau and 

Seshadri, 2015; Persaud, Spence and Rahman, 2012); networking and collaboration 

(Meske and Stieglitz, 2013); increasing awareness (Jones, Borgman and Ulusoy, 2015) 

as well as advertising and promotion (He et al., 2015; Parveen, 2012). 

Besides these areas of potential benefit, researchers have investigated the role of social 

media in customer knowledge management.  For example, Chua and Banerjee (2013) 

suggested that companies should use social media to gain knowledge about their 

customers and engage them in knowledge sharing.  Via social media tools, businesses 

are able to form brand-centric communities and engage customers in rich dialogues 

about their products (Vlachvei and Notta, 2014; Lacho and Marinello, 2010).  This rich 

involvement is argued to promote a culture of sharing and exchanging ideas with 

customers, which is seen as enriching customers’ creativity, can lead to product 

development (Sigala, 2012) and, more importantly, to creating a unique brand identity 

(Michaelidou, Siamagka and Christodoulides, 2011).  Hence, social media tools 

strengthen businesses’ movement towards making use of internal and external feedback, 

which ultimately influences their business’ performance.  This may explain why social 

media tools have been argued to be the best instrument for businesses to deepen their 
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connection with customers across the globe and to receive valuable feedback (Vlachvei 

and Notta, 2014). 

Another key benefit of social media is that they represent a source of attraction for SMEs 

to have more flexible forms of collaboration with each other (Barnes et al., 2012), which is 

sometimes perceived as the only way to compete with large enterprises (Mannonen and 

Runonen, 2008).  In their exploratory investigation of the potential of social media for 

collaboration between SMEs, Barnes et al., (2012) provided confirmation for five area of 

potential collaboration, namely; internal operational efficiency; enhanced capability; 

external communications; enhanced service offerings; and lifestyle benefits. 

In addition to the these benefits, studies have attempted to highlight the financial returns 

on investment in these tools, which is a contentious issue that has yielded unclear results 

as: (i) it seems difficult to measure the financial impact of social media on the adopters 

(Meske and Stieglitz, 2013; Michaelidou, Siamagka and Christodoulides, 2011); (ii) it is 

something that the overwhelming majority do not assess (Michaelidou, Siamagka and 

Christodoulides, 2011); and (iii) many practitioners are still sceptical about the fact that 

social media use leads to profit improvement (Broekemier, Chau and Seshadri, 2015; 

Cesaroni and Consoli, 2015).  However, in his study seeking insights into social media 

platform usage by small businesses, Ball (2011) surveyed 130 business owners and the 

results revealed that more than 70% of them claimed that social media has contributed to 

about 10% of total sales.  Another recent study by Ainin et al. (2015) has shown a strong 

impact of Facebook usage on financial performance of SMEs, with Facebook usage 

having a very strong positive impact on organisational performance as it leads to 

increases in sales transactions, sales volume, sales enquires and number of customers.  

This view can be also seen in a study by Jones, Borgman and Ulusoy (2015), which 

provided empirical evidence on the impact of social media on sales and repeat sales 

indicated by owners of SMEs in a rural region in the US. 

No. Benefit Source 

1 
Enabling eWOM branding (Michaelidou, Siamagka and Christodoulides, 

2011; Bulearca and Bulearca, 2010; Jansen et 
al., 2009). 

2 

Building brand relationship (Hudson et al., 2015; Dahnil et al., 2014; 
Vlachvei and Notta, 2014; Parveen, 2012; 
Bulearca and Bulearca, 2010; Jansen et al., 
2009). 

3 Providing real time information about products (Vlachvei and Notta, 2014). 

4 

Integrating and enhancing customer relationship 
management  

(Broekemier, Chau and Seshadri, 2015; Jones, 
Borgman and Ulusoy, 2015; Vlachvei and Notta, 
2014; Parveen, 2012; Persaud, Spence and 
Rahman, 2012). 

5 
Promoting culture of sharing and exchanging 
ideas with customers 

(Sigala, 2012). 

6 
Networking and collaboration (Broekemier, Chau and Seshadri, 2015; Meske 

and Stieglitz, 2013; Bulearca and Bulearca, 
2010). 

7 
Increasing awareness about business (Broekemier, Chau and Seshadri, 2015; Jones, 

Borgman and Ulusoy, 2015; Michaelidou, 
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Siamagka and Christodoulides, 2011). 

8 
Advertising and promotion (Broekemier, Chau and Seshadri, 2015; 

Parveen, 2012; Persaud, Spence and Rahman, 
2012). 

9 Improve knowledge management (Meske and Stieglitz, 2013; Soriano et al., 2012) 

10 
Increasing sales and revenues  (Ainin et al., 2015; Jones, Borgman and Ulusoy, 

2015; Ball, 2011). 

Table 2.2 Benefits of social media adoption 

Despite of the benefits that social media technologies offer to businesses (see section 

2.3.3) and the growing evidence of their relevance to SMEs, the adoption of social media 

in SMEs is still perceived to be in its infancy (Persaud, Spence and Rahman, 2012; 

Treem and Leonardi, 2012).  In addition, several researchers have noted reluctance 

among some SMEs to adopt social media due to doubt about the effectiveness of these 

tools to support brands (Omosigho and Abeysinghe, 2012; Nakara, Benmoussa and 

Jaouen, 2012; Michaelidou, Siamagka and Christodoulides, 2011). 

The literature also indicates that issues of slow adoption and reluctance towards adoption 

are serious issues for businesses, in particular SMEs, in developing countries (Hashim 

and Noor, 2014; Schlagwein and Prasarnphanich, 2014; Yeboah-Boateng and Essandoh, 

2014).  Further, Omosigho and Abeysinghe (2012) have argued that it is therefore 

important to identify factors that influence organisations to adopt social media as this will 

help to prepare these organisations to use and benefit from social media.  As such, it is 

clear that there is a need to understand the factors that influence the adoption of social 

media in SMEs. 

Since there is only a limited literature on social media adoption, to achieve this 

understanding of the factors that influence the adoption of social media in SMEs it is 

important to review the wider ICT innovation literature in relation to the factors that have 

influenced the decision to adopt previous ICTs in organisational contexts.  From this 

perspective, several models and theories have been used.  Therefore, the next section 

will analyse these models and theories that have been used to examine the factors 

influencing ICTs adoption, and justify the most suitable theory to be used in this study. 

2.4 IT Adoption Models and Theories 

The adoption process of any given IT in an organisational context has been described as 

complex and multidimensional.  This is because it is affected by, and connected with, 

multiple factors (Abdullah, Wahab and Shamsuddin, 2013) related to the technology 

characteristics and to both an organisation’s internal and external environment 

(Damanpour and Schneider, 2006).  In the broader IT literature, this process has 
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therefore been researched from multiple theoretical perspectives using a wide range of 

constructs. 

This section aims to review the various models and theories which have been used to 

understand the factors the influence the adoption of different ICTs in SMEs.  As the level 

of analysis is organisational, theories and models which have been used to study the 

adoption at individual level are out of scope. To achieve its aim, the section has four sub-

sections. Section 2.4.1 provides a general overview of existing IT adoption theories and 

models in the organisational context before narrowing down the focus to discuss the 

major theories and models that have been used to investigate the adoption process in 

SMEs, discussed in more detail in section 2.4.2. In this section, the strengths and 

weaknesses of the three identified theoretical perspectives are analysed, covering the 

Diffusion of Innovation (DoI) Theory, the Technology Acceptance Model (TAM) and the 

Technology-Organisation-Environment (TOE) Framework.  This subsection ends by 

rationalising the use of the TOE framework to guide this research.  Having decided on 

TOE as a theoretical perspective to underpin this research, analysis of main aspects of 

the framework is presented in section 2.4.3. 

2.4.1  Overview of existing IT adoption models and theories 

Studies have employed various theoretical approaches to investigate the use and 

adoption of different ICT applications in organisations (Parveen, 2012). In their study to 

review the literature on theoretical models used in the adoption of technologies, Oliveira 

and Martins (2011) found that there are five widely-used models: the Technology 

Acceptance Model (TAM); the Theory of Planned Behaviour (TPB); Diffusion of 

Innovation (DoI); the Unified Theory of Acceptance and Technology Use (UTATU); and 

the Technology-Organisation-Environment (TOE) Framework. 

These theories and models have differences in their focus as well as each having a 

particular emphasis.  For instance, the Diffusion of Innovation (DOI) theory emphasises 

the role of the characteristics of the technology on adoption.  Other research streams 

include theoretical perspectives focusing on the influence of behaviour-related 

characteristics, making TAM or UTAUT more applicable.  Some of the theories and 

models have greater emphasis on the individual technology adoption (TAM, UTAUT, 

TPB) while others are described as organisational-led theoretical perspectives (TOE and 

DOI). 

Theories are used to explain, understand and make prediction about different subjects. 

Thus, each of the above-mentioned theories is used to either explain, understand or 

predict a given issue. For instance, in the context of social media, UTAUT was used by 
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Khan, Saleh and Nivarthi (2015) to explain social media acceptance and usage behaviour 

among Australian healthcare professionals’ and patients’. Also, Christodoulides, 

Siamagka and Michaelidou (2015) used TAM to explain how Business-to-Business (B2B) 

SMEs in the UK accept and use social media platforms. 

As mentioned earlier, the identified theories and models have been used to investigate, 

explain and predict the acceptance of technology at both individual and organisational 

levels. So far, TAM, TPB and UTAUT (which is an extended version of TAM) have been 

used to study factors that guide individual decisions to accept new technologies.  For 

instance, Curtis et al. (2010) used UTAUT to examine the perception of the credibility of 

public relations practitioners in relation to social media. In contrast, DOI and TOE 

framework are mainly used to address adoption at the organisational level (Oliveira and 

Martins, 2011).  For example, Parveen (2012) has employed the TOE framework to 

investigate factors the influence social media adoption among Malaysian organisations. 

Several of the identified theories have been used to identify and categorise factors 

affecting the adoption of various technologies in the SME setting, the focus of this 

research effort. Thus, the next section reviews the literature related to the use of these 

major theories to study the IT adoption process in the SME context. This review is 

important to rationalise the best theoretical perspective to guide this study.  

2.4.2  Overview of major technology adoption theories in SMEs 

Based on a review of the existing literature on adoption of IT innovations, the following 

theories and models have been identified as being the most widely-used and empirically-

tested theories in the SME context: the Diffusion of Innovation theory (DoI); the 

Technology Acceptance Model (TAM) and the Technology-Organisational-Environmental 

(TOE) framework. Each theory will now be discussed. 

Diffusion of Innovation (DoI) theory 

DoI, introduced by Rogers to describe the patterns of IT innovation adoption (Tan, Eze 

and Chong, 2012), has been commonly used to study the adoption of new technologies 

in organisational contexts, including SMEs.  According to Rogers (1962), DoI comprises 

the internal and external characteristics of organisation that impact the decision to adopt 

a given technology in an organisation. In his theory, Rogers identified five perceived 

characteristics of innovation – any “idea, practice, or object that is perceived as new by 

an individual or other unit of adoption” (Rogers, 2003) –which are: relative advantage; 

compatibility; complexity; trialability; and observability (these concepts are explained in 

more detail in Figure 2.3). The characteristics can be used to explain the diffusion 
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process of an innovation in the organisational context.  DoI has been applied to study the 

adoption of various technologies in the context of SMEs. For instance, Khong et al. 

(2009) used it to investigate the influence of technological characteristics of internet-

based ICTs on their adoption by Malaysian SMEs. 

Despite its widespread use, DoI has been criticised as it mainly considers the 

technological characteristics of the innovation being studied and does not encompass 

other internal and external factors of adoption which may be key.  Also, DoI does not take 

into consideration the impact of organisational and environmental factors (Amin and 

Hussin, 2014; Tehrani and Shirazi, 2014), and does not include CEO characteristics, 

which have been found to be influential in many ICT adoption studies which have shown 

that decisions regarding technology adoption reside in the SME owners/managers 

(Abdullah, Wahab and Shamsuddin, 2013; Hashim, 2007).  Furthermore, research 

stretching back several decades has criticised the predictive power of DoI (see, for 

example, Bass (1969)). 

Given that the technological and organisational characteristics addressed by DoI are 

identical to the technology and organisation contexts of the TOE framework (Amin and 

Hussin, 2014), Oliveira and Martins (2011) have suggested that the inclusion of the 

environmental aspect in the TOE framework enhances the framework’s applicability and 

suitability compared to DoI.  As such, DoI does not appear to be the most suitable choice 

for this study. 

The Technology Acceptance Model (TAM) 

TAM is another well-established, robust and highly-cited model that has been used 

largely to explain technology acceptance (Chuttur, 2009; King and He, 2006). It was 

introduced by Davis (1989) to predict the behavioural intention to adopt technologies. The 

model postulates that the acceptance of technology depends mainly on two variables: 

perceived ease of use (PEU) and perceived usefulness (PU). Owing to its simple 

structure and few constructs (Agarwal and Prasad, 1999), TAM has been found to be 

easy to use and has therefore been extensively applied in relation to IT adoption 

(Abdullah, Wahab and Shamsuddin, 2013; Chuttur, 2009). The extensive use of TAM has 

led to the model being enhanced by adding other constructs/antecedents. For example, 

Venkatesh et al. (2003) suggested that other constructs (effort expectancy, performance 

expectancy, social influence and facilitating conditions) directly influence users’ intentions 

to accept technology. Such research has resulted in several derivatives of TAM, such as 

TAM II and UTAUT (Venkatesh et al., 2003). 
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In short, TAM is a model used to study individuals’ acceptance of a given technology, 

though there have been some efforts (which are quite fragmented in nature) to use TAM 

as a basis for analysing organisational technology adoption (Abdullah, Wahab and 

Shamsuddin, 2013). It is therefore not commonly used to study adoption at an 

organisational level, the focus of this study. Also, Chuttur (2009) argued that the 

impressive number of studies which have used TAM has led to a saturation level in the 

model and limited its practical effectiveness. In addition, considering the predictive power 

of TAM compared to TOE, the latter is viewed to have more predictive and explanatory 

power, leading to TAM being deemed as not the most suitable approach to underpin this 

study. In the following subsection, the rationale behind the selection of the TOE as a 

theoretical lens to study social media adoption in SMEs is presented.  

The Technology-Organisation-Environmental (TOE) framework 

TOE is a widely-accepted model for studying IT adoption in organisations, including 

SMEs. It was first developed by Tornatzky, Fleischer and Chakrabarti (1990) as a 

theoretical framework to predict the adoption of various forms of IT innovation. 

Subsequently, it has been extended and developed by further studies such as Oliveira 

and Martins (2010); Srivastava and Teo (2010); Yee-Loong Chong and Ooi (2008); Pan 

and Jang (2008); Kuan and Chau (2001); Chau and Tam (1997). Thus, as a valuable 

analytical framework (Oliveira and Martins, 2008), TOE has broad applicability and 

possesses exploratory power that is useful in order to study a wide range of technologies 

(Baker, 2012). It has been viewed as an ideal theoretical framework for predicting and 

explaining the adoption of any given technology (Ndekwa and Katunzi, 2016; Yeboah-

Boateng and Essandoh, 2014; Ramdani, Chevers and Williams, 2013). 

Since its inception in 1990, TOE has been used in different contexts, in developed and 

developing countries, to study the adoption and implementation of various technologies 

(see Tables 2.3. and 2.4). For example, it has been used to study adoption of cloud 

computing (Gangwar et al., 2015; Alshamaila, Papagiannidis and Li, 2013), e-commerce 

(Rowe, Truex and Huynh, 2012; Ghobakhloo, Arias-Aranda and Benitez-Amado, 2011; 

Al-Qirim, 2007), e-business (Wen and Chen, 2010), and enterprise applications systems 

(Ramdani, Chevers and Williams, 2013).  

The TOE framework has emerged as a well-established and a robust framework to 

analyse different internal (technological and organisational) and external (environmental) 

factors that influence the adoption of different types of ICT in the SME setting 

(Abeysinghe and Alsobhi, 2013). As shown in Figure 2.2, the TOE framework is best 

described as an organisational-level theory that comprises three main contexts: 

technology (T); organisation (O); and environment (E) (Baker, 2012).  Each context has a 
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set of determinants that are believed to impact the adoption of innovation in organisations 

(and will be discussed in detail in section 2.4.3).  

  



Chapter 2: Literature Analysis 

32 

Table 2.3 Examples of TOE-based studies (1) 

No Authors Context IT innovation  Technology-Organisation-Environment 

Technology (T) Organisation (O) Environment (E) 

1 Alshamaila, 

Papagiannidis and 

Li, 2013 

UK Cloud computing Relative advantage*, Uncertainty*, 

Compatibility*, Complexity*, Trialability* 

Size*, Top management support*, 

Innovativeness*, Prior IT experience* 

Competitive pressure, Industry*, 

Market scope*, Supplier efforts *, 

External computing support* 

2 Premkumar and 

Roberts, 1999 

US Four ICT Tools: 

online access, e- 

mail, Internet and EDI 

Relative advantage*, Cost, Complexity, 

compatibility 

Top management support*, IT-

expertise, Size of the business* 

Competitive pressure*, Vertical 

linkages, External support* 

3 Ifinedo, 2011 Canada Internet/e business 

technologies (IEBT) 

Relative advantage*, Compatibility*, 

Complexity 

Management support**, Organisational 

readiness* 

External pressures* 

4 Chau and Tam, 

1997 

Hong 

Kong 

Open systems Perceived benefits, Perceived barriers*, 

Perceived importance of compliance with 

standards, interoperability and 

interconnectivity 

Complexity of IT infrastructure, 

Satisfaction with existing systems, 

Formalisation of system development 

and management 

Market uncertainly 

5 Thong, 1999 Singapore E-commerce  Relative advantage, Compatibility, 

Complexity  

Business size* Employee’s IS 

knowledge*, Information intensity, 

CEO’s Innovativeness, CEO’s IS 

Knowledge 

Competition  
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Table 2.4 Examples of TOE-based studies (2) 

No Authors Context IT innovation  Technology-Organisation-Environment 

Technology (T) Organisation (O) Environment (E) 

6 Ramdani, 

Kawalek and 

Lorenzo, 2009 

UK Enterprise Systems, (ERP, 

CRM, SCM and e-

procurement))  

Relative advantage*, Compatibility, 

Complexity, Observability, 

Trialability* 

Top Management Support*, Organisational 

readiness*, IS experience, Size* 

Industry, Market scope, 

Competitive pressure, External 

IS support   

7 Iacovou, 

Benbasat and 

Dexter, 1995 

 EDI  Perceived benefits  Organisational readiness  External pressure  

8 Kuan and Chau, 

2001 

Hong Kong EDI Perceived direct benefits*, 

Perceived indirect benefits 

Perceived financial cost*, Perceived 

technical competence* 

Perceived industry pressure*, 

Perceived government 

pressure* 

9 Scupola, 2009 Denmark 

&Australia 

E-commerce  E-commerce relative advantage, 

Barriers and benefits, E-commerce 

related technologies 

CEO’s Characteristics, Top management 

support, Employees’ IS knowledge and 

attitude, Resource constraints 

Role of government, 

Technology support 

infrastructure 

10 Al-Qirim, 2007 New 

Zealand 

E-commerce  Relative advantage*, Cost, 

Compatibility* 

Size, Information intensity of Product*, 

CEO’s innovativeness*, CEO’s 

involvement* 

Competition, Buyer/Supplier 

pressure, Support from 

Technology vendors* 

11 Parveen, 2012 Malaysia Social media Relative advantage, Compatibility  Top management support, Entrepreneurial 

orientation  

Institutional pressures  
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The technology context includes both internal and external technologies. The internal 

technologies refer to the technologies which are already in use in the organisation, while 

the external technologies consist of those available in the marketplace but not in use in 

the organisation. Both internal and external technologies may include either equipment or 

practice. The organisation context refers to various characteristics of the firm, such as 

size, intra-firm communication processes and the amount of ‘slack’ resource. The 

environment context comprises the structure of the industry, pressure from competitors 

and partners, and the regulatory environment (Tehrani and Shirazi, 2014; Baker, 2012; 

Ramdani, Kawalek and Lorenzo, 2009; Zhu, Kraemer and Xu, 2003; Tornatzky, Fleischer 

and Chakrabarti, 1990). More detail about the three main aspects of the framework is 

given in section 2.4.3.  

Figure 2.2 The TOE Framework (Tornatzky, Fleischer and Chakrabarti, 1990) 

Considering that there is a need to better understand and predict the adoption of social 

media among SMEs, the TOE framework was chosen as the theoretical framework to 

underpin this research.  There are several reasons for this choice.  First, TOE is suitable 

to study the adoption in an enterprise context, as is the case in the present study where 

SMEs are the focus. Second, TOE has a clear theoretical basis and consistent empirical 

support (Amin and Hussin, 2014).  Third, it is consistent with other organisational-level IT 

innovation theories, such as DOI (Jain et al., 2011), which is argued to strengthen and 

improve the explanatory power of the framework (Al Nahian, Akter and Islam, 2009). 

Fourth, it is seen as being comprehensive and thus can be applied to study the adoption 

of any IS technology (Zhu, Kraemer and Xu, 2002).  Fifth, the inclusion of the three 

context (technology, organisation and environment) offers advantages over other models 

of adoption as TOE provides a holistic picture of factors influencing the IT adoption 

decision (Gangwar, Date and Raoot, 2014; Zhu, Kraemer and Xu, 2003). Finally, as 

noted earlier, the TOE framework has been applied to study the adoption of many 

technologies, suggesting its suitability for studying social media, as well. 

For these reasons, the TOE framework seems the most suitable candidate for studying 

the adoption of social media technologies in SMEs.  Next, it is important to discuss and 



Chapter 2: Literature Analysis 

35 

understand the three contexts of the framework and its main determinants as presented 

in the academic literature. Therefore, the remainder of this section presents more details 

on each of TOE’s three contexts.  

2.4.3  TOE’s Contexts 

TOE has three contexts: technology; organisation; and environment. This section 

presents details on the factors corresponding to each context. It is noteworthy that some 

of the factors are heavily discussed reflecting their extensive examination in the IT 

adoption literature. Each of the context and their corresponding factors are discussed 

now.     

Technology context 

This context describes existing technologies in the organisation as well as the pool of 

technologies available in the market.  A consideration of existing literature on IT adoption 

using TOE shows that the impact of characteristics of the technology has long been 

recognised. Many researchers have argued the importance of a set of technological 

features on the adoption process. Rogers (2010) identified five attributes of technology 

that may have an influence on the decision to adopt or reject a given technology in 

organisations: relative advantage; complexity; compatibility; trialability; and observability. 

These attributes, which represent the core pillars of Roger (1995) Diffusion of Innovation 

theory, have been widely examined in the IT adoption literature (Ramdani and Kawalek, 

2007), and are the core factors in the technology context of TOE.  Figure 2.3 provides 

definitions of the five attributes. Each of these attributes will now be discussed.  

Figure 2.3 Attributes of Innovation (Rogers, 1995) 

Relative advantage, sometimes referred to as perceived benefits, is considered as a 

central factor that stimulates an organisation’s decision to adopt technologies. Most IT 

adoption studies suggests that organisations that have higher levels of recognition of 
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relative advantage are more likely to adopt a new technology than the ones with lower 

levels of recognition (see, for example, Rahayu and Day, 2015; Ghobakhloo and Sai, 

2013; Ghobakhloo, Arias-Aranda and Benitez-Amado, 2011; Al-Qirim, 2007; Grandon 

and Pearson, 2004; Chwelos, Benbasat and Dexter, 2001; Poon and Swatman, 1999).  It 

is therefore important for SMEs to be aware of the perceived benefits of new technologies 

as this will positively motivate the adoption decision in relation to them (Ramdani and 

Kawalek, 2007). Social media offers many benefits to adopters in terms of building a 

strong relationship with customers, reducing the promotion and advertisement cost, 

getting immediate feedback about the products and services, as well as building business 

brands in a short period of time (see Table 2.2 on page 47 for more detail on the potential 

benefits of social media technologies). The perceived benefits of social media 

technologies can be expected to play an important role in the adoption decision in SMEs. 

Perceived complexity, sometimes referred to as perceived ease of use, is another 

technological factor that has been found to be an influential factor in the adoption of new 

technologies in SMEs (Gangwar et al., 2015; Harindranath, Dyerson and Barnes, 2008; 

Thong, 1999), suggesting a negative relationship between the perceived complexity of 

any given IT and the adoption decision. In other words, studies have emphasised the 

need for new technologies to be easy to use and understood in order to facilitate the 

adoption decision. In short, SMEs tend to be less likely to adopt technologies that are 

more challenging to use. 

The third factor in the technology context is perceived compatibility.  Several studies 

have indicated a positive correlation between the compatibility of a given ICT and the 

decision to adopt it in SMEs (see, for example, Alshamaila, Papagiannidis and Li, 2013; 

Ghobakhloo and Sai, 2013; Azam and Quaddus, 2009; Tan et al., 2009; Al-Qirim, 2007; 

Grandon and Pearson, 2004). It has been argued that introducing new technologies 

might result in some changes in the organisation’s values and may also interrupt the 

existing processes within the organisation. In addition, it may require changes to the 

existing technical infrastructure.  It is therefore important, particularly for SMEs, that the 

potential changes are compatible with the organisation’s values, needs and work 

practices as well as consistent with the existing technological infrastructure 

(Lertwongsatien and Wongpinunwatana, 2003). From an SME owner-manager’s 

perspective, it is essential for a given technology to have a high level of perceived 

compatibility in order to be adopted.  

Observability describes the visibility resulting from a given technology adoption and the 

impact that it has in the industry. Observability has been found to impact SME 

owner/managers’ decisions to adopt new technologies. Several researchers (for example, 

Azam and Quaddus, 2009; Hussin and Noor, 2005; Al-Gahtani, 2003; and Seyal and 
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Rahman, 2003) have found that technologies with a visible impact are more likely to be 

adopted by SMEs. In contrast, other studies (such as Ramdani, Kawalek and Lorenzo, 

2009; Kendall et al., 2001) found no significance for this factor on the decision to adopt 

new technologies by SMEs.  With respect to social media, the increasing number of 

adopters may reflect the potential impact of these technologies on the adopters, which in 

turn may motivate increased levels of adoption. 

Trialability is TOE’s final technological driver of the decision to adopt new technologies 

in organisations; however, it has not been studied as extensively as the other four 

technological factors (Ramdani and Kawalek, 2007).  Trialability tends to be more 

significant in the early stages of than in the late stages of adoption. Hence, offering trial 

versions of ICT tools and providing information on them is suggested to positively 

influence decisions to adopt these tools by organisations (Tan, Eze and Chong, 2012; 

Azam and Quaddus, 2009; Boumediene and Kawalek, 2008; Kendall et al., 2001). Since 

social media is still in its infancy and is known for its newness in the SME setting, 

trialability may therefore be an important stimulator of the adoption decision. 

Organisation context 

Organisation characteristics, the second set of determinants in the TOE framework, have, 

through a considerable number of studies, been found to impact the adoption of new 

technologies. In case of SMEs, the characteristics of a business have been examined to 

identify their potential role in the adoption of new technologies. The four organisational 

factors that have been widely examined are: enterprise size; top management support; 

CEOs’ innovativeness; and prior IS experience. Each of these factors will now be 

discussed. 

Enterprise size is one of the main organisation characteristics that has been frequently 

studied in the ICT adoption literature. It has been viewed as a good predictor of the 

adoption of new technologies. Hence, many empirical studies have suggested a strong 

relationship between size and the likelihood of an enterprise to adopt a new technology 

(Pan and Jang, 2008; Zhu, Kraemer and Xu, 2003; Premkumar and Roberts, 1999; 

Thong, 1999). It is often argued that large enterprises are in a better position to adopt 

new technologies than SMEs as a result of having sufficient organisational and financial 

resources to invest in technology as well as sufficient IT expertise to experiment with new 

technologies (Haller and Siedschlag, 2011; Premkumar and Roberts, 1999; Damanpour, 

1992).  However, there is a different view with regards the significance of the business 

size on the IT adoption process in SMEs. According to Oliveira and Martins (2011), the 

simple and flexible managerial structure that characterises SMEs tends to help them to 

react and adapt quickly to changes in their business environment, including new 
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technology adoption, compared to large enterprises where the reaction tends to be slow 

owing to the levels of bureaucracy involved in the decision making process. It has 

therefore been suggested that being small is no long a competitive disadvantage in terms 

of adopting new technologies. For example, Rahayu and Day (2015) found no link 

between firm size and e-commerce adoption among SMEs, attributing this to the 

emergence of lower and more affordable technologies. 

Top management support has long been at heart of studies examining IT adoption in 

organisations. It is evident from reviewing the IT adoption literature that top management 

support has a strong impact on the decision to adopt new technologies within 

organisations. With respect to SMEs, there are many published studies describing the 

role of top management support, which is considered a key enabler in the adoption 

decision for technological innovations in SMEs (Oliveira, Thomas and Espadanal, 2014; 

Chen et al., 2011; Wang et al., 2010; Kawalek et al., 2009; Boumediene and Kawalek, 

2008; Ramdani and Kawalek, 2007; Hussin and Noor 2005; Premkumar, 2003; Scupola 

2003; Premkumar and Roberts, 1999). In a recent study, Stieglitz and Dang-Xuan (2011) 

found that managerial role in SMEs is essential in the introduction of new technologies. 

This role, played by top management, is seen as being essential to create a supportive 

environment to facilitate the adoption decision in their enterprises (Al-Qirim, 2004; 

Premkumar and Roberts, 1999). According to Al-Qirim (2004), top management 

commitment to, and involvement in, IT initiatives in their enterprise is important to: (i) 

ensure the required resources for adoption; and (ii) to signal support to internal 

stakeholders (i.e., owners, line managers and employees) of the importance of adopting 

new technologies. 

CEOs’ Innovativeness, being open to new ideas and new products, is another factor 

affecting organisational adoption of IS innovations. This factor reflects the level of 

receptiveness shown by an enterprise to new ideas, including new ICTs. In the case of 

SMEs, given that the SME owner-manager is the main decision-maker in these types of 

enterprise (Isma'ili et al., 2016; Wilson, Khazaei and Hirsch, 2015; Dahnil et al., 2014; 

Govindaraju, Chandra and Siregar, 2012; Chang et al., 2011;  Fink, 1998), this factor is 

associated with the receptiveness and attitude of SME CEOs towards new ideas. The 

factor has been examined in many published studies (see, for example, Christodoulides 

et al., 2015; Alshamaila, 2013; Ghobakhloo, Arias-Aranda and Benitez-Amado, 2011; Al-

Qirim; 2007; Hussin and Noor, 2005; Thong, 1999; and Thong and Yap, 1995). For 

instance, Thong and Yap (1995) have suggested that small businesses are more likely to 

adopt IT when they have a CEO who is more innovative with a positive attitude towards 

adoption of IT. It is therefore expected that CEOs’ innovativeness plays an important role 

in SMEs’ decisions to adopt social media. 
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Prior IS experience is the final important organisational factor that has been found to 

have a positive and direct impact on the decision to adopt new technologies in 

organisational settings. As documented in the existing IT adoption literature (for example, 

Lippert and Forman, 2005; Kuan and Chau, 2001), the accumulated knowledge, 

experience and familiarity with previous technologies facilitate the future adoption of new 

forms of technologies within organisations. In the case of social media, familiarity with 

other internet-based technologies (such as, websites and e-forums) can have a direct 

influence, facilitating social media adoption in SMEs.  Thus, this factor could be expected 

to play a significant role to drive social media adoption in SMEs. 

Environment context 

The environment context represents the third set of factors in the TOE framework that 

has been identified to impact the adoption of IS innovations in SMEs. The IT adoption 

literature suggests that looking in to the environment in which SMEs operate helps to 

understand ICT uptake within these types of businesses (Kapurubandara and Lawson, 

2006). In fact, it is believed that the arena in which an enterprise operates represents a 

primary stimulus for the adoption of innovations as organisations respond to changes in 

the external environment (Alshamaila, Papagiannidis and Li, 2013; Damanpour and 

Schneider, 2006; Kapurubandara and Lawson, 2006). In reviewing the IT organisational 

adoption literature, despite there being less research considering factors related to the 

environment context (Premkumar, 2003), many studies have found factors related to this 

context to be influential in ICT adoption (for example, Ramdani, Lorenzo and Kawalek, 

2009; Jeon, Han and Lee, 2006; Grandon and Pearson, 2004; Kuan and Chau, 2001; 

Mehrtens, Cragg and Mills, 2001). Several environment factors have been identified as 

affecting an organisation’s decision to adopt new technologies, including; competitive 

pressure; industry type; market scope; external IS support; and customer pressure. Each 

of these factors will now be discussed. 

Competitive pressure is generally viewed as an incentive for organisations within the 

same industry to adopt new technologies. Much of the IT adoption literature in the 

organisational context acknowledges that competitive pressure plays a critical role in the 

adoption process.  According to Haller and Siedschlag (2011), organisations are more 

inclined to adopt new technologies as a response to strong competition in their market as 

this enables them to enhance their performance and their survival rate. Gaining 

competitive advantage may have become even more important as many organisations 

nowadays are exposed to international competition in a global market.  In the context of 

SMEs, several studies have found a strong influence of competitive pressure on the 

adoption of various types of technology (see, for example Ghobakhloo, Arias-Aranda and 

Benitez-Amado (2011), Ifinedo (2011), and Premkumar and Roberts (1999)). According 
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to Ghobakhloo, Arias-Aranda and Benitez-Amado (2011), an increase in the number of 

technology adopters accelerates the adoption decision among non-adopters, suggesting 

the significance of this factor on the adoption decision. SMEs must consider introducing 

new technologies, in particular emerging internet-based technologies, to compete in 

today’s knowledge-based economy (Al-Qirim, 2004).  In this sense, it can be expected 

that competitive pressure is another environmental factor that stimulates SMEs to adopt 

social media technologies. 

Customer pressure is an important environmental factor that impacts new technology 

adoption. Literature that has considered the adoption of prior ICTs has reported that 

SMEs’ decisions to adopt new technologies are affected by the pressure imposed by 

customers (Rahayu and Day, 2015; Ghobakhloo, Arias-Aranda and Benitez-Amado, 

2011). Premkumar and Roberts (1999) argued that these types of enterprise are more 

vulnerable to customer pressure than the large enterprises. They attributed this to the fact 

that SMEs tend to rely economically on bigger customers for their survival in the market 

place.  This view is reinforced by the observations of Zhu, Kraemer and Xu, (2003). Many 

other studies indicate the significance of this environmental factor in SMEs’ decisions to 

adopt new technologies (Durkin, McGowan and McKeown, 2013; Consoli, 2012; Scupola, 

2003; Mehrtens, Cragg and Mills, 2001). However, there are studies which have found no 

significance for this factor in the adoption decision. For instance, a study by Ifinedo (2011) 

reported no significant role for customer pressure in the SME decision to adopt e-

business. The widespread and the increasing user (customer) base for social media is, 

though, expected to encourage SMEs to move towards adopting these technologies. 

Industry type is another environmental determinate that affects new technology adoption 

in organisations. In the context of SMEs, previous research has investigated the influence 

of this factor on the adoption of various types of ICT. Arguably, organisations operating in 

different business sectors have different needs, including whether to adopt new 

technologies or not. A positive correlation between industry type and new technology 

adoption is found in a number of empirical studies (Ramdani and Kawalek, 2007; Thong, 

1999). For instance, Ramdani and Kawalek (2007) found significant differences between 

SMEs operating in three sectors (manufacturing, wholesale and retaining, and services) 

concerning the adoption of enterprise systems.  A similar observation was noted by 

Oliveira and Martins (2010), who suggested a significant difference between SMEs 

operating in the telecommunication industry and those in the tourism sector with regards 

to factors facilitating the adoption of ICT. In contrast, other studies have found no 

significant relationship between industry type and the adoption of new technologies (see, 

for example, Nguyen and Waring, 2013; Ramdani and Kawalek, 2007). 



Chapter 2: Literature Analysis 

41 

Market scope is another environmental factor suggested in the IT adoption literature as 

affecting organisations’ decisions to adopt new technologies. It is defined as “the 

horizontal extent of a firm’s operations” (Zhu, Kraemer and Xu, 2003, p.254) and has 

been found by several studies to be a significant factor in the adoption of new technology 

in organisations. It is often argued that organisations with wider market scope are more 

inclined to adopt new technologies than businesses with a narrow market scope, which 

tend to have a lower probability of adoption. Zhu, Kraemer and Xu (2003) argued that 

businesses with a wider market scope are more inclined towards e-business adoption. In 

contrast, other studies have found no significance for market scope in terms of its 

influence on new technology adoption (see, for example, Yeboah-Boateng and 

Essandoh, 2014; Alshamaila, 2013; Ramdani, Kawalek and Lorenzo, 2009; Boumediene 

and Kawalek, 2008). 

Finally, external IS support has been identified in the IT adoption literature as a relevant 

environmental factor. As noted earlier, unlike large enterprises SMEs lack sufficient IT 

skills to adopt and use new technologies. It has therefore been argued that an increase in 

the sophistication of technology leads to an increase in SMEs’ needs for external support 

(Abdullah, Wahab and Shamsuddin, 2013). Thus, external support has been found to be 

significantly related to the adoption of many ICTs in SMEs (see, for example, Ifinedo, 

2011; Scupola, 2003; Mehrtens, Cragg and Mills, 2001; Premkumar and Roberts, 1999). 

Arguably, in terms of social media, SMEs may be encouraged to adopt these 

technologies if they feel that there is adequate support from third parties, such as 

consultancy agents. 

In short, there is considerable support in the IT adoption literature for the applicability of 

TOE three contexts in technology adoption in the SME settings. Given the fact that 

established theories in the ICT adoption have been applied largely to developed 

economies context, while little is known about their applicability to understand the 

adoption, including social media, in the context of emerging economies (Talukder, Quazi 

and Djatikusumo, 2013). Thus, this study is an attempt to understand the applicability of 

TOE framework to capture the factors that influence the adoption of social media in the 

developing country context, Oman. Drawing upon the above discussed empirical 

evidences, literature review and theoretical perspectives discussed earlier, it is believed 

that the TOE framework is appropriate for studying social media adoption, because social 

media applications are internet-based technologies that are enabled by technological 

development of the Internet, driven by internal (organisational) factors and influenced by 

external pressure from outside the organisation, environmental) factors. As a 

consequence, TOE is adopted as a theoretical framework to study social media adoption 

in SME setting. Henceforth, the following section sheds a light on some studies that 
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identifies factors influencing the adoption of social media in organisational context after 

identifying theories and models used to study IT adoption in organisations.  

2.5 Summary 

This chapter aims at reviewing the literature on the ICT adoption in SMEs in general, with 

special emphases on social media technologies. Hence, the chapter reviewed and 

presented findings of the existing scholarly work related to factors influencing the 

adoption of ICTs. It has presented sufficient details and analysed various ICT innovations 

in the organisational context. In addition to that, detailed discussions on the factors that 

influence the adoption of different ICT applications were explained. Also, it has offered 

explanation for theoretical perspectives underpinning research on SME context. Finally, 

and more importantly, this chapter has provided a rationale behind the choice of the TOE 

as a theoretical framework underpinning this research. The next chapter describes the 

research design followed to conduct the present study. 
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 Research Design Overview Chapter 3: 

3.1 Introduction 

This chapter aims to illustrate the research design employed in this thesis to investigate 

the motivations behind the use and adoption of social media by SMEs in the private 

sector of Oman. The chapter examines, first, the researcher’s view concerning the 

philosophical assumptions underpinning the research. This is important in order to define 

the scope and limitations of the research design and to explore various research 

traditions in IS from which the choice of research design was made. It goes on to discuss 

the research approach and to briefly present and justify the selected methods of inquiry. 

Thus, the importance of this chapter lies in setting the underpinnings from which to then 

present the research design, which covers the qualitative and quantitative studies that are 

discussed in more detail in chapters 4 and 5, respectively. 

The chapter is divided into five sections. Section 3.2 aims to provide insights into the 

range of research paradigms before providing further justifications for taking a pragmatic 

view to underpin this research. This is followed by section 3.3, which aims to discuss the 

main research approaches. In this section, a brief discussion of the strengths and 

weaknesses of the main approaches, qualitative and quantitative, is given. This is then 

followed by a subsection to rationalise the use of a mixed-methods approach in the 

present study. Having decided on the research approach, an analysis of various mixed-

methods research designs is elaborated in section 3.4. In this section, reasons behind the 

selection of sequential design are explained. This section ends by highlighting the four 

dimensions to be considered in the sequential research design, which are sequence, 

dominance, mixing level and theoretical perspective. Section 3.5, provides a summary of 

the chapter and its place in the thesis.  

3.2 Decisions About the Research Paradigm 

There are certain terms that a researcher has to consider owing to their central 

importance to guide the process and influence the practice of the research. This has 

been argued to have a great impact on the final outcomes of the research and questions 

asked of the results (Bazeley, 2004; Mingers, 2003). Some of these terms are used 

interchangeably, such as paradigm, world view and theoretical lens (Doyle, Brady and 
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Byrne, 2009). ‘Paradigm’ is used to mean the philosophy of a particular piece of research, 

and is viewed by Johnson and Onwuegbuzie (2004) as being the research culture, 

representing a set of beliefs, values and assumptions about the nature and conduct of 

research. Creswell (2013) and Creswell (1998) simply defines a paradigm as the set of 

beliefs and practices that guide research inquiry. A similar definition is given by Guba 

(1990), who states that a paradigm is “a basic set of beliefs that guide action”. The 

research paradigm is particularly shaped by the researcher’s view about the development 

of knowledge (Morgan, 2007). 

The choice of appropriate research paradigm is a significant task. In fact, it is pivotal to 

the whole research effort, from research design, through data collection to data 

interpretation. In this respect, it has been argued that paradigms influence researchers’ 

knowledge, their interpretation of reality, their values and the methodologies used in the 

research (Doyle, Brady and Byrne, 2009; Morgan, 2007). From this perspective, 

Orlikowski and Baroudi (1991) suggest that researchers should be cognizant about 

research paradigms and adopt a research perspective that is compatible with their 

studies. This implies that it is essential to have a good understanding of the underlying 

philosophical assumptions in the field and that researchers should position their research 

in relation to a selected paradigm (Doyle, Brady and Byrne, 2009; Bazeley, 2004). 

However, this task is not easy as there are several distinct paradigms. Paradigms are 

distinguished from one another based on a set of concepts which represent three main, 

underlying perspectives: ontology (nature of the reality); epistemology (how we know and 

what we know); and methodology (the process of research) (Creswell, 2013; Doyle, 

Brady and Byrne, 2009). 

Guba and Lincoln (1994) refer to ontology as a belief about the nature of reality and what 

can be known about reality. In essence, this is about how the researcher views the reality 

within which the research is undertaken. Literature identifies two main perspectives on 

reality. The first is that there is a single and independent reality that can be objectively 

‘obtained’. The second is that there is an evolving nature to reality, suggesting the 

existence of multiple realities that are socially constructed through interaction. 

Respectively, these perspectives reflect objective and subjective views on the issue of 

reality. 

The epistemological assumption about knowledge is dictated and imposed by the 

ontological assumption about the nature of the reality (Morgan, 2007; Guba and Lincoln, 

1994). It deals with the creation and obtainment of ‘valid’ knowledge, and poses 

questions of how we ‘get’ the knowledge. It is, then, the philosophical assumption about 

the relationship between the researcher (investigator) and the research phenomenon (the 

investigated). Assuming the ontological assumption of an objective reality, the researcher 
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could gain an ‘outside’ view of the research phenomenon, where no intervention between 

researcher and phenomenon occurs.  On the other hand, assuming a socially constructed 

reality implies that the knowledge is ‘obtained’ through a subjective view, which requires 

researcher involvement in the research. Both ontological and epistemological 

assumptions undertaken by the researcher have a direct influence on the assumption 

about how knowledge is discovered or generated – the methodological assumption. In 

this respect, methodology is used to refer to the stance that guides the gathering of data 

in relation to the research problem. 

Based on the ontological, epistemological and methodological perspectives, a range of 

research paradigms have been suggested in different disciplines, and a set of them have 

been employed by researchers in the IS field. This could be associated with the fact that 

IS “can be characterised as diverse and pluralistic” (Goles and Hirschheim, 2000, p.250) 

and has its roots in multiple disciplines (Mkansi and Acheampong, 2012; Avison and 

Elliot, 2006; Onwuegbuzie and Leech, 2005; Culnan, 1987). The works of Chen and 

Hirschheim (2004), Guba and Lincoln (1994) and Orlikowski and Baroudi (1991) provide 

substantive information about the main paradigms used in IS research. Of these, 

positivism has dominated studies in the IS discipline for many decades (Chen and 

Hirschheim, 2004; Goles and Hirschheim, 2000; Orlikowski and Baroudi, 1991; Kaplan 

and Duchon, 1988). 

The prevalence of this research stance has been associated with the fact that IS 

epistemology draw heavily on the social sciences (Hirschheim, 1985).  In addition to 

positivism, and owing to the increased recognition of social issues related to information 

technologies in organisations (Walsham, 1995; Walsham, 1993), a non-positivist research 

paradigm, interpretivism, has been advocated and gained acceptance in the IS discipline 

alongside the established positivist research tradition (for more details see, Goldkuhl, 

2012; Chen and Hirschheim, 2004; Nandhakumar and Jones, 1997; Walsham, 1995; 

Cheon, Groven and Sabherwal, 1993). Table 3.1 illustrates the dimensions of difference 

between positivism and interpretivism. 

 
Dimension Positivist (scientific) Interpretivist (constructivism) 

Ontology (reality) Single Multiple 

Subjectivity/objectivity Objective Subjective 

Interpretation Similar Different 

Researcher Detached from context Attached to the context 

Emphasis Numbers Words and text 

Process Deductive (theory testing) Inductive (themes to theory) 

Table 3.1 Comparison between positivist and interpretivist paradigms 

As already noted, positivism and interpretivism have different ontological, epistemological 

and methodological positions. As a result, there has been an on-going debate, and a 
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divide (as noted by Mkansi and Acheampong (2012), between their supporters 

surrounding the primacy of the paradigms (Onwuegbuzie and Leech, 2005; Guba, 1990) 

and the incompatibility of mixing paradigms (Goldkuhl, 2012; Creswell and Clark, 2007; 

Onwuegbuzie and Leech, 2005). Thus, many methodologists have argued for the need to 

take a practical view that draws on strengths, and addresses the weaknesses, of each 

paradigm (Onwuegbuzie and Leech, 2005; Mingers, 2003). 

Supporters of a pragmatic view in the IS field claim that the world is in the ‘state of 

becoming’ and that the IS field experiences on-going changes in its practices (Goldkuhl, 

2012; Goldkuhl, 2004). Therefore, using a non-singular research approach has been 

encouraged to address many IS-related issues (Goldkuhl, 2008). Also, pragmatism has 

been acknowledged by many IS researchers as an opportunity to improve the rigour and 

relevance of IS research (Goles and Hirschheim, 2000) as well as offering the potential to 

address certain issues that may not be tackled using a single research approach 

(Johnson and Onwuegbuzie, 2004). Furthermore, there are complex and 

multidimensional research situations in the IS field that can benefit from the use of a 

range of methods from different paradigms (Goldkuhl, 2012; Mingers, 2001). 

This pluralist position is supported by (Bazeley, 2004, p.4), who argues that in research 

less emphasis should be given to paradigms and that “the focus of the researcher is more 

on the actual methods used and results obtained”. Hence, as mentioned, paradigmatic 

and methodological pluralism have received the support of other scholars in IS, such as 

Chen and Hirschheim (2004) and Goles and Hirschheim (2000) who mentioned that 

alternative paradigms or methodologies should be welcomed and promoted as they 

provide different dimensions for research investigations. From our perspective, and given 

the objectives of this study (see section 1.5), we are interested in taking a pragmatic view, 

making use of methods that are appropriate and useful to provide answers to the 

research questions posed (Goldkuhl, 2012). This view represents a practical and applied 

research philosophy (Venkatesh, Brown and Bala, 2013) which uses simply what works 

‘best’ to answer the research question(s) in the context under investigation (Zachariadis, 

Scott and Barrett, 2012; Goldkuhl, 2004). 

As such, a pragmatic view is adopted in this research effort; it is a widely accepted 

position to support the study of complex research phenomenon such as IS adoption in 

organisational contexts (Wang, Fu and Duan, 2011). With respect to social media 

adoption in organisations, Jussila, Kärkkäinen and Aramo-Immonen (2014) have 

suggested the use of a pragmatic research stance as it provides a systematic and holistic 

picture of the possibilities of social media in organisations. This type of pragmatism is 

associated with a mixed methods research approach (Howe, 2012; Johnson, 

Onwuegbuzie and Turner, 2007; Teddlie and Tashakkori, 2003). 
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This study therefore uses a mixed methods research approach to make use of insights 

provided by qualitative and quantitative methods in presenting a “workable solution” 

(Johnson and Onwuegbuzie, 2004, p.16). Details on the research approach that was 

applied are presented in the next section.  

3.3 Research Approach 

Having explained the choice of research world view, the most appropriate research 

approach has to be selected. As this research is positioned as a mixed methods 

approach, in this part of the chapter a brief discussion of both qualitative and quantitative 

strands is presented and a rationale behind combining them is established. This is 

important because having awareness and understanding of a range of qualitative and 

quantitative research, and their characteristics, enhances the effectiveness of mixed 

methods research (Jogulu and Pansiri, 2011; Johnson and Onwuegbuzie, 2004). 

Broadly speaking, quantitative and qualitative approaches are the two main research 

enquiry modes across all disciplines (Doyle, Brady and Byrne, 2009). The qualitative 

approach is largely associated with the interpretivist paradigm (Ritchie et al., 2013), while 

the quantitative approach is most commonly associated with positivism (Villiers, 2005). 

Both approaches have distinct purposes and contrasting characteristics (for a detailed 

description, see Creswell (2013) and Johnson and Onwuegbuzie (2004)). In the last 

couple of decades, a third, ‘mixed methods’ research approach, that sits between the 

quantitative and qualitative approaches, has emerged (Johnson and Onwuegbuzie, 

2004), incorporating elements of both approaches in a single study (Doyle, Brady and 

Byrne, 2009). Thus, it has been described as a “natural complement” (Johnson and 

Onwuegbuzie, 2004), and a logical and a viable alternative to address the weaknesses of 

qualitative and quantitative research approaches when used individually (Denscombe, 

2008; Johnson and Onwuegbuzie, 2004). Unlike the main research approaches, taking a 

mixed methods approach is in-line with the philosophy of pragmatism (Creswell, 2013; 

Patterson, 2013; Cameron, 2009; Denscombe, 2008; Tashakkori and Creswell, 2007). 

Despite its newness, and only a relatively limited range lack of empirical studies using a 

mixed methods approach (Östlund et al., 2011; Doyle, Brady and Byrne, 2009; Bazeley, 

2004), combining quantitative and qualitative research in a single study is argued to 

produce more than each could separately (Creswell and Clark, 2007; Morgan, 1998; 

Greene, Caracelli and Graham, 1989). Mixed methods research, in bringing together the 

merits of qualitative and quantitative approaches, has gained attention and is seen as 

fertile ground and a distinctive research approach across many disciplines, including 

education, sociology, psychology and IS (Östlund et al., 2011; Doyle, Brady and Byrne, 



Chapter 3:  Research Design Overview  

48 

2009; Denscombe, 2008; Greene, 2008; Brannen, 2005). With regards to mixed methods 

deployment in IS, literature indicates a relatively low uptake of using mixed methods 

approaches when compared to qualitative and quantitative approaches (Chen and 

Hirschheim, 2004). The perceived strengths coupled with the relatively low uptake in IS 

may explain the attempts by IS researchers to extend the adoption of mixed methods 

research and to illustrate its value in the IS field (Zachariadis, Scott and Barrett, 2012). 

Indeed, many scholars, such as Venkatesh, Brown and Bala (2013), have clearly stated 

that there is a need to utilise the strengths of the approach to understand and explain 

complex organisational and social phenomena with regards to IS studies. 

3.3.1  Rationale Behind the Selection of Mixed Methods Research 

Approach 

Given that the exploratory nature of this research, which attempts to understand the 

adoption and use of social media in the context of SMEs and consequently develop a 

framework that guides and predicts the adoption process of such emerging technologies, 

using a qualitative or quantitative approach alone was not thought to be likely to offer a 

clear picture of the issues for the following reasons. 

Despite offering the opportunity for the researcher to gain insights in, and a detailed 

understanding of, the phenomenon under investigation, a qualitative approach alone 

does not provide a comprehensive view of the issue being considered (Bryman, 2003). 

Using this approach, the researcher lacks the ability to randomise a study sample, 

resulting in two major problems: a lack of repeatability (Schofield, 2002); and limits on the 

generalizability of the research findings (Saunders, 2011; Gable, 1994). 

On the other hand, the quantitative approach is criticised for assuming the passivity of the 

investigator and independence of reality. In this respect, it has been argued that studies 

using this approach are restricted to “readily measurable static constructs” and therefore 

ignore the influence of context on the phenomenon under investigation, as well as social, 

cultural and political issues (Kaplan and Duchon, 1988, p.537). 

With regards to IT innovation adoption, Alshamaila, Papagiannidis and Li (2012) stated 

that prior studies, in particular studies adopting the TOE framework, have tended to use a 

quantitative approach leading researchers to be criticised for being selective in terms of 

the attributes that impact the adoption of technology innovations by organisations. 

However, IT innovations are highly differentiated technologies, and the factors influencing 

their adoption vary (Ramdani, Lorenzo and Kawalek, 2009; Damanpour, 1987), making it 

necessary to consider various stakeholders and contexts involved in adoption issues. As 

such, a quantitative approach alone would be unable to appropriately explore the issues 
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that form the focus of this study (Wang, Fu and Duan, 2011), leading to mixed methods 

strategies being endorsed by several researchers (such as AlGhamdi et al., 2012; Wang, 

Fu and Duan, 2011; AlGhamdi, Drew and Al-Ghaith, 2011; Greenhalgh et al., 2010)). 

Combining quantitative and qualitative approaches helps to ‘neutralise’ the identified-

limitations associated with the individual approaches (Creswell and Clark, 2011; 

Cronholm and Hjalmarsson, 2011; Onwuegbuzie and Leech, 2005) and exploits the 

strengths of each approach in order to produce ‘superior’ and ‘effective’ research 

(Cronholm and Hjalmarsson, 2011; Johnson and Onwuegbuzie, 2004). 

In relation to the study reported in this thesis, it is believed that using a mixed methods 

approach provides a better understanding of factors that may influence the adoption of 

social media through: (i) using a qualitative approach to enable factors to be articulated 

by participants and to obtain evidence about previously unidentified areas (Hesse-Biber, 

2010); and (ii) using a quantitative approach to then test them empirically, seeking 

generalizability through the engagement of a large, representative sample (Johnson and 

Onwuegbuzie, 2004).  As such, a mixed methods approach offers the best opportunity to 

effectively answer the research questions posed in chapter 1 and enable the researcher 

to understand the topic more lucidly (Creswell and Clark, 2007). 

In addition to yielding superior research results (Jogulu and Pansiri, 2011; Johnson and 

Onwuegbuzie, 2004), there are two further reasons for the selection of a mixed methods 

approach in this study. First, the relative infancy of social media and the limited number of 

studies that addresses its adoption in organisational settings (Parveen, 2012) suggest 

that there is a need to undertake deeper examination and develop a better understanding 

of social media adoption in the SME context. 

Second, using a mixed methods approach allows a range of qualitative and quantitative 

methods to be combined (Brannen, 2005), which is argued to provide a better 

understanding of the research problem (Creswell, 2013; Creswell and Clark, 2011). It 

strengthens the confidence in the subsequently developed understanding of the research 

phenomenon (Jogulu and Pansiri, 2011), as a result offers more trustworthy and relevant 

findings (Cronholm and Hjalmarsson, 2011; Brannen, 2005). 

In summary, by attempting to understand the factors that influence the adoption of social 

media in SMEs, this research attempts to “fit together the insights provided by qualitative 

and quantitative research into a workable solution” (Johnson and Onwuegbuzie, 2004, 

p.16). The following section provides more detail and offers a schematic representation of 

the research design that was used. 
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3.3.2  Research Design 

Having decided on the philosophical and methodological approach to be used in this 

study, the next step is aligning the research to a particular design. The research design 

provides blueprints for researchers to employ mixed methods research (Tashakkori and 

Teddlie, 2010) and represents the procedures for collecting, analysing, interpreting, and 

reporting the data of a given study (Creswell and Clark, 2007). Since there are different 

designs within the mixed methods research approach (for more details see Creswell, 

2013; Creswell and Clark, 2007; Onwuegbuzie and Leech, 2005), awareness of the 

range of design types is essential in order to determine the design that best fits the 

research and to help organise and provide clear guidance on the combination of specific 

methods in a study (Creswell, 2013; Bryman, 2006). Broadly speaking, there are four 

types of mixed methods research designs: triangulation design; embedded design; 

explanatory design; and exploratory design (for more details on the four research 

designs, see (Creswell and Clark, 2011)). As far as the study reported in this thesis is 

concerned, the use of an exploratory, sequential mixed-methods design was seen as 

most appropriate. Figure 3.1 provides a schematic representation of the research design. 

 

Figure 3.1 A schematic representation of the research design 

  

An exploratory, sequential, mixed methods design is defined by Creswell (2013, p.226) as 

“a design in which the researcher first begins with qualitative data and analysis and then 

uses the findings in a second quantitative phase”. According to (Creswell and Clark, 

2007), the overall purpose of using this design is the need for exploration and a nuanced 

understanding of the research problem. To clarify, sequential mixed method approach 

has the ability to address both exploratory and confirmatory questions within the same 

research inquiry (Venkatesh, Brown and Bala, 2013). So, whilst constructing and assign 
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meaning to participants’ experience in relation to technology adoption, a questionnaire is 

used to provide objective confirmation for the initial findings (Jogulu and Pansiri, 2011). 

The choice of this approach for the research effort reported in this thesis is supported by 

the fact that the research problem under investigation requires more than a single phase. 

It also offers both depth and breadth in relation to the findings (Terrell, 2012). It offers a 

depth of understanding as it employs a qualitative method to provide a deep insight into 

the research problem; and it extends the breadth of the findings through generalization by 

using a quantitative method. In brief, this design enables the research to serve the dual 

purposes of developing an in-depth understanding of the research study by interviewing a 

small group, and to improving generalization by then studying a large sample group. In 

this respect, it can be said that using an exploratory, sequential, mixed methods design 

enables the researcher to address the inherent limitations of qualitative methods related 

to generalizing the findings to a wider context by using a quantitative method in a 

subsequent phase of the research. In this structure, the researcher attempts to learn 

about the factors on which to focus in the study through qualitative research with a small 

sample and then examines the identified factors through engaging a large sample of 

participants. 

As illustrated in Figure 3.1, this study was conducted in two distinct phases. Appreciating 

the core characteristics of qualitative and quantitative research approaches is important 

to determine significant issues such as the sequence and priority of different phases of 

the research. Table 3.2 illustrates important dimensions considered in relation to the 

selected research design. For instance, researchers need to think about the status and 

precedence of the methods (Palinkas et al., 2011; Johnson and Onwuegbuzie, 2004). 

In relation to this study, realising the importance of the context and the potential for new 

factors to emerge (Johnson and Onwuegbuzie, 2004; Fink, 1998) that are relevant to the 

adoption of social media by SMEs, and considering the complexity and evolving nature of 

ICTs (Wang, Fu and Duan, 2011), it was felt that initiating the research with a qualitative 

phase would be useful for a number of reasons. First, it allows the research phenomenon 

to be explored when there is limited existing knowledge about the phenomenon 

(Cronholm and Hjalmarsson, 2011). Second, it is a useful approach where less is known 

about the important variables to be examined (Creswell and Clark, 2007). Third, it is also 

useful as an approach to gain more insights before running a large and costly survey. 

Finally, it can lead to hypotheses generation (Creswell, 2013; Curry, Nembhard and 

Bradley, 2009). 

For these reasons, the research design includes an initial inductive, qualitative phase 

comprising in-depth interviews with key informants (business owners/managers) in SMEs. 
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The qualitative phase offers the opportunity for participants’ perspectives to emerge, 

which consequently helps in developing an understanding of the reasons behind the 

decision to adopt or not to adopt social media technologies in their enterprises. The 

findings of this phase then serve as a good base for formulating research hypotheses 

from which to develop a preliminary model. 

Similarly, being aware of the major characteristics of quantitative research, such as 

deduction and hypotheses testing, led to the selection of a quantitative approach for the 

second phase of the study, since the aim is to test the preliminary model through its 

constituent factors that are believed to influence the adoption of social media in SMEs. To 

achieve this, a web-based survey was chosen as the approach to gather quantitative data 

from a large sample in order to test and revise the model formulated in the previous 

phase. Further details on the research implementation (the specifics of the instruments, 

sampling, data collection, data analysis and interpretation) are presented in the chapters 

4 and 5, which report phases 1 and 2 of the research, respectively. 

3.4 Summary 

In summary, this chapter has discussed the research philosophy used in the study. The 

discussion set out the distinct differences between existing paradigms prior to arguing the 

suitability of pragmatism as the best choice to guide this research. Also, it reported the 

research approach deployed to guide this study and explored various approaches 

available to IS researchers, before outlining the justification for the choice of a mixed 

methods research approach. In addition, it presented the selected research design, 

sequential mixed methods, outlining the two phases deployed in the design of this mixed 

method approach. As well as presenting a brief discussion on the selection of the 

research design, this chapter also gave a schematic showing the different phases of the 

research. In the next chapter, the research implementation of the first phase of the 

research will be discussed in detail. 

Dimension Definition Its application in this research 

Sequence 
(implementation) 

The order in which the data are 
used in a study 

Sequential design 
(Qualitative           Quantitative) 

Weighing (dominance)  The emphasis given to each 
approach  

Qualitative 

Mixing level The level at which integration of 
both approaches occurs 

Connecting 
(At the stage of data analysis and 

interpretation) 

Theoretical perspective The use of the theory in the 
study 

Explicit theory (TOE framework) 

Table 3.2 The four dimensions of mixed methods research design 
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 Phase One – The Qualitative Chapter 4: 

Study 

4.1 Introduction 

Having decided on the research design in the preceding chapter, this chapter aims to 

report all the activities associated with phase one, the qualitative study.  This includes 

reporting the activities related to the study-set up, data collection and data analysis, as 

well as discussing the empirical findings of the in-depth qualitative interviews conducted 

with a sample of research subjects.  The importance of this chapter, as discussed in 

section 3.4, lies in use of the empirical findings to develop hypotheses for the second 

research phase, the quantitative study (reported in chapter 5). 

To achieve the above aim, this chapter is divided into three main sections: study set-up; 

data collection; and data analysis. Section 4.2 explains the study set-up. As this research 

phase takes a qualitative approach, it is important to first provide an overview of the 

broad type of research instrument used in this research phase. Thus, section 4.2.1 

argues for the suitability of interviews with respect to the qualitative study. This section 

ends by justifying the selection of the semi-structured interview approach to collect data 

from the research subjects. Section 4.2.2 then provides a detailed description of the 

actual research instrument used, centring on how the instrument was derived and 

indicating the source of each question area, linking it to the relevant analysis in chapter 2. 

Having presented the research instrument, the next step is to discuss how the instrument 

was applied. Section 4.3 therefore reports the data collection process.  This comprises all 

of the activities related to data collection, including sampling techniques, ethical 

considerations and approval, and piloting before the actual interviewing process was 

undertaken.  Section 4.3.1 aims to discuss and justify the sampling techniques used to 

determine the research population.  Section 4.3.2 then elaborates on the ethical 

considerations and the approval procedures that were followed in this phase of the 

research.  Having done that, it is always useful to pre-test the research instrument before 

going to the field to collect data.  Hence, section 4.3.3 describes the piloting procedure 

and its valuable outcomes in pre-testing the research instrument. Having set the ground 

for conducting the research, the next step was to gather data from the research 

participants. Section 4.3.4 begins by discussing the research protocol before describing 
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the semi-structured interview modes used: face-to-face and telephone interviews.  The 

section ends by discussing the interview process. 

In the chapter’s final section (section 4.4), a thorough discussion of the data analysis is 

presented.  This section is divided into four subsections. As previously mentioned in 

section 1.6 and given that the present study uses an a priori theoretical framework (TOE), 

section 4.4.1 aims to provide a general view of the analysis technique used, thematic 

analysis.  Section 4.4.2 discusses the process and stages of the data analysis and 

elaborates on the development of themes and categories, as well as describing the 

coding process. Before moving into presenting and discussing the main findings of the 

interview data, section 4.4.3 presents a brief description of descriptive analysis and 

present profiles of both the participants that took part and their SMEs. 

Section 4.5 then reports the main findings related to this phase of the research in relation 

to the three contexts of the TOE framework: technology; organisation; and environment 

that the research participants perceive to influence their SMEs’ adoption of social media.  

To achieve this, the section is divided into three subsections to present the findings of the 

factors related to each TOE context, hence sections 4.5.1, 4.5.2 and 4.5.3 present the 

findings of the technology, organisation and environment respectively.  Section 4.6 then 

provides a discussion on the findings reported by the research participants’. This section 

is further broken down into three subsections; each explains findings related to one 

aspect of the TOE framework: section 4.6.1 discusses the findings related to the influence 

of the technology characteristics; section 4.6.2 then moves to discuss the impacts of 

organisation characteristics; and section 4.6.3 discusses the findings related to the 

external environment. Through this discussion, factors found to influence the adoption of 

social media in the SMEs’ settings are identified.  The section 4.7 then concludes by 

formulating the research hypotheses that act as input to the second phase of the 

research (reported in chapter 5).   The chapter ends with section 4.8, which provides a 

summary of the chapter and its place in the thesis.  

4.2 Study Set-up 

As stated earlier in chapter 1, and re-iterated in the previous chapter, interviewing was 

the main data collection technique used in the first phase of the study. Section 4.2 

therefore aims to discuss the study set-up, concentrating on the choice and development 

of the research instrument. To achieve this aim, section 4.2.1 presents a general view of 

the broad research instrument, the interview, to justify its use as a data collection 

technique and then proceeds to a more focused discussion of the use of a specific 

research instrument, semi-structured interviews, as a data collection type.  Having 

decided on the research instrument, section 4.2.2 will then discuss the development of 
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the actual instrument, drawing on the analysis of relevant literature in chapter 2 to justify 

each question area.   

4.2.1  Interview 

As noted above, in this phase of the research, an interview was used as the research 

instrument to gather data, with the semi-structured interview was chosen as the interview 

type.  The first part of this section elaborates on the interview as a data collection 

approach and explains its relevance to this phase of the research.  In the second part of 

this section, more details are given to explain the choice of semi-structured interview as 

the instrument type that was used. 

In broad terms, the interview approach is the most widely-used form of research method 

in qualitative research across various disciplines, including information systems (IS) 

(Schultze and Avital, 2011; Myers and Newman, 2007; DiCicco‐Bloom and Crabtree, 

2006).  It has been described as a tool for generating rich data in relation to a particular 

research inquiry (Schultze and Avital, 2011) and is viewed as a powerful tool through 

which to gather primary research data (Myers and Newman, 2007).  In essence, an 

interview is an interchange of views (Kvale, 2008; Kvale and Kvale, 1996), a learning 

process (Edwards and Holland, 2013) and a ‘social interaction’ (Myers and Newman, 

2007) between two people – the interviewer (researcher) and the interviewee (research 

subject) – about a theme of common interest.  In brief, the interviewer engages the 

interviewee in a direct interaction to generate a deeply contextual, nuanced and authentic 

view about a research problem (Schultze and Avital, 2011; Kajornboon, 2005).  This 

enables the uncovering of the research phenomenon in a deep and rich manner as the 

researcher gains access to ‘depth’, ‘subtlety’ and ‘personal feeling’ of the interviewee 

rather than a superficial level of the experience (Schultze and Avital, 2011). 

As the aim of this research is to elicit rich information about the factors that influence 

social media adoption, it was thought that using interviews would be the best research 

instrument to gather data from the research subjects, SME owner-managers in Oman.  

Having considered the interview as a research instrument, the next step was to decide 

the approach to be taken in the interview. Given that there are different approaches to 

conducting interviews, the section will now discuss the specific interview type employed in 

this phase of the study. 

The research methods literature identifies three different types of interview: structured; 

semi-structured; and unstructured (Edwards and Holland, 2013; Kajornboon, 2005).  

Though they share certain common features, the three approaches differ with respect to 

many issues, including level of flexibility and control (for more information, see (Myers 

and Newman, 2007; Oates, 2005).  In qualitative research, semi-structured and 



Chapter 4: Phase One – The Qualitative Study  

56 

unstructured are the widely-used types of interview as the structured approach often 

produces quantitative data (DiCicco‐Bloom and Crabtree, 2006) .  Of the two qualitative 

interview approaches, semi-structured interviews are arguably the most-widely used 

(DiCicco‐Bloom and Crabtree, 2006).  Owing to its potential advantages, a semi-

structured interview approach was chosen as the data collection technique for this phase 

of the research. 

There are many reasons for this choice.  One is that, it allows the researcher to untangle 

the research issue and have a better understanding, and to gain rich information about 

social media adoption in SMEs.  According to Saunders et al. (2011), this approach offers 

an opportunity for the research participants to develop their thoughts about the research 

phenomenon.  Therefore, it allows the researcher to explore the subjects’ perceptions 

(Daymon and Holloway, 2010) and to delve deeply into both relevant personal and social 

matters (DiCicco‐Bloom and Crabtree, 2006).  Furthermore, the semi-structured approach 

is characterised by allowing the researcher to use an interview guide, which includes a 

predetermined set of open-ended questions (DiCicco‐Bloom and Crabtree, 2006). Thus, it 

is known to offer a high level of flexibility and serves as a useful guide for the researcher 

to explore participants’ perceptions about the core issues related to social media 

adoption. 

In addition to having a pre-determined list of open ended questions, using semi-

structured interviews allows the researcher to identify new potential issues related to the 

investigated research phenomenon (Daymon and Holloway, 2010). Gray (2013) for 

example, commented that the researcher can use probing questions and ask additional 

questions for further clarification about particular issues raised during the interview.  As a 

consequence, using semi-structured interviews allows the scope for improvisation rather 

than limiting the questions to a script prepared beforehand, as is the case with structured 

interviews (Myers and Newman, 2007). 

With respect to this phase of the present study, a semi-structured interview approach 

seemed appropriate to allow interview candidates to provide in-depth and rich information 

about issues affecting their decision to adopt or reject social media use in their 

enterprises.  Also, this approach was considered useful as it enables the researcher to 

interview the key people who are directly involved with the decision-making process in 

their enterprises. Furthermore, It allows the interviewed candidates to freely express their 

views about the factors they think are of importance in their own contexts, rather than 

structuring the discussion around the TOE factors.  Thus, it was felt that it would allow the 

emergence of any new factors that originally were not considered in the framework. 

Having provided details on interviews as a data collection method, and one the specific 

type of interview used in the qualitative study, the next key element to focus on is the 

development of the instrument itself.   
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4.2.2  Research Instrument  

This section is designed to offer as much detail as possible about the development of the 

research instrument. It aims to provide information about how the instrument was 

developed and to indicate the link to the relevant literature analysis presented in chapter 

2 (see section 2.4.3). 

Given that the semi-structured interview was used as a means of data collection in the 

first phase, the qualitative study, the researcher developed the interview script 

beforehand (see Appendix A.1 for the Arabic version of the interview script and Appendix 

A.2 for the English version of the interview script). The script, which is a paper-based 

interview guide, includes key questions to guide the conversation (Myers and Newman, 

2007). Besides helping to guide the researcher during the interview process, the interview 

guide ensures consistency and reliability in all interviews as participants are asked similar 

questions. In designing the interview guide, the researcher must carefully design the 

questions to ensure a free-flow of interaction. Thus, the questions were designed to elicit 

answers and avoid leading questions (Stringer and Genat, 2004) and to ensure that the 

question flow elicited further explanations (Myers and Newman, 2007). 

The researcher chose the TOE framework as an appropriate theoretical framework to 

underpin this research; therefore, it was important to design the instrument to focus on 

issues related to the three contexts of the framework. As can be seen from Table 4.4, 

aside from the introductory and concluding questions, the questions comprised three 

main themes—technology, organisation, and environment—to explore and elicit SME 

owner-managers’ perceptions and views on issues relevant to social media adoption in 

SMEs. The subsequent paragraphs provide a brief description of the questions related to 

each theme. 

As indicated in Table 4.4, the interview questions are gleaned from the review of the 

literature on ICT adoption, particularly those related to the main aspects of the TOE 

framework. The questions on the impact of TOE were drawn primarily from the work of 

Alshamaila, Papagiannidis and Li (2013) and Alshamaila (2013). 

In the technology-themed questions, SME owners-managers were asked to provide their 

views on the impact of the technology attributes of social media in the adoption decision, 

‘whether to adopt’ or ‘not to adopt’. Basically, this theme focused on asking questions to 

explore the impact of the five technological factors (see Table 4.4) and other potential 

technology factors that the interviewees might perceive as affecting social media adoption 

in SMEs. For instance, one question asked about the impact of the relative advantage of 

social media technologies and whether the perceived benefits of using social media 

influenced the decisions of SMEs to adopt these technologies.  
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Table 4.1 A Summary of the Qualitative Research Instrument 

The organisation-themed questions attempted to understand the role of an SME’s 

characteristics in its decision to adopt social media. It included questions on the impact of 

organisation factors (including both enterprise characteristics and CEO characteristics). 

Therefore, these questions sought to capture participants’ views on the role of various 

organisational characteristics (including enterprise size, organisational readiness, CEO 

innovativeness, and prior IS experience) on the adoption of social media in their 

enterprises. 

The environment-themed questions focused on understanding the role of external 

environment in deriving the adoption decision of social media in the SMEs setting. This 

comprises the role of the government, external IS support, and other stakeholders 

including customers, suppliers, and competitors. Once the instrument is ready, and prior 

to its actual formulation in the research field, the next step is to discuss procedures 

related to data collection, which include sampling, ethical consideration, and piloting.  

4.3 Data Collection Activities 

As noted earlier, data collection is an important process in the research. It includes 

various activities that should be considered by the researcher prior to the actual 

implementation of the research instruments. These activities include sampling, ethical 

considerations and piloting. Thus, the aim of this section is to provide detailed discussion 

Questions Theme Questions Area Justification (in 

Literature Review) 

Sources 

Introduction 

M
a

in
 T

h
e
m

e
s
 

Technology 

Context 

Aims to identify the potential 

impact of technology factors: 

Relative Advantage; Compatibility; 

Complexity; Observability; Trialability. 

Section 2.4.3 – 

Technology context 

 

 

(Alshamaila, 

Papagiannidis and 

Li, 2013; 

Alshamaila, 2013) 

Organisation 

context 

Aims to identify the potential 

impact of organisation factors: 

Business size; 

Top management support; CEOs’ 

innovativeness; Organisational 

readiness; Prior IS experience. 

 

Section 2.4.3 – 

Organisation context 

Environment 

context 

Aims to identify the potential 

impact of environment factors: 

Industry; Market Scope; Competitive 

Pressure; Customer Pressure; 

External IS Support; Government 

Pressure 

 

Section 2.4.3 – 

Environment context 

Conclusion 
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of these three activities. In order to do this, the section presents the choice of sampling 

strategy and justifies the use of two sampling techniques: purposive and snowballing. It 

then moves on to discuss the procedures followed by the researcher to seek, and gain, 

ethical approval for conducting the research. Then, a discussion of the importance of pre-

testing the instrument and validating the interview questions before the actual 

interviewing process is presented, ending with a thorough discussion of the interviewing 

process.   

4.3.1  Sampling 

The process of selecting the research sample is a key element of the research design 

(Wilmot, 2005; Cresswell, 1998; Marshall, 1996). Its importance lies in the fact that the 

choice of sampling strategy has a profound effect on the quality of the overall research 

(Coyne, 1997) and is vital to “provide unbiased and robust results” (Wilmot, 2005, p.1). 

Despite its importance, developing a sampling strategy to select a subset of participants 

to represent the entire population of the study is a complicated issue in quantitative and 

qualitative research approaches (Onwuegbuzie and Collins, 2007; Coyne, 1997). It is 

even more complex when both approaches are combined in mixed methods research 

(Collins, Onwuegbuzie and Jiao, 2007) because combined research approaches have 

different research designs (e.g., sequential, concurrent, etc.) which may require the use 

of different types of sampling strategies (for more details, see Teddlie and Yu (2007); 

Collins, Onwuegbuzie and Jiao (2006)). For this reason, careful consideration is needed 

to construct an effective sampling strategy to ensure that the selected sample in each 

component of the research is compatible with the overall research design (Collins, 

Onwuegbuzie and Jiao, 2007). 

There may be a wide choice of combinations of sampling methods (Teddlie and Yu, 2007; 

Sandelowski, 2000), thus it is important carefully to identify potential candidates by 

selecting the sample from ‘information rich’ (Blandford, 2013; Merriam, 2002) research 

subjects who ought to be the most knowledgeable about the research issue (Myers and 

Newman, 2007). 

Considering the context of the study, SMEs in Oman, it is essential that the key 

informants are the decision makers in those enterprises. In the SME setting, the literature 

suggests that business owner-managers are often responsible for the decision-making 

process. By and large, they determine the nature and the extent of ICT investments in 

their enterprises (Harindranath, Dyerson and Barnes, 2008). Therefore, recruiting 

participants from these well-informed and high-status individuals as participants should 

ensure accurate and rich information and provide a clearer picture of social media 

adoption among Omani SMEs. 
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As previously mentioned, in a mixed-methods study different sampling strategies may be 

used in different research stages. The aim of this stage is to gain in-depth views of social 

media adoption in SMEs rather than to produce a statistically representative sample or 

draw a statistical inference (Wilmot, 2005). With this in mind, several researchers, (e.g., 

(Devers and Frankel, 2000)) have argued that purposive sampling, also known as 

judgment sampling or qualitative sampling, is the most often used sampling strategy for 

carrying out qualitative investigations. Purposive sampling is a non-probability sampling 

technique whereby the potential candidates are selected based on “specific purposes” 

(Teddlie and Yu, 2007, p.77) owing to “the qualities they possess” (Tongco, 2007, p.147) 

in order to provide “the greatest insight into the research questions” (Devers and Frankel, 

2000, p.264). 

For this reason, it was decided that purposive sampling would be the most appropriate 

sampling strategy to be used in this phase of the research. However, later in the phase 

another sampling method, snowballing, was used (see Figure 4.1). At the beginning of 

the phase, the researcher made a list of the SMEs identified as promising candidates, 

using the criteria explained below. The candidates were approached via different means 

(including email, phone calls and social media), yet some were reluctant to participate 

and others decided not to participate. Some of the participants who were approached did, 

though, refer the researcher to other candidates with similar characteristics (something 

noted also by Edwards and Holland, 2013). This led to the use of ‘snowballing’, also 

known as chain referral, as a more viable sampling method. 

It is, however, important to note that the snowballing method has been criticised as it 

tends to limit sample diversity (Biernacki and Waldorf, 1981). As a result, it is prone to 

bias because referred candidates may share similar behaviours and attitudes to the 

initially-approached respondents. It is also important to note that the characteristics of 

referred candidates were carefully examined to see if they shared the same 

characteristics, as outlined below in the criteria, as the original candidates. 

 

Figure 4.1 Sampling Procedures for phase one, the Qualitative study 
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In both sampling methods, the identified candidates were contacted and provided with 

detailed information about the study and the participation process. In total, a group of 18 

SMEs were selected as potential candidates. A summary description of these SMEs is 

presented in Table 4.1. The 18 SMEs were selected from different sectors and were 

expected to meet the following sampling criteria: 

- They should be registered and classified as SMEs with the Public Authority for 

SMEs Development (PASMED). 

- They should be located in the capital city of Oman, Muscat. This choice was 

made for two reasons. First, Muscat is Oman’s commercial hub, where the 

majority of its SMEs are concentrated. Second, it is the most developed 

technological infrastructure area in the country (Ashrafi and Murtaza, 2010).  

- If possible, selected enterprises should belong to different sectors. This condition 

was perceived as important because including enterprises that operate in 

different sectors would lead to richer data than limiting the sample to a single 

sector (Scupola, 2003). Also, it was seen as important to see differences 

between industries in order to get a complete picture of adoption in various 

industries.   

In addition to these criteria, the selected SMEs were checked against two further 

conditions: 

- They should have a presence on at least one social media platform. This criterion 

was used as the study was interested in examining factors that influence the 

adoption of social media among SMEs.  

- A preference was given to those listed and promoted in the PASMED Facebook 

and Twitter pages. This was because those enterprises were expected to provide 

insightful results and rich data as a result of their likely level of engagement with 

social media implied by their PASMED presence.    

After having drafted the questions and identified the sampling strategy, it is essential to 

seek ethical approval to conduct the study before piloting and commencing the main 

research study/data collection. This is discussed in the next section. 

4.3.2  Ethical Considerations 

Ethical practices represent a significant concern for researchers. As noted by McAndrew 

and Jeong (2012), it is a critical part of the research, from its design to its conclusion. In 

addition, it has been described by Ritchie et al. (2013, p.78) as the “heart” of high quality 



Chapter 4: Phase One – The Qualitative Study  

62 

research. As such, it is important to maintain the ethical standard of the research 

(Blandford, 2013; Myers and Newman, 2007). 

In this study, the researcher followed certain procedures to obtain ethical approval and 

ensure that this research abided by agreed ethical codes of conducts. The procedure that 

was followed consisted of two main steps to seek permission to conduct the study. First, 

a letter was sent to the Public Authority for SME Development (PASMED) in Oman 

seeking approval to gain their permission and to facilitate access to the SMEs (see 

Appendix B). The importance of this step was that, although SMEs are totally 

independent units, PASMED is the central governmental unit responsible for monitoring 

development in those business units. This approach facilitated access to the SMEs and 

helped in getting quicker responses. The second step was seeking approval form the 

Research Ethics Committee (REC) at Brunel University London, where the researcher 

was based. A written application was submitted to the REC of the University’s 

Department of Computer Science and ethical approval was granted for the research. 

Appendices C provide documents related to the ethical procedures of this study.    

 

As well as obtaining approval from PASMED and the REC, another central ethical 

consideration is securing informed consent from potential participants before they take 

part in the study (Ritchie et al., 2013). Blandford (2013) stressed the importance of the 

issue of informed consent, stating that the researcher should provide participants with 

verbal information or a written information sheet describing the purpose of the study, the 

expected role of participants, the process of data management, and the right to withdraw 

from the study any time. For this phase of the research, a personal invitation letter was 

sent to the identified individuals, followed by a call to invite them to participate in the 

study. During this stage, the candidates received a document that provided a brief on the 

aims of the research, its overall objectives and what would expected of them as 

participants (see appendix C). In addition, the participants were provided with a sample of 

the questions that would be asked (in Arabic) to allow them to familiarise themselves with 

the approach and in an attempt to reduce the expected formality of the interview. Follow-

up communication was done via email and Facebook messages.  In addition, a bilingual 

consent form (see Appendix D) was attached emphasising sensitive issues such as 

privacy and anonymity afforded to participating organisations. 

As already noted, ethical considerations remain critical throughout the research process, 

so assuring potential candidates that they would not be harmed as a result of their 

participation is important when carrying out research (Benbasat, Goldstein and Mead, 

1987). In order to ensure the participants’ privacy and the confidentiality of the information 

gathered during the interviewing process, the researcher reassured all of the interviewees 

about the non-disclosure policy adopted in this study (Myers and Newman, 2007). 

Participants were assured that interview transcripts and audio-recordings would be used 
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only for academic purposes. A coding strategy was also used to name the participating 

enterprises in order to safeguard their confidentiality (more details are provided in section 

4.4). 

After having drafted the questions, identified the appropriate sampling strategy and 

followed the required ethical procedures, it is often useful that researchers conduct a pilot 

study before commencing the main research study. This stage of the research is 

discussed in the next section.  

4.3.3  Pilot Study 

Building on the information provided in the preceding sections, it is useful to report the 

piloting procedures to ensure the integrity of the research. Pilot studies, known as 

feasibility studies, can be used in both qualitative and quantitative research approaches. 

According to (Rowley, 2012), the researcher should examine whether the included 

questions make sense by pretesting them with colleagues, friends and at least one 

member of the target research group/sample, if possible. One benefit of piloting is to gain 

prompting/probing skills, particularly if the researcher is inexperienced in interviewing 

techniques (Bell, 2014). Gudmundsdottir and Brock‐Utne (2010) also argue that piloting is 

advantageous for many reasons, including increasing the reliability and validity of the 

research. This is achieved by helps to ensure the clarity of the questions asked, remove 

any ambiguity and improve the flow, increasing reliability and improving validity through 

participants’ feedback (Bulearca and Bulearca, 2010). Through this process, it also 

enables early changes to the research direction, should the need be identified (Rowley, 

2012; Gudmundsdottir and Brock‐Utne, 2010). 

Owing to its importance, in this research a pilot study was conducted with three groups: 

(i) peers (five participants); (ii) context experts (three participants); and (iii) SME business 

owners (three participants). In total, there were therefore 11 participants in the pilot study. 

The participants of the first group were given a copy of the script of questions to check 

their face validity and clarity. Other valuable insights were received from the context 

experts, two of whom were Omani nationals and were aware of the Omani SME context. 

This group was contacted via email. The third and most important group was the SME 

owners, the target of this study. Telephone interviews were carried out and aimed at 

exploring three relevant issues: (i) the time/duration of the interviews; (ii) the participants’’ 

perception of the clarity of the semi-structured interview questions; and (iii) the 

participants’ familiarity with, and reaction to, semi-structured interviews. 

All in all, piloting was perceived by the researcher as a useful way to improve his 

interviewing skills and to gain other several advantages. For instance, piloting helped the 

researcher to improve his social skills and thus improved the capability of the researcher 



Chapter 4: Phase One – The Qualitative Study  

64 

to carry out the interviews and become more experienced in exchanging ideas with 

people.  Also, it was seen as an important activity through which to gain insightful views 

and identify other significant issues that may have been ignored or left out of the initial 

interview script. The received feedback was used to refine and incorporate changes into 

the interview questions to make them more conversational. Equally important, including 

SME owners in the pilot study helped to develop an initial understanding of the targeted 

organisational type and to develop responses to the type of questions that participants 

might pose. Also, inclusion of this group in the piloting process was useful to estimate the 

time required for a single interview. More importantly, it helped to prepare the researcher 

in areas such as how to deal with jargon, whether the questions were understandable, 

and ensuring smooth flowing conversation (Rowley, 2012). Table 4.2 highlights the 

characteristics and summarises the areas of useful insight gained from the pilot study. 

No. Group No. of Participants Targeted area(s) 

1 Peer 5 Clarity, syntax issues and validity  

2 Experts 3 Comprehensiveness, clarity and validity 

3 SME owner-managers  
3 Clarity, estimated time of interviews, familiarity 

with interviews and any other concerns. 

Table 4.2 Issues arising from the pilot study for phase one 

4.3.4  Interview process 

As noted earlier, this section aims to provide a detailed description of the interview 

process. Prior to the question session, the researcher endeavoured to have an informal 

discussion with the participants. The first few minutes were spent re-briefing the 

participants on the purpose of the study and their expected role. All participants were re-

briefed about the research code of conduct and any concern prior to starting the question 

session (as explained in section 4.4.2). All participants were informed about the right to 

withdraw their participation from the research at any time. They were assured that the 

materials gathered during the interview process would only be used for this study and 

would be discarded after analysis. This seemed to help reduce stress, particularly as the 

majority of the interviewees had no previous experience with the process. It is noteworthy 

that all of the participants recognised and clearly stated their utmost interest to participate 

in the research. 

The above-mentioned initial step was also important to build trust and confidence 

between the researcher and the interviewees, as well as to ‘move seamlessly into a more 

solid performance once the real interview begins’ (Myers and Newman, 2007). It was 

important to improve the quality and the quantity of the revealed disclosure (Myers and 

Newman, 2007). More importantly, in the present study, this proactive step was 

necessary to minimise the impact of social dissonance. For instance, four of the 

interviewed business owners were females. It was, therefore, important to ask about 

convenience and whether the presence of a male relative or the obtaining of relative 



Chapter 4: Phase One – The Qualitative Study  

65 

permission was needed. This was essential in the context of a culture like Oman, which is 

characterised as a high context culture with a high masculinity (Al-Shanfari, 2012). 

However, this was not perceived as problematic among the selected sample because the 

interviewed females were well educated, open minded, and participated in local and 

international business events (as they mentioned during the interviews). 

Having setting up the base for commencing the question session, the interview began by 

moving from general to specific questions to ensure the interview flow and to maintain the 

interest of the participants (Myers and Newman, 2007). The researcher commenced each 

interview by asking introductory general questions, which included questions about the 

overall background of the enterprise, such as the owner(s) and the enterprise’s various 

business activities. These questions were important to stimulate the interviewees’ sense 

making and to provide better insights about the main themes of the interview (TOE 

themes). Starting with general questions also helped to make the participants feel 

comfortable (Myers and Newman, 2007) and to establish a rapport with them (DiCicco‐

Bloom and Crabtree, 2006). 

After the introductory theme, the questions were structured around the three main 

aspects of the TOE framework. This included questions on the impact of a range of 

technological, organisational, and environmental factors (as illustrated in Table 4.4).  

Besides the above-mentioned questions, the researcher asked probing questions based 

on the responses of previous interviewees. For example, the first interviewee was asked 

about the influence of support from a group of students on the decision to adopt 

Facebook. At the end, all of the participants were asked to highlight and uncover any 

other issues that influenced their decision to adopt or not adopt social media in their 

enterprises. 

In total, 18 interviews were conducted with SME owner-managers operating in a wide 

range of business sectors. Interviews took place at the sites of the enterprises to ‘create a 

productive atmosphere’ that is a ‘more informal and quieter setting’ (Myers and Newman, 

2007, p.13). The interviews lasted between 45 minutes and one and a half hours. The 

majority of interviews were conducted in Arabic (local language). Only two interviews 

were conducted in English (as preferred by the participants). Interviews were recorded 

with the permission of the participants and transcribed for further analysis. 

The next section presents the profiles of the research participants and their SMEs, 

followed by data analysis.  

4.4 Data analysis  

Using semi-structured interviews, data were collected from 18 SMEs belonging to 

different sectors and operating in the Capital of Oman, Muscat. This section aims to 
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report and analyse the responses of participants interviewed. The interviews were 

exploratory in nature and aimed at in-depth understanding of the factors that are 

perceived to influence the adoption of social media by SMEs in Oman. More specifically, 

this exploratory stage aimed at illustrating the main reasons that derive the SMEs 

decisions to adopt or not to adopt social media based on the perceptions and views of 

SMEs’ owner-managers. 

For ease of understanding, this part of the chapter is divided into three main sections. 

Section 4.4.1 provides a general overview of the thematic analysis, as a data analysis 

technique. This is then followed by section 4.4.2 which provides a detailed description of 

the process used in constructing categories and themes from the interview data in more 

details. Section 4.4.3 presents a description of the profiles of SMEs and their 

corresponding owner-managers who participated in the interviewing process.  

4.4.1  Data Analysis: Thematic Analysis Technique 

As noted in section 3.4, the first phase in this research aimed to identify the factors 

influencing the adoption of social media among Omani SMEs through semi-structured 

interview with SME owner-managers. 

As noted earlier in section 1.6 and illustrated in the schematic representation of the 

research design (Figure 3.1), thematic analysis (TA) is used to analyse the interview data 

collected in the phase one of this study. Thus, prior to discussing how the data analysis 

was done, it is important first to outline the TA approach, explain its advantages, and 

explain how it was used in this phase of the study. 

Analysing qualitative research data is ‘not a simple or a quick task’ (Pope, Ziebland and 

Mays, 2000, p.116). In fact, it is a widely recognised fact that, unlike quantitative 

research, qualitative research produces a large and vast amount of raw data (transcripts 

and notes) (Grbich, 2012; Liamputtong, 2009; Burnard et al., 2008) making it the most 

complex, mysterious, time consuming, and labour intensive part of qualitative research 

process ( Cresswell, 2013; Pope et al., 2000). It is a systematic and iterative process, and 

it is recommended that this process commence at an early stage in the data collection 

(DiCicco‐Bloom and Crabtree, 2006). Hence, to gain a better understanding of the 

collected data, the data need be ‘organised in a meaningful way’ (Liamputtong, 2009, 

p.133). 

There are many different types of data analysis methods used to analyse qualitative 

research, including narrative analysis, discourse analysis, semiotic analysis, content 

analysis, and TA (Braun, Clarke and Terry, 2014a; Liamputtong, 2009). Among these 

types, content analysis (CA) and TA are the two commonly used methods in qualitative 

research inquiry across a range of fields. The two approaches have some similarities and 
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some differences (see Braun et al., 2014a; Vaismoradi, Turunen and Bondas, 2013; Joffe 

and Yardley, 2004). One of the main differences is that CA outcomes tend to be 

quantitative in nature whereas TA outcomes focus on identifying and describing both 

explicit and implicit ideas (Guest, MacQueen and Namey, 2011; Joffe and Yardley, 2004). 

This implies that CA is partially quantitative as it involves establishing categories and then 

counting the frequencies of occurrence within the collected data (Joffe and Yardley, 

2004).  For phase one of the present study, TA is used to analyse the qualitative data 

collected via a semi-structured interview instrument. 

According to Braun and Clarke (2006), TA is a method for identifying, analysing, and 

reporting patterns (themes) within data’. It is also defined by Boyatzis (1998) as a process 

for encoding qualitative information that allows researchers to organise, process, and 

interpret the data. It provides researchers with a way of seeing and making sense out of 

seemingly unrelated material/data (Alhojailan, 2012). TA also enables the researcher to 

sense the themes of the data, develop codes, and interpret the information and themes in 

the context of the theory (Burnard et al., 2008; Boyatzis, 1998). With this in mind, it 

provides a rich set of findings (Lamb and Kling, 2003) by focusing on identifiable patterns 

in the fragment of texts (e.g. interview scripts) (Aronson, 1995). It helps the researcher to 

gain deep insights to understand complex research phenomena (Smith and Firth, 2011) 

and to unearth the patterns salient in the collected data (Attride-Stirling, 2001). 

As a processing method of qualitative data, TA is regularly and most widely used in 

qualitative research by researchers in different fields including the IS field (Braun et al., 

2014a; Vaismoradi et al., 2013; Grbich, 2012; Guest et al., 2011; Liamputtong, 2009; 

Braun and Clarke, 2006; Joffe and Yardley, 2004; Pope, Ziebland and Mays, 2000). In 

light of its recent applications in the IS field, (Abdullah et al., 2012) the researcher 

employed the TA approach to analyse qualitative interview data collected to examine the 

factors influencing ICT adoption among Malaysian SMEs. Also, Johnston, Begg and 

Tanner (2013) used the TA approach to examine factors affecting open source software 

in South Africa, and by Alsanea (2015) to explore factors influencing cloud computing 

adoption in Saudi Arabia. 

The TA approach was chosen to underpin data analysis of this study for several reasons, 

primarily based on the advantages identified by several researchers regarding the 

deployment of TA to analyse qualitative data when compared with other available 

approaches (see Braun et al., 2014a; Alhojailan, 2012; Guest et al., 2011; Boyatzis, 

1998). First, it is a flexible approach. It can be used across a range of research questions, 

theoretical frameworks, and different sizes of data sets, small or large. In light of this, 

Braun, Clarke and Terry (2014a) stated that TA enables the researcher to answer 

different types of research questions, including those related to identify influencing 

factors, as is the case of this study. 
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Second, unlike other forms of data analysis approaches, TA is not restricted to limited 

types of qualitative data and, hence, it can be used to analyse various types of data 

collection instruments (e.g. interviews, focus groups, qualitative surveys). In this phase of 

research, as noted previously, the semi-structured interview is used as a data collection 

instrument result in generating textual data for which TA is been described a suitable data 

analysis method (Guest et al., 2011). Third, compared to other approaches, TA does not 

require labour intensiveness because it is easy and quick to learn. Fourth, TA is an 

accessible analytical approach to novice researchers. Fifth, it provides easy classification 

of data, presents themes/patterns that relate to data, and identifies the recurring 

information across cases (Alhojailan, 2012). 

Therefore, in this study, it is believed that TA would enable the researcher to detect, 

identify, and interpret what the research subjects (SME owner-managers) perceive to 

influence the adoption of social media in the Omani SMEs. In broad terms, TA is a useful 

approach to identify and reduce data that relate to already decided patterns/themes 

(Aronson, 1995) and to make sense of the collected interview data (Thorne, 2000). 

Having chosen to use TA to analyse the interview data collected in the phase one of this 

study, the next step is to decide the form of TA. 

Regarding the forms of TA, there are three different approaches to conducting TA: 

inductive, deductive, and hybrid (Alhojailan, 2012). To put it simply, the forms are defined 

with respect to the source of the theme(s). Braun and Clarke (2006) and Ryan and 

Bernard (2003) identified two main sources of themes: (i) data, and (ii) the investigator’s 

prior theoretical understanding of the phenomenon under investigation. In the inductive 

analysis, the categories and themes are generated from the data, whereas the deductive 

analysis is drawn from a theoretically derived/pre-defined set of themes to categorise the 

research data (Joffe and Yardley, 2004; Pope et al., 2000). The third form is a hybrid 

approach in which inductive and deductive approaches are integrated to analyse the 

research data (Fereday and Muir-Cochrane, 2006). 

In this study, a hybrid approach (a combination of an inductive and a deductive TA) was 

employed to guide the data analysis and hence create main themes (categories) and 

subthemes. On the one hand, data were collected in accordance with the priori 

framework (TOE) used in this study and analysed in accordance with the three main 

contexts (technology, organisation, and environment) of the TOE framework. The TOE 

framework as a priori theory was used to guide the interview questions and the interview 

protocol. More specifically, the three contexts were identified deductively and thus used to 

structure the initial level of the coding system (Abdullah et al., 2012; Weston et al., 2001). 

On the other hand, an inductive approach was used to discover new themes/subthemes 

within the transcripts, thus allowing the emergence of new concepts to appropriately 

explore the phenomenon. 
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Having discussed the suitabliltiy of the data analysis technique used and the specific form 

employed, the next section continues by discussing the steps involved in conducting 

qualitative data analyses process to search, analyse, and report themes within the 

collected data based on the work of Miles and Huberman (1994).  

4.4.2  Data Analysis Process  

As noted earlier (see section 4.1), this discusses the steps undertaken by the researcher 

to analyse the interview transcripts collected during phase one of this research. The 

qualitative analysis process was performed according to the general procedures of 

qualitative data analysis suggested by (Creswell, 2013; Miles and Huberman, 1994) (see 

Figure 4.2). Miles and Huberman (1994) suggested a three-step TA interactive model to 

analyse interview data namely, data reduction, data display and conclusion drawing and 

verification. The three steps represent an ongoing, iterative and simultaneous data 

analysis process. 

However, prior to the commencement of the data analysis, the interviews must be 

transcribed. In this study (as noted in section 4.3.4), the recorded data of the 18 

interviews were transcribed verbatim. Consequently, this has resulted in a vast amount of 

textual data. Once transcription is complete, the researcher began to analyse the textual 

data in accordance with the three steps of the analysis process (indicated in the shaded 

area in Figure 4.5). The activities conducted in each step are explored in greater depth in 

the subsequent paragraphs.  

 

Figure 4.2 The data analysis process (adapted from Miles and Huberman, 1994, 

p.12) 
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Data reduction 

Data reduction is the first step involved in the qualitative data analysis. According to Miles 

and Huberman (1994, p.10), it is the “process of selecting, focusing, simplifying, 

abstracting and transforming the data that appear in written-up field notes or 

transcription”. In our work, data reduction was achieved by carrying out three activities: 

iterative reading of the interview data, identification of the themes and subthemes and 

creation of codes (as illustrated in Figure 4.3).  

 

Figure 4.3 The data reduction analysis 

At the outset, the researcher carefully and thoroughly read and re-read the interview 

transcripts.  This was found useful for four purposes: (i) to familiarise oneself with the 

data and make sense out of it, (ii) to gain a holistic overview and a summary of what has 

been said in each transcript, (iii) to identify data that relates to concepts or ideas identified 

in the main themes and consequently discard irrelevant data and (iv) to look for potential 

patterns that emerge from the interview data (Creswell, 2013; Burnard et al., 2008). 

The next stage in data reduction is the identification of the main themes. As previously 

mentioned in the research instrument (section 4.2.2), the interview questions used in this 

phase of research were structured and guided by the three contexts of the TOE 

framework. Hence, the identification of the main themes and subthemes was done in 

accordance to the TOE framework. In other words, technology, organisation and 

environment contexts were used as the main themes to deductively categorise and 

organise the contents of the interview data (Creswell, 2013). In order to facilitate the 

coding procedure, each theme was assigned a code as shown in Table 4.3. 

No Theme Code 

1 Technology context Tc 

2 Organisation context Oc 

3 Environment context Ec 

Table 4.3 Classification of the main themes 

Following the identification of the main themes, the third activity done as part of the data 

reduction was to create initial codes. A code refers to ‘tagging chunks of texts of labels’ 

(Denzin and Lincoln, 2000, p.804). It is described as a way of organising data to show the 

relationship and patterns among data (texts or images segments) and thus relating it to 
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the main themes (Braun, Clarke and Terry, 2014; Creswell, 2013; Burnard et al., 2008; 

Braun and Clarke, 2006; Preissle and Le Compte, 1984). This helps the researcher to 

break down the transcripts data into smaller chunks and to manage the large volume of 

the interview contents by labelling and sorting the data into codes. Overall, there are 

three types of codes that can be used be the researcher: (i) codes from the data, (ii) 

predetermined codes from the theory and (iii) combined codes from data as well as 

predetermined codes (Creswell, 2013). Because this study employed a hybrid analysis 

approach, a combined approach to generating codes was used. 

Regarding the predetermined codes, in the present study, 14 initial codes referred to 

throughout the thesis as subthemes were identified in accordance to factors aligned to 

each context as guided by the interview questions. The subthemes were coded, traced 

and aligned into the main themes. The list included relative advantage, complexity, 

compatibility, observability and trialability, which were all connected to the technology 

context theme. It also included top management support, prior IS experience and size, 

which were associated with the organisation context theme. Finally, it included market 

scope, industry, competitive pressure and customer pressure, which were connected with 

the environment context theme. 

S.No 
Theme 
name 

Code Code Abbreviation 

1 

T
e

c
h

n
o

lo
g

y
 (

T
c

) 

Relative advantage RAV 

2 Complexity CPX 

3 Compatibility CPT 

4 Trialability TRB 

5 Observability OBV 

6 Image* IMG 

7 Interactivity* INT 

8 Trust* TRT 

9 

O
rg

a
n

is
a
ti

o
n

 (
O

c
) 

Size SZE 

10 Top Management Support TMS 

11 CEO Innovativeness INV 

12 Prior IS Experience PIE 

13 Perceived lack of  Managerial Time* PLT 

14 

E
n

v
ir

o
n

m
e
n

t 
(E

c
) 

Industry CSP 

15 Market Scope  CMP 
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Table 4.4 The subthemes identified to relate the data 

Regarding the codes emerging from the data, as a result of the iterative analysis process, 

five subthemes emerged from the data and were coded and connected to the three main 

themes (as will be discussed in the stages of the data analysis in the subsequent 

paragraphs). The first set of the emerged subthemes included image, interactivity and 

trust. The three subthemes were connected with the technology context theme. Perceived 

lack of time emerged as a new subtheme and hence, was connected with the 

organisation context theme. Moreover, the theme of family and friends’ support emerged 

as a new subtheme and was connected with the environment context. As coding is a 

continual process, after collating codes into potential themes, themes and subthemes 

were then reviewed and refined (Braun, Clarke and Terry, 2014). These themes were 

then checked as to whether they form a coherent pattern.  Overall, a total of 18 

subthemes were identified. Table 4.4 illustrates the subthemes (both deductively 

identified and inductively emerged) that were used to analyse the 18 interview transcripts. 

Having identified the themes and subthemes to organise the interview data, the next step 

was to undertake a systematic analysis of the contents of each interview transcript. This 

resulted in having chunks (i.e., pieces of text) of organised texts to understand the data. 

Therefore, each of the individual extract was coded to make sense of the interview 

contents and to identify and fit the extracts to the subthemes. Notwithstanding, there were 

some cases where some extracts were coded more than one time as they showed 

relevance to more than one subtheme. It was therefore important to connect it to the 

relevant subthemes. The next step in the analysis process is data display, which focuses 

on the data as a whole. This is explained in more detail in the subsequent sections.  

Data display  

Data display is the second step in the data analysis process. It is described by Miles and 

Huberman (1994, p.11) as “an organised, compressed assembly of information that 

permits conclusion drawing and action”. It is an important step for the data management 

and visualization as it enables the researcher to condense a large amount of raw data 

into a more manageable amount of data (Creswell, 2013; Williamson and Long, 2005). 

Besides being considered a useful way to communicate, summarise and analyse the 

qualitative data, data display also is viewed as an effective way to promote the 

transparency of the analysis process (Williamson and Long, 2005).   In other words, this 

step allows for an easily comprehensible and a visually stimulating representation of the 

16 Competitive Pressure  IND 

17 Customer Pressure  MKS 

18 Family and friends’ Support* FFI 

* New identified sub-themes 
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analysed data to draw conclusions about the analysis results (Alhojailan, 2012; 

Williamson and Long, 2005). In this instance, this step takes many forms including tables, 

charts, decision trees and other geographical formats (Williamson and Long, 2005; Miles 

and Huberman, 1994; Strauss and Corbin, 1990). 

In case of this study, in order to condense the interview data into a more manageable 

format and to elucidate some aspects of the analysis of the research issue, two basic 

data displays forms, namely checklist matrix and tables were used. In respect to the 

checklist matrix, it is used to “provide a way to organise the data into a key theme, 

variable or a domain of interest” (Williamson and Long, 2005, p.10). In our study, a 

checklist matrix was constructed for the purpose of organising themes and codes across 

all cases (see Appendix E). It was used to depict factors influencing social media 

adoption by SMEs. The column headings of the matrix identified the list of the 

investigated SMEs (from SME01 – SME18), whereas each row was assigned a factor 

influencing the decision to adopt social media identified in step one of the analysis 

process (see Appendix E).   

 

As noted earlier, tables were another data display form to explain the main themes, 

manage the data and convey the findings of this study.  Table 4.5 provides an example of 

how the interview data of every transcript were organised and summarised in a way that 

was both meaningful and easy to understand. In order to distinguish between the findings 

of each interview transcript, a tracking scheme of the extracted segment was used. In 

another words, each extracted segment of the text was assigned a code that consisted of 

two main parts: companies pre-identified codes (SME01, SME02 …. SME18) and 

subthemes to code the text script. For instance, code SME1 TcRAV is used to refer to the 

view of the influence of the “relative advantage” by the participant of the first enterprise 

(see Table 4.5). Similarly, the view of the key informant of enterprise 15 about the 

“customer pressure” was coded as SME15 OcCSP.  

No 
Sub-

theme 
Main 

theme 
Participant Typical comments Data Extract Code 

1 

R
e
la

ti
v
e
 a

d
v

a
n

ta
g

e
  

(R
A

V
) 

T
e

c
h

n
o

lo
g

y
 C

o
n

te
x
t 

 
(T

c
) 

SME11 

“When I compare the time before we 
adopt social media with the period of 
time we adopt social media, I have got 
an increase of 55% in the new offers I 
received and that is attributed to our 
activity in social media and this is the 
reason why I want to focus more in 
social media in 2015”. 

SME11 TcRAV 

2 SME12 

“Surprisingly, and despite our long 
history in business, many people 
stated that they did not know about our 
company and have not heard about it 
except in the last two years. And I 
definitely attribute that to social 
media”. 

SME12 TcRAV 

3 SME01 

“So far we have 16 000 followers 
within five weeks, they [social media 
platforms/applications] have become 
like a website even I feel that I do not 

 
 

SME01 TcRAV 
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need to launch a website”. 

4 

C
u

s
to

m
e
r 

p
re

s
s
u

re
 (

C
S

P
) 

E
n

v
ir

o
n

m
n

e
t 

C
o

n
te

x
t 

(O
C

) SME01 

“The majority of the inhabitants in this 
area are students and at this age 
majority have accounts in social 
media”. 

SME01 EcCSP 

5 SME03 

“People do not us ask about contact 
numbers or email or even a website 
rather they tend to ask more about our 
accounts in Facebook, Twitter and 
other social media platforms”. 

SME03 EcCSP 

Table 4.5 The Subthemes identified to relate to the data 

Once the raw interview data are coded, displayed and organised in a meaningful way, the 

researcher can then draw conclusions from the findings of the analysed qualitative data, 

which is discussed in more detail in the subsequent paragraphs. 

Conclusion drawing and verification 

This is the third step in the iterative process of the qualitative data analysis. In this step, 

the researcher attempts to assign a meaning to the results and make sense of the data in 

relation to the context of the issue under investigation. This step consists of two main 

activities, namely, conclusion drawing and process verification (Miles and Huberman, 

1994). 

At the outset, the researcher made use of the data displays to draw conclusions about 

the research issue. In case of this study, the aim at this phase is to gain insight about the 

TOE factors that influence the decision to adopt social media among the investigated 

SMEs. The end outcome of these results would be a development of a preliminary model 

(presented at the end of this chapter), which could then be used to initiate the second 

phase of the research. 

In the second activity, verification, the aim is to establish a rigour and trustworthiness in 

the qualitative data analysis. This is essential as it helps to identify any possible bias in 

the analysis process or any potential misinterpretation in describing the research findings. 

There have been many strategies suggested to verify the credibility of the qualitative 

analysis results that include, but are not limited to the following (for details see e.g., 

Denzin and Lincoln, 2000): (i) triangulation (the use of more than one method of data 

collection, multiple data sets and multiple researchers, multiple time periods), (ii) 

members checks (asking a smaller number of participants from the original sample--

SMEs owner-managers who took part in the study--to verify the content of the analysed 

scripts), and (iii) peer check (seeking the help of another person, researcher, to check the 

data analysis process and verify the accuracy in the analysis process). These ways help 

to identify any possible bias in the analysis process or potential misinterpretation in 

describing the research findings. In this study, the analysed data underwent a peer review 

to examine the credibility of the analysis process and the analysis outcomes and hence, 

modification was incorporated when the explanations and discussion of the findings was 

made (will be discussed in the sections 4.5 and 4.6). 
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Having explained the data analysis process, and prior to reporting the main findings, the 

following section offers a summary of the profiles of the participating SMEs.  

4.4.3  The participating SMEs 

This section reports the characteristics of the participating SMEs in the first phase, 

qualitative study, of this research. In order to avoid the pro-adoption bias (Rogers, 2003), 

the sample considers both adopting and non-adopting SMEs. Table 4.6 provides a 

summary of the 18 enterprises that took part in this phase of the research.  

No Industry Category Interviewee 
position 

Size Social media 
platforms 

Other technologies 

SME01 Services 

A
d
o
p
te

rs
 

Owner 12 

Facebook, 
Instagram, 

Twitter, 
YouTube and 
Foursquare 

Email 

SME02 Manufacturing 
Sales and 
marketing 
manager 

7 

Facebook, 
Twitter and 

Instagram and 
Foursquare 

Website, email, 
Blackberry mobile 

app 

SME03 Manufacturing owner 6 
Facebook, 

Instagram and 
Twitter 

Website, WhatsApp, 
email 

SME04 
Retail and 
Wholesale 

Sales and 
marketing 
manager 

6 
Facebook and 

Instagram 
Email, WhatsApp 

SME05 Services 
Business 

owner 
7 

Facebook, 
Twitter and 
Instagram 

Accounting software 

SME06 Services Owner 5 

Facebook, 
Twitter, 

Instagram, 
YouTube and 
Foursquare 

Website, email, 
WhatsApp 

SME07 Manufacturing 
Sales and 
Marketing 
manager 

4 

Facebook, 
Instagram and 

Twitter (recently 
adopted) 

Email, MS Excel 
(reports), WhatsApp 

SME08 
Retail and 
Wholesale 

Operation 
Manager 

5 
Facebook and 

Instagram 
Email 

SME09 Manufacturing Owner 2 
Facebook, 
Instagram 

Email, WhatsApp 

SME10 Services Owner 35 
Instagram, 
Facebook, 

Twitter 

Email, online order 
system 

(Talabat.com) 

SME11 Services Owner 10 

Twitter, 
LinkedIn, 

Facebook and 
Instagram 

Skype, Email, 
Website (placed in 

two servers) 

SME12 Services Owner 8 

Facebook, 
Twitter, 

Instagram, 
YouTube and 

LinkedIn 

Official website, 
design software, 

email 

SME13 Services 

N
o
n
-a

d
o
p
te

rs
 Owner 6 - 

Email +  
Appointment 

scheduling system 

SME14 
Retail and 
Wholesale 

Owner 4 - Email 

SME15 Services Owner 31 - Email 

SME16 Services Owner 10 - - 

SME17 Services Owner 6 - Email 

SME18 Services Owner 6 - Email 

Table 4.6 Profiles of SMEs taking part in the study 
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The participating SMEs are categorised mainly into two groups: adopters and non-

adopters, based on the extent and the level of adoption of of social media. The first 

category, adopters, included SMEs that have adopted social media, including those 

which adopted social media earlier than others SMEs as well as other SMEs that have 

recently adopted social media. The second category, non-adopters, included SMEs that 

have not yet adopted/do not intend to adopt social media. The selected enterprises vary 

in terms of the sector they belong to. This is because, it is believed that such variance 

would offer more insights to explore different potential factors in across different sectors. 

Appendix K provides a summary of the profile of each enterprise that took part in the 

study. 

4.5 Findings of qualitative data 

By examining the responses of the SMEs owner-managers of the participating SMEs in 

relation to the three main categories of the TOE framework, this study explored the 

factors that influence the adoption of social media, hereinafter referred to SM, by Omani 

SMEs. The qualitative data presented in the next three sections are based on the 

technology, organisation and environment contexts. Table 4.6 presents a summary of the 

findings of phase one (qualitative study) of this research.  The next three sections (4.5.1, 

4.5.2 & 4.5.3) present the findings of the qualitative data related to the each themes 

identified in section 4.3.2.  

No Subthemes Support Evident in investigated SMEs 

Technology Context 

1 Relative advantage Supported  
SME01 – SME12 

2 Complexity  Supported 

3 Compatibility  Supported SME01 – SME12, SME13 – SME18 

4 Observability  Supported SME01 – SME12 

5 Trialability  Supported SME01 – SME03, SME06, SME07 –  SME12 

6 Trust  Supported - Emerged SME02, SME06, SMESME12, SME15 

7 Interactivity  Supported - Emerged SME04, SME07, SME09 – SME10 

8 Image  Supported - Emerged  SME03, SME11 – SME12 

Organisation Context 

9 Size  Supported SME01 – SME12 

10 Top Management Support Supported SME01 – SME02, SME11 

11 CEOs’ Innovativeness  Supported SME01–SME03, SME06, SME10 – SME12 

12 Prior IS Experience  Supported SME01 – SME02, SME09 – SME12 

13 
Perceived Lack of 
managerial Time  

Supported - Emerged  SME02, SME05, SME13 – SME18 

Environmnet Context  

14 Industry  Supported SME01 – SME02, SME08, SME13 – SME18 

15 Market Scope  Supported SME01 – SME12, SME13 – SME18 

16 Competitive Pressure  Supported SME01 – SME02, SME13 – SME18 

17 Government Pressure  Not - Supported SME01 – SME08, SME10, SME13 – SME18 

18 External IT Support  Not - Supported 
SME01 – SME12, SME13 – SME18 

19 Customer Pressure Supported 

20 
Family  and friends’ 
support  

Supported - Emerged 
SME02, SME04 – SME12 

Table ‎4.7 The Summary of the Phase One, Qualitative Study, findings 
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4.5.1  Findings related to the technology context 

 

This section presents the findings related to the technoloy context theme (Tc). Based on 

the findings related to this theme, five sub-themes were identified that influenced the 

adoption of SM. In addition, three new sub-themes emerged as the outcome of the TA 

analysis, which had a positive impact on the adoption of SM by the Omani SMEs. The 

subsequent paragraphs present the findings related to each sub-theme in detail. 

Relative advantage 

Results of the analysis of the qualitative data in phase one of this research show that SM 

offer adopters (SME01 – SME12) some advantages and that all the adopters were aware 

of benefits of these technologies. The advantages mentioned by participants included: (i) 

quick, wide and more frequent reach of customers; (ii) time and money savings; (iii) 

effective method to find new markets; (iv) relevant and valuable feedback; and (v) cost 

reduction in terms of advertising and promotion. This suggests that relative advantage is 

an influential factor for SMEs to adopt SM platforms. For instance, participants of SME01, 

SME02, SME07 and SME09 commented that SM enabled their enterprises to have a 

quick, wide and more frequent reach of customers and extended their market reach (to 

regional and international markets). 

 

I could reach a large group of people. Within a very short period of time, many 

people they know about my business. (SME09) 

Not only (for instance), we have followers from Muscat (Capital City – Oman) but 

we have followers from Kuwait, Saudi Arabia, Qatar, and recently from Germany 

and all expressed their willingness to come or to send our products to them, this 

would have been difficult if we are not in SM. (SME02) 

Most interestingly, four adopters (SME07, SME08, SME09 and SME12) mentioned that 

using SM had an indirect impact on their sales.  

I could see the positive impact of being in SM. Many of my customers knew about 

my enterprise via SM whether directly from our page or through their friends’ 

recommendations via SM platforms. I do not have the exact figure, but I will say 

that my sales have increased due to being active in SM. (SME07) 

This was similar to the perception of the SME09 who expressed that: 

Using SM has a positive financial impact on my enterprise. I can say that many 

people bought from us after viewing our Instagram and Facebook pages and as I 

said, our sales that comes from Instagram is more than our in-person sales. 
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From the non-adopters’ (SME13-SME18) point of view, the lack of awareness 

about the perceived benefits of these technologies was a reason for not adopting 

these technologies in their enterprises. In addition, a majority indicated their 

satisfaction with the basic systems they have and that their current business 

operation does not require them to introduce any new systems, including SM.  

We are satisfied using email to solve problems and for internal communication. 

(SME13) 

Complexity 

The complexity of SM was found to be a strong determinant of its adoption by the SMEs. 

All the adopters (SME01 – SME12) perceived SM applications as less complicated and 

easy to use.  

SM are easy to be used; it is not complicated at all to the point that even children 

can use them with ever-comfort. No complexity at all, its use is very easy starting 

from logging, posting comments and logging out. (SME01) 

The easiness of the technology was not only in using them, but also in learning about 

them and how to incorporate them into their business.  

It is also easy to find out information about them and learn about them. (SME02) 

Other adopters held similar opinions. For instance, despite that she had accounts on 

Facebook and Instagram prior to Twitter, the owner of SME07 stated that initially she 

perceived that Twitter was difficult to use. However, this perception faded once she 

explored the application and started to learn about Twitter its benefits: 

I have read about Twitter and search in Google for information related to it and 

then created an account for my enterprise but this time without getting the help 

from my family members or anyone else. I learned by myself. 

Besides the aforementioned, low IT skills were not perceived as a barrier to use these 

applications.  

Although I am very weak when it comes to IT and I have a poor background in 

using technologies, I found SM easy and effective so I adopt them immediately. 

(SME09) 

The simplicity feature of SM compared to previous technologies was argued to lead to 

hype in the acceptance among enterprises. For instance, the owner of SME03 illustrated 

the difference between her enterprise’s experience with websites and SM by saying that: 

So in terms of technicality, it is a little bit complicated when it comes to a website 

and there are many design issues you have to about. You have to think on how I 
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am going to design this page, how can I make the fonts, what should I make 

bigger and smaller and what pictures to put etc. You must have special IT skills to 

maintain and develop it further. But with respect to Facebook, for example, it is 

easy, these platforms are made ready so that you just have to open the page an 

upload photos and videos.  

This view was supported by SME02, SME6, SME11 and SME12, suggesting that SM 

applications are not too complex. Interestingly, four out of six non-adopters showed a 

good awareness about the low level of complexity of SM applications. However, they 

have not used it for corporate purposes.  

Compatibility 

The findings suggest that SM applications are compatible with the participating SMEs. It 

was expressed by interviewees in terms of the adaptability with current technologies, 

business values, previous experience and the potential needs of the enterprises.  In this 

study, all the adopters (SME01-SME12) stated that using SM is compatible with their 

vision to create a good brand in a short period by targeting a large group of people from 

inside and outside Oman. For instance, the owner of SME06 indicated the need to 

communicate business ideas, which was not effective via traditional ways: 

Sometimes you find yourself in a need to use the technology to let people know 

about you and your business. So I find myself inclined to use SM to approach 

someone who really understands my ideas for example, a fashion using 3D 

technology. 

Another participant (SME10) commented on the compatibility of the SM with his business 

needs:   

As a business in the food industry, promoting our products requires visualization; 

via videos and photos, thus we definitely need to use applications, such as 

Instagram, to promote our products to a large segment of people via 

visualization.  

In addition to business needs, all the adopters (SME01 – SME12) indicated that SM 

platforms were characterised by (i) no special infrastructure; (ii) accessibility via different 

devices, such as mobile phones; and (iii) low network signals. This was the case for the 

owners of SME09 and SME02 who stated respectively:  

With regards to Instagram and SM in general, you can browse them with a 3G or 

wireless; with low network signals, you can still use them, even when you have 

2G.   



Chapter 4: Phase One – The Qualitative Study  

80 

The most important feature is that users can access them [SM platforms] without 

special software and you can access and manage them [SM platforms] using a 

mobile phone device. 

By contrast, for the non-adopters, compatibility of SM was perceived as an issue of 

concern by five non-adopting enterprises. The non-adopters [SME13-SME18] raised 

different ‘compatibility’ issues facing their enterprises to embrace SM. Much of the 

compatibility issues were in regards to working style, business needs and the customers’ 

preference of channel of communication and interaction. It appears that this group of 

enterprises are comfortable with the existing basic and simple technologies (e.g., basic 

accounting systems) they have and the current working styles; which some are based on 

face-to-face interactions.  

Currently, we need a simple system for internal communication. Therefore, we 

use email and we are satisfied with that. (SME18) 

Another example was that SME17 designed a simple system to print bills and monitor 

sales.  

We used some basic systems to control our stock and to print bills and monitor 

our sales figure. For instance, currently, we use a simple sales monitoring 

program developed via C++. (SME17) 

The owner of SME13 shared a similar view concerning the compatibility of SM to his 

enterprise by stating: 

I think that our industry is quite different in nature than other industries and that is 

why our previous perception that SM is not relevant to our industry.  

More specifically, the owner of SME14 stated: 

The nature of this business relies more on physical skills; people targeted by our 

business want to get information in person. So, I do not think that SM is 

applicable in the current time.  

Trialability 

Trialability was found to be another important factor that influences the adoption decision. 

It was reported that having prior personal experience with SM enhanced the decision of 

SMEs owner-managers to use them in their enterprises. This was the case for all 

adopters, except SME04 and SME05, who had no personal experience with SM. 

However, the experience of family and friends presented an important input to accept SM 

in their enterprises. Thus, the familiarity of SM by relatives and friends contributed to the 

adoption process. 

I have no idea about Instagram and Facebook. It was the idea of two of my 

brothers who suggested that SM becomes common among people. At the 
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beginning, two of my brothers were in charge of managing our company 

presence on Facebook and Instagram and in fact, they had their own personal 

accounts before creating one for our enterprise. (SME04) 

Other adopters stressed the importance of prior experience in SM at a 

personal level. For instance, the owner of SME06 stated that her personal 

experience on Facebook enhanced her decision to use it in her enterprise: 

I have started first with a personal account on Facebook and later I decided to 

enjoy the benefits of using the SM to promote my enterprise. 

This rationale was similar for other adopters. It appears that experimenting with SM at a 

personal level helps SMEs to reinforce the adoption process at an enterprise level. This is 

clearly reflected in the responses of owners of SME03, SME08, SME11 and SME12.  

I have used Facebook, Instagram and LinkedIn two years before we created a 

corporate presence so I have a good familiarity with these tools and I believe that 

my experience enhance the acceptance decision and made the process easier 

and quick as I could compare between wide range of technologies we have 

applied and to determine how SM add value to our business. (SME12) 

I did not feel reluctant to be create presence for my enterprise in SM because I 

have other technologies in place and I have a website and personal accounts. 

(SME03) 

Other adopters relied on the experience of friends and relatives to accept SM:   

For SM, I had no knowledge about and no personal accounts but my son and 

daughter advised me to try Facebook and Instagram and it was a worthy attempt.  

My starting point with SM was that I know several people who have their own 

businesses and have experience in using SM. So I have consulted them in this 

regard and they did mention that they have seen good results of using SM. With 

their help, I created accounts for the enterprise and started to engage with 

people. (SME09). 

In the case of non-adopters (SME13 – SME18), it is interesting to note that the owners, 

except of SME13, were familiar with the use of SM to network with friends.  

Few months ago, I have created accounts in Facebook and twitter. However, I 

avoid using them to promote my business. (SME14) 

I like to socialise and network with people using new technologies. For instance, I 

have accounts in Facebook and Twitter and communicate with friends at work 

and study. (SME15) 
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Observability 

Observability indicates the extent to which the benefits of adopting SM are visible to the 

adopters. The findings of this phase of research suggest that observability enhances the 

decision to embrace SM at the enterprise level. In all cases (SME01 – SME12), adopting 

SMEs reported seeing SM applications used by many companies within their respective 

industries. From the point of view of the adopters, all of them reported that the factor or 

observability played a role in motivating them to accept SM platforms.  

You may notice that recently people have inclined to use SM and almost every 

young person has accounts in SM platforms...People spend more time in SM that 

websites and forums.  

Other adopters (SME01, SME08 and SME12) highlighted the influence of visible 

international successful adopters’ stories on their decision. For instance, the owner of 

SME08 mentioned that his decision to accept SM in his enterprise was impacted by the 

experience of international companies:  

I follow Nescafe accounts and I really like their page and try to learn from them 

and apply it to my enterprise page. I do follow also some accounts for local 

enterprises that are doing really well in SM and established a good presence in a 

very short span of time. 

This was similar to the views of SME01 and SME12. The owner of SME01 echoed the 

same sentiment regarding the influence of the experience of many international 

companies in SM on his own decision: 

We always read about successful entrepreneurs from outside Oman who are 

managing their businesses from home and utilise the technology [SM] to do that 

and they have thousands of followers. 

Image 

The findings of this study suggest a possible relationship between the adoption of SM 

and the desire of the business owners to gain social status. Only a minority of adopters 

(SME03, SME10 and SME11) indicated that the desire to gain a social status influenced 

their adoption decision. For instance, the owner of SME03 highlighted her ambition to be 

seen as a successful entrepreneur with a high business profile. She believed that posting 

some of her personal photos at the enterprise portrayed her sense of pride and 

achievement. 

I have decided to link my photo with my business as I believe it is important to do 

so and; it gives me a sense of proud achievement.  



Chapter 4: Phase One – The Qualitative Study  

83 

The same rationale applied to another two adopters, SME12 and SME11. The owner of 

SME12 valued the prestigious feature that SM offers to the adopters by stating: 

I think being in SM has impact us [our enterprise] in a good way. For instance, my 

photo as a business owner disseminated quickly via SM when I receive a prize in 

an honouring ceremony. So you feel that you are known to many people and 

therefore, people will follow you more and you will be the focus of people’s 

attention as owner of a successful company in their perception.  

He further emphasised the importance of SM platforms to his enterprise’s profile and 

professionalism in the society.  

They [SM] help me to introduce my enterprise as a successful and professional 

company. 

The owner of SME11 offered similar perspectives to the importance of adopting SM in 

and its impact on the status of the enterprise.  

Using Instagram and Facebook has increased the chances for our brand to be 

viewed as a successful business. Our business profile has improved; and the 

tribute goes to the wide range of technologies [SM] we use. 

Interactivity 

The interactive nature of SM platforms and the various options through which SMEs can 

communicate with their customers were reported to motivate SMEs to adopt them.  

Further, the participants of some adopting SMEs (SME04, SME07, SME09 and SME10) 

indicated that SM applications differ from many other technologies (e.g., websites and e-

forums) in terms of the embedded interactive features that SM has. For instance, the 

owner of SME04 stressed the importance of the different options (e.g., video, photos and 

text) that various SM platforms offered to interact with customers in an effective way.  

We have used traditional media but they were not as effective as Instagram and 

Facebook. With Instagram and Facebook, we can use photos and videos. 

A similar view was given by two participants (SME07 and SME09) who clearly asserted 

the difference between SM applications and webmail. In addition, the sales and 

marketing manager of SME10 reported the need for his enterprise to be close to 

customers and to improve their products and services.  

We need to use a technology that has a level of interactivity with people and 

listen to them. And SM has a high level of interactivity with people and this 

provides us with two advantages: attracting more people and developing our 

products and services. 
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Trust 

Trust was perceived by some adopters (SME02, SME06 and SME10) as an important 

factor that had influenced their decision to adopt SM in their enterprises. For example, the 

owner of SME02 noted that he has full trust in using SM to conduct his business 

activities. 

 

So far, I have not encountered any technical problem. However, I have heard 

about problems such as hacking. I believe and trust that the SM providers have 

the ability to sort out technical issues. 

In this regard, the sales manager of SME10 demonstrated that his enterprise uses an 

application (online order and delivery system) developed by a company based in a 

neighbouring country. Commenting on the difference between this system and SM 

platforms in terms of trust, he stated that:     

Instagram, Facebook and Twitter are owned by large trusted international 

organisations, but this system is owned by a company which is not widely known. 

Trust was also related to the ability of the service providers to address technical 

problems. The owner of SME12 indicated the critical importance of trust to adoption by 

stating: 

We do not have qualified team to tackle technical challenges beyond our 

capabilities, but I think by communicating with the mother company [service 

providers], we can make use of their facilities and reduce the risk of unexpected 

challenges. 

From non-adopters point of view, two participants (SME15 and SM17) mentioned that 

trust played a central issue in the decision to adopt SM in their enterprises, in addition to 

other technological, organisational and environmental factors discussed in this section. 

For instance, the owner of SME 17 clearly explained his concern about the issue of trust 

in SM application: 

I think email is a formal communication channel. We use the email to receive 

notifications about money transfers from our customers so the email represents 

the trust to us; I trust that I got something which I was waiting for. However, with 

SM still people may not trust them well as it is possible to receive inaccurate 

information. 

In summary, these results provide important insights into the role of technology 

characteristics in the adoption of SM by SMEs. This phase of the study found that 

technology context is an important area to study in order to understand the decision to 
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adopt SM by SMEs (detailed discussion about the findings of this context will be given in 

section 4.6.1). The influential factors include (i) relative advantage, (ii) complexity, (iii) 

compatibility, (iv) trialability and (v) observability.  In addition, three more attributes 

emerged from the data, including (vi) image, (vii) trust, and (viii) interactivity. The next 

section presents the findings related to the organisational factors.   
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4.5.2  Findings Related to the Organisation Context  

As noted earlier, the section presents the findings related to organisational factors that 

were perceived to influence the adoption of SM by the SMEs. The organisation context, 

as a main identified theme, included five main subthemes (size, top management 

support, CEOs’ innovativeness, prior IS experience, and perceived lack of managerial 

time), of which the last subtheme emerged from the interview data. Each of the identified 

subthemes under the organisation context theme is discussed in detail along with quotes 

to support the corresponding findings. 

Top management support 

As expected, there was a general agreement among adopters (SME01-SME12) that top 

management support played a central role in the adoption of SM by SMEs. In fact, the 

views of all of the adopters concerning this issue were similar.  For example, the owner of 

SME01 described the support offered by the management team as follows: 

Our management team has a good experience in marketing through 

technologies, but I (the sales manager) personally have a history in the use of IT. 

I consult them and we work as a team. For example, I get their opinions on the 

new things I intended to post and I like to discuss with them because everyone 

give me (come up with) new idea which he may not be able to disseminate it, but 

at least he gives me a hint about it and then I put it in a correct way.  

In addition, the owner of SME02 indicated a high level of receptiveness of the 

management towards IT adoption, stating:   

The management has a positive attitude towards adopting new technologies to 

promote our enterprise and our products. Our attitude toward new things is to try 

it as soon as it is launched. We tend to buy and use new applications.  

The receptiveness and commitment towards considering SM adoption in SMEs may also 

be enforced by showing further financial commitments. This may be addressed by putting 

pressure on the enterprise budget to adopt new technologies, including SM. One of the 

participants validated the significance of top management support to the adoption in her 

enterprise: 

Sometimes, even I put pressure on our budget to adopt new technologies. For 

example, although we are a small company with limited resources, we decided to 

have a website, as we perceive it is highly important to showcase our products 

and our events.   

Additionally, the sales and marketing manager of SME10 highlighted the utmost care 

given by the owner and the management team to exploit new technologies in their 

enterprise and to support the adoption of new systems.  
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All the managers, including the CEO himself, realise the need to use SM and 

benefits from various features. As management, we attended exhibitions; we visit 

websites of companies that develop electronic systems and we also regularly 

refer to fast food companies and restaurants to know about new systems they 

adopt. With regards to exhibitions, as I told you, it is not only those which take 

place in Oman but also those outside the country. 

Furthermore, the owner of SME12 acknowledged the positive impact of involvement in 

information technologies and its related issues.  

I believe that when someone gets involved into IT and technical stuffs, he or she 

will come to know the structure of complicated IT-related things, such as codes. 

And this promotes my understanding about the importance of IT applications; we 

as a team believe in the power of technology and always try to learn more and 

more about how to utilise new technologies in a maximum way.  

Size 

Considering its crucial impact on the adoption of many technologies, the participants were 

asked to comment on their enterprise size in relation to the adoption of SM. Interestingly, 

size was not perceived as a barrier. In fact, the findings of the interview data indicated 

that size enabled all adopters (SME01-SME12) to consider the use of SM.  

They are smaller than us but still they make use of the technology. So size is a 

reason to use and not to reject SM. (SME01) 

In fact, being a small company with limited resources motivates us to use 

affordable technologies, such as SM. (SME02) 

These days it is important to create presence on SM regardless of how big or 

small your company. I think SM applications are more applicable to small 

companies, as they do not need a good IT infrastructure or specialised IT people. 

(SME05) 

Similarly, other adopters clearly expressed their views that the simple and flexible 

structure that characterised their enterprises was an important motive for them to adopt 

SM.  

Small companies like us have simple and flexible structures, which make to 

deploy the technology or reject easy and quick. (SME11) 

For enterprises of our size and the medium enterprises, I think the size must be 

perceived as a motivating factor to be in SM.  And Facebook and other platforms 

are made ready for company of any size to use them. (SME12) 
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CEO innovativeness 

The innovativeness of the main decision makers in the participating SMEs was 

investigated to evaluate its impact on the decision towards SM adoption. In case of this 

study, it was declared as an influential factor leading to adoption. According to the data 

from the interviews of many adopters (SME1-SME03, SME06, SME10-SME12), it was 

clear that their attempts to exploit new technologies contributed their use of SM.  

We try to be innovative and I believe in technology and when I go to a 

restaurant/café I focus on technologies utilised there even if you have noticed 

that we have our menu in Tablet devices. (SME01) 

We seek to find about new and latest technologies that can be useful to our 

enterprise. We’ve participated in internal and external events to promote our 

business and at the same time to know the new with others and technologies 

employed by companies are one of the concerns. (SME02) 

Other adopters (SME03, SME06, SME07 and SME10) reported to follow similar 

approaches.  

We are effectively exploring new technologies in the market after assessing our 

business needs. I am very much satisfied that I am open to new ideas and new 

technologies that emerge in the market and discuss about them with friends and 

IT specialists. (SME06) 

I am very passionate about knowing new idea, new innovation or about new 

software emerged in the market or new device. I pay more attention toward new 

things in the market, especially if it is related to our business and help us to do 

our business in a better way. Every year we update the devices in our company 

whether to change the hardware, update software or change it. So we use 

newest software and apply late technologies in available in the market as 

software or devices. (SME12) 

Surprisingly, the owner of SME09 expressed his low level of innovativeness towards 

exploring new technologies.  

I do not pay a lot of attention to technologies. I can say that to some extent, I am 

good with acquiring and knowing what is new in terms of technological 

advancement. 
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As for the non-adopters, they tended to show a positive attitude towards the adoption of 

new technologies in their enterprises.  However, some of them appeared to be less 

innovative in seeking to exploit new technologies, including SM.   

We do not really seek to exploit new technologies because we develop simple 

programs using our internal capabilities. (SME16) 

Prior IS experience 
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Regarding the impact of prior IS experience, the adopters were found to have mixed 

views about the impact of this organisational factor on the adoption of SM. Some 

adopters (SME01, SME02, SME06 and SME09-SME12) claimed that their decision to 

adopt SM was highly dependent on their prior experience with other technologies, such 

as electronic forums and websites.  

I think not only trying SM has impacted our decision, but also our personal 

experience with different networking applications, such as hi5 messenger, e-

forums and my previous experience in managing forums. All this cumulative IT 

knowledge enhances our decision to accept SM. It [prior IS experience] helps us 

a lot because it increases our belief in using technology and reduced the fear and 

ambiguity to try new technologies. We have already tried different applications so 

why not SM. (SME01) 

Using previous similar technologies was found to have an impact on the decision to adopt 

SM platforms. For example, SME02 had experienced with BlackBerry applications prior to 

the use of SM. This experience motivated the management to use Facebook in their 

enterprise.  

We have recently launched a website and before SM, we had a good experience 

with different technologies, such as electronic forums and blackberry mobile app 

to engage and display our products to people. This experience contributed 

positively to accept and adopt SM in our enterprise. 

Prior experience with websites, electronic forums and personal accounts in SM were also 

found to enhance confidence among adopters to adopt SM. For instance, the owners of 

SME04, SME07, SME11 and SME12 asserted the role of prior IS experience in their 

decision to facilitate SMEs decision to adopt SM.  

Before SM, I have a basic background about website and using email to 

communicate with clients and suppliers. I think my background in using website 

and responding to emails contributes to the acceptance of SM platforms for 

personal use and also for the enterprise. (SME11) 

My previous experiences with websites and forums have helped me a lot to 

accept SM platforms for personal use and for corporate use. I think my personal 

basic knowledge on websites, electronic forums and SM really has helped me a 

lot to adopt SM in enterprise. (SME12) 

Other adopters (SME03, SME05 and SME7) did not regard their prior experience with 

other technologies to have a direct influence on their decision to adopt SM.  

It has indirectly facilitated the adoption and made the process quicker, it is only a 

plus. (SME03) 

Perceived lack of time 
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Time was perceived by many of the participants as a challenge towards the adoption of 

SM. However, they attempted to find their own ways to resolve this issue.  

The only problem is time. But if you have a clear plan about the time your 

customers expect you to respond, that is fair enough. (SME02) 

Both the owners of SME02, SME03 and SME06 perceived lack of time as an issue only in 

the first days of using SM.  

In the beginning it was like a 24/7 but then you have to decide as I have told that 

now I meet with (reply to their feedback) people only in the morning because I 

have to separate my personal life from business life. (SME03) 

Surprisingly, the owners of other adopting enterprises (SME09 and SME10) mentioned 

that they do not involve themselves with SM as they are engaged with the core activities 

of their businesses. Hence, the management of the accounts are the responsibility of a 

female relative.  

I should take care of other core issues. I believe it is important and good to invest 

on them [SM], however, I do not want to engage with [SM]. It needs someone 

who is fully dedicated to the use of SM. (SME05) 

It is interesting to note that all non-adopters (SME13-SME18) perceived lack of time as 

one of the main inhibiting factors. Their responses indicated commitments with two main 

activities: personal-related activities and work-related activities.  

The other challenge is no time to manage the system; we have a lot of work 

pressure. (SME14) 

I lack of time to spend to promote our business online; I am a full time employee 

staff. (SME15) 

In addition to job related activities, the owner of SME13 clearly justified his decision not to 

adopt SM in his enterprise due to having family commitments.  

I felt that SM platforms may intrude on my family life. Due to being busy at work 

and the work pressure, the only time I have, if I would like invest in SM, is the 

time when I suppose to be at home with my family. And compromising with the 

time I spend with my family is very difficult.  
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In summary, the study found that organisation context represents an important area to 

examine in order to understand the decision to adopt SM by SMEs (detailed discussion 

about the findings of this context will be given in section 4.6.2). The influential factors 

included (i) size, (ii) top management support, (iii) CEO innovativeness and (iv) prior IS 

experience.  In addition, (v) perceived lack of time emerged as a new influential factor 

from the raw data. 

4.5.3  Findings Related to the Environment Context  

In addition to the technology and organisation contexts, the environment context forms 

the final main theme of the a priori framework (as noted in section 2.4.3). This theme 

includes five main subthemes (industry, market scope, competitive pressure, customer 

pressure, and family and friends’ support), of which the last two subthemes, customer 

pressure and, family and friends’ support emerged from the interview data. 

Customer pressure 

The findings of this study suggest that customer pressure, also known as coercive 

pressure, is an influential factor for SMEs to adopt SM. In fact, all the adopters (SME01-

SME12) reported that their decision to embrace SM in their enterprises was directly 

influenced by the pressure received from customers.  

We are based in the largest district in the capital, the area is close to the 

University, private colleges and private schools; the majority of the inhabitants in 

this area are students, who at this age have accounts in SM. You have to see as 

a business owner to which today’s people lean and which technology suits this 

generation. And no doubt that this is the time of SM and this generation interacts 

more via SM. (SEM01) 

The trend towards using SM is normal. I mean, SM spread among people and 

especially youth are now on Facebook, Instagram, Twitter and other platforms 

and it is necessary to be there if your customers are already there. (SEM02) 

The national reports indicate that the majority of Omani youth use SM and this is 

the current trend, Facebook, Instagram and Twitter. I mean if you ask people 

about how much time they browse website, I think their answer is relatively low 

compare to browsing SM accounts. So the intensity of people using these 

programs, motivate us to target them [via SM] and to get their feedback to 

develop our products. (SEM05) 

In fact, the diffusion rate of certain technologies, including SM, among potential 

customers was perceived a main criterion to embrace SM. The owner of SME04 clearly 
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expressed how the number of people using/expected to use a certain technology affects 

their adoption decision:  

For instance, in the current time we focus more on Instagram because the 

number of users who are active in this application including customers is very 

high. However, blackberry app is rarely used these days. Thus, we know about 

[blackberry] but its diffusion rate was very low and therefore we decided not to 

adopt it.  

This has been stated as well by other adopters, the owner of SME08 noted that his 

products have potential customers in the virtual space, in particular in SM. Thus, he 

decided to target them via SM. 

Sometimes people who visited us ask if we are in Facebook or Instagram. It 

[questions] becomes quite common in the events and exhibitions and it shows 

the level of awareness among people about SM. I feel that they do not care much 

if you have a website but they do expect you to have accounts in Facebook and 

Instagram. 

Another adopter, owner of SME09 justified his enterprise movement towards SM over 

using electronic forums to market its products, by saying,  

As people move to new technologies such as Facebook and Twitter, we create 

accounts and started to promote our business in these platforms.  

In addition, the owner of SME12 highlighted the customers’ expectation of his enterprise 

to have presence in SM.  

Our clients expect us to be in SM.  

On the contrary, all non-adopters, except SME14, perceived that their customers still rely 

on traditional techniques, such as word of mouth, and prefer face-to-face interactions.  

I think people with regards to construction; they trust friends’ opinions and not 

what we say or show in SM. They want to see the reality. (SME17) 

In addition, the findings indicate a mutual agreement among the majority of non-adopters 

concerning the lack of customers’ readiness and pressure.  

Our customers have different specifications and require personal sessions to 

discuss about their projects. I do not see that our customers discussing more 

about this type of business [construction] in SM compare to other sectors. They 

still have not reached the level whereby they search for this kind of businesses 

[construction] using SM. (SME15) 
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It is not worthy that we open accounts in Facebook, Twitter and Instagram and 

we start to invest time and post photos and text posts, but people are not willing 

to move to SM. (SME18) 

Competitive pressure 

Regarding the influence of competitive pressure on the adoption of SM in the investigated 

SMEs, the participants expressed a mixture of views, including between the adopters 

themselves. On one hand, some of adopters (e.g., SME01 and SME02) indicated the 

positive impact of competitive pressure on the decision to adopt SM, while other adopters 

(e.g., SME03-SME06) did not credit competitive pressure for their decision to adopt SM. 

In addition, and as expected, non-adopters (SME13-SME18) perceived fewer adopters 

among their competitors.   

As noted that, some adopters perceived that competitive pressure a main motive to 

accept SM. For example, the owner of SME01 highlighted the intensive competition in his 

enterprise industry by saying:  

I think in our industry [food services industry] and as many enterprises in this 

sector, it is essential for us to use technology and to be unique and gain 

competitive advantage over other enterprises. I mean if these enterprises 

[competitors] are in SM, we must be there as well.  I browsed other restaurants 

and cafés accounts in SM, thus it was necessary to have presence in SM if our 

competitors have.  

Another view in relation to the impact of competitive pressure was stated by the owner of 

SME02, who said: 

SM enables us to know about our competitors. I sometimes browse their 

[competitors] pages and check the updates of both local and international 

competitors. Because we have to know where we are compare to them. And if we 

do not do that, we will be left behind. If other companies are doing well in SM, 

why don’t we utilise these tools?  

However, it is interesting to note that three of the adopters, SME03, SME05 and SME06, 

did not see any relationship between being in SM and the pressure from other enterprises 

as they did know about them before using SM.  

I do not see any direct link between adopting SM and the competition in the 

market. I mean we do not use the technology because other businesses are 

using them. Although, SM gives us a competitive advantage over other 

companies. (SME05) 
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A similar pattern was followed by other adopters (e.g., SME09 – SME12) indicating that 

these enterprises were not driven by the fact that their competitors have created a 

presence in SM; however, SM helps them to research their competitors.  

I did not know many of them before SM. In fact, I came to know about other local 

and international companies and connect with them via SM. (SME09) 

I do not see competitors as a reason for us to be in SM, although having 

presence in SM gives us competitive advantage. (SME12) 

As expected, non-adopters claimed that SM is not relevant to their industries.  

There are few companies who have started that but I do not think that they have 

succeeded because still people [customers] don’t have a clear awareness of 

getting information related to construction services  via the SM. (SME16) 

In addition, the owner of SME17 recognised the importance of competitors joining SM as 

it could be perceived as a main indicator of SM tools in the industry.  

There are other companies doing similar business activities but as far as I know, 

they have not yet joined SM platforms. I think that it would be essential for us to 

use SM in the enterprise when our competitors start to create a presence in SM; 

if they have active engagement with people, we will then take similar decision.   

 

 

Industry 

Industry is perceived as another important factor that influenced the adoption of new 

technologies. The findings reported by key informants of the 18 SMEs varied according to 

the sector in which they operate. For instance, among the adopters, the owner of SME01 

viewed the food services and manufacturing industries, as often witnessing intensive 

competition among enterprises. 

I think in the food industry and as many enterprises in this sector, it is essential 

for us to use these technologies [SM] to be unique and gain competitive 

advantage over other enterprises.  

The influence of industry on the decision to adopt SM by SMEs is more apparent in the 

case of non-adopters (SME13-SME18). For instance, the owner of SME17 commented 

on the difference between his enterprise industry and the other industries (e.g., fashion) 

to show the irrelevance of SM to their industry.  

I mean it is still not like fashion and other similar businesses that sell clothes and 

other consumable stuff, SM may more applicable to these kind of industries but 

not yet our industry [construction]. In our industry and its related activities, you do 
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not expect people to search [using online tools – such as website and SM] for 

example for contractors or companies that can do the task for them. 

Market scope 

In terms of the impact of market scope, it was found to be another important factor that 

motivates SMEs to adopt SM. Thus, this result suggests a possible relationship between 

the market scope and SM adoption. Although the majority of the investigated enterprises 

in this study reported that they conducted their business activities in the local market, 

some of the adopters reported to have a plan to expand locally and some stated their 

aspiration to target regional and international markets.  

 

Our products target everyone and not limited to the citizens of the capital region 

but with SM, everyone become a potential customers. (SME02) 

On the other hand, all the non-adopters (SME13-SME18) reported that they operate in a 

narrow circle serving a small group of people. For instance, the owners of SME16 justified 

their decision not to adopt SM: 

The enterprise operates in a small area in the capital and people easily find about 

the enterprise’s activities.   

Two of the adopters, SME16 and SME17, explained this further by stating that once their 

enterprise expands their market scope, they plan to adopt SM.  

With the intention to expand our business to cover large areas as we start getting 

order requests from people outside our business area, we are planning to have 

accounts in Facebook and Twitter. (SME16) 

Influence of family and friends 

The support of family and friends emerged as an influential factor on the SMEs decision 

to adopt SM. Many of the adopters (e.g., SME02, SME04, SME05, SME06, SME07 and 

SME08) reported to be impacted by the support received from friends and family 

members.  

In the beginning, I have no idea about Instagram and Facebook. It was the idea 

of two of my brothers who suggested that SM become common among people. 

So, after that, we all agreed to have accounts in the two famous SM applications, 

which are Facebook and Instagram. (SME04) 

The presence of family members and friends in SM platforms inspired some adopters to 

use these tools not only for personal use, but for corporate use as well.  
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Almost all of my brothers, sisters, cousins and other family members have 

accounts on SM and they support me; their presence form a good support to 

continue using these channels and adopt them in our enterprise. (SME06) 

Equally important, the owner of SME05 assigned the task of managing the SM presence 

to his relative member.  

I was lucky that one of my relative has personal accounts in popular SM channels 

and I think her experience and knowledge about these channels made the 

process easy and quick. 

With other adopters (e.g., SME07, SME08, SME11 and SME12), the supports received 

from family and friends was quite different. In those enterprises, family and friends played 

a major role, as they did not know how to use the new technologies.  

At the beginning, I got the help of my son and daughter who helped me to set up 

accounts on Facebook and Instagram. (SME07) 
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I took their opinions about being in SM and all have supported me to create 

presence on SM platforms. They have certainly influenced my decision to use SM 

and I decided to go a further step to adopt SM in the enterprise. (SME12) 

External IT support 

Contrary to others forms of ICTs (e.g., e-commerce and cloud computing), external IT 

support did not influence SMEs’ adoption decision. In this study, both adopters (SME01-

SME12) and non-adopters (SME13-SME18) emphasised this factor had no significance 

on their decision to adopt or not to adopt SM.  

I see no impact for external support in the acceptance of SM. (SME09) 

Another participant indicated that support might be beneficial when the enterprise wants 

to effectively optimise and use SM applications in the adoption stage.  

In the first level, we did not need external support but for make effective 

engagement you need to apply professional tricks and techniques. (SME11) 

Overall, the results presented in this section provide important insights into the role of 

environmental factors in the adoption of SM by SMEs and it indicates the importance of 

these factors to understand SMEs’ decision to adopt SM (detailed discussion about the 

findings of this context will be given in section 4.6.3). The influential factors related to this 

context include: (i) industry, (ii) market scope, (iii) competitive pressure and (iv) customer 

pressure.  In addition, one attribute emerged from the data, which is (v) family and 

friends’ support.  

After presenting the findings related to themes of the three contexts, the next immediate 

step is to form interpretations and obtain meaning from the research findings by 

comparing them with those gleaned from the literature and those related to the TOE 

framework. Thus, the next section provides a discussion of the findings of phase one 

(qualitative study) of this research. 

4.6 Discussion  

Results from the analysis of the semi-structured interviews with adopters and non-

adopters indicate that social media adoption by SMEs is influenced by the following 

factors: technological (relative advantage, complexity, compatibility, observability, 

trialability, trust, interactivity and image); organisational (size, top management support, 

CEOs innovativeness, prior IS experience and perceived lack of managerial time); and 

environmental (industry, market scope, competitive pressure, customer pressure and 

family and friends’ support). The results are discussed in the next three sections by 

concentrating on each individual context.  
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4.6.1  Discussion of the findings related to technology context  

In addition to the main technology characteristics (relative advantage, complexity, 

compatibility, trialability and observability) identified by Rogers (2003), another three 

factors (interactivity, trust and image) emerged from the interview data as having an 

impact on the adoption of social media by SMEs. Each factor identified in the technology 

context (including those that emerged from the interview data) is described below. 

Relative advantage 

Consistent with previous studies exploring the adoption of other types of ICTs (Safari, et 

al., 2015; Ifinedo, 2011; Ramdani, Kawalek and Lorenzo, 2009; Khong, et al., 2009; 

Ramdani and Kawalek, 2007; Grandon and Pearson, 2004; Scupola, 2003; 

Lertwongsatien and Wongpinunwatana, 2003; Premkumar and Roberts, 1999), relative 

advantage was found to influence the adoption of social media by SMEs. In respect to 

social media adoption in the SME setting, the results of this study support the findings of 

Parveen, Jaafar and Ainin (2015) who indicated that social media managers’ of 

Malaysian’ SMEs have highlighted multiple benefits of social media, including a reduction 

in expenditure on advertising and customer service. In addition, results related to the 

impact of relative advantage are in agreement with Gangwar et al. (2015) who showed 

that relative advantage has a strong impact on the adoption of cloud computing. 

This study confirms this fact as it was clear from participants’ answers that the main use 

of social media was to promote products and services. Further, the results show that few 

adopters claimed an increase in sales due to being present in social media. The results 

may suggest that SMEs need to be aware of the benefits of social media for their 

businesses, as this would help them to adopt these technologies. Interestingly, the results 

of this study show that few of the non-adopters SMEs were aware of the benefits of social 

media. This could be attributed to the familiarity of usage on a personal level and the 

observability of a positive impact for the adopters. Thus, this may further support the 

trend observed by Coleman, Chandler and Gu (2013) that many companies are seeing 

the potential value of using social media. 

Besides relative advantage, the adopters’ decision to adopt social media within their 

enterprises was influenced by the other four technology characteristics identified by 

Rogers (2003), which are complexity, compatibility, observability and trailability. This 

finding is consistent with studies by Jones et al. (2013a) and Ramdani and Kawalek 

(2007) who investigated the adoption of enterprise systems in SMEs. 

Complexity 

In this study, complexity was found to be an important factor that influences the adoption 

of social media by SMEs. This finding is in accordance with many previous studies 
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(Oliveira, Thomas and Espadanal, 2014; Grandon and Pearson, 2004; Thong, 1999; 

Grover, 1993) indicating that complexity has a direct impact on the adoption of IS 

innovation. It is also consistent with Ramdani and Kawalek (2007) who found complexity 

to be significant determinant of Enterprise Systems (EAs) adoption. Interestingly, in this 

qualitative phase of the study, some of the non-adopting enterprises perceived social 

media applications as less complex compared to other types of ICTs (e.g., email and 

websites). This might be due to the widespread uptake of these applications as well as 

the simple required infrastructure. This also may be explained by the fact that the majority 

of this study’s participants indicated their familiarity with social media on a personal level. 

Thus, this may suggest that the majority of investigated SMEs perceive social media to 

be easy to learn and simple to use. 

Compatibility 

Regarding compatibility, the results of this study show a strong significance of this factor 

with the SMEs decision to adopt social media. This is consistent with the findings of Ainin, 

et al. (2015), Jones et al. (2013), Wang, Wang and Yang (2010), Tan et al. (2009), 

Ramdani and Kawalek (2007) and Grandon and Pearson (2004) which found that 

compatibility is a significant factor in the adoption of technology. There are two possible 

explanations for this result. Firstly, it could be because social media platforms are easily 

adoptable. Secondly, social media is perceived to be accessible with less infrastructure 

requirements.  

Trialability 

Unlike its impact found in many types of ICTs, trialability was found to be another 

technology attribute that influences social media adoption by SMEs. This finding supports 

the views espoused by the findings of Ramdani and Kawalek (2007). In a social media 

context, the results of a study by Wong (2012) indicated that personal usage of Facebook 

is a stronger driver of business usage. The experience and familiarity with social media 

on a personal level may assist decision makers to adopt them at the corporate level. This 

means that personal usage of social media applications may facilitate the decision to 

adopt them in the enterprises. Another possible explanation for the significance of this 

factor may be attributed to the uncertainty avoidance that characterised the Omani 

context, hence SMEs owner-managers tend to experiment with the new technologies first 

before they are convinced of their suitability to their enterprises.  

Observability 

Observability was found an important factor influencing the adoption of social media by 

SMEs. This finding supports previous research into IS innovations adoption (e.g., Azam 

and Quaddus, 2009; Hussin and Noor, 2005; Seyal and Rahman, 2003). It also confirms 
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the results of Ramdani and Kawalek (2007), suggesting that visibility of Enterprise 

Systems adoption by others motivates firms to adopt them as well. Although, the literature 

indicates mixed results concerning the impact of observability on the adoption of many IS 

innovations, the responses of the participants (both adopters and non-adopters) in the 

qualitative phase of the study provided evidence on the influential impact of observability. 

Trust, interactivity and image 

Besides the above five technology attributes identified by Rogers (2003), three factors 

emerged from the analysis of the interview data. As previously mentioned, the emerged 

factors were trust, interactivity and image. Notwithstanding, very little was found in the IS 

innovation adoption literature concerning the impact of these three factors on the ICT 

adoption decision by organisations. 

One important technological factor that emerged from the analysis of this study was 

interactivity. This result matches those observed by earlier studies (Pituch and Lee, 

2006; Lee and Kozar, 2004) suggesting that the interactivity feature of the technology has 

a strong impact on the decision to adopt social media. The result also lends support to 

the view of a recent study by Ainin et al. (2015), which revealed that interactivity is an 

important factor for Facebook usage among Malaysian SMEs. This result is likely to be 

related to the perceived interactive nature of social media applications that support two-

way of communication with end users in comparison with Web 1.0 technologies. 

Trust is another factor that emerged from the analysis of the interview data. This finding 

is in-line with that of Allart (2015), suggesting that trust in technologies appear to be the 

most important factor in the adoption of ERP among SMEs in Thailand. In relation to the 

Omani context, the findings of some studies found trust to be influential in the adoption of 

information technology. For instance, Al-Hajri and Tatnall (2007) indicated that trust was 

one of the inhibiting factors to the adoption of internet technology in Omani banks. In 

another study, trust was found to be a main concern towards the adoption of e-learning in 

the Oman education system (Al Musawi and Akinyemi, 2002). In the case of this study, 

trust was reported by some participants as an important factor that affects social media 

adoption by SMEs. The possible explanation for the significance of trust might be 

attributed to lack of awareness about legal and regulatory issues concerning the use of 

information technologies (Ashrafi and Murtaza, 2008); thus, trust may present a concern. 

Another possible interpretation would be the high uncertainty avoidance that 

characterises the Omani context; SMEs owner-managers tend to be cautious about the 

risk involved in new ICTs adoption. 

Image emerged as another important factor that influenced the adoption of social media 

by SMEs. This finding seems to be consistent with the previous research, which 

suggested that image plays a supplementary role in the adoption of e-commerce among 
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SMEs in New Zealand (Al-Qirim, 2007). This could be attributed to the perception among 

SMEs’ owners that using new technologies would grant their enterprises a lead in the 

market.  

In a summary, based on the above discussion, eight technological factors were included 

in the preliminary model (discussed in section 4.7) that will be validated using a large-

scale survey study (see chapter 5 for details). 

4.6.2  Discussion of the findings related to organisation context 

As noted in section 4.5.2, this study reported five organisational factors that have been 

perceived by participants to influence the decision to adopt social media in their 

enterprises. Each factor (including the emerged from the interview data as shown in 

section 4.5.2) is explained in more detail in the subsequent paragraphs. 

Size 

The link between organisational size and innovation adoption has received a lot of 

attention by IS researchers (Loukis and Kyriakou, 2015; Oliveira, Thomas and Espadanal, 

2014; Herrero and San Martín, 2012; Chang et al., 2011; Low, Chen and Wu, 2011; 

Boumediene and Kawalek, 2008; Al-Qirim, 2007; Bharati and Chaudhury, 2006; Hussin 

and Noor, 2005; Premkumar, 2003; Thong, 1999). In this study, the impact of the size of 

the enterprise was not conclusive; however, the results of this study show less 

importance of the size as a barrier towards adoption of social media in comparison with 

the previous types of ICTs. In light of this, mixed results concerning the impact of size on 

the adoption of information technologies in organisational settings have emerged. On one 

hand, it was found that size was an important determinant of the adoption of information 

and communication technologies (Premkumar and Roberts, 1999), cloud computing 

(Ramdani and Kawalek, 2007), ERP (Pan and Jang, 2008) and enterprise systems 

(Jones et al., 2013). Interestingly, a recent study by Wamba and Carter (2014) indicated 

that larger SMEs are more likely to adopt social media than their smaller counterparts. 

On the other hand, other studies found no significance of business size on the adoption 

of technologies. For instance, Ifinedo (2011) was unable to show that firm size had a 

positive influence on the adoption of Internet and e-business technologies in Canadian 

SMEs. A similar finding by Goode and Stevens (2000) showed no correlation between 

size and the adoption of World Wide Web technologies. Notably, in their recent study 

concerning Twitter adoption by SMEs, Wamba and Carter (2013) found that size does not 

influence the adoption process. In this study, though the results are not conclusive, the 

size of the enterprise was found to have less importance as a barrier towards adoption of 

social media in comparison with other types of ICTs. Overall, it seems that the enterprise 

size was not perceived by many of the investigated SMEs to inhibit them from adopting 
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social media. The possible explanation of this is that social media does not require 

extensive investment. Hence, it may mean that larger firms have no advantage over 

smaller firms. 

Top management support 

This study found top management support to be an important determinant of social media 

adoption by SMEs. Similarly, a strong relationship between IS innovations adoption and 

top management support has been reported in the IS adoption literature. This finding has 

been confirmed by the results of many earlier studies (Ifinedo, 2011; Stieglitz and Dang-

Xuan, 2011; Pan and Jang, 2008; Ramdani and Kawalek, 2007; Hussin and Noor 2005; 

Premkumar, 2003; Scupola 2003; Premkumar and Roberts, 1999; Thong and Yap, 1995) 

in which top management support was considered an influential factor in determining 

adoption. In addition, this finding corroborates the results of Stieglitz and Dang-Xuan 

(2011), who suggested that managerial support is essential in the introduction of new 

technologies in the corporate setting. Hence, this study suggests the central role of top 

management to facilitate the adoption of social media in their enterprises. 

CEO innovativeness 

The results of this study show that CEO innovativeness is an important factor influencing 

SMEs decision to adopt social media. This finding is consistent with previous studies 

(Christodoulides, Siamagka and Michaelidou, 2015; Stieglitz and Dang-Xuan, 2011; Al-

Qirim, 2007a; Thong and Yap, 1995; DeLone, 1988). It is also in accordance with the 

recent study by Wamba and Carter (2014) indicating that SMEs adoption of Social 

Networking Services (SNS) is positively affected by the innovativeness of the 

organisation. Similarly, Al-Qirim (2007) found that the introduction of external email in 

New Zealand SMEs was dependent upon the level of CEO innovativeness. Hence, the 

finding of this study suggests that SMEs with innovative owner-managers tend to be more 

likely to embrace social media. This may also indicate the central role of CEOs in their 

enterprises in the case of SMEs. 

Prior IS experience 

Prior IS experience was found to be an important factor to influence SMEs’ decision to 

adopt social media. This finding is in-line with that of Kuan and Chau (2001) and 

consistent with that of Ramdani and Kawalek (2007), suggesting that having relevant IS 

experience is an important factor to facilitate SMEs’ decision to adopt IS innovations. It 

may be that the SMEs owner-managers perceive that having prior IS experience with 

similar technologies (e.g., websites and e-forums) help them to assess the suitability of 

social media in their enterprises. It can be suggested that prior IS experience is an 

important factor when deciding about the adoption of social media in SMEs. 
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Perceived lack of managerial time 

The results from the analysis of the interview data shows that perceived lack of time was 

identified in the participants’ responses to be an important factor that influences SMEs’ 

adoption of social media. Furthermore, it was perceived as a chief barrier for the non-

adopters to create a social media presence and manage online content. It is worth noting 

that very little was found in the IS innovation adoption literature about the impact of 

perceived lack of time on ICT adoption decisions by organisations. This finding is 

consistent with Kenny and Gunter (2011) who identified that time inhibited the desire of 

educators to use video games in their classrooms. Similarly, time was reported by health 

professionals as the most common barrier against using Web 2.0 tools (David, Poissant 

and Rochette, 2012). Likewise, lack of time was perceived as a barrier to implement web-

based courses in the colleges of education in the US (Surry et al., 2009) and ranked as 

the second barrier to adopting technology for teaching and learning in Oman (Al-Senaidi, 

Lin and Poirot, 2009). 

In addition, the result of a study by Cragg and King (1993) reported a positive relationship 

between IT growth in small businesses and the considerable amount of senior managerial 

time. The possible explanation of this result is that all the owners of the non-adopters 

included in the sample held full-time employment, which they may have perceived to limit 

their time to engage in social media. 

In summary, based on the above discussion that indicated mixed results of the findings, 

the five organisational factors were included in the preliminary model (discussed in 

section 4.7). 

4.6.3  Discussion of the findings related to environment context 

As noted in section 4.5.3, five environmental factors were identified by the investigated 

SMEs as significant to the adoption of social media. Pan and Jang (2008) argued that 

adoption of new technologies in organisational settings occurs as a response to external 

pressures. In this study, participants reported five environmental factors that had an 

impact on their enterprises’ decision to adopt social media. Four of those factors 

(industry, market scope, competitive pressure and customer pressure) were evident in the 

quantitative data, whereas support from family and friends emerged from the interview 

data. External IS support was the only environmental factor that lacked enough support. 

The results are discussed in more detail in the subsequent paragraphs. 

Industry 

Regarding the impact of the industry in the adoption decision, the IT adoption literature 

includes mixed empirical results. On the one hand, it has been argued that the industry in 
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which the firm operates influences the adoption of IT innovations (Oliveira, Thomas and 

Espadanal, 2014; Wamba and Carter, 2014; Sinclaire and Vogus, 2011; Al-Qirim, 2007a; 

Ramdani and Kawalek, 2007; Yang, Wu and Tsai, 2007; Grover, 1993). For instance, the 

findings of an exploratory study by Sinclaire and Vogus (2011) indicated possible 

variance of the adoption among the industries. On the other hand, evidence from another 

study by (Ifinedo, 2011) showed no influence of industry type on the adoption of Internet 

and e-business technologies in Canadian SMEs. 

However, the findings of this study suggest that the industry is significant to the adoption 

of social media by SMEs. This is in-line with studies by (Oliveira and Martins, 2010; 

Ramdani and Kawalek, 2007; Thong, 1999). Thus, it is assumed that businesses whose 

owners believe that the adoption of social media is still irrelevant; prefer to apply a “wait 

and see” strategy. Some of the participants articulated this strategy by saying that if other 

companies in their industry adopt social media and the advantages of this step are 

obvious, the decision to adopt will be taken immediately.  

Market scope  

This study found a possible link between the adoption of social media and the market 

scope of SMEs. This supports the results of Levenburg, Magal and Kosalge (2006) 

indicating that market scope has a significant impact on the motivation to implement e-

business. A note of caution is due here as all the SMEs included in this phase of research 

were found to operate in the local market, though some of them have expressed their 

intention to target the international market. Therefore, to provide a confirmatory 

conclusion on its impact on the adoption decision, market scope factor is included in the 

preliminary model (will be discussed in section 4.7). 

Competitive pressure 

The analysis of the interview data showed mixed results among adopters concerning 

competitive pressure. Some of them did not perceive that competitive pressure played a 

significant role on their decision to adopt social media, whereas other adopters expressed 

the importance of gaining a competitive advantage in the market. The findings of this 

study suggest that competitive pressure has a notable effect on SMEs’ decision to adopt 

social media. This finding is consistent with previous studies (Alqahtani and Fosso 

Wamba, 2012; Ifinedo, 2011; Scupola, 2009; Al-Qirim, 2007c; Mehrtens, Cragg and Mills, 

2001; Thong, 1999). The significance of the competitive pressure in this study may 

suggest that SMEs tend to adopt social media as a response to pressure to maintain a 

competitive advantage or gaining recognition within an industry, as suggested by Lippert 

and Govindarajulu (2015).  

Customer pressure 
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Customer pressure was found to be an important determinant of the adoption of social 

media by Omani SMEs. This finding is in agreement with that obtained by Sinclaire and 

Vogus (2011) suggesting the importance of customer use in driving enterprises to adopt 

social media in their organisational setting. In addition, it supports the finding of Al-Qirim 

(2007a) suggesting that pressure from the buyers drove the adoption of e-commerce 

(EC) by SMEs’ in New Zealand. In addition, it is in-line with the findings of Mehrtens, 

Cragg and Mills (2001) indicating that decisions to use the internet are influenced by the 

pressure from the internet users outside of the firm. The study highlights that SMEs were 

not motivated to create a presence in social media because their customers were not 

social media driven and were not interested to learn about businesses via social media. 

This may be attributed to the trend in the increasing number of people embracing social 

media; hence, SMEs respond to this trend themselves. 

Family and friends’ support 

The support of family and friends emerged as an important factor that affects the adoption 

of social media in SMEs. This finding is supported by previous studies (Matuschke, 2008; 

Poon and Swatman, 1997)  and is in accordance with more recent studies by Allart 

(2015) and Derham, Cragg and Morrish (2011a). For instance, the results of the study by 

Poon and Swatman (1997) found that owners of Australian small businesses relied on 

external sources, including friends and partners, to learn about the internet. In addition, 

Derham, Cragg and Morrish (2011) suggested an implied positive role for family members 

on the decision related to introducing new technologies or other business ideas. A more 

recent study by Allart (2015) found that SME owners and managing directors in Thailand 

prefer to rely on personal networks and positive feedback to assess new solutions and to 

decide whether to adopt them. This may imply that friends and family members represent 

a valuable source of advice for SMEs owner-managers. It is possible therefore that the 

Omani SMEs owner-managers lack ICT expertise (as found by Ashrafi and Murtaza, 

2008) and hence they seek friends and relatives advice concerning ICT adoption.  

External IS support 

This study found no evidence for the significance of external support in the adoption of 

social media by SMEs in Oman. In fact, all the adopters who participated in this study did 

not attribute any importance to external IS support in the decision-making process. This 

finding matches previous research by Ramdani, Kawalek and Lorenzo (2009), which 

suggests that external IS support is insignificant in promoting enterprise systems adoption 

among SMEs in the Northwest of England. This might be attributed to the perceived ease 

and less complexity involved in using social media applications. The case could be 

different with other types of complex ICTs (e.g., cloud computing and ERP) where the 

level of system complexity may necessitate external technical support. It could be also 

attributed to the role of the support received from friends and family members. Moreover, 
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the responses of all participants of both groups (adopters and non-adopters) are 

indicative of less perceived complexity of social media; thus, they have not sought help 

from the social media consultancy companies at their current stage. Further, it might be 

also attributed to the lack of awareness about the availability of social media consultancy 

agencies among the Omani SMEs owner-managers. Consequently, external support is 

not included in the preliminary model. 

In a summary, based on the above discussion that indicates mixed results of the findings, 

the five environmental factors were included in the preliminary model (will be discussed in 

section 4.7).  

4.7 Research Hypotheses 

The proposed hypotheses under each context are presented in Table 4.7 based on the 

discussion of the analysis of the interview data concerning the impact of the factors of the 

three TOE (presented in sections 4.6.1, 4.6.2 and 4.6.3).  

Context  Hypothesis  Hypothesis Statement 

T
e

c
h

n
o

lo
g

y
  

H1* 
Increased perceived relative advantage of social media positively influences 
SMEs’ decision to adopt social media. 

H2* 
Decreased perceived complexity of social media negatively influences SMEs’ 
decision to adopt social media 

H3* 
Increased perceived compatibility of social media positively influences SMEs’ 
decision to adopt social media. 

H4* 
Trialling social media applications before adoption positively influences SMEs’ 
decision to adopt social media. 

H5* 
Increased observability of social media applications positively influences SMEs’ 
decision to adopt social media. 

H6** 
Increased interactivity of social media applications influences SMEs’ decision to 
adopt social media. 

H7** 
Increased trust of social media applications positively influences SMEs’ decision to 
adopt social media. 

H8** 
Increased image of social media applications positively influences SMEs’ decision 
to adopt social media. 

O
rg

a
n

is
a
ti

o
n

  H9* 
The size of the enterprise has a positive impact on the SMEs’ decision to adopt 
social media. 

H10* 
Top management support positively influences SMEs' decision to adopt social 
media. 

H11* Innovativeness positively influences SMEs' decision to adopt social media. 

H12* Prior IS experience positively influences SMEs’ decision to adopt social media. 

H13** 
Lack of perceived managerial time negatively influences SMEs’ decision to adopt 
social media. 

E
n

v
ir

o
n

m
e
n

t 
 H14* 

The industry that an SME operates within influences the decision to adopt social 
media. 

H15* 
The market scope that an SME operates within influences the decision to adopt 
social media. 

H16* Competitive pressure positively influences SME decision to adopt social media. 

H17** Customer pressure positively influences SME decision to adopt social media. 

H18** 
Family and friends’ support positively influences SME decision to adopt social 
media. 

* Factors based on the TOE framework 
** New factors that emerged from the findings of study one, the qualitative phase  

Table 4.7 TOE Proposed Hypotheses 

Similarly, Figure 4.7 offers a schematic representation of the preliminary TOE model 

that has resulted from the data analysis of the qualitative data collected in phase one. 

As can be seen from the figure, the preliminary model consists of 18 TOE factors, 
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which are to be validated through a survey administered to a large sample. More 

details on the validation of this model are provided in the next chapter, Quantitative 

Study.  

 

Figure 4.4 The Preliminary Model of Social Media Adoption by Omani SMEs 
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4.8 Summary 

In summary, this chapter has discussed the results of the qualitative phase of the 

research. It has reported related research activities including study-set up, data collection 

and data analysis. It has provided the justification for the choice of semi-structured 

interviews to gather data from the research subject as well as highlighted the procedures 

followed to conduct the interviews.   

In addition, data collection activities including sampling, ethical approval, piloting and the 

actual interviewing process have been described. This chapter has also justified the use 

of thematic analysis to analyse the interview data and has reported the undertaken data 

analysis process. Further, this chapter presented a thorough discussion of the research 

findings at this stage. Thus, drawing on the analysis of the interview data, a TOE-based 

framework was developed for predicting social media adoption, incorporating 18 factors 

related to the three contexts of the framework (eight variables were technological factors, 

five factors were organisational-related and five factors were environmental-related). The 

importance of this chapter lies in that the empirical findings are used as an input to 

develop a preliminary model to be tested in the next research stage, quantitative. Hence, 

the research implementation of the quantitative phase to validate the preliminary model is 

discussed in more detail in the next chapter.    
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 Study 2 – The Quantitative Chapter 5: 

Research Phase 

5.1 Introduction 

Chapter 4 presented the data collection and reported the findings and results produced in 

phase one of the research, the qualitative study.  Building on these findings, chapter 5 

reports the activities related to the study set-up, data collection and data analysis 

associated with the quantitative study, the online survey used to carry out the second 

phase of the research.  The importance of this chapter lies in its testing of the theoretical 

model that aims to predict the adoption of social media in SMEs in Oman.   

The chapter is divided into three main sections: study set-up; data collection; and data 

analysis.  Section 5.2 explains the study set up, beginning with an overview of the broad 

type of quantitative research instrument – survey – used in this research phase.  Section 

5.2.1 argues the suitability of using a survey to carry out this phase of the study and 

discusses the specific type of survey chosen as a data collection method: an online 

survey.  Having identified the data collection method, section 5.3 discusses the 

development of the survey instrument that was used for the empirical data collection and 

highlights the main issues that required careful attention when designing the online 

survey instrument.  It also presents the survey’s design and structure, highlighting the 

relation between the survey questions and the relevant IT innovation adoption literature 

(which was analysed in chapter 2).    

Section 5.4 then goes on to report the activities related to data collection, which includes: 

sampling; ethical considerations; and the piloting undertaken before launching the survey 

online.  Section 5.4.1 discusses and justifies the sampling technique used to select the 

survey respondents.  Section 5.4.2 then aims to describe the ethical considerations 

associated with this phase of the study in more detail.  Section 5.4.3 then explains the 

piloting procedure used to check and pre-test the survey instrument before distributing it 

to the selected sample of respondents.  Section 5.4.4 describes the survey distribution 

procedure.  

The final substantive section of this chapter, section 5.5, presents the online survey data 

and its analysis, describing the steps taken to analyse the quantitative data and test the 



Chapter 5: Study 2 – The Quantitative Research Phase  

111 

model developed in the chapter 4.  Section 5.5.1 provides details on the validity and 

reliability issues associated with the survey.  The application of a relevant statistical 

approach, logistic regression, to test the hypotheses presented in the model is explained 

in more detail in section 5.5.2.  This section justifies the choice of logistic regression. 

Section 5.5.3, then continues to shed a light on essential issues of consideration when 

applying logistic regression. This include diagnostic issues required to build a robust 

logistic regression model that can fit to the dataset.  Before moving into a thorough 

discussion of the survey results, section 5.5.4 presents a descriptive analysis of the 

survey respondents.  Section 5.5.5 then reports the online survey results and presents 

the findings, looking specifically into technological, organisational and environmental 

factors that influence the sampled SMEs’ adoption of social media.  To achieve this, the 

section begins by providing a discussion of the factors related to each TOE context, 

paving the way for comparing the results with the relevant IT innovation adoption 

literature in the next chapter.  Section 5.6 provides a summary of the chapter and its 

position in the thesis. 

5.2 Study Set-up  

As stated in section 3.4 and re-iterated in chapter 4, this chapter aims to identify the 

factors that influence SME owner-managers’ decisions towards social media adoption in 

their enterprises.  In the previous, qualitative research phase, drawing on the TOE 

framework, several technological, organisational and environmental factors were 

identified as being of likely importance in the Omani SME context.  Based on the research 

design presented in chapter 3, the second research phase, reported in this chapter, takes 

a quantitative approach, surveying a large sample of respondents to gain data on the 

identified factors and their influence on social media adoption in the SME setting and, as 

a result, to validate (or otherwise) the model presented in the preceding chapter. 

This section therefore discusses the study set-up, mainly the choice of surveying as the 

research strategy, and online survey, specifically, as the data collection technique.  The 

section also explains the development of the survey instrument, concentrating on its 

structure and design. Section 5.1 is divided into two sections. Section 5.2.1 discusses 

and rationalises the choice of the survey research strategy, as well as elaborating on the 

online survey as an appropriate data collection technique for this phase. Section 5.2.2 

provides a detailed description of the research instrument’s development, concentrating 

on the tool used to develop the online survey, the design of the survey itself and the 

source/provenance of the questions in relation to the IT innovation adoption literature 

analysed in chapter 2.   



Chapter 5: Study 2 – The Quantitative Research Phase  

112 

5.2.1  Survey 

There are many reasons that made using a survey a viable research strategy for this 

phase of the research. First, it is regarded as an efficient and effective way to assess 

management perceptions about organisational issues, including adoption (Rogelberg and 

Stanton, 2007).  Given its potential to garner information from a large sample, surveys 

provide an efficient way to capture data from a significant number of respondents (Fink, 

2015; Bakla, Çekiç and Köksal, 2013).  Also, survey results contribute to a greater 

confidence in the generalization of the results to the whole population being considered 

by the study (Gillham, 2008; Barlett, Kotrlik and Higgins, 2001; Jick, 1979); this was a key 

aim of this phase of the research.  In addition, it has been argued that surveying is the 

most widely-used research approach in the field, as is particularly popular when 

addressing IT innovation adoption (Mingers, 2003; Orlikowski and Baroudi, 1991). 

Since this phase of research required the use of a research strategy with a deductive 

capability to test the hypotheses formulated in the qualitative phase (reported in chapter 

4) (Cavaye, 1996), the choice of survey seems appropriate.  Two other strengths of the 

survey approach which made it an appropriate option for this research phase were 

related to cost and time. Surveying is time-efficient and cost-effective when compared to 

other research strategies, such as interviews (Nardi, 2015; Fowler, 2013; Andres, 2012; 

Lefever, Dal and Matthiasdottir, 2007). 

Given these advantages, the researcher needs to determine the appropriate type of 

survey to use given the context, including the intended research respondents.  Several 

modes of survey are suggested in the literature, including mail/postal, telephone and 

online survey (for more details on the strengths and weaknesses of each type, see, for 

example, Dillman, Smyth and Christian (2014);  Vaus (2013); Kelley et al. (2003); 

Pfleeger and Kitchenham (2001)).  For the second phase of this research, an online 

survey was chosen as the method through which to survey respondents.  This choice is 

justified in the remainder of this section. 

The internet provides a powerful tool that can help researchers to conduct surveys, 

supporting two broad types of survey: email and web-based (Bakla, Çekiç and Köksal, 

2013; Sue and Ritter, 2012; Buchanan and Hvizdak, 2009; Fleming and Bowden, 2009; 

Selm and Jankowski, 2006).  Despite its relatively short history, the online surveying 

method has had a profound effect on conducting research (Andreadis, 2015; Couper and 

Miller, 2008) and is increasing in popularity (Rowley, 2014; Blair, Czaja and Blair, 2013; 

Sue and Ritter, 2012), being used to study a wide range of topics (Bakla, Çekiç and 

Köksal, 2013; Buchanan and Hvizdak, 2009; Marshall, 2005) including those that are IS-

related (for example, Baltar and Brunet (2012)).  Online surveys have been used in many 
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studies and it has been found to be an acceptable method and an efficient tool to collect 

primary data (Buchanan and Hvizdak, 2009; Lefever, Dal and Matthiasdottir, 2007).  

Online surveying was therefore chosen as an appropriate method through which to collect 

quantitative data in order to test the hypotheses arising from the conceptual framework 

developed in chapter 4. 

There are many notable benefits that made online surveying a more viable and 

appropriate way in which to collect quantitative data way than other survey modes/types.  

First, it is an efficient way to reach a large population (Sue and Ritter, 2012; Selm and 

Jankowski, 2006).  Second, it has relatively low administration costs (Olsen, Keltyka and 

Kimmell, 2011; Dillman and Bowker, 2001; Couper, 2000) as well low costs associated 

with returning the completed surveys (Blair, Czaja and Blair, 2013; Sánchez-Fernández, 

Muñoz-Leiva and Montoro-Ríos, 2012) when compared to conventional surveying 

methods (Couper and Miller, 2008).  Third, online surveying offers a wide range of 

interactive features and visual elements which may attract more responses (Bakla, Çekiç 

and Köksal, 2013; Sue and Ritter, 2012; Olsen, Keltyka and Kimmell, 2011; Couper, 

2001; Crawford, Couper and Lamias, 2001; Dillman and Bowker, 2001) and maximise the 

clarity of survey items (Fielding, Lee and Blank, 2008; Kitchenham and Pfleeger, 2002).  

Fourth, it supports quick response rates (Blair, Czaja and Blair, 2013) and, fifth, 

anonymity of respondents (Sue and Ritter, 2012; Lefever, Dal and Matthiasdottir, 2007; 

Selm and Jankowski, 2006; Sax, Gilmartin and Bryant, 2003).  Sixth, it enables easy 

follow-up and reminders to be sent to improve the response rate (Lefever, Dal and 

Matthiasdottir, 2007).  Finally, it offers an easy process through which to collect, clean 

and manage the data for subsequent analysis (Bakla, Çekiç and Köksal, 2013; Olsen, 

Keltyka and Kimmell, 2011; Fleming and Bowden, 2009). 

As well as these general advantages of an online survey, there are other contextual 

issues that justify the use of an online survey as the data collection technique in this 

phase of the research.  First, this technique was appropriate given the lack of a reliable 

postal system in Oman and the lack of information available about the SMEs (see section 

5.3.1 for more detail on this issue), both of which would have made it difficult to distribute 

a paper-based questionnaire.  The researcher was able to use information provided by 

PASMED, which included email addresses of registered SMEs.  Second, to address the 

social dissonance issue discussed in section 4.3.4, it was felt that an online survey 

offered a higher level of security and privacy to respondents than a traditional, paper-

based survey and, therefore, might help to motivate responses from Omani female 

business owners. It was felt that this might help to overcome underrepresentation of 

women in the sample of respondents (Zhang, 2000).  Third, the use of an online survey to 

gather quantitative data from SMEs owner-managers in Oman could make use of the 
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widespread ownership of smartphone devices, offering greater possibilities and 

convenience to the respondents when answering the survey (Toepoel and Lugtig, 2015; 

Dillman, Smyth and Christian, 2014).  According to Lefever, Dal and Matthiasdottir (2007) 

and Sax, Gilmartin and Bryant (2003), the approach also makes it easier for respondents 

to complete the survey in their free time, which may lead to a higher response rate. 

Despite the stated advantages, it is important to note that using online surveys has 

potential weaknesses (Blair, Czaja and Blair, 2013; Evans and Mathur, 2005; Dillman and 

Bowker, 2001; Zhang, 2000).  One of these major weaknesses is that online surveys tend 

to produce a low response rate (Blair, Czaja and Blair, 2013; De Vaus, 2013; Kaplowitz et 

al., 2011).  As a result of having a small data sample, the generalizability of the data to 

the target population can be undermined and the statistical power of the survey can be 

limited (Rogelberg and Stanton, 2007).  Another weakness, or at least challenge, is that 

online surveys tends to result in a sampling bias, since only respondents with internet 

access are able to answer the survey (Blair, Czaja and Blair, 2013; Olsen, Keltyka and 

Kimmell, 2011; Dillman and Bowker, 2001; Zhang, 2000).  Though internet access in now 

relatively pervasive among the target population of this research (Olsen, Keltyka and 

Kimmell, 2011), this issue could lead to an unrepresentative sample since some 

individuals may be excluded (Solomon, 2001), which could in turn affect the response 

rate and the generalizability of the findings (Zhang, 2000).  To tackle issues associated 

with low response rates, several approaches have been suggested, including  the use of 

pre-notifications with a personalised cover letter and follow-up reminders (for more 

details, see Olsen, Keltyka and Kimmell (2011); Rogelberg and Stanton (2007);  Selm 

and Jankowski (2006); Evans and Mathur (2005); Dillman and Bowker (2001); Solomon 

(2001); Couper (2001)). 

In the next section, detail related to the design and development of the survey is 

presented. 

5.3 Survey Design and Development 

This section aims to discuss the development of the instrument used in the second phase 

of the study.  To achieve this aim, the section is broken down into three subsections. In 

the section 5.3.1, the software tool, Bristol Online Survey (BOS) (BOS, 2015), used to 

create and design the instrument is discussed in more detail, covering the capabilities of 

BOS to enhance the layout and overall structure of the instrument.  Section 5.3.2 

elaborates on the core design issues that require careful attention when designing an 

online survey instrument and includes discussion on the principles and guidelines that 

may be used to design a robust, simple and well-presented research instrument.  Building 
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on the understanding of the core design issues, section 5.3.3 discusses the structure and 

measurement operationalisation of the instrument in relation to the IT adoption literature.   

5.3.1  Survey Design Tool  

As stated in section 5.2.1, the internet offers researchers opportunities to conduct and 

design online surveys.  As a result, a wide array of survey development tools with various 

sophisticated options and features can now be used to facilitate the process of creating 

and conducting a user-friendly online survey (Bakla, Çekiç and Köksal, 2013; Sue and 

Ritter, 2012; Fielding, Lee and Blank, 2008; Wright, 2005).  In this research, the survey 

was created and designed using Bristol Online Survey (BOS), (BOS, 2015).  As a 

powerful and a flexible online survey, this software has a professional and a simple layout 

that offers respondents many functions and simple navigation of the created survey 

pages.  It is a well-established, web-based software system used to design and conduct 

surveys and has a user base of over 300 organisations (BOS, 2015).  In fact, many 

national surveys in the UK have been conducted using BOS (BOS, 2015).  It supports 

multiple browsers and allows different types and formats of question to be asked, 

including those that elicit open-ended responses.  Moreover, it does not require any 

technical knowledge so is useful for first-time web survey researchers (Bakla, Çekiç and 

Köksal, 2013). 

However, as with any form of survey, using online survey does require adherence to, and 

demands awareness of, certain design issues in order to develop a robust instrument, 

improve the response rate and yield useful and relevant information (Patel and Joseph, 

2016; Bakla, Çekiç and Köksal, 2013; Hewson and Laurent, 2012; Deutskens et al., 

2004).  More detailed discussion of a set of useful recommendations and guidelines that 

were been considered in the design of the online survey developed for this phase of the 

study is presented in the next section.   

5.3.2  Instrument Design 

Designing a high-quality survey research instrument is not an easy task; rather it requires 

a lot of effort (Rowley, 2014; Bakla, Çekiç and Köksal, 2013; Kelley et al., 2003; Dillman, 

1994).  Andres (2012) describes the process of designing a survey as “daunting” because 

it is a systematic process that requires, from the outset, the devotion of enough time and 

attention to develop the instrument (Blair, Czaja and Blair, 2013; Lumsden, 2007; 

Deutskens et al., 2004).  In fact, there is no theoretical base or rule of thumb that 

guarantees an ‘ideal’ survey instrument (Grover and Vriens, 2006).  However, developing 

a good and effective survey instrument requires that the instrument undergoes a robust 
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process of design and testing.  This is because the design process has impact on the 

survey results.  Additionally, the instrument represents the only means through which the 

researcher communicates with the respondents (Fielding, Lee and Blank, 2008). 

In view of the above, it has been argued that the success of a survey instrument depends 

heavily on the design phase (Bee and Murdoch-Eaton, 2016; Reynolds, 2006; Crawford, 

Couper and Lamias, 2001).  It is therefore recommended that key design principles be 

followed to assist in producing a sound survey instrument.  Such general principles of 

‘do’s and don’ts’ help to reduce design pitfalls by addressing important design issues.  In 

this respect, several design key issues have been identified and associated good practice 

that can help in handling these issues have been suggested and comprehensively 

discussed in the survey research literature (see, for example,  Rowley, 2014; Brinkman, 

2009; Dillman and Bowker, 2001; Goddard  and Villanova 1996).  Of these core issues, 

question wording and format, question formulation, layout, question sequencing and the 

language used were addressed in developing the survey instrument for this research. 

With respect to the first issue, drafting and formatting questions require careful 

consideration in the survey design.  In broad terms, there are two main types of question: 

open-ended and close-ended (Rowley, 2014; Bakla, Çekiç and Köksal, 2013; Sue and 

Ritter, 2012; Reynolds, 2006; Marshall, 2005).  Open-ended questions are those for 

which respondents are allowed to “use their language and express their own views” 

(Rowley, 2014, p.314), whereas in closed-ended questions, known as “pre-coded” 

questions (Seale, 2004, p.83) the respondents are provided with options from which to 

select (Sue and Ritter, 2012).  In deciding what types of question to include in the 

instrument, Bell (2014) recommended that researchers be aware of the advantages and 

limitations of each type before incorporating them into the instrument.  For the same 

reason, Brace (2008) asserted that the researcher needs to understand the type of 

information required as this will help to determine the appropriate types of question to be 

included. 

In this study, a combination of both open-ended and closed-ended questions was used.  

However, it is worth mentioning that, in practice, open-ended questions were limited to 

the last section of the survey as the responses to this type of question are difficult to 

analyse and interpret (Bee and Murdoch-Eaton, 2016; Patel and Joseph, 2016; Brace, 

2008).  Also, several authors (for example, Galesic and Bosnjak, 2009; Crawford, Couper 

and Lamias, 2001) have observed that the use of open-ended questions play a role in the 

abandonment of survey completion, suggesting that limiting their use may be a wise 

strategy.  The remaining sections in the survey used only closed-ended questions, which 

is a commonly used question type in survey research (Brace, 2008; Gillham, 2008) as 

they provide quick and easy-to-handle data (Bee and Murdoch-Eaton, 2016).  In 



Chapter 5: Study 2 – The Quantitative Research Phase  

117 

particular, four types of closed-ended questions were included: category; list; scale; and 

dichotomous.  The types of question that were used in the study survey instrument are 

summarised in Table 5.1. 

Question Type Explanation  Examples 

C
lo

s
e
d

-e
n

d
e

d
 

Category 

Respondents are provided 
with many options from 
which they need to select a 
single option. 

Market scope: four categories were provided: “Local”, 
“National”, “Regional” and “International”.   

The respondents must choose the option that 
represents the market scope of their enterprise. 

List 

Respondents are offered a 
list of options from which 
they may select one or more 
applicable option. 

Social media platforms:  “Facebook”, “Twitter”, 
“Instagram”, “LinkedIn”, “Foursquare”, “Myspace”, 
“Vine”, “Google+”, “Others” (please specify)” 

The respondents may tick one or more box to indicate 
their use of platforms. 

Scale 

Respondents are provided 
with one statement or a 
series of statements and are 
instructed to indicate their 
level of 
agreement/disagreement 
with each statement. 

Image: 

IMG1:“Businesses which use social media applications 
have more prestige than those who do not”, IMG2: 
“Business which use social media have a high profile” 

Dichotomous   
Respondents are provided 
with only two options for a 
particular question. 

Social media adoption: “Yes” / “No”. 

Open-ended 
Respondents are asked to 
express their opinions in free 
text comments.  

In section E, respondents were asked to provide 
additional comments about the research topic.   

Table 5.1 Questions types in the survey 

 

Alongside the choice of the types of question, question formulation is another essential 

part of the design process (Fink, 2015; Reynolds, 2006).  In writing survey questions, it is 

crucial to ensure that each question is related to the research objectives.  Also, it is 

important that each question can be easily read and clearly understood as intended by all 

respondents.  In respect of this issue, several authors (for example, Bryman and Bell, 

2015; Kelley et al., 2003; Kitchenham and Pfleeger, 2002) have suggested general 

guidelines that should be used to help construct simple and clear questions and avoid 

potential problems.  Table 5.2 summarises the general guidelines on question formulation 

that were followed in the design process of the study instrument.   

Kelley et al. (2003) also suggested consideration of two further issues when developing a 

survey instrument: (i) planning the content of the instrument; and (ii) survey layout.  With 

respect to the first issue, Kelley et al. (2003) recommended the researcher to conduct a 

literature search to ‘adopt’ questions that have been used in existing, tested surveys.  

Relying on previous studies’ instruments may make survey administration easy and 

ensure content validity and reliability of the instrument items (Hewson and Laurent, 2012; 

Sue and Ritter, 2012; Kitchenham and Pfleeger, 2002). In the case of the instrument of 

this study, the researcher conducted an extensive review of the survey instruments used 
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in previous IT adoption studies. Hence, a series of predefined items in the instrument 

were from previously tested studies (more details in section 5.3.3). 

No Guideline Explanation  

1 Avoid long questions. 

Asking long questions may lead respondents to skip answering them and 
thus may result in incomplete data and/or may lead to respondents 
discontinuing to answer the survey (Sue and Ritter, 2012), affecting the 
response rate.  Keeping questions short and simple helps to prevent 
lowering the response rate.   

2 
Avoid use of 
abbreviations, slang and 
colloquial expressions. 

Jargon (e.g., technical terms) are difficult to understand and may cause 
confusion, lead to missing data and produce low response rates.  To avoid 
this issue, in this study, the researcher provided a glossary of relevant 
social media-related terms.  

3 

Avoid doubled-barrelled 
questions, asking about 
two variables or more in 
one question. 

This type of question contains two distinct questions but allows one 
answer.  This leads to a non-response or renders data impossible to 
analyse and interpret (Sue and Ritter, 2012).  To avoid this issue, the 
question should be split into two distinct questions.  

4 
Avoid very general 
questions (simple 
language questions). 

The researcher is recommended not to use questions that are too vague 
or too general; instead, the questions used should be precise and to the 
point.  

5 Avoid leading questions. 
A leading question is any question that directs respondents towards a 
particular answer or implies a certain answer (Sue and Ritter, 2012).  This 
type of question should be avoided.  

6 
Avoid questions that 
include negatives. 

This type of question may lead to confusion and misinterpretation of the 
question.  As such, this type of question should be avoided.   

Table 5.2 General guidelines related to question formulation that were used in 

the development of the survey 

With respect to the second issue, survey layout is another significant element that should 

be considered in order to ensure a clear and well-presented instrument (Blair, Czaja and 

Blair, 2013), supporting respondents in navigating and completing the survey in an easy 

manner (Reynolds, 2006).  Reflecting the importance of the issue, Boynton and 

Greenhalgh (2004) associated good survey layout with an improved response rate.  In 

designing the instrument for this phase of the study, clear instructions were given in 

relation to each section, appropriate titles and headings were used, and item groupings 

were considered as they represent good indicators of a well-designed survey layout 

(Blair, Czaja and Blair, 2013; Reynolds, 2006; Kitchenham and Pfleeger, 2002).  In 

addition, the layout was improved by standardizing responses to ensure a consistent 

format, with similar question formats being used for related questions.  For instance, the 

use of scaling measures was consistently applied throughout the survey, with scales 

aligned in the same direction (1 meant strongly disagree, and 5 meant strongly agree).  

This was important as it has been found to yield two benefits; first, it reduces the time 

taken to complete the survey (Blair, Czaja and Blair, 2013); second, it enhances the 

reliability of the instrument (Sue and Ritter, 2012; Boynton and Greenhalgh, 2004). 

Another two fundamental design issues that need to be carefully considered when 

designing a survey are question sequencing and section ordering (Rowley, 2014; 

Marshall, 2005; Goddard III and Villanova, 1996).  With regards to these two issues, the 

researcher adhered to the two rules suggested in the literature (see, for example, Rowley, 

2014; Blair, Czaja and Blair, 2013).  The first rule is to commence with general and easy 
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to answer questions before moving on to more focused questions.  This approach helps 

to establish rapport with respondents and raises their interest in participating in the study 

(Patel and Joseph, 2016).  In this study, the survey therefore started with questions 

related to demographic information and general social media.  The second rule relates to 

building a sense of flow and logical relationships between questions and sections by 

grouping questions into sections and clustering items that belong to a particular theme.  

In the survey instrument for this study, all items related to technology characteristics of 

social media were asked in one section, so the respondents were more likely to find the 

questions easy to comprehend as they had a logical sequence.  Also, and in a tandem 

with the logical structure, the instrument was structured into logically-ordered pages 

where relevant topics were presented on the same page.  For instance, pages 7, 8, 9 and 

10 of the survey were aligned to ask questions related to technological, organisational 

and environmental variables, respectively (see appendix F). 

The language used is another basic element of the design a good survey instrument.  As 

such, Brace (2008) argued that surveys must be worded in language that can be 

understood by the target respondents.  Having a prior understanding of the 

characteristics of the population of the study would therefore help to determine the 

language that should be used within the instrument.  Given that this survey aimed to 

gather information from SMEs owner-managers whose local language was Arabic, the 

final survey instrument was ‘back-translated’ into Arabic.  This was felt to be essential in 

order to express the questions in a way that the target respondents would understand 

and to avoid misinterpretation and confusion. 

The length of the survey is another important issue that requires careful attention when 

designing an online survey (Toepoel and Lugtig, 2015; Selm and Jankowski, 2006).  As 

with a conventional survey, a lengthy online survey is associated with an increased risk of 

low response rate (see, for example, Gilinsky et al., 2015; Galesic and Bosnjak, 2009; 

Deutskens et al., 2004).  With this in mind, and based on estimated survey completion 

times in studies in similar contexts (for example, Thi, 2006), it was decided that a survey 

length that could be completed within 10-15 minutes would be the most suitable in order 

to obtain a reasonable response rate and response quality. 

Having discussed relevant survey design issues and indicated steps taken to address 

them in this study, the next section explains the structure of the survey instrument in more 

detail.  
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5.3.3  Instrument Structure and Measurement Operationalisation 

As can be seen in the Survey Roadmap (Appendix G), the final version of the survey was 

designed to cover the key areas of social media adoption and, more importantly, the 

TOE-related questions.  However, prior to asking the questions, it is important to establish 

what Goddard and Villanova (1996, p.116) referred to as an “administration protocol”.  It 

is viewed as a highly important element of the survey instrument (Boynton and 

Greenhalgh, 2004) as (i) it enhances the quality of the responses (Rowley, 2014) and (ii) 

it works as stimulus to boost response rate (Kaplowitz et al., 2011).  In general, the 

protocol includes important information (such as instructions required by respondents to 

understand the aim of the survey) that helps the respondents to complete the survey in 

an effective and efficient way. 

For this study, it is important to mention that the first two pages serve as a protocol for the 

survey, providing a clear articulation of the purpose of the research, its relevance to the 

respondents and the researcher’s contact information.  In addition, respondents were 

briefly provided with statements indicating the rationale behind their selection as 

candidates, as well as an estimate of the time it would take to complete the survey.  The 

introductory pages also presented information on the code of conduct followed in this 

research phase and briefly explained how confidentiality and anonymity of the responses 

would be guaranteed. Overall, the final version of the survey had five sections and was 

comprised of 54 questions.  Table 5.3 presents an overview of the structure of the survey 

instrument.  Each section will now be briefly introduced and explained.   

Section Area No. of items 

A. 

1 Respondent – Demographic information 4 

2 Enterprise – Demographic characteristics 5 

3 Social-media-related general questions 5 

B Technology characteristics 22 

C Organisation characteristics 10 

D Environment characteristics 6 

E Additional comments 2 

Total 54 

Table 5.3 Overview of the survey structure 

Section A: General Information 

Including background information about respondents is common practice in survey 

research (Blair, Czaja and Blair, 2013).  Section A was therefore designed to capture 

demographic information from the respondents, and elicit information on their 

enterprises/businesses, including their adoption, use and rejection of social media 

platforms.  The section was divided into three areas: A.1 (Respondents demographic 

information), A.2 (Enterprise demographic information) and A.3 (General information on 

social media status among the surveyed enterprises). The overwhelming majority of the 
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measures for items in the three sections were adopted from previously validated studies 

in the IT innovation literature and more specifically from studies that have been 

conducted to examine the adoption of various technologies in the organisation context of 

SMEs. 

In the first area, four questions (Q1-Q4) were used to measure respondents’ 

demographics characteristics.  All questions were measured using a nominal scale and 

were included in the main analysis and as the basis for the descriptive analysis.  Table 

5.4 summarises the questions included in this section, the categories and how each 

question was coded. 

Question 
(No.) 

Demographic 
information included 

Categories 

Q1 Gender “Male” and “Female” 

Q2 Age 
“Less than 25”, “25 – 34 years”, “35 – 44 years”, “45 – 64 years” and 
“65 years and over” 

Q3 Level of education 
“No formal qualification”, “Primary school certificate”, “Secondary 
school certificate”,” College qualification (diploma)”,” Degree”,” 
Postgraduate” 

Q4 Mode of employment 
“Full-time government sector employee”, “Full-time private sector 
employees”, ” Self-employed”, ” Student” and “Other” 

Table 5.4 Questions on respondents’ demographic information 

The second area (A.2) comprised five questions to elicit background information about 

the enterprise.  The included questions were about the enterprise’s age, size, annual 

sales, business activity and scope.  These items also were measured using a nominal 

scale and included in the main analysis and as the basis for the descriptive analysis, 

mainly cross-tabulation.  Items that measured the enterprise’s age were adopted from Al 

Barwani et al. (2014).  Similarly, the measurement of size was based on the definition of 

SMEs by PASMED and the Ministry of Commerce and Industry in Oman, as illustrated in 

Table 5.5.  The four categories used to measure market scope were taken from previous 

work in IT the innovation literature (specifically Alshamaila, 2013; Ramdani, Chevers and 

Williams, 2013; Buonanno et al., 2005).  Table 5.5 summarises the question included in 

this area of the survey, the categories and how each question was coded. 

Question 
(No.) 

Demographic 
information included 

Categories  

Q5 Age  “0-1 year”, “1-3 years”, “More than 5 years” 

Q
6 

A 

Size 

“Less than five”, “5 – 9 employees”, “10 – 99 employees” 

B 
“Less than 25,000 OMR”, “25,000 OMR – 250,000 OMR”, “250,000 
OMR – 1.5 million OMR” 

Q7 Market scope  “Local”, “Domestic”, “National”, “International” 

Q8 Industry  
“Manufacturing”, “Wholesale and Retail”, “Professional and 
Technical Services”, “Construction”, “Other sectors” 

Table 5.5 Questions on SMEs' characteristics 

The third area (A.3) comprised a series of questions (Q10- Q15) about adoption and 

rejection of social media in SMEs to categorise respondents into adopters and non-

adopters. The first question in this section was designed to represent the dependent 



Chapter 5: Study 2 – The Quantitative Research Phase  

122 

variable, response outcome: adopt or not adopt. This item was adopted from Premkumar 

and Roberts (1999), and it was coded as “1” for adopt and “0” for not adopt. In addition to 

this question, the respondents of adopting enterprises were asked about what social 

media platforms their enterprises use and the purposes of use.  The respondents of non-

adopting enterprises were asked about the barriers that hinder the adoption process and 

their future plans in relation to adoption.  Table 5.6 summarises the question included in 

this area of the survey, the categories and how each question was coded.   

Question 
(No). 

Social media 
adoption  

Categories  

Q10 Adoption decision  “Yes” and “No” 

Q11 
Social media 
platforms 

“Facebook”, “Twitter”, “Instagram”, “LinkedIn”, “Foursquare”, 
“Myspace”, “Vine”, “Google+”, “Others (please specify)” 

Q12 

Purpose of adopting 
social media 

“Information sharing and search”, “Branding”, “Advertising and 
promotion”, “Conduct market research”, “Reach new customers”, 
“Getting referrals (word-of-mouth via likes, shares and followers in 
Facebook, Twitter, etc.)”, “Develop customer relations”, “Communicate 
with customers”, “Customer service activities”, “Receive customer 
feedback”, “Others (please specify)” 

Q13 Adoption intention 
“intend to adopt social media” , “Do not intend to adopt social media 
for the foreseeable future” 

Q14 
Adoption intention 
plan 

“Less than 6 months”, “6 – 12 months”, “13 – 18 months”, “19 – 24 
months”, “More than 24 months” and “No plans” 

Q15 
Barriers of non-
adoption 

“The enterprise feels that it does not gain any benefit from using social 
media”, “Social media is a risk for information security”, “Not enough 
skills to implement social media”, “Not enough time to use social 
media”, “Not enough (monetary) resources”, “The enterprise does not 
know how to best utilise social media in business”, “Fear of critique or 
negative feedback”, “Bad experience of social media” and “The 
enterprise can do well without social media” 

Table 5.6 Questions on social media adoption in SMEs 

 

 

As illustrated in Table 5.3, sections B, C and D comprised a series of statements 

representing factors related to the three TOE contexts.  In this part of the survey, it was 

decided to use closed-ended questions as this type of question serves to elicit data in a 

form that is easy to handle (Bee and Murdoch-Eaton, 2016; Boynton and Greenhalgh, 

2004).  The measurement of all of the TOE items in the three sections was anchored on a 

five-point Likert scale, which is the most widely-used rating format to indicate a degree of 

agreement and disagreement with a statement or set of statements (Croasmun and 

Ostrom, 2011; Allen and Seaman, 2007; Bertram, 2007).  The use of the five-point Likert 

scaling technique has been recommended by many researchers to assess participants’ 

opinions and to capture a nuanced range of responses rather than simply eliciting ‘yes’ or 

‘no’ responses (Babbie, 2013).  The response to each statement is assigned a numerical 

value ranging from 5 for ’strongly agree‘ to 1 for ’strongly disagree‘.  The obtained values 

of all the responses to the statements of each particular item may then be analysed. The 

description of sections B, C and D of the survey are given below, with accompanying 
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tables to illustrate the factors included in each section, the operational measures used 

and the sources of the measurement from the literature.  

Section B: Technology Characteristics 

Section B was developed to include technology factors associated with social media 

adoption in SMEs.  This section of the survey included eight multi-item factors (variables) 

that were identified during the qualitative phase of this research (refer to section 4.4.3).  

As stated earlier in section 5.3.2, the factors were operationalised from existing measures 

employed in previous studies in the field that were published in reputable academic 

journals (for example, Ainin et al., 2015; Premkumar and Roberts, 1999; Moore and 

Benbasat, 1991). Regarding the factors that emerged from the study (interactivity, trust 

and image), the researcher searched the IT adoption literature for relevant operational 

measures for the three constructs. As a result, the items used to measure the three 

constructs were informed by As such, the items used to measure the three constructs 

were infromed by Ainin et al., 2015 and Moore and Benbasat, 1991. Table 5.7 presents a 

summary of the factors representing the technology context. 

TOE 
Context 

Construct Name 
Operational measure 

(items) 
Sources 

Q
1
6
 

T
e

c
h

n
o

lo
g

y
  

Relative advantage (RAV) 4 Premkumar and Roberts (1999) 

Complexity (CMX) 2 Premkumar and Roberts (1999) 

Compatibility (CMB) 3 Moore and Benbasat (1991); Ainin et 
al. (2015) 

Trialability (TRB) 2 Moore and Benbasat (1991) 

Observability (OBV) 3 Moore and Benbasat (1991) 

Interactivity (INT) 3 Researcher defined, informed by Ainin 
et al. (2015) 

Trust (TRT) 3 Researcher defined, informed by Ainin 
et al. (2015) 

Image (IMG) 2 Researcher defined, informed by 
Moore and Benbasat (1991) 

Table 5.7 A summary of the technology context factors 

 

Section C: Organisation Characteristics 

Section C was designed to understand the perception of SME business owner-managers 

in relation to a collection of statements indicating the influence of organisational factors 

on the adoption decision of social media in their enterprises.  The enterprise size was 

determined by two measurements, in accordance with the definition of SMEs by 

PASMED and Ministry of Commerce and Industry, as mentioned in section 5.3.1.  In each 

measurement, a group of three values was used (as indicated in Table 5.5).  This section 

of the survey also included questions about top management support, innovativeness, 

prior IS experience and lack of managerial time.  Table 5.8 summarises the 
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operationalisation measurement of the organisational factors used in this study and the 

corresponding sources of measurement from the literature. 

TOE 
Context 

Construct Name 
Operational 

measure (items) 
Sources 

Q
1
7
  

O
rg

a
n

is
a
ti

o
n

  

Size (SZE)  1 
Public Authority of SME Development 
(2015), Ministry of Commerce and 
Industry (2015)  

Top management support 
(TMS) 

2 
Yap, Thong and Raman (1994) 

Innovativeness (INV) 
3 

Agarwal and Prasad (1998) 

Previous IS experience (PIE) 2 
Alshamaila (2013); Lippert and Forman 
(2005) 

Perceived lack of managerial 
time (PLT)  

2 
Researcher defined 

Table 5.8 A summary of the organisation context factors 

Apart from the fourth variable, perceived lack of managerial time, the remaining factors 

were drawn from previous work in the IT innovation academic literature (for example, 

Lippert and Forman, 2005; Agarwal and Prasad, 1998; Yap, Thong and Raman, 1994). 

Regarding perceived lack of managerial time construct, no validated or established 

measures was found in the literature. In such cases, (Tharenou, Donohue and Cooper, 

2007) argued that the researcher may need to construct a new scale to measure the 

construct. It was therefore important to ask further questions related to the reasons 

behind lack of time. This was done by asking the participants to provide further insight 

into this issue. It was found that participants attribute this issue to time they spend to do 

work-related and personal-related activities. As a consequence, two items were 

developed and tested with some participants to evaluate the questions and examine their 

validity.  

Section D: Environment Characteristics 

Section D was designed to elicit the views of business owner-managers towards the 

potential influence of five environment factors – competitive pressure, customer pressure, 

family and friends’ support, industry and market scope – in the decision to adopt or not to 

adopt social media in their enterprises.  As has been already shown in Table 5.5, the last 

two factors, industry and market scope, were operationalised using categorical variables.  

The measurement of the other three factors representing environment context 

(competitive pressure, customer pressure and family and friends’ support) were derived 

from Venkatesh et al. (2003) and Premkumar and Roberts (1999).  The items used to 

measure these variables are presented in Table 5.9. 

TOE 
Context 

Construct Name 
Operational 

measure (items) 
Sources 

Q
1
8
 

E
n

v
i

ro
n

m
e
n

t 
 Industry (IND) Five categories Public Authority of SME Development (2015) 

Market scope (MKS) Four categories 
 Alshamaila (2013), Ramdani, Chevers and 
Williams (2013), Buonanno et al. (2005) 
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Competitive pressure 
(CMP) 2 Premkumar and Roberts (1999) 

Customer pressure 
(CSP) 

2 Alshamaila (2013); Lippert and Forman (2005) 

Family and friends 
support 

2 Venkatesh et al. (2003)  

Table 5.9 A summary of the environment context factors 

Section E: Additional Comments 

In the final section, two open-ended questions were asked.  The first question aimed to 

seek additional comments about the research topic.  In the second question, respondents 

were asked to provide their email address if they wanted to receive a summary of the 

results of the research.  At the end of the instrument, a simple message to thank the 

respondents for their time and effort in completing the survey was added as this was 

advocated by Rowley (2014) and Reynolds (2006). 

Having explained the development of the instrument and the associated core design 

issues, the next step is to discuss the ethical procedures that were required in order to 

carry out this study.  

5.4 Data Collection Activities 

This section discusses various activities that had to be considered before the 

implementation of the research instrument, including three main preparatory activities: 

sampling; addressing ethical considerations; and piloting.  The section begins, in section 

5.4.1, with a discussion of the sampling technique adopted in this phase of the research 

and the strategies that were considered in order to tackle issues that arise when using an 

online survey.  It then moves on to discuss, in section 5.4.2, the steps that were 

undertaken to ensure that ethical considerations were suitably addressed in conducting 

the study.  Section 5.4.3 then discusses the piloting procedure that was used to refine 

and validate the research instrument before the online survey instrument was launched.  

Section 5.4.4 then provides a thorough discussion of the process through which the 

survey was distributed to/accessed by the identified sample of respondents.   

5.4.1  Sampling 

As noted in section 5.2, an online survey was used as a tool to gather data from a wide 

range of respondents.  Owing to the cost and impracticality of surveying the whole 

population relevant to the study, it was important to identify a sampling frame to select a 

representative group of the population (Kelley et al., 2003) .  There are many different 
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ways to identify sampling frames for conducting an online survey (Couper and Miller, 

2008).  However, the main issue with the use of an online survey is that it prevents 

random sampling (Toepoel and Lugtig, 2015; Fielding, Lee and Blank, 2008; Buonanno et 

al., 2005; Kiesler and Sproull, 1986). This is because this type of survey is not based on 

probabilistic sampling and thus obtaining a random sample is very difficult (Blair, Czaja 

and Blair, 2013; Baltar and Brunet, 2012; Lefever, Dal and Matthiasdottir, 2007; Andrews, 

Nonnecke and Preece, 2003).  In online surveys, each case within the entire population 

does not have a known probability of being included in the sample (Rowley, 2014).  Thus, 

the likelihood of including cases that are representative the whole population is not 

known.  As a consequence, researchers who use online surveys may not be able to know 

who answers the survey, so the sample cannot be claimed to be representative of the 

whole population.  As far as the sample of this study is concerned, the selected sample 

represented SMEs operating in five main sectors in Oman. 

As mentioned-above, five sectors were identified for this study: manufacturing; wholesale 

and retail; professional and technical services; construction; and other sectors.  These 

sectors represent the main businesses sectors in Oman (Al-Kharusi, 2003). Recent 

statistics by PASMED also indicate that these sectors account for the highest number, 

with slightly more than 80%, of registered SMEs in Oman (Omandaily, 2016).  For this 

study, certain criteria to define the type of SMEs involved in the study were used.  SMEs 

are defined in accordance with the new definition released by PASMED, a dedicated 

entity whose role is to advocate entrepreneurship and provide support for national 

entrepreneurs (Muscat daily.com, 2014).  According to the PASMED definition, SMEs are 

classified based on two criteria: (i) employee numbers; and (ii) annual sales.  The 

definition sets an upper limit of 99 employees and R.O1.5million for enterprises to 

classified as SMEs; the measures are consistent across all sectors.  The definition has 

recently been adopted by other Omani government bodies and financial institutions, 

increasing its importance. 

There is no single source that provides a complete list of the SMEs in Oman as more 

than one government unit is responsible for SME development (Al-Shanfari, 2012).  

Given this situation, the researcher sought to obtain a reliable and updated list of SMEs in 

Oman in order to serve as a frame from which to draw the sample of respondents (Rea 

and Parker, 2014; Singh and Mangat, 2013).  As this study required the recruitment of the 

most knowledgeable individuals within SMEs who could offer accurate information on 

innovation adoption (Blair, Czaja and Blair, 2013), owner-managers of SMEs operating in 

the five identified sectors were selected as the best individuals to be surveyed.  In view of 

this, a list consisting 5983 SMEs registered in the PASMED database
1
 was seen as the 

best source of SME information and an adequate initial sampling frame. The list was 
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released in 2014 and provides information on SMEs that are located in the different 

regions of Oman, including the capital (PASMED, 2015).  The list contains details such as 

enterprise names, business sector, location and, more importantly, the names of 

business owners as well as their contact details, including email addresses, which was 

essential in order to approach the respondents. 

It is important to note, however, that the list had some missing data, in particular missing 

email addresses, and needed to be carefully assessed. In light of the list, only SMEs with 

a valid email address were identified to serve as the sample frame from which to choose 

the respondents. In addition to having a valid email address, SMEs that operated in the 

capital, Muscat, were chosen as the sample frame, for similar reasons stated in section 

4.3.1. 

Out of the total listed enterprises in the PASMED database, 964 were identified as 

matching the above-stated criteria.  The decision was taken to include in the sample all of 

the 964 enterprises identified in the sample frame.  This was done for two reasons.  The 

first reason was that previous studies conducted on SMEs in Oman had achieved only 

low response rates (for example, Al Barwani et al. (2014) and Ashrafi and Murtaza 

(2008)). Second, in certain cases, low response rate has been attributed to certain 

cultural factors in the Arabic context.  For instance, a study by Al-Subaihi (2008) found 

that the response rate to their web survey was significantly lower than that associated 

with traditional (e.g., telephone and mail) surveys.  Interestingly, this study also found that 

males’ participation in web surveys was significantly higher than their female counterparts 

despite both groups having the same level of internet access.  Including all of the 

identified SMEs in the sample was therefore seen as a way of seeking to mitigate the risk 

of a low-response rate (Lefever, Dal and Matthiasdottir, 2007). 

After determining the appropriate sampling strategy, the next step was to seek ethical 

approval to conduct the study and the following section will therefore address the ethical 

processes and practices followed in this phase of the research prior to piloting and 

distributing the survey. 

5.4.2  Ethical Considerations 

As already stated in section 4.3.2, ethical considerations are argued by Ritchie et al. 

(2013) as being the “heart of high-quality research”.  Thus, highlighting and outlining 

ethical issues are imperative in all types of survey, including online surveys (Bakla, Çekiç 

and Köksal, 2013; Buchanan and Hvizdak, 2009; Buchanan, 2004).  It was, therefore, 

essential to ensure that this research complied with the principles of the ethical research 

and the ethical procedures of the Brunel University London, where the researcher was 
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based.  Ethics approval was therefore sought and obtained (see Appendix C) from the 

Ethics Research Committee at Brunel University London before the commencement of 

data collection for this phase of the research.  In broad terms, similar ethics guidelines 

and procedures to those outlined in conducting phase one of research were followed 

(please refer to section 4.3.2 for more details).  However, ethics issues and the code of 

conduct in this phase of research needed to be carefully addressed owing to the 

complexity and nature of the online environment via which the survey was conducted 

(Burns and Burns, 2008; James and Busher, 2007; Buchanan, 2004). 

A key consideration in relation to ensuring good ethical practice when conducting an 

online survey is to familiarise the respondents with the ethical principles and code of 

conduct followed in the research (Bakla, Çekiç and Köksal, 2013; Hewson and 

Buchanan, 2013; Kelley et al., 2003).  One potential benefit of doing this is to help to 

establish trust with the respondents (Buchanan and Hvizdak, 2009).  It is also vital to pay 

attention to core ethical issues such as obtaining informed consent from the potential 

respondents, and being clear in relation to privacy, confidentiality and anonymity 

concerns (Callegaro, Manfreda and Vehovar, 2015; Fielding, Lee and Blank, 2008; 

James and Busher, 2007). 

Accordingly, in this study, the introductory part of the survey provided explicit information 

that guided the respondents in relation to the ethical principles and procedures adopted in 

this phase of the research and provided details about the general nature of the study.  

(Respondents were also subsequently debriefed about the research and its relevance to 

them as well as their enterprises).  Also, it was explicitly made clear to potential 

respondents that their participation was voluntary and that they had the right to withdraw 

at any time with no consequences.  Respondents were provide with the contact details of 

the researcher (and their supervisor), in case further clarifications were required in 

relation to the research.  The consent sheet included an explicit statement so that 

respondents could explicit indicate that they had read and understood the consent 

information. 

Confidentiality and anonymity are two other important issues in the conduct of any 

research (Burns and Burns, 2008; Walford, 2005).  In this study, respondents were 

assured that their identities, as well as their enterprises’ information, would be kept 

confidential, that the anonymity of responses was guaranteed, and that their responses 

would be used only for research purposes (in line with the recommendations of Bakla, 

Çekiç and Köksal, 2013; Gideon, 2012)). 

Other ethical issues, such as the security of the collected data, data transmission and 

data storage, are major issues of concern relevant to online survey research for which 
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careful consideration is required (Buchanan and Hvizdak, 2009; James and Busher, 

2007; Evans and Mathur, 2005; Buchanan, 2004).  It is, therefore, important to assure 

respondents that their responses are protected and will kept securely.  In view of this, 

respondents were given brief information about how the collected data were to be stored 

and managed and they were invited to visit an online resource that provided more 

information on the security of the BOS tool (BOS, 2015). 

Having designed the instrument and sought, and gained, the ethical approval required to 

conduct the study, the next step was to undertake an initial assessment of the instrument 

before releasing it to the target respondents.   

5.4.3  Piloting 

Having developed the survey instrument (section 5.2.2), it was important to pilot the 

survey with a small group of volunteers before it was released to the final target 

respondents (Callegaro, Manfreda and Vehovar, 2015; Boynton, 2004). Piloting is 

considered a crucial element in any research (Teijlingen et al., 2001) and a useful 

exercise to identify potential issues. Seale (2004, p.86) sees it as the “essence” of a good 

survey and Callegaro, Manfreda and Vehovar (2015, p.106) argue that it works as a 

“dress rehearsal” of the main survey.  Further, Blair, Czaja and Blair (2013) and Lumsden 

(2007) assert that online research instruments must be trailed before distributing them to 

the research target regardless of whether or not the items that are used in the instrument 

have been derived from previously published studies. 

There were several specific benefits gained by piloting the research instrument and 

refining it based on the results.  First, it helped to enhance the quality of the survey 

instrument (Andrews, Nonnecke and Preece, 2003), minimise measurement errors and 

overcome design issues (Merolli, Sanchez and Gray, 2014).  In addition, it was useful to 

test the reliability of the survey and get feedback on whether the questions adequately 

addressed the issues related to the research phenomenon.  Also, as this instrument was 

designed and disseminated via an online tool, it was important to check the reliability of 

the online survey when accessed using different browsers and different devices (Bakla, 

Çekiç and Köksal, 2013; Sue and Ritter, 2012; Fielding, Lee and Blank, 2008; Reynolds, 

2006; Granello and Wheaton, 2004). 

Piloting was also essential to refine the questions in order to enhance the clarity of the 

wording used and minimise the ambiguity of questions before distributing it to the full 

sample (Gillham, 2008; Granello and Wheaton, 2004), and to assess the content validity 

of the items (Jahanmir and Lages, 2016).  Equally important, pre-testing the questions 
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allowed the time-taken to complete the survey to be better understood – an issue that is 

relevant to likelihood of achieving a good response rate. 

Following a similar approach to that taken in phase one of the research, the online survey 

was trailed with several individuals, including peers and, more importantly, a small 

sample of the intended respondents (SMEs business owner-managers), as advocated by 

several researchers (see, for example, Callegaro, Manfreda and Vehovar, 2015; Rowley, 

2014; Kelley et al., 2003). 

The html link of the pilot version of the survey was sent to this selected group, which 

consisted of 20 business owners and a group of seven PhD students.  In order to limit the 

responses to the selected respondents, a five-digit password was provided and required 

to access the survey.  Some respondents were also sent the survey link via the 

WhatsApp, an instant messaging service, application (WhatsApp, 2015) to provide an 

alternative option for responses via mobile phones (Blair, Czaja and Blair, 2013) and to 

check the survey’s compatibility with smartphones devices (Rowley, 2014).  In addition, 

an assessment form (see Appendix H) was attached to the email/message sent to the 

volunteer respondents so that they could evaluate the survey as well as comment on the 

objectives of the study, its content and design, and its overall structure. 

A small number of issues were identified during the pilot and the survey was refined to 

address them.  The responses from the pilot study were excluded from the final sample 

for analysis. 

Having described the piloting activity, the following section presents details of how the 

final the survey was distributed and explains strategies used to improve the response 

rate.  

 

 

5.4.4  Instrument Distribution 

For the main survey, a bilingual (Arabic and English) email was sent to the 964 SME 

owner-managers which had been identified as constituting the valid sample (as outlined 

in section 5.3.1), inviting the respondents to participate in the study.  The invitation 

contained the URL link to the online survey instrument hosted on BOS. Along with the 

link, as mentioned in section 5.3, the introductory part of the survey was designed to 

provide respondents with sufficient information about the research and the code of 

conduct, which were essential in order for respondents to make an informed decision 
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about participation (Blair, Czaja and Blair, 2013; Sue and Ritter, 2012; Kaplowitz et al., 

2011) (see section 5.2.2 for details of the information provided). 

The approval letter obtained from the PASMED was also attached as it was felt that this 

would help to reassure respondents in relation to security concerns and, consequently, 

increase the response rate (in line with previous studies, such as Lefever, Dal and 

Matthiasdottir, 2007)).  The survey was launched online on 20 September, 2015, and 

closed on 10 January, 2016.  Reminders emails were sent to motivate participation and 

increase the response rate (in line with recommendations by Rowley, 2014; Fielding, Lee 

and Blank, 2008). 

Out of 964 surveyed SMEs, 217 responses were received.  However, 12 responses were 

excluded because the business activity of the responding enterprises was in the area of 

information technology, which had not been included to avoid pro-adoption bias – the 

literature suggests that enterprises in the IT area are more likely than other enterprises to 

adopt new technologies.  The number of emails returned as having incorrect addresses 

was 198.  Hence, 205 responses were included as valid responses for analysis, 

representing a 21.26% (205/964) response rate.  Table 5.10 summarises the number of 

surveys sent and received.  

Data collection  Number of respondents  Percent of respondents  

Sent survey  964 100% 

Usable responses  205 21.26% 

No response 747 77.64% 

Total responses included in analysis 205 

Table 5.10 Survey responses and non-responses 

 

 

 

When compared with other studies related to SMEs in Oman, it is important to note that 

the sample size for the present study is substantially higher.  For instance, in his study to 

understand e-commerce adoption among Omani SMEs, Ashrafi and Murtaza (2008) 

conducted a survey and obtained only 54 responses. This present study’s sample size is 

also higher than that of the study by Al-Gharbi and Ashrafi (2010) who obtained a sample 

of only 36 SMEs. 

The 205 usable responses were exported from BOS and were coded and analysed using 

the Statistical Package for Social Science (SPSS) software, IBM SPSS Statistics 2014.  

The next substantive section provides a description of the analyses process that was 
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applied to the collected data, including the descriptive analyses of participants and the 

participating enterprises.  

5.5 Analysis 

5.5.1  Validity and Reliability 

It is well recognised that reliability and validity are two important dimensions of data 

quality in any research, whether qualitative or quantitative.  In quantitative research, 

however, each term represents an element that is crucial in ensuring the rigour and 

robustness (Heale and Twycross, 2015), as well as the quality of the data (Pallant, 2013).  

It was therefore important to consider both concepts when conducting the second phase 

of this research study in order to communicate the rigour, and enhance the accuracy, of 

the instrument (Onsman et al., 2010; Kimberlin and Winterstein, 2008).  Although the two 

concepts are separate, it is worth noting that reliability and validity tests are interlinked 

and are associated with each other (Tavakol, Dennick 2011).  However, as the literature 

suggests, it is possible to have a measure which had a high reliability score but which is 

not valid, and vice-versa (Jackson, 2014; Zeller and Carmines 1980). 

As stated in section 5.3, adopting questions from previous studies is an acceptable and 

encouraged practice (Blair, Czaja and Blair, 2013; Hyman, Lamb and Bulmer, 2006).  It 

is, therefore, always important to review the literature when drafting a survey instrument 

as the instruments employed in previous studies are likely to have been tested for validity 

and reliability (Sue and Ritter, 2012; Marshall, 2005), meaning that some time and effort 

may be saved where either whole instruments or items within them can be used a part of 

a new study (Hyman, Lamb and Bulmer, 2006; Boynton and Greenhalgh, 2004). 

Kimberlin and Winterstein (2008) and Boynton and Greenhalgh (2004) and Albaili (1995) 

have, though, argued that validity and reliability of research instruments are prone to 

changes when used in different research contexts or different cultural groups, suggesting 

that these issues should be addressed for each new research study when existing 

instruments or items are adopted. 

 

 

In line with common practice, then, the research instrument developed for the second 

phase of this research incorporated items from previously-published and -validated 

studies but steps were taken to ensure that the adopted survey items reached suitable 
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levels of reliability and validity before their inclusion in the final instrument (Blair, Czaja 

and Blair, 2013). The following subsections describe these steps. 

Reliability  

Reliability, or reproducibility as it is sometimes referred to, describes “how far the survey 

will produce similar results in different circumstances assuming nothing else has 

changed” (Roberts and Priest, 2006, p.41).  Simply, it refers to the repeatability of the 

survey and is concerned with the level of internal consistency of each factor included in 

the measurement instrument (Heale and Twycross, 2015; Tavakol and Dennick, 2011; 

Williams, 2014; Roberts and Priest, 2006; Litwin 1995; Walop et al., 1987). According to 

Crowther and Lancaster (2012), Pennypacker et al. (2010) and Carmines and Zeller 

(1979), a reliable survey is one that yields consistent results over time, whether used with 

different samples or by different researchers. 

To measure the reliability of the research constructs, Cronbach’s alpha (Cronbach’s α) is 

one of the most popular statistical tools used (Heale and Twycross, 2015; Tavakol and 

Dennick, 2011; Santos, 1999).  It is measured using a coefficient which ranges between 0 

and 1 (Tavakol and Dennick 2011; Gliem and Gliem, 2003), with a coefficient of 0.7 being 

the recommended threshold to indicate an acceptable level of reliability (Pallant, 2013; 

Drost, 2011; Cortina, 1993; Nunnelly, 1978).  It has been argued that calculating and 

reporting reliability is imperative in studies which employ Likert-type scales (Gliem and 

Gliem, 2003).  Hence, for this study, the composite reliability of each construct, 

sometimes referred to as the latent variable (Brewerton and Millward, 2001), included in 

the model was examined through coefficient alpha scores and item-scale correlation, and 

found to be reliable.  As can be seen in Table 5.11, Cronbach’s alpha coefficients for all 

of the constructs in the model exceeded 0.7, with the coefficients’ scores ranging 

between 0.751 and 0.934, indicating good internal consistency and hence reliable 

constructs.  

No. 
Corresponding Questions 
No. (in the survey) 

Constructs Reliability (Cronbach's alpha) 

Technology 

1 Q15-Q18 Relative Advantage (RAV) 0.804 

2 Q19-Q20 Complexity (CMX) 0.850 

3 Q21-Q23 Compatibility (CMB) 0.802 

4 Q24-Q25 Trialability (TRA) 0.813 

5 Q26-Q28 Observability (OBS) 0.751 

6 Q29-Q31 Interactivity (INT) 0.828 

7 Q32-Q35 Trust (TRT) 0.804 

8 Q36-Q37 Image (IMG) 0.821 

Organisation 

9 Q38-Q39 Top Management Support (TMS) 0.853 

10 Q40-Q42 CEO Innovativeness (INV) 0.886 

11 Q43-Q44 Prior IS experience (PIE) 0.798 

12 Q45-Q46 Perceived Lack of Time (PLT) 0.847 

Environment 
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13 Q47-Q48 Competitive Pressure (CMP)  0.788 

14 Q49-Q50 Customer Pressure (CSP) 0.868 

15 Q51-Q52 Family and friends’ Support (FFI) 0.934 

Table 5.11 Summary of reliability assessment of instrument constructs 

 

Validity 

Validity is another crucial element that plays a part in the quality of the resulting data 

(Crowther and Lancaster 2012; Tavakol and Dennick, 2011), as well as the overall value 

of the research (Hartas, 2015).  The term is used to describe the extent of “whether the 

operationalisation is correctly indicating what it’s supposed to” (Nardi, 2015, p.62).  In 

short, it is used to reflect the accuracy of the variable in measuring what the researcher 

sets out to measure (Drost, 2011; Kimberlin and Winterstein, 2008) and hence should 

“represent the reality of its intentions” (Mashaw, 2012, p.199).  There are several forms of 

validity in relation to a research instrument, the most common of which are: content 

validity; convergent validity; and divergent, sometimes known as discriminant, validity 

(Hartas, 2015; Brewerton and Millward, 2001; Litwin, 1995). 

Content validity can be assessed through an iterative process of selection and refinement 

of the constructs.  Unlike the other types of validity, discussed below, content validity is 

achieved by inspecting the contents of the measurement (Zohrabi, 2013) and “usually 

depends on the judgment of experts in the field” (Kimberlin and Winterstein, 2008, 

p.2279), and not by conducting an empirical test (Mashaw, 2012; Pennypacker et al., 

2010) or by indicating statistical significance (Drost, 2011; Greco, Walop and McCarthy, 

1987).  Hence, as Morgan et al. (2012) have argued, it is the easiest type of validity to be 

obtained. 

In this study, content validity was established using two approaches.  The first was by 

pre-testing the research instrument to ensure that each item related to the concept they it 

was aiming to measure.  As discussed in section 5.3.3, the instrument was pre-tested by 

three groups of individuals, one of which is an expert group, which offered an opportunity 

to improve the instrument’s design and adjust the layout of the instrument and the 

sequence of the items within it.  This approach is recommended to ensure the content 

validity of the research constructs (Forza, 2002; Wallen et al., 1993).  In addition, the 

overwhelming majority of the constructs were adopted from previous studies in the IT 

innovation literature in which they had been validated (as explained in the section 5.3.3). 

Convergent validity and divergent validity are both sub-types of construct validity, used to 

measure types of correlation.  In a very general sense, the convergent validity is used to 

measure the intra-correlations of a construct (i.e., between items of the same construct), 
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while divergent validity measures the inter-correlation of constructs (i.e., between different 

constructs) (Kimberlin and Winterstein, 2008).  It is generally agreed that the correlation 

between items of the same construct should be high, while lower levels of correlation 

should exist between two constructs, in order for constructs to be distinct from one from 

another. 

In this study, construct validity was validated using Factor Analysis (FA).  According to 

Matsunaga (2015) and Onsman et al. (2010), FA is an important diagnostic tool to 

develop, refine and evaluate the measures of the instrument.  As a method of data 

reduction, FA aims to rationalise the many variables that may initially be thought to be 

relevant in an area to a more manageable number by removing any redundancy from the 

initial set of correlated variables (Brown, 2015). 

However, prior to deciding whether to use FA or not, screening procedures must be 

applied.  For this study, using SPSS (2014), and following the approach suggested in the 

literature, two indicators, were used to determine the factorability, or correlations, among 

variables: the Kaiser-Meyer-Olkin (KMO) index and Bartlett's Test for Sphericity (BTS) 

(Field, 2013; Child 2006).  The scores of the two tests were used to indicate the suitability 

of the dataset for conducting FA, and hence determining the appropriateness of the TOE 

variables to be factorised.  With regards to the accepted values of the KMO index and 

BTS, a KMO value of 0.6 and a large value of BTS with significance level of less than 

0.05 are recommended as the relevant cut-off points (Barrett et al., 2014; Field, 2013; 

Child, 2006; Kaiser 1974). 

The analysis of the KMO index and BTS reveals that both indicators yielded values that 

meet the recommended standards.  As shown in Table 5.12, the analysis indicates that 

the KMO index values associated with the three TOE contexts were well above the 

suggested minimum value of 0.6.  The BTS related to the three contexts also reached 

had significance level of less than 0.05.  The results of the two indicators therefore 

provided support for conducting FA on the data collected during the study.  

Context  

Measure  

Kaiser-Meyer-Olkin (KMO) measure 
of Sampling Adequacy  

Bartlett's Test of Sphericity (BTS)  

Technology  .880 2471.462 (p = 0.000, < 0.005) 

Orgnization  .792 932.847 (p = 0.000, < 0.005) 

Environmnet  .824 784.014 (p = 0.000, < 0.005) 

Table 5.12 KMO and BTS values in the TOE contexts 

Having checked the suitability of the dataset for the use of FA, it was then important to 

decide on the method of FA to apply.  There are various ways to conduct FA using state-

of-the-art statistical tools, of which SPSS is viewed as the most favoured and widely-

available (Child, 2006).  For instance, in SPSS, researchers can utilise different methods 
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to conduct FA, such as Principal Component Analysis (PCA), Generalised Least Square 

(GLS) and Alpha factoring methods.  As a commonly-used, effective method (Osborne 

and Costello, 2009; Kuang et al., 2003), PCA, or Common Factor Analysis as it 

sometimes referred to, was applied as an extraction method for conducting FA in this 

study.  PCA was used to simplify the analysis process by clustering together highly-

correlated variables into a manageable set of factors (Matsunaga 2015), providing 

evidence for construct validity (Field, 2013; Yong and Pearce 2013). 

A separate FA was conducted for each TOE context.  This has been argued by Thi 

(2006) to warrant a stability of factor loadings, which is a statistical method used to 

determine the effect of each factor on the variable (DeCoster, 1998).  As a suggested cut-

off point, each item of the construct should have a minimum factor loading of 0.5 so that 

the construct passes validation conditions (Hair et al., 2006; Nunnelly, 1978).  In addition, 

Hair et al. (2006) have suggested that no cross-loading should be greater than 0.3 

between items belonging to different constructs. 

The results indicate that no items significant cross-loadings and that the factor loading 

scores exceeded 0.5 in all cases, suggesting that the items associated with the TOE 

variables in this study had factor loadings that were considered significant. 

Table 5.13 presents the results of the FA for the variables related to the three TOE 

contexts.  As can be seen from the table, for the technology context, eight factors were 

identified that accounted for a cumulative variance of 66% of the total variability in the 

original variables.  For the organisation and environment contexts, respectively, four 

factors accounted for 66% and three factor accounted for 64% of the cumulative variance.  

Table 5.18 also reports the eigenvalues; factors with eigenvalues greater than 1.0 were 

extracted, as suggested by Hair et al. (1998).  The remaining factors with eigenvalues of 

less than 1.0 were excluded, as a minimum eigenvalue of 1.0 was used a cut-off point 

(Molla and Licker 2005). 

No Context  No. of Extracted factors 

1 Technology 8 

2 Orgnization 4 

3 Environmnet 3 

Table 5.13 Summary results of the Factor Analysis 

Having examined the reliability and validity measures of the instrument, the next step is to 

present the findings by testing the hypotheses. 

The next section provides a brief description and justification for the use of logistic 

regression (LR) as a statistical method to analyse the dataset collected during the second 

phase of this research. 
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5.5.2  Logistic Regression   

Data modelling is a complex process for which many techniques are used (Cook et al., 

2008; King, 2008).  As such one modelling technique, regression analysis is an 

increasingly common and efficient statistical tool that may be used to investigate the 

relationships among a given set of variables (Chatterjee and Hadi, 2015; Peck et al., 

2015; Park, 2013; Stoltzfus, 2011; Winters et al., 2006; Hosmer and Lemeshow, 2004; 

Sykes, 1993).  The wide applicability and versatility of this technique is associated with 

the fact that it provides a simple method to establish the relationship with, and understand 

the impact of independent variables (IVs – also commonly referred to as predictors or 

explanatory variables) on, one or more dependent variables (DVs – also referred to as a 

response variable or outcome variable) (Chatterjee and Hadi, 2015).  The process for 

undertaking regression analysis to assess and interpret the relationship between 

variables have been made simpler through the support of software packages such as 

SPSS (IBM Corporation, 2011) and SAS (Statistical Analysis System) (SAS Institute, 

2014), (Krzywinski et al., 2016; Menard, 2002; Hosmer et al., 1997). 

Depending on the research objectives and the nature of the dependent/outcome variable, 

regression analysis can be classified into three different types: multiple regression; linear 

regression; and logistic regression.  Multiple regression is used to test the relationship 

between independent variable(s) and more than one dependent variable (Burns and 

Burns, 2008; Cook et al., 2008; Menard, 2002), whereas linear regression, the most 

frequently used type (Stoltzfus, 2011), is suitable for modelling the relationship between 

independent variable(s) and a single dependent variable (Maroof, 2012; Hutcheson and 

Moutinho, 2008; Hosmer and Lemeshow 2000).  Linear regression can be only used in 

cases where the dependent variable is assumed to be continuous and not categorical 

(Krzywinski et al., 2016; DeMaris and Selman 2013; Cheek et al., 2005).  In situations 

where the dependent variable is not continuous, linear regression does not help to model 

the relationship with independent variables (Sperandei, 2014; Allison, 2012; Hosmer and 

Lemeshow, 2004; Jin et al., 2003). In such cases, logistic regression (LR) (also referred 

to as logit model/regression (Allison, 2012) is suggested by many researchers (see, for 

example, Chatterjee and Hadi, 2015; Sperandei, 2014; Hosmer, Lemeshow and 

Sturdivant, 2013; Park, 2013; Boumediene and Kawalek, 2008; Ott and Longnecker, 

2008; Premkumar, 2003b; Peng and So, 2002; King and Zeng, 2001; DeMaris, 1995) as 

a powerful tool to model the non-linear relationship between one or more independent 

variables and a single dichotomous (binary; 0,1) dependent variable.  Independent 

variables in LR models can take either categorical or continuous values (Barrett et al., 

2014; Cheek et al., 2005; Al-Ghamdi, 2002; Sloane and Morgan, 1996). 
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The use of LR modelling has seen a growth in popularity and usage in social science 

research in the recent years (Allison, 2012; Cokluk, 2010; Schein and King, 2008; Ungar, 

2007; Jin et al., 2003).  With respect to its usage in the IS field, and more specifically in 

the IT adoption literature, LR modelling has numerous application areas and has been 

employed to predict the adoption of various technologies.  For instance, it was used by 

Kuan and Chau (2001) and Zhu, Kraemer and Xu (2003) to predict the adoption of 

Electronic Data Interchange (EDI) technologies and e-commerce in organisational 

settings, respectively. Dholakia, Kshetri (2004) used LR to investigate the factors 

influencing the adoption of Internet among SMEs in the U.S. in addition, Ramdani, 

Kawalek and Lorenzo (2009) also used LR to predict the adoption of Enterprise Systems 

in small businesses.  More recently, LR has been used by Alshamaila (2013) to predict 

the adoption of cloud computing by SMEs in the UK and by Chang et al. (2013) to predict 

cloud adoption by SMEs in Vietnam. 

Considering the objectives of the present study (see section 1.5) and the binary, 

dichotomous, nature of the dependent variable (coded as: 1 = adopt, 0 = do not adopt), 

logistic regression analysis was seen as an appropriate statistical technique to analyse 

and describe the impact of TOE-related factors (which represent the independent 

variables) on the decision to adopt social media by SMEs (which represents the 

dependent variable). 

The basic equation to model the relationship among the set of variables in logistic 

regression is usually described and represented by a mathematical formula (Chatterjee 

and Hadi, 2015; Triola, 2008), as follows: 

 

 

where p denotes the probability of the occurrence of a case in a particular category.  In 

the present study, it denotes the dependent variable and represents the probability of the 

adoption decision being positive.  Simply put, it shows whether SMEs will adopt or not 

adopt social media. b0 denotes the coefficient of the intercept, sometimes referred to as 

constant, of the dependent variable. b1, b2 and b3 are the coefficients of independent 

variables included in the model, with bk representing the coefficient of the last 

independent variable; k in this study is equal to 15 (the number of constructs in the TOE-

related factors – see section 5.3).  X1, X2, X3 and Xk are the independent variables (as 

coded in the statistical software); in the present study they represent the 15 TOE-related 

factors included in the model.  As an example of coding, market scope was assigned four 
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categorical values (X for domestic = 1, national = 2, regional = 3 and international = 4) 

(see section 5.3 - section A of the survey instrument). 

The LR formula is used to calculate the probability of success over the probability of 

failure, and thus the output of the analysis is in the form of the ‘odds’ of a specific 

outcome (p).  As a consequence, the output presents the probability of belonging to one 

of the two categories of the dichotomous variable, which is recommended to be coded as 

0 and 1 (see, for example, Hosmer, Lemeshow and Sturdivant (2013); Peng and So 

(2002)). 

Having explained the choice of binary logistic regression as the appropriate analyses 

technique that fits that collected data, the next section attempts to provide a broad 

discussion of three issues that have to be considered when applying an LR analysis to 

build a stable model that may yield valid statistical inferences.   

5.5.3  Considerations in Applying Logistic Regression 

There are guiding principles that need to be considered in order to understand and report 

sufficient detail in relation to the outcomes of the LR analysis.  These principles represent 

best practice in building a robust model as well as essential components that are 

recommended in order to assess the adequacy of the model and to ensure valid 

statistical inferences (Stoltzfus, 2011).  For this study, the researcher followed the 

principles suggested by several researchers (for example, Hayes and Matthes, 2009; 

Menard, 2002; Peng and So, 2002) to analyse, evaluate and report the outcomes of the 

LR.  These principles include: (i) an assessment of the predictive accuracy of the model; 

(ii) an overall evaluation, in terms of goodness-of-fit, of the LR model; and (iii) an 

assessment of the collinearity between variables.  It is worth mentioning that several 

sophisticated statistical analyses software packages, such as SPSS (IBM Corporation, 

2011) and SAS (SAS Institute, 2014), have been developed to enable the researchers to 

explore tests related to the above-mentioned principles (Chatterjee and Hadi, 2015; Peng 

and So, 2002).  In this study, SPSS IBM 20 (IBM Corporation, 2011) was used to conduct 

these tests as discussed in the rest of this subsection. 

Predictive Accuracy of the LR Model 

Assessing its predictive performance is a crucial step in the model’s development 

(Cokluk, 2010; Jin et al., 2003; Pearce and Ferrier, 2000).  A common way to measure 

the predictive power of the LR model is to compare the accuracy figures of two types of 

model: the baseline model and the full model.  The baseline model, or the null model as it 

is often referred to, is a regression model that contains no predictors/independent 
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variables (Peng and So, 2002).  That is to say, it presents the results prior to the inclusion 

of coefficients of the predictors (as shown in Table 5.14).  In the case of the present 

study, the null model shows the base rates of both decisions: adopt (yes = 1) and do not 

adopt (no = 0).  According to the figures, the base rate for adopters (yes, 135/205 = 

65.9%) and (no, 70/205 = 34.1%) indicating that 65.9% of SMEs had adopted social 

media, meaning that the baseline model has an overall correction prediction of 65.9%, 

which probably indicates a good predictive accuracy.  

Observed 

Predicted  

Does your enterprise have 
social media presence? 

Percentage 
Correct 

No Yes 

 

Does your enterprise have 
social media presence? 

No 0 70 0 

Yes 0 135 100.0 

Overall Percentage 65.9 

Table 5.14 Classification table (Baseline Model) 

Unlike the null model, the second type of model, the full model (or saturated model as it is 

often referred to) includes all predictors/independent variables, used to build the model 

(Harrell, 2015).  For this study, the full model of included all 15 TOE-related variables.  As 

noted above, statistical software packages provide features that simplify the analyses 

relevant to the estimation of the model’s predictive accuracy. SPSS, the package used to 

analyse the data from the study, produces a two by two table, known as a classification 

table (see Table 5.15), that can be used to assess the improvement in the predictive 

power of the LR model.   

Observed 

Predicted  

Does your enterprise have 
social media presence? 

Percentage 
Correct 

No Yes 

 

Does your enterprise have 
social media presence? 

No 56 14 80.0 

Yes 9 126 93.3 

Overall Percentage 88.8 

Table 5.15 Classification Table (Full Model) 

The classification table of the full model shows that the model has a predictive accuracy 

of 88.8%.  As noted earlier, and in an attempt to test the predictive accuracy of the LR 

model, the predictive accuracy of both models is used to determine if the full model is 

suitable and fits better owing to having more predictive power (Pearce, Ferrier 2000).  

Examining the predictive accuracy of both models shows that the correct classification 

rate has improved by nearly 23% to reach 88.8% for the full model.  It can, therefore, be 

concluded that the full model appears to have a higher predictive accuracy than the 

baseline model, having about 90% prediction accuracy.  More specifically, looking into the 

data in the classification table, the full model has a good prediction for both adopter and 

non-adopter categories, correctly predicting more than 93% of adopters and 80% of non-

adopters. 
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Having examined the predictive power of the model, the next step was to assess the 

goodness-fit of the model. 

Goodness-of-fit of the Model 

As noted earlier, conducting a diagnostic test for the goodness-of-fit of the model is an 

essential component in the process of building a parsimonious model that fits the dataset 

(King, 2008; Archer and Lemeshow, 2006).  In addition, the wide availability of statistical 

software packages offers the researchers opportunities to conduct several diagnostic 

tests on the appropriateness of the model that fits the sample data as a whole (King, 

2008).  Specifically, SPSS provides many types of test to indicate how good or bad the 

model is in predicting the outcome of interest.  To achieve a better fit of the model used in 

the study, four different statistical tests, which represent the de facto standard in most 

statistical analysis packages, were applied: the Likelihood Ratio test; the Hosmer-

Lemeshow (H-L) test; the Cox and Snell R-square; and the Negelkerke test. 

The likelihood ratio test (represented as (-2LL) in SPSS) is a commonly-used and 

routinely reported test of the fit of the model to the data.  In this case, a chi-square test 

(χ²) is used to determine the statistical significance of the goodness-fit of the model by 

comparing the deviance of the full model (i.e., with IVs) and the null model (i.e., without 

IVs) (Sloane and Morgan, 1996).  In other words, it calculates the difference in the 

deviance between the two models, suggesting that the improvement is significant if the 

deviance value of the new model is less than that of the baseline model (Cheek et al., 

2005).  As a rule of thumb, a large deviance value in the full model therefore indicates a 

significant lack of fit in the model (Cook et al., 2008). 

For this study, the results of the deviance values of both models indicated a decrease in 

the value in the new model (see Appendix I).  It can be, therefore, be concluded that the 

new model, with (chi-square (χ²) = 105.181, df =15, p < .001), provided a more 

adequate/better fit to the data than the null model and therefore contributes significantly 

to explain the prediction of social media adoption.  To further explore the goodness-fit of 

the model, another diagnostic test was carried out, using the Hosmer-Lemeshow (H-L) 

statistical technique. 

As has been already mentioned, H-L is another a diagnostic test commonly used to 

assess the goodness-fit of the LR model (Cokluk, 2010; Archer and Lemeshow, 2006).  It 

is a Pearson chi-square statistical test that compares the observed and the expected 

frequencies in the LR model (Cheek et al., 2005, Taber et al., 1991).  To indicate a good-

fit of the model to the data, the H-L test must yield a p-value of more than 0.05.  In this 
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study, the model had H-L chi-square = 4.496, df = 8 and was insignificant (p-value = 

0.810, >0.05), suggesting that the model fits the data well (see Appendix I). 

In addition, the two above-mentioned tests, SPSS reports two additional descriptive 

measures to test the goodness-of-fit statistics of the model, which are: the Cox and Snell 

and the Negelkerke tests.  It is worth noting that these two measures are comparable with 

the R square measure in the linear regression.   Also, it is of note that the Negelkerke test 

yields a higher value than the Cox and Snell test.  From the analysis of the SPSS output 

(see Appendix I), both tests yielded positive significance of the research model.  With 

regards to the Cox and Snell test, the value attained in the model was (0.537) suggesting 

that the model was useful for measuring the response outcome of the study.  Similarly, 

the Negelkerke test value obtained in the model was (0.743).  Looking at both results, it 

can be concluded that the model is useful in predicting the adoption decision of social 

media by the sampled SMEs. 

After ensuring that the model has a good predictive accuracy and achieves an acceptable 

goodness-fit, it is highly recommended to conduct a diagnostic test to investigate the 

effect of correlation between independent variables – referred to as collinearity or multi-

collinearity.  Owing to its importance in relation to the study findings and the interpretation 

of the results, the remainder of this section attempts to provide a broad understanding of 

the effect of multi-collinearity and how it was tackled in this study. 

Collinearity (Multi-collinearity) Between the Variables 

Collinearity is a statistical term used to describe a situation where two or more predictor 

variables are linearly related (Elith et al., 2013; Kuang et al., 2003) or when there is an 

approximate linear relationship between the predictors (Lin 2008, Pallant 2013).  In other 

words, it refers to non-independence among the predictors.  Whereas collinearity is used 

to refer to the existence of a linear relationship between two predictors (Mason, 1987), 

multi-collinearity is used to denote a linear correlation between more than two predictors 

(King, 2008).  Given that there are 15 predictors (IVs) in the model in this study, the term 

multi-collinearity is used throughout the remainder of the thesis as many predictors are 

diagnosed to detect and alleviate any sign of strong correlation. 

Multi-collinearity represents an issue of concern for many researchers (Lee et al., 2016; 

Barrett et al., 2014; Pallant, 2013).  According to O’Brien (2007), multicollinearity may 

result in severe and crippling problems; as a result, it challenges the accuracy of findings 

and could be misleading in the interpretation of the regression model, and result in 

unreliable values of coefficients of the predictors being included in the regression model 

(King, 2008) as well as inappropriate identification of the relevant variables in the model 
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(Elith et al., 2013).  In addition, multi-collinearity tends to inflate the standard error of the 

coefficients.  Where a correlation test indicates an increase in the collinearity among 

predictors, researchers usually handle the issue by dropping or combining independent 

variables ( Edwards et al., 2010, Myers, 1990). 

Given these problems, addressing the issue of collinearity is important to ensure that 

each predictor variable correctly explain its role in bringing about changes to the 

dependent outcome (Cheek et al., 2005; Hall et al., 2002).  In this respect, statistical 

software packages offer various techniques to diagnose and assess correlation among 

predictors.  As noted earlier, in this study SPSS was used to analyse the survey data and, 

within it, the process of inspecting multi-collinearity between the independent variables 

done in two phases.  Phase one was concerned with detecting collinearity among all pairs 

of predictors; and phase two diagnosed multi-collinearity among all independent 

variables.   Each phase will now be described in more detail. 

Phase one attempted to check the existence of first order correlation among predictors.  

In this phase, the Pearson Product Moment Correlation (Pearson R) was used to 

examine the correlation coefficients of all pairs of the predictors included in the model.  

The Pearson R coefficient measures the strength of the linear relationship between 

predictors where (+1) reflects a strong positive correlation between variables while (-1) 

indicates a strong negative relationship.  Based on Cohen et al. (2013), a Pearson R 

coefficient > 0.9 is considered a sign of a high degree of collinearity. 

Appendix J shows the output of Pearson R coefficients between all pairs of predictors in 

this study, suggesting an acceptable degree of correlation between predictors.  The 

results indicate the highest value of correlation (0.736) occurred between FFI (Family and 

Friends Support) and Customer Pressure (CSP), which lies in the threshold value of less 

than 0.9 recommended by Cohen et al. (2002).  No other correlation exceeded (0.689). 

In phase two, Variance Inflation Factor (VIF) and Tolerance (TOL) were used to explore 

the degree of multi-collinearity among the predictors.  The aim of using these diagnostic 

statistical tools is to identify the existence of high correlation between two or more 

predictors included in the model.  It is noteworthy to mention that there is no single formal 

criterion on the acceptable VIF and TOL scores to judge the existence of multicollinearity 

(O’Brien 2007).  In fact, the literature contains different opinions about the acceptable 

levels of VIF. 

For the purpose of this research, a criterion recommended by Hair (2010) and Myers 

(1990) was followed.  Both suggested a threshold of VIF>10 to indicate harmful multi-

collinearity and thus warranting further statistical testing.  Conversely, a VIF score of less 
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than 10 indicates a weak interrelationship among predictors in the model, and therefore 

reflects no effect of collinearity on the stability of the regression model.  With regards to 

tolerance, the most commonly suggested value is that a TOL value of less than 0.1 

suggests a threat of multi-collinearity existing, whereas a value above 0.1 indicates no 

issue of multi-collinearity (Menard, 2002; Myers, 1990).  Table 5.16 summarises and 

compares this study model results with the acceptable scores. 

Measure Thresholds Used Model from the Study 

Variance Inflation Factor  (VIF) VIF < 10 1.153 < VIF < 3.397 

Tolerance (TOL) TOL score > 0.1 0.294 < T score < 0.883 

Table 5.16 Comparison of the chosen thresholds and study model VIF and 

Tolerance results 

Overall, in case of this study, the VIF scores for all of the predictors fell between 1.153 

and 3.397, which signifies that the dataset had no issue of multi-collinearity.  Likewise, 

the TOL scores also indicated an acceptable level of multi-collinearity, with all values 

exceeding 0.1.  Looking at both indicator’s values (see Table 5.17), all cases reflect a 

considerable variation in the degree of multi-collinearity.  Therefore, collinearity was not 

seen as a serious issue with respect to the model, and the degree of collinearity among 

the predictors should therefore not have a significant impact on the model’s ability to 

predict the adoption of social media among Omani SMEs.  

No independent variable 

Multi-collinearity Test 

Tolerance (TOL) 
Variance Inflation Factor (VIF) 

(1/TOL) 

1 Industry (IND)  .844 1.185 

2 Size (SZE) .637 1.571 

3 Scope(SCP) .832 1.202 

4 Relative advantage (RAV) .461 2.167 

5 Complexity (CMX) .454 2.203 

6 Compatibility (CMB) .415 2.412 

7 Trialability (TRB) .356 2.810 

8 Observability (OBV) .379 2.636 

9 Interactivity (INT) .546 1.831 

10 Trust (TRT) .434 2.302 

11 Image (IMG) .507 1.973 

12 Top Management Support (TMS) .438 2.284 

13 Innovativeness (INV) .402 2.488 

14 Prior IS Experiences (PIE) .356 2.812 

15 Perceived Lack of Time (PLT) .882 1.133 

16 Competitive Pressure (CMP) .388 2.579 

17 Customer Pressure (CSP) .277 3.609 

18 Family and Friends Support (FFI) .348 2.872 

Table 5.17 The Multi-collinearity Test (in the form of VIF and TOL scores) of the 

independent variables 

Having established the validity and reliability of the instrument, confirmed the predictive 

accuracy of the LR model and ensured the goodness-fit of the model to the collected 

data, the next section presents the data analyses and hypotheses testing associated with 

phase 2 of the study.    
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5.5.4  Descriptive Analyses 

This section presents a descriptive analysis of the responses to the first set of questions 

presented in the survey instrument.  This type of analysis forms the basis of every 

quantitative study and provides a simple description of the basic features of the collected 

data (Trochim and Donnelly, 2001). For this study, this includes analyses of: owner-

managers’ demographic characteristics; SMEs’ demographic characteristics; and general 

questions about social media adoption in the surveyed SMEs.  In respect of the 

demographic characteristics of the owner-managers of the SMEs that participated in this 

survey, the examined characteristics include age, gender, educational level and mode of 

employment.  Table 5.18 presents a summary of these data and provides analysis of both 

adopters and non-adopters categories.   

Demographics  Frequency  % Adopters  % Non-adopters % 

Gender   

Male  176 85.9 110 62.5 66 37.5 

Female  29 14.1 25 86.2 4 13.8 

Respondents’ age   

Less than 25 5 2.4 3 60.0 2 40.0 

25 to 34 111 54.1 75 67.6 36 32.4 

35 to 44 62 30.2 40 64.5 22 35.5 

45 to 54 23 11.2 15 65.2 8 34.8 

55 to 64 3 1.5 2 66.7 1 33.3 

65 and over 65 1 0.5 0 0.0 1 100.0 

Educational qualifications  

No formal qualification 1 0.5 0 0 1 100.0 

Primary qualification 2 1 2 100.0 0 0.00 

Secondary qualification 47 22.9 27 57.4 20 42.6 

College qualification (diploma) 47 22.9 36 76.6 11 23.4 

Degree 70 34.1 52 74.3 18 25.7 

Postgraduate (Master / PhD) 36 17.6 18 50.0 18 50.0 

Others 2 1 0 0.0 2 100.0 

Employment  

Full time employee in the 
Government sector 

62 30.2 45 72.6 17 27.4 

Full time employee in the 
private sector 

31 15.1 17 54.8 14 45.2 

Self employed 108 52.7 70 64.8 38 35.2 

Student 3 1.5 2 66.7 1 33.3 

Others 1 0.5 1 100.0 0 0.0 

Total adopters 135 65.9 

Total non-adopters 70 34.1 

Table 5.18 Cross-tabulation – SMEs owner-managers’ demographic 

characteristics 

With respect to gender, the overwhelming majority of the respondents were male (about 

85%).  The survey data shows that females were under-represented when compared to 

their male counterparts.  This might be owing to the characteristics of the cultural setting 

of Oman and traditions associated with the concept of women at work.  Despite the fact 

that only a few women take up the entrepreneurial route (Belwal, Belwal and Al Saidi, 

2014), women’s participation in small business in Oman has grown owing to 

improvements in the new policies and support programs that are offered. It is possible 
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that recent attention paid to the development of the SME sector has contributed to boost 

women-led entrepreneurial projects in a field that had seen lower levels of female 

participation for many years (McElwee and Al-Riyami, 2003). The results may lend some 

support to the fact that recent policies to promote the SME sector have had an effect on 

the participation of Omani business women, helping them to become an important 

segment of the Omani business community (McElwee and Al-Riyami, 2003). 

The survey data also indicated that the majority of the female participants operated micro-

businesses, with fewer than five employees.  This finding is in-line with previous research 

indicating that women entrepreneurs in Oman operated in - small-size businesses with 

two or fewer workers and a capital of less than 25,000 RO (Mathew, 2010).  In addition, 

Omani self-employed women represent only 11% of the total self-employed nationals (Al 

Kaabi, 2009).  The data also show that about two-thirds (65.52%) of the female business 

owners sampled operated in the service sector.  This is in-line with a previous study 

finding by Mathew (2010) which indicated that the majority of female entrepreneurs in 

Oman were concentrated in the service sector. 

In terms of age group, the results show that respondents aged 25 to 34 years old 

comprised more than half of the total respondents (54.1%), and those aged 35 and 44 

years was the second largest age group (with 30.2%).  The other three groups accounted 

for slightly more than 15% of the sample.  These results are not surprising as recent 

statistics released by the National Centre for Statistics and Information (NCSI) have 

indicated that the 20-45 age group is the largest in the country (Statistical yearbook, 

2015), suggesting a relatively young working-age population (Al Barwani et al., 2014). 

On the question of educational attainment, the data show that the educational level off 

those sampled is generally high.  About 23% of the respondents’ highest qualification was 

at secondary level, which was also similar to the proportion of respondents with a college 

diploma as their highest qualification (22.9%). 34% of respondents held a first degree as 

their highest qualification and those with postgraduate qualifications accounted for 17.1%.  

Overall, the data show that about three-quarters of respondents had a minimum of some 

kind of college-level qualification.  Interestingly, of the women in the sample, slightly more 

than 75% had completed at least a college-level qualification.  This may imply that 

women tend to start businesses after the completion of their studies compared to men 

who the data may suggest are more likely to run a business before the completion of 

college-level qualification. 

With regards to employment status, of the respondents who completed the survey, more 

than half were self-employed (52.7%).  The proportion of respondents who worked in the 

government sector double that working in the private sector (30.2% and 15.1% 
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respectively).  In relation to employment status, more than three-quarters of the female 

respondents were self-employed. This is an indicator showing the suitability of the 

entrepreneurial projects to female in a society characterised with high context culture and 

cultural constraints (Chatty, 2000). 

In addition to demographic information related to the SME owners/managers, the survey 

also explored demographic characteristics of the sampled SMEs, including their age, size 

(number of employees and annual sales), scope and the industry sector in which they 

operated. Table 5.19 presents the relevant summary data. 

Measure Frequency % Adopter % Non-Adopter % 

Enterprise size       

Employee 
number (A) 

Annual 
sales (B) 

A B A B A B 

Less than 
five 
employees 

Less than 
RO. 25,000 

87 100 42.4 48.8 60 69 

Between five 
and nine 
employees 

Between RO 
25,000 to RO 
250,000 

53 81 25.9 39.5 35 57 

Between 10 
and 99 
employees 

Between RO 
250,000 to 
RO 1.5m 

65 24 31.7 11.7 40 9 

Enterprise Age       

0 - 1 year 18 8.8 11 8.1 7 10.0 

1 - 3 years 48 23.4 40 29.6 8 11.4 

3 - 5 years 54 26.3 32 23.7 22 31.4 

More than 5 years 85 41.5 52 38.5 33 47.1 

Industry       

Manufacturing 35 17.1 27 20.0 8 11.4 

Wholesale and retail 33 16.1 24 17.8 9 12.9 

Professional and Technical 
services 

33 16.1 23 17.0 10 14.3 

Construction 34 16.6 14 10.4 20 28.6 

Other sectors  70 65.9 47 34.8 23 32.9 

Market Scope       

Local 85 41.5 44 32.6 41 58.6 

National 88 42.9 65 48.1 23 32.9 

Regional  19 9.3 15 11.1 4 5.7 

International  13 6.3 11 8.1 2 2.9 

Total adopters 
135 65.9 

Total non-adopters 
70 34.1 

Table 5.19 Profile of SMEs in the sample 
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Given the definition of SMEs in Oman, the highest proportion (42.4%) of the sampled 

enterprises fell into the micro-business category (fewer than five employees), while the 

other two categories, small-enterprises (five to nine employees) and medium-enterprises 

(10 to 99 employees) accounts for 25.9% and 31.7% of the sample, respectively.  This 

finding is in-line with a previous study about SMEs in Oman by Al Barwani et al. (2014), 

indicating that micro-enterprises represent the largest SMEs category in the country.  It is 

also consistent with recently released SME data from PASMED which suggests that 

nearly 75% of registered SMEs are micro-enterprises (Omandaily.om, 2016).  This may 

be attributed to the recent initiatives of the government to develop SME sector and its 

endeavour to encourage nationals to start their businesses (Al-Balushi and Anderson, 

2015). With this in mind, in 2013 a ministerial decision sanctioning government 

employees with entrepreneurial projects to have a two years off from their jobs to run their 

businesses, which would be expected to promote and create a self-entrepreneurial 

atmosphere. 

Among the participant enterprises, (0 – 1 ) year enterprises accounted for only a small 

proportion (8.8%) of the total sampled enterprises while the vast majority were 

businesses that had been in business for more than a year (91.2%). Overall, enterprises 

that had been operating for more than five years accounted for 41.5% of the sample, 

while those which had been in business for one to three years and three to five years 

made up 23.4% and 26.3% of the sample, respectively. These figures are quite similar to 

the findings of Al Barwani et al. (2014). 

As far as the make-up of the sample by industry sector is concerned, the survey results 

indicate that the sample comprised SMEs from manufacturing (17.1%), construction 

(16.6%), the wholesale and retail sectors (16.1%), and the professional and technical 

services sector (also 16.1% each). The remaining (majority of the sampled) enterprises 

were from other sectors (65.9%). Again, these figures are similar to those from the study 

by Al Barwani et al. (2014). 

Regarding market scope, the survey data (see Table 5.19) reveals that nearly 85% of the 

surveyed SMEs focussed their business activities inside the country, with 41.5% having a 

local scope and 42.9% a national scope.  It can be also observed that the percentage of 

enterprises catered on regional and global markets account slightly more than 15% (with 

9.3% and 6.3% respectively), suggesting that Omani SMEs are more likely to cater on 

domestic and national markets than to expand activities in regional and international 

markets. This may imply that SMEs in Oman are yet to heavily access regional and 

international markets; rather they appear to be highly dependent on local and national 

markets. This is despite SMEs having opportunities to go beyond domestic, and into 

international markets as a result of recent government intervention to promote SMEs. 
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The final area of questions in the initial section of the survey addressed social media-

related issues.  From the 205 responses of 205, 135 were adopters (representing 65.9% 

of the sample) and 70 were non-adopters cases (representing 34.1%) (See Table 5.20). 

Adoption status Frequency Percentage (%) 

Adopter (Yes) 135 65.9 

Non-Adopter (No) 70 34.1 

Total 205 100 

Table 5.20 Cross-tabulation: adoption status (adopters vs. non-adopters) 

This may imply a reasonably good level of awareness among Omani SMEs of the role of 

social media and its impact on their businesses performance. It may also suggest that 

Omani SMEs are becoming aware of the potential offered by new technologies and have 

realised the importance of adopting social media. 

As mentioned in section 5.2.2, adopters were asked another two questions: the platforms 

adopted; and the purpose of their use of the adopted platforms.  In response to the first 

question, Table 5.21 and Figure 5.1 show that Facebook, Instagram and Twitter were the 

three most popular social media platforms adopted by the sampled SMEs in Oman.A 

significant percentage of SMEs (78.5%) that were surveyed indicated that they had a 

presence on Facebook. Of the 135 SMEs that had adopted social media, nearly three-

quarters of were found to use Twitter.  Instagram was the second most widely-adopted 

platform used by SMEs in Oman, with nearly 65% of the sampled enterprises reporting 

that they made use of the application. 

Platform 
Responses 

Percent of Cases Percentage (%) 
Frequency % 

Facebook 106 31.1. 78.5 

Twitter 75 22.0 55.6 

Instagram 87 25.5 64.4 

Linked In 24 7.0 17.8 

Google+ 37 10.9 27.4 

Other platforms 12 3.5 8.9 

Total 341 100.0 252.6 

Table 5.21 Common social media platforms 

Figure 5.1 Social media platform use by gender 
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Interestingly, unlike Facebook, the data suggests that Instagram is more widely used in 

female-owned businesses.  This is consistent with the findings of a study by Wally and 

Koshy (2014) which found that Instagram was seen as an effective tool for home-based 

business among businesswomen in the UAE as it helped them to provide high exposure 

for their businesses and requires a minimal conversation with followers, which females 

tend to favour in such a conservative cultural context. This is an indicator showing the 

preference for Instagram over Facebook in female-owned SMEs. 

The second question asked to the adopting enterprises aimed to elicit information on the 

purposes of using social media platforms.  Figure 5.2 presents the breakdown of the 

reasons given by respondents. Advertising and promotion were found to be the key 

reasons for using social media, with 78.5% of the respondents identifying these uses. 

Figure 5.2 Purposes of social media adoption 
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This result suggests that SMEs consider social media as a tool for promotion and 

advertising through which to create awareness among consumers.  Also, the results 

indicate a good awareness of the significance of social media to “reach new customers” 

and “communicate with customers” (66.7% and 47.7%, respectively). In contrast, a 

smaller percentage of adopters use social media to enhance both internal and external 

communication (only 3.4% and 4.5%, respectively). Interestingly, none of the group of 

SMEs that were in their first year of business activity used social media to develop 

internal communication with employees and they only used in for external communication 

with customers. This might be attributed to that fact that those SMEs are too small to 

warrant using social media for internal communication.   This might also reveal a lack of 

social media strategy to allow employees to access social media.  Another explanation 

could be owners-managers’ misconceptions about the negative impact on work 

productivity of using social media. Considering the newness of social media in the Omani 

business context, it is interesting to note that a reasonable percentage of SMEs used 

social media to gain benefits from e-word of mouth as well as to conduct market 

research, with 27.4% and 26.7% respectively. 

The second group of respondents – the non-adopters –were asked two questions, related 

to their adoption intention plan and the barriers that hindered adoption.  As has been 

previously mentioned, just over 34% of the surveyed SMEs did not have a social media 

presence. These SMEs were asked to state their intention plan with regards to adoption, 

making clear whether they intended to adopt or not.  Just over two-thirds of the non-

adopters stated their intention to adopt social media, and of them, about 55% intended to 

do so within a year. 

An inspection of the survey data shows that all the four female-owned non-adopting 

SMEs indicated their intention to adopt social media in the foreseeable future. As a final 

descriptive question in section A, enterprises with no intention to embrace social media 

were further asked to identify the reasons behind their decision. The most-commonly 

stated barriers to responding SMEs adopting social media was “lack of time to invest in 

social media”, reported by nearly half of the non-adopters.  “Not enough skills to adopt 

social media” and “the enterprise can do well without social media” were two other major 

barriers that were identified. The fear of critique and negative feedback received from 

customers was also mentioned by respondents as a barrier to adopt social media in their 

enterprises, but with less frequency (with 5.4%). 

Having presented a descriptive analysis of the characteristics of both SMEs and owner-

managers who participated in the survey, the next section will present the findings related 

to the LR analysis with the aim of determining the significant predictors of social media 

adoption by Omani SMEs.    
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5.5.5  Findings and Statistical Tests of the Hypotheses 

It is important to understand the effect of each independent variable in relation to the 

regression model results (Krzywinski et al., 2016) in order to choose the most influential 

variables. In essence, the selection of independent variables when building LR models is 

important, however, it is not an easy decision (Zhang et al., 2015; Keller et al., 2004). 

According to Sperandei (2014), researchers using LR models must be cautious when 

including variables as predictors in the model. As stated in section 5.5.2, a binary LR was 

used to explore the factors (the independent variables) that influence the adoption of 

social media by SMEs in Oman (the dependent variable).  This section therefore presents 

the findings related to each independent variable included in the analysis and explains its 

contribution to the overall model results by calculating the effect of changes to each 

independent variable. Considering the 18 TOE variables through hypothesis testing, the 

results of the LR analyses reveal that eight of the variables were supported and found to 

have a significant influence on the adoption of social media among the surveyed SMEs.  

These eight variables were therefore included in the regression model.  

Table 5.22 presents a summary of the hypotheses testing, showing the relative 

importance of each of the independent variables in relation to the dependent variable 

(‘adopt’ or ‘not adopt’ social media). More specifically, it gives a summary of the variables 

that were included in the full model, suggesting the role that they play in influencing the 

dependent variable. In addition, the table shows the factors that were found to be 

insignificant, meaning that those variables have no role in the model and no effect on the 

dependent variable. It is important to mention that a p-value of less than 0.05 was used 

as a limit for the statistical significance of the independent variables on the adoption of 

social media in SMEs. This means that a p-value of less than 0.05 suggests that there is 

a significant relationship between one independent variable and the dependent variable 

(adoption of social media).   In contrast, a p-value of equal than or greater than 0.05 

indicates no significant impact of an independent variable on the dependent variable. 

Independent 
variables/ predictors β S.E Wald df Sig. 

exp(β)  95% C.I.for 
EXP(β) 

95% C.I.for 
EXP(β) 

Lower Upper 

Technology  

Relative advantage -.861- .542 2.523 1 .112 .423 .146 1.223 

Complexity -.860- .521 2.726 1 .099 .423 .152 1.175 

Compatibility  1.206 .595 4.110 1 .043** 3.340 1.041 10.717 

Trialability  1.565 .715 4.788 1 .029** 4.781 1.177 19.418 

Observability  1.124 .511 4.842 1 .028** 3.078 1.131 8.377 

Interactivity .644 .558 1.334 1 .248 1.905 .638 5.685 

Trust .949 .440 4.647 1 .031** 2.582 1.090 6.118 

Image 1.138 .545 4.367 1 .037** 3.120 1.073 9.073 

Organisation  

Size   .481 2 .786    

Top Management 
Support 

.254 .559 .207 1 .649 1.289 .431 3.854 

Innovativeness  -.891- .492 3.281 1 .070 .410 .157 1.076 
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Prior IS Experiences -.602- .461 1.706 1 .191 .548 .222 1.351 

Perceived Lack of 
Managerial Time 

-1.077- .350 9.463 1 .002* .341 .171 .676 

Environment  

Industry    7.568 4 .109    

Market Scope   10.262 3 .016**    

Competitive Pressure  -.616- .423 2.116 1 .146 .540 .236 1.239 

Customer Pressure  1.603 .702 5.216 1 .022** 4.969 1.255 19.670 

Family and friends’ 
support 

1.170 .592 3.904 1 .048** 3.221 1.010 10.275 

Constant -5.230 2.653 3.887 1 .049 .005     

Hosmer & Lemeshow  = 0,810,  Cox & Snell = 0.537, Nagelkerke = 0,743 
Significance: * p < 0.01, ** p < 0.05 
*Dependent variable: 0 = No, 1 = Yes 

Table 5.22 Results of LR analysis 

As can be seen from Table 5.22, nine of the TOE variables were shown to have a 

significant contribution to the research model. The subsequent paragraphs present the 

findings related to each context of the TOE model in more detail.  

Technology Context 

As noted earlier, eight technology attributes were included in the LR analysis to determine 

the factors that influence the adoption of social media by SMEs in Oman: relative 

advantage; complexity; compatibility; observability; trialability; trust; interactivity; and 

image.  Table 5.23 presents the hypotheses associated with the factors examined in 

relation to the technology context. 

No Hypothesis 

H1 Increased perceived relative advantage of social media positively influences SMEs’ decision to 
adopt social media. 

H2 Decreased perceived complexity of social media negatively influences SMEs’ decision to adopt 
social media  

H3 Increased perceived compatibility of social media positively influences SMEs’ decision to adopt 
social media. 

H4 Trialling social media applications before adoption positively influences SMEs’ decision to adopt 
social media. 

H5 Increased observability of social media applications positively influences SMEs’ decision to adopt 
social media. 

H6 Increased interactivity of social media applications influences SMEs’ decision to adopt social media. 

H7 Increased trust of social media applications positively influences SMEs’ decision to adopt social 
media.  

H8 Increased Image of social media applications influences SMEs’ decision to adopt social media 

Table 5.23 Technology context-related hypotheses 

Out of the eight variables tested, five – compatibility, observability, trialability, trust and 

image – were found to be significantly associated with the adoption of social media as 

each yielded a p-value of less than 0.05.  However, the remaining three technological 

variables (relative advantage, complexity and interactivity) were found to be statistically 

insignificant in relation to the adoption decision.  Each of the significant variables within 

the technology context will now be discussed. 

For compatibility, the results suggest that it is statistically significant at the level of 0.05 (β 

= 1.206, p = .043, < 0.05).  The result indicates that compatibility plays an important role 
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in the decision of SMEs to adopt social media and its corresponding hypothesis (H3) was 

therefore accepted.  The results also provides support for the positive effect of trialability 

(β = 1.124, p = .028, < 0.05) on the prediction of social media adoption by SMEs.  This 

findings support hypothesis H5, which suggests that trying social media applications is 

significant in the decision of SMEs to adopt them. 

In addition, observability (β = 1.565, p = .028, <.05) was found to contribute positively to 

the decision of the SMEs to adopt social media. This finding, therefore, leads to the 

acceptance of hypothesis H4.   Image (β = 1.138, p = .037 <.05) was also found to, 

providing support for hypothesis H8.  The findings also indicate that the adoption of social 

media by SMEs in Oman is significantly impacted by one more technological variable: 

trust. Trust (β = .949, p = .031, < 0.05) had a positive and significant impact on the 

decision to adopt social media by the sampled SMEs, leading to the acceptance of 

hypothesis H7.   

When it comes to relative advantage, complexity and interactivity, the results provide no 

evidence of the significance of these factors in predicting social media adoption.  In the 

case of this study, neither relative advantage (p = 0.112, < 0.05) nor complexity (p = 

0.099, > 0.05) nor interactivity (p = .248, < 0.05) were found to be significant factors in 

SMEs’ decision making when it came to the adoption of social media.  Thus, the findings 

lend no support for hypotheses H1, H2 or H6. 

Organisation Context 

Under the organisation context, the study attempted to explore the effect of five variables: 

size; top management support; innovativeness; previous IS experience; and perceived 

lack of managerial time.  Table 5.24 shows the hypotheses associated with these five 

factors. The results of the LR analyses reveal that only one organisation context variable, 

perceived lack of managerial time, was found to have a notable effect on the adoption of 

social media by SMEs in Oman.  The findings in relation to each of the five variables 

within the organisation context will now be presented. 

No Hypothesis 

H9 The size of the enterprise has a positive impact on the SMEs’ decision to adopt social media 

H10 Top management support positively influences SMEs' decision to adopt social media 

H11 Innovativeness positively influences SMEs' decision to adopt social media 

H12 Prior IS experience positively influences SMEs’ decision to adopt social media 

H13 Lack of perceived managerial time negatively influences SMEs’ decision to adopt social media 

Table 5.24 Organisation context-related hypotheses 

Perhaps the most surprising finding is that perceived lack of managerial time (β = -1.077-, 

p = 0.002, <0.05) emerged as a strong predictor that influences the adoption of social 

media by the Omani SMEs; it was inversely related, with a negative sign coefficient, 
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suggesting that this factor plays a key role in the lack of adoption of social media by 

SMEs in Oman.  This result lends support to the acceptance of the hypothesis (H13) 

corresponding to this factor. 

The remaining four organisational factors – size; top management support; 

innovativeness; and previous IS experience – were found not to be significant in relation 

to the adoption decision.  In light of this, neither size (p = .786), top management support 

(p = 0.649), innovativeness (.070), nor previous IS experience (0.191) yielded 

significance levels greater than 0.05, indicating lack of significance in terms of their 

impact on the social media adoption decision in the sampled SMEs.  It can, therefore, be 

concluded that the findings of the study provide no support for hypotheses H9, H10, H11 

or H12.  

Environment Context 

Five environment factors were tested in the LR model: industry; market scope; 

competitive pressure; customer pressure; and family and friends’ support. Table 5.25 

presents the hypotheses associated with these five environmental factors. Out of the five 

variables tested, three – customer pressure, family and friends’ support, and market 

scope – were found to be significant in relation to the adoption of social media. The other 

two factors – industry and competitive pressure – returned no evidence of significant 

effect on the adoption decision.  The findings in relation to each of the significant 

variables within the environment context will now be presented. 

No Hypothesis 

H14 The industry that an SME operates within influences the decision to adopt social media. 

H15 The market scope that an SME operate within influences the decision to adopt social media. 

H16 Competitive pressure positively influences SME decision to adopt social media. 

H17 Customer pressure positively influences SME decision to adopt social media. 

H18 Family and friends’ support positively influences SME decision to adopt social media. 

Table 5.25 Environment context-related hypotheses 



Chapter 5: Study 2 – The Quantitative Research Phase  

156 

For, customer pressure, the results show statistical significance (β = 1.603, p = 0.022), 

suggesting that customer pressure is an important attribute for predicting social media 

adoption by SMEs in Oman. This finding supports the acceptance of hypothesis H17. The 

results also provide support for positive effect of family and friends’ support (β = 1.170, p 

= 0.048, < 0.05) on the decision to adopt social media by the sampled SMEs. 

Consequently, this finding lends support to hypothesis H18. 

A positive and significant impact on the adoption of social media by SMEs is also evident 

in relation to market scope (p = 0.022, < 0.05).  This finding, therefore, provides evidence 

for the acceptance of the corresponding hypothesis (H15). 

As far as the industry and competitive pressure are concerned, the results shown no 

statistically-significant association for either factor in relation to the social media adoption 

decision for the sampled SMEs.  Both factors yielded p-values greater than 0.05 (p = 

0.146 and p = 0.109, respectively).  There was therefore no support for hypotheses H14 

or H16, and both hypotheses were rejected. 

In summary, the results of the LR analyses provide evidence that nine factors –

compatibility, observability, trialability, trust and image from the technology context; 

perceived lack of managerial time from the organisation context; and market scope, 

customer pressure and family and friends’ support from the environment context – from 

the TOE framework had a statistically-significant relationship with the adoption of social 

media by the sampled SMEs.  Of these nine factors, perceived lack of managerial time 

was found to be the most strongly significant factor, having a negative effect on the 

adoption of social media by SMEs in Oman.  Table 5.26 provides a summary of the 

acceptance or rejection of the hypotheses arising from the LR analysis.  

Hypothesis No. Corresponding variable Decision 

Technology  

H1 Relative advantage Not supported 

H2 Complexity Not supported 

H3 Compatibility Supported 

H4 Trialability Supported 

H5 Observability Supported 

H6 Interactivity Not supported 

H7 Trust Supported 

H8 Image Supported 

Organisation 

H9 Size Not supported 

H10 Top Management Support Not supported 

H11 Innovativeness Not supported 

H12 Prior IS Experiences Not supported 

H13 Perceived Lack of Managerial Time Supported 

Environment 

H14 Industry Not supported 

H15 Market Scope supported 

H16 Competitive Pressure Not supported 

H17 Customer Pressure Supported 

H18 Family and Friends Support Supported 
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Table 5.26 Summary of Hypotheses 

5.6 Summary 

This chapter has discussed the second phase, the qualitative study, of the research. It 

has reported the related research activities including data collection, data analysis and 

data analysis. It has provided the justifications for the choice of online survey to gather 

data from the research subject as well as has highlighted the procedures followed to 

conduct the survey. It has reported data collection activities including sampling, ethical 

approval, piloting and survey distribution process. Also, it has reported and justified the 

use of logistic regression (LR) to identify factors influencing the adoption of social media 

by the investigated SMEs. 

Drawing upon the LR results of the hypothesised model, nine TOE factors were perceived 

to be associated with social media adoption by SMEs (five were technological, one 

organisational and three environmental factors). In the next chapter, a detailed discussion 

of the LR results is provided.   
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 Discussion  Chapter 6: 

6.1 Introduction 

The preceding chapter presented the data collection and reported the findings and results 

produced in phase two of the research, the quantitative study. Building on these findings, 

this chapter aims to discuss those findings. The importance of this chapter is twofold. 

First, it provides a thorough discussion of the TOE-related factors that influence the 

adoption of social media in SMEs in Oman. It brings together the findings and compares 

the results with the relevant IT innovation adoption literature. Second, it develops and 

explores the extent to which the model can be used to predict the adoption of social 

media in SMEs in Oman. 

The chapter is divided into two main sections: discussion and model refinement. Section 

6.2 provides a substantive discussion of factors related to the three TOE aspects. For 

ease of discussion, the entire section is further broken down into three subsections; each 

explains findings related to one aspect of the TOE framework: section 6.2.1 discusses the 

findings related to the eight technology attributes included in the model; section 6.2.2 

then moves to discuss the results of organisation characteristics used in the model; and 

section 6.2.3 discusses the findings related to the external environment. 

Section 6.3 then presents the refined model that can be used to predict which SMEs is 

more likely to adoption of social media. It provides a brief comparison between the 

proposed version of the model (which was developed in chapter 5) and the modified 

version of model presented in this chapter. Section 6.4 then provides a summary of the 

chapter and its position in the thesis.   

6.2  Discussion of TOE Contexts 

This chapter attempts to attach meaning to the principal findings reported in chapter 5. It 

aims to explain the meanings of the results and relate the findings of this study to the 

previously published studies, reported in chapter 2. Overall, the results of the study 

suggest that the TOE is a robust framework to examine the determinants of the adoption 

of social media in the SME setting as it indicates the relevant importance of various 

technological and environmental factors as important predictors of social media adoption. 
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However, the results suggest that organisational factors are of less importance when 

compared to technological and environmental factors. 

As the aim of this study revolves around understanding the impact of the three contexts of 

TOE on predicting social media adoption in SME setting, the discussion of the findings is 

divided into three sections, with each section discussing the results related to a specific 

context.   

6.2.1  Technology Context 

Despite being essential for the adoption of various innovations in the SME setting (as 

extensively discussed in the literature review chapter – section 2.4.3), unexpectedly, in 

this study, relative advantage did not significantly impact social media adoption.  In fact, 

the findings from this study appear to challenge prior literature which has found relative 

advantage to be a strong predictor across a range of ICTs in SMEs in developed country 

contexts (such as the US, UK, Greece and Australia) (see, for example, Oliveira, Thomas 

and Espadanal, 2014; Alshamaila, Papagiannidis and Li, 2013; Alshamaila, 2013; Ifinedo, 

2011; Shah Alam, 2009; Azam and Quaddus, 2009; Al-Qirim, 2007; Gibbs and Kraemer, 

2004; Grandon and Pearson, 2004; Scupola, 2003; Chwelos, Benbasat and Dexter, 

2001; Mehrtens, Cragg and Mills, 2001; Raymond, 2001; Poon and Swatman, 1999). 

However, the finding of the present study in relation to relative advantage does agree 

with that of Shaharudin et al. (2012) investigation of factors influencing ICT adoption 

among Malaysian SMEs. Also, it confirms the findings of studies of the adoption of 

different IS innovations in developing country contexts (Such as Malaysia, Taiwan and 

Brunei) (see, for example, Chong et al., 2009; Kurnia et al., 2009; Tsao, Lin and Lin, 

2004; Seyal and Rahman, 2003). This implies that, in general, unlike SMEs in developed 

countries, SMEs in developing countries may lack awareness, as well as an 

understanding, of the benefits of IS innovations. 

Based on the above, there are two possible explanations for the statistical insignificance 

of this factor in relation the adoption of social media by the Omani SMEs. First, this study 

was conducted in a developing country and, as such, the SMEs may lack an awareness 

of the benefits of social media for their businesses, meaning that further time and 

exposure may be needed in order for them to properly exploit the potential of social 

media. Second, the factor’s lack of significance could be associated with the novelty of 

social media in the SME setting. As a result, the SMEs may not be clear about the 

underlying benefits of social media for adopters at this stage of adoption (Cesaroni and 

Consoli, 2015; Meske and Stieglitz, 2013). This has been found to be the case in the past 

with different IS innovations, such as e-commerce, ERP and CRM (Kannabiran and 
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Dharmalingam, 2012; Kurnia et al., 2009) and may stem from SME owner-managers not 

being aware that they “must be patient with the return of their social media efforts” (Wang, 

Susarla and Sambamurthy, 2015, p.9).  To some degree, this result therefore 

corroborates the view that SMEs in Oman lack awareness of the benefits of new 

technologies (Al-Gharbi and Ashrafi, 2010; Ashrafi and Murtaza, 2008), and suggests that 

this may be the case for social media, specifically. 

Complexity, as reported in section 5.5.5, was not significant in predicting the adoption of 

social media by the sampled SMEs.  This finding corroborates the results of a number of 

published studies that have considered IT innovation in SMEs (such as Alshamaila, 2013; 

Omar et al., 2012; Kawalek et al., 2009; Siong et al., 2009; Boumediene and Kawalek, 

2008; Tung et al., 2001).  However, it is inconsistent with the findings of other published 

studies (such as Alshamaila, Papagiannidis and Stamati, 2013; Oliveira and Martins, 

2010; Wang, Wang and Yang, 2010; Azam and Quaddus, 2009; Al-Qirim, 2007; Hussin 

and Noor, 2005; Grandon and Pearson, 2004).  This may be related to differences in the 

technology contexts of the two groups of studies.  For the present study, for example, the 

finding can be attributed to the fact that social media is one where the 

tools/applications/platforms are user-friendly technologies that can be easily managed 

with no need for sophisticated technical experience, in contrast to previous technologies, 

such as website and e-commerce applications (Cesaroni and Consoli, 2015), which 

require an established IT infrastructure with appropriate expertise (Al-Qirim, 2007). 

The finding in relation to complexity may also be attributed to the fact that Omani SMEs 

are familiar with other similar, interactive technologies, such as websites and electronic 

forums, mainly the Omania.net forum, which is an electronic forum through which many 

SMEs advertise their products and services. In short, then, the results for this factor are 

likely to be related to the type of innovation, with regards to the level of technical 

experience required to use and learn about it. 

Regarding the significance of compatibility, the finding from the present study confirms 

those of research by Azam and Quaddus (2009) concerning factors that influence the 

adoption of cloud computing in SMEs, and Tung et al. (2001) regarding e-commerce 

adoption among SMEs in Singapore.  Other studies have also provided consistent results 

that suggest that compatibility is an essential determinant of innovation adoption in SMEs 

(see, for example, Alshamaila, Papagiannidis and Li, 2013; Jones et al., 2013; Tan et al., 

2009; Al-Qirim, 2007; Al-Gahtani, 2003).  This position is further supported by the findings 

of a study by Parveen et al. (2015) on the factors influencing Facebook adoption among 

SMEs in Malaysia, which showed that compatibility plays a significant role in the decision 

to adopt Facebook among the sampled SMEs. 
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However, the identified significance of compatibility contradicts other published studies, 

such as those of: Wang, Wang and Yang (2010); Ramdani, Kawalek and Lorenzo (2009); 

Hussin and Noor (2005); Premkumar (2003); Kendall et al. (2001); Thong (1999); and 

Cooper and Zmud (1990).  The mixed findings from the literature in relation to 

compatibility makes it difficult to interpret the result from the present study related to this 

factor and may give weight to Karahanna et al.'s (2006) suggestion to revisit the 

compatibility construct. 

In case of this study, though, one possible reason behind the significance of compatibility 

is that SMEs in Oman use many basic applications and thus show concern about the 

compatibility of social media with these other applications. To some degree, this matches 

the idea of Ashrafi and Murtaza (2008) who have suggested that the majority of SMEs in 

Oman use a number of technologies to automate their business functions, such as 

Enterprise Resource Planning (ERP), Inventory Management Software (IMS) and 

Customer Relationship Management (CRM), in addition to having informational websites, 

non-commercial websites used to display information about the enterprises and their 

activities.  The compatibility factor result could be also interpreted in terms of Omani 

SMEs being more likely to adopt social media if the tools/platforms are compatible with 

their business processes, existing infrastructure, and the SMEs’ values and beliefs.  This 

may reflect a level of strategic thinking among Omani SME owner-managers about the 

importance of these applications being compatible with their current business, as well as 

being aligned with any future integration with new applications. 

In the current study, interestingly, the data showed that trialability is a significant factor 

with respect to social media that leads to the adoption of these tools in the Omani SME 

setting.  This result is in line with the findings of prior studies, such as those of Kawalek et 

al. (2009), Azam and Quaddus (2009), Boumediene and Kawalek (2008), Seyal and 

Rahman (2003), and Tung et al. (2001).  However, it is inconsistent with those of 

Alshamaila (2013) and Siong et al. (2009) which revealed that experimenting with an 

innovation was not a significant factor affecting its adoption by SMEs. The current study’s 

finding of trialability as a significant factor may suggest that SMEs with greater 

opportunity, or necessity, to experiment with social media have a higher tendency to 

adopt. 

In the study’s context, a lack of information about relevant and effective ICT solutions 

among Omani SMEs (Ashrafi and Murtaza, 2008) may have made it necessary for them 

to go through an “assessment stage” (Durkin, McGowan and McKeown, 2013, p.725) in 

order to determine the suitability of social media applications by trying them prior to 

making an adoption decision.  Another possible explanation is that Omani SMEs are 

known for lacking internal IT skills (Al-Gharbi and Ashrafi, 2010), which may encourage 
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them to seek to judge the suitability of any proposed ICTs before using them within the 

enterprise, leading owner-managers to resort to, and value, the option of experimenting 

with social media technologies, which is highly important for SMEs in a developing 

country contexts (as argued by Yeboah-Boateng and Essandoh (2014)).  In addition, given 

that Oman is known for a high context culture with high uncertainty avoidance (Hofstede, 

1984), SME owner-managers may be cautious about introducing new technologies 

unless they are convinced about their suitability for their enterprises. 

The results of the analysis, presented in section 5.5.5, indicate that observability is a 

significant predictor of social media adoption.  The wide adoption of social media 

technologies by individuals, as well as organisations across the country (Al-Mukhaini, Al-

Qayoudhi and Al-Badi, 2014; Mehmood and Taswir, 2013; Kuzma, 2010), is perceived as 

being important in motivating SMEs to adopt these technologies (Chatzithomas et al., 

2014).  Though the finding of observability as a significant predictor reinforces the results 

of previous studies (such as those of Azam and Quaddus (2009); Hussin and Noor 

(2005); Al-Gahtani (2003); and Seyal and Rahman (2003)), all of which were conducted 

in a similar context (that of developing countries), we cannot be certain that the 

significance of observability is caused by the context as the literature identifies other 

possible reasons.  This makes it difficult to explain the result through comparisons with 

studies which, on the surface, found the same significance in relation to observability.  

There is also contradictory evidence in the literature in this area (see, for example, 

Kawalek et al. (2009) and Kendall et al. (2001)).  The differences in findings may be 

attributable to differences in operationalisation of the observability construct in studies 

that employ the TOE framework.  As such, future studies may wish to on this construct 

and its operationalisation to more complete explanations of findings related to the 

construct. 

Even though social media providers are well-known, with consistent and common 

features of a platform being offered to all users, the results of the analysis of this study 

show that trust plays an important role in the adoption of social media in Omani SMEs. 

This finding is in-line with that of Chan and Lee (2003), indicating that trust is an important 

requirement in ICT adoption by SMEs. One interpretation for trust being shown to be 

significant in the present study is its association with the cultural dimension of uncertainty 

avoidance. In other words, being in a high-context culture (Hofstede, 1984), Omani SMEs 

owner-managers tend to be cautious about the uncertainty and risk involved with ICT 

adoption. The significance of trust could be further attributed to a lack of awareness about 

the legal and regulatory issues and information technology law. According to Ashrafi and 
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Murtaza (2008), legal and regulatory issues represent a major barrier that deter the 

adoption of ICT among SMEs in Oman. 

The final technology context factor is image.  As noted in section 5.5.5, image was found 

to be a strong predictor of social media adoption by the SMEs in this study’s sample.  

This result echoes that from the study by Al-Qirim (2007), which suggested that image 

was perceived as an important factor in the adoption of websites by SMEs in New 

Zealand. It is also in agreement with findings obtained by Ramayah et al. (2013), which 

indicated that perceived image is positively related to technology adoption among SMEs. 

Thus, the results of the LR analysis of this study add weight to the evidence that image 

plays an important role in the adoption of IS innovations, including social media, in the 

SME setting. This implies that SMEs perceive social media as enhancing their profile in 

society, which may play a part in the consequent adoption decision.  In this case, the 

finding could be interpreted as SME owner-managers perceiving that having a presence 

in relation to social media will position their enterprises at a higher status than those 

SMEs with no presence. 

Given that social media technologies are characterised by offering interactive features 

(Sashi, 2012), it was expected that interactivity would be a significant factor in the 

adoption decision.  However, the results from the present study provided no evidence of 

significance in relation to this factor.  This finding is consistent with the outcome of the 

study by Herrero and San Martín (2012) which indicted that interactivity is not an 

important determinant of website adoption by small businesses. As such, SMEs may lack 

awareness/knowledge about the interactive features offered owing to the novelty of these 

technologies, suggesting that as SMEs increased their exposure to social media 

applications/platforms they will be in a better situation to understand embedded features 

of these technologies.  This may imply the importance of interactivity in the post-adoption 

stage, as found in the study by (Parveen, Jaafar and Ainin, 2015).  However, the present 

study considers the pre-adoption stage, which may at least partially explain the lack of 

significance of interactivity on the adoption decision.  Another possible explanation may 

arise from the sampled SMEs reporting use of more than one social media application.  

This may have limited the SMEs’ ability to explore the interactive features associated with 

individual applications. If this was the case, it may imply that sufficient time is required to 

understand the interactive features embedded in these tools in order to support their 

effective implementation and use by SMEs to carry out various business activities. 

Having discussed the technology factors that influence the adoption of social media by 

SMEs, the next section discusses the organisational factors from the TOE model.   
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6.2.2  Organisation Context 

As stated in section 5.5.5, apart from a perceived lack of managerial time, in this study 

organisational factors were found to be insignificant discriminators between adopters and 

non-adopters of social media among SMEs.  In this section, the results related to each 

factor are discussed. 

The analysis of the results show that the sampled SMEs did not recognise business size 

as a factor that affects the social media adoption decision.  This finding is in-line with 

studies by Al-Somali, Gholami and Clegg (2013); Jeon, Han and Lee (2006); and Scupola 

(2003) who argued that there is no relationship between IT adoption and the size of the 

enterprise.  It is also in line with Vlachvei and Notta, (2014), concerning the adoption of 

social media in Greek SMEs, and Wamba and Edwards' findings (2014), regarding the 

adoption of Twitter by SMEs, demonstrating agreement with some of the limited number 

of studies that specifically consider social media adoption in SMEs. 

However, the outcome is contrary to the results of many previously published studies, 

conducted in different contexts (both developed countries, including the USA, UK, and 

New Zealand, and developing countries, for example, Malaysia, Korea, and Vietnam) and 

concerning various technologies (for example, e-commerce, cloud computing, ERP, and 

websites).  These results show a significant correlation between the size of the enterprise 

and IT adoption, suggesting that the larger the business size, the higher the propensity to 

adopt a given innovation (Loukis and Kyriakou, 2015; Oliveira, Thomas and Espadanal, 

2014; Verheyden and Goeman, 2013; Herrero and Martín, 2012; Chang et al., 2011; Low, 

Chen and Wu, 2011; Boumediene and Kawalek, 2008; Pan and Jang, 2008; Al-Qirim, 

2007; Bharati and Chaudhury, 2006; Hussin and Noor, 2005; Premkumar, 2003; 

Premkumar and Roberts, 1999; Thong, 1999). 

The difference in the finding from the present study and those mentioned above may be 

attributed to the fact that social media platforms are less complex and more affordable 

technologies for smaller businesses when compared with more sophisticated and 

expensive technologies (e.g., e-commerce, cloud computing, ERP, and websites); this is 

important as SMEs have limited financial and technical resources that inhibit the uptake 

of more sophisticated technologies (Kannabiran and Dharmalingam, 2012). Many smaller 

enterprises therefore face difficulties in dedicating the resources required for the adoption 

and use of more complex technologies. 

In SMEs, it is commonly believed that various decisions, including those related to IT 

adoption, are directly influenced by the top management (Isma'ili et al., 2016; Wilson, 

Khazaei and Hirsch, 2015; Dahnil et al., 2014; Govindaraju, Chandra and Siregar, 2012; 
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Chang et al., 2011; Jeyaraj, Rottman and Lacity, 2006; Fink, 1998). Nevertheless, in 

reviewing the literature on the impact of TOE factors on the IT adoption decision, this 

result differs from many earlier studies pertaining to the new technologies adoption 

among SMEs which stress that top management support is critical for IT adoption 

(Wilson, Khazaei and Hirsch, 2015; Oliveira, Thomas and Espadanal, 2014; Govindaraju, 

Chandra and Siregar, 2012; Chen et al., 2011; Wang et al., 2010; Kawalek et al., 2009; 

Boumediene and Kawalek, 2008; Ramdani and Kawalek, 2007; Hussin and Noor 2005; 

Premkumar, 2003; Scupola 2003; Premkumar and Roberts, 1999). 

However, unexpectedly, this study found no correlation between social media adoption 

and top management support, indicating the lack of significance of this factor.  This 

finding reflects those of Alshamaila (2013); Thong, Yap and Raman (1997); Thong, Yap 

and Raman (1993). 

One explanation for the insignificance of top management support may be that SME 

owner-managers do not think that their support is essential in the initial stage of IT 

adoption.  Given the novelty of social media in many business organisations, including 

Omani SMEs, top management may perceive that social media adoption is in its infancy 

stage and does not therefore require additional attention or strong commitment from their 

side. Top management support generally comes in the form of committing financial and 

organisational resources and engaging in the adoption decision process, which, as 

argued by Oliveira, Thomas and Espadanal (2014), is not required in the initial stage of IT 

adoption for technologies such as social media because investing in such types of 

technologies does not require extensive financial and organisational resources. 

Another explanation might be associated with the lack of social media strategy in these 

types of businesses and the perception that adoption of these tools is not a strategic 

necessity that requires the involvement of top management. In addition, it has been 

argued that the role of top management in the adoption of sophisticated technologies, 

including enterprise applications, e-commerce, and cloud computing, goes beyond the 

normal financial and organisational commitment to also involve interaction and 

negotiation with trading partners and service providers in relation to the adoption and 

training issues  (Jones et al., 2013). However, with social media, particularly in the early 

stages of adoption, these commitments appear not be required. 

With respect to the third organisational factor, innovativeness was not identified as a 

statistically significant discriminator between the adopters and non-adopters of social 

media among SMEs in Oman.  This finding concurs with those of Tehrani and Shirazi, 

(2014); however, a remarkable difference exists between the finding of this study and 

those of many previous studies, such as Christodoulides et al. (2015), Alshamaila (2013), 
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Hussin and Noor (2005), Thong (1999), and Thong and Yap (1995). It also contradicts 

the findings of Ghobakhloo, Arias-Aranda and Benitez-Amado (2011), Al-Qirim (2007) 

and Al-Qirim (2006), which signified the importance of innovativeness on the adoption of 

enterprise computing technologies (including websites and email). 

The lack of significance of innovativeness has two possible explanations. The first is that 

the level of innovativeness is closely associated with the amount of investment required 

to adopt a certain technology. In other words, technologies that require substantial 

investment are a risky venture for SMEs (Thong, 1999), given that SMEs are constrained 

by their financial resources. As a result, the adoption of many previous technologies 

required SME owner-managers to take risks as they required significant changes to 

existing organisational practices. However, in the case of social media, risk taking may 

not be of great concern, as these technologies do not require substantial investment. As 

a result, their adoption may not necessitate significant changes to existing organisational 

practices. 

Second, despite the fact that risk taking is an important characteristic of SME owner-

managers, as argued by Thong (1999), the cultural characteristics of a country may 

directly influence the impact of this managerial element and “discourage technological 

development and innovation” (Chatzithomas et al., 2014, p.76).  In developing countries, 

the avoidance of high uncertainty has been argued to influence the level of 

innovativeness. For instance, Chang et al. (2011) examined the adoption of ERP among 

Taiwanese SMEs and revealed that SMEs were less likely to adopt ERP owing to their 

lower tolerance for risk-taking. Further, they suggested no notable impact of 

innovativeness on the adoption of new technologies in SMEs. In relation to this study, the 

cultural characteristic of high uncertainty avoidance Hofstede (1984) in Oman may 

contribute to the lack of significance of innovativeness and risk taking in the adoption of 

social media. 

Prior IS experience was also not found to be a significant predictor of social media among 

SMEs in Oman. This finding supports those of many previous studies (Alshamaila, 

Papagiannidis and Li, 2013; Ramdani, Kawalek and Lorenzo, 2009; Boumediene and 

Kawalek, 2008; Daniel, Wilson and Myers, 2002; Kuan and Chau, 2001). 

This lack of significance of prior IS experience may be attributed to the fact that this factor 

tends to be more important in the later stages, rather than in the early stages, of adoption 

(Daniel, Wilson and Myers, 2002).  The influence of the level of complexity and ease of 

use of the technology may also be a factor, and this may have lessened the importance 

of having previous IS experience in adopting social media. This may suggest that social 
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media applications are a type of technology that does not require SMEs to have 

experience in using previous technologies. 

In relation to the final organisational factor, the study provides empirical evidence that a 

perceived lack of managerial time is significant in explaining the decision to adopt social 

media. This finding fits those of Gligorijevic and Leong (2011) who reported that a lack of 

time represents a major barrier for SMEs to create and maintain a presence in social 

media.  In the case of this study, this finding may be attributed to the fact that the owners 

of a large number of the investigated SMEs are full-time Omani government employees – 

hence it would be difficult for the owner-managers to spare the time to engage with their 

customers on social media platforms owing to their job-related commitments. The 

significance of a lack of managerial time may also be related to the high level of social 

and family commitments perceived by SME owner-managers as individuals living in the 

high-context culture of Oman (Dechant and Lamky, 2005). 

The next section continues the discussion of the empirical results, moving on to consider 

the environment factors. 

6.2.3  Environment Context 

Three environmental factors (market scope, competitive pressure, and family and friends’ 

support) were found in the study to significantly influence the decision of SMEs to adopt 

social media.  The other two factors in this context – industry type and customer pressure 

– were not found to be significant.  Discussion in relation to each of the variables within 

this context will now be presented. 

The first environmental factor to be considered is industry type.  Unlike the adoption of 

many previous technologies (such as cloud computing and enterprise applications (EAs)) 

in the SME setting, adoption of social media appears to not be industry-dependant.  The 

findings of this study indicate that the type of industry is not a significant factor in the 

decision of SMEs to adopt social media.  This finding is consistent with Boumediene and 

Kawalek (2008), who found that industry type did not affect SMEs’ willingness to adopt 

Enterprise Systems (ES), and Nguyen and Waring (2013), who revealed that industry 

type was not a significant predictor of Customer Relationship Management (CRM) 

adoption by SMEs.  Further support for the finding is offered by Teo (2007), regarding the 

adoption of internet technologies.  In respect of the social media adoption literature, the 

lack of significance of industry type is supported by Wamba and Edwards (2014), who 

considered factors influencing the adoption of Twitter by SMEs, and Vlachvei and Notta 

(2014), who considered factors affecting the adoption of social media among SMEs in 

Greece. 
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In the case of the present study, the lack of significance found in relation to market scope, 

and the lack of any apparent difference between the adopters and non-adopters, may 

suggest that social media technologies enable all types of industries.  The distribution of 

the study’s sample shows that a relatively large percentage was drawn from wholesale 

and retail, manufacturing, and professional and technical services industries, which are 

known for having more interest in the adoption of new technologies, perhaps owing to the 

nature of their business activities and the availability of IT competence (Ramdani and 

Kawalek, 2007; Levenburg, Magal and Kosalge, 2006; Daniel, Wilson and Myers, 2002).  

Interestingly, it is often believed that SMEs in the construction industry have been slow to 

adopt new technologies, but the results of this study indicate that this is not the case.  In 

general, it seems that social media technologies are relevant to industries, and that they 

could be beneficial to all types of industry, which would suggest that this environmental 

factor would not affect the adoption of social media by SMEs. 

In relation to its impact in the technology adoption in SMEs, market scope, the second 

environmental factor, shows mixed results in the IT adoption literature.  Whilst the 

literature generally suggests that SMEs which operate in a wide market area are more 

likely to adopt new technologies than those which serve a narrow market (see, for 

example, Alshamaila, Papagiannidis and Li (2013); Ramdani and Kawalek (2007)), the 

findings of some studies show no significant role for this factor on the adoption decision 

(see, for example, Yeboah-Boateng and Essandoh (2014); Alshamaila (2013); Ramdani, 

Kawalek et al. (2009); Boumediene and Kawalek (2008)). 

In this study, market scope was found to be a significant predictor for social media 

adoption in the sampled SMEs. Specifically, the findings show that SMEs with a narrower 

scope appear to be more likely to adopt social media than those with a wider scope. The 

study’s finding therefore reinforce those of Isma'ili et al. (2016) and Levenburg, Magal 

and Kosalge (2006). It can therefore be assumed that SMEs with a narrower market 

scope are more likely to adopt social media technologies than those that serve a wider 

market scope. However, since only a relatively small number of the investigated SMEs 

serve both regional (i.e. narrower scope) and international (i.e., wider scope) markets, 

this result should be interpreted with caution. It is felt that further research is needed to 

confirm and understand these findings. 

One of the most significant environmental factors, which has been shown to be critical for 

the adoption decision in relation to many IS innovations, is competitive pressure. The 

results of many previous studies (such as Oliveira, Thomas and Espadanal (2014); 

Alshamaila, Papagiannidis and Li (2013); Kannabiran and Dharmalingam (2012); Chang 

et al. (2011); Oliveira and Martins (2010); Boumediene and Kawalek (2008); Ramdani 

and Kawalek (2007); Wymer and Regan (2005); Scupola (2003); Premkumar and 
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Roberts (1999); and Thong (1999)) have emphasised that the decision process 

associated with new technology adoption in SMEs is influenced by competitive pressure. 

However, there are studies (such as those of Ramdani, Kawalek and Lorenzo (2009); 

Pan and Jang (2008); and Jeon, Han and Lee (2006) that revealed no significance for 

this factor in predicting the adoption of IS innovations. 

In the present study, competitive pressure was not found to be a significant predictor for 

social media adoption in the sampled SMEs.  One possible explanation of the lack of 

significance of competitive pressure is that, unlike in large enterprises, the focus of many 

SMEs is to survive in the business environment rather than to grow and compete with 

large enterprises.  Thus, adopting social media may not be perceived by SME owner-

managers as a reason for competition, but rather a necessity for survival.  Several 

researchers (see, for example, Wymer and Regan (2005); Diochon and Wright (2003)) 

have argued that recognising and valuing the strategic importance of new technology by 

adopters increases as a result of usage.  So, social media may not yet be considered by 

the sampled SMEs as a strategic necessity for competing in the marketplace as the 

significance of these tools in offering a competitive advantage may still be unclear. 

Another possible explanation is that the business environments in which the investigated 

SMEs operate may not be seen as competitive, meaning that SMEs do not constantly 

scan or adopt new technologies because of the competitive environment, as in the case 

reported by Lertwongsatien and Wongpinunwatana (2003).  This view is supported by 

Harindranath, Dyerson and Barnes (2008) and Lee (2004) who argued that SMEs place 

more emphasis on the outcomes of the adoption than on the competitive power. The 

insignificance of competitive pressure might also be attributed to the fact that the sampled 

SMEs were influenced by the ‘bandwagon effect’ with regards to social media adoption, 

implying that non-adoption might be simply attributed to following “a wait-and-see 

attitude”, as argued by Pan and Jang (2008). 

Moving on to the next environmental factor – customer pressure – the result shows that 

adopters evidently perceive pressure from customers to be more critical than non-

adopters, which indicates the significance of this environmental factor in relation to the 

adoption of social media.  This finding supports those obtained by many researchers 

(see, for example, Góngora, 2016; Consoli, 2012; Scupola, 2003; Mehrtens, Cragg and 

Mills, 2001) indicating that SMEs are more likely to adopt new technologies if their 

customers are users of those technologies, or as a response to satisfy a demand from 

their customers.  It also supports the finding of a study by Durkin, McGowan and 

McKeown (2013, p.722) who indicated that the decision to adopt social media among 

Irish SMEs was driven by the level of demand from their customers in the form of 

“enquiries” or “mentions”.  There are, though, contradictory findings in this area such as 
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that of Rahayu and Day (2015) who found that the decisions of Indonesian SMEs to 

adopt IS innovations were not influenced by the pressure received from customers. The 

lack of significance of customer pressure in this context might be attributed to customers’ 

behaviour in relation to e-commerce in Indonesia, whereby customers were found only to 

use the companies’ websites to browse the products, but placed their orders using more 

conventional channels (e.g., telephone or face-to face). As a result, these SMEs did not 

see customer pressure as influential in extending e-commerce capabilities or adopting 

sophisticated types of e-commerce technologies. 

 

One possible explanation for the significance of ‘customer pressure’ in this study is that 

the sampled SMEs comes from Oman’s capital city where many exhibitions are held that 

offer SMEs the chance to interact with potential customers.  In addition, the geographical 

location from which the sample was taken may contribute to higher levels of customer 

pressure since the capital is a hub for many universities and colleges. Since the adoption 

and use of social media among the younger, IT savvy generation is gaining popularity 

(Martins et al., 2014), they are likely to play a role in demanding that businesses, 

including SMEs, adopt social media, too.  In addition, the significance of customer 

pressure may be attributed to the nature of the technology, as argued by Martins et al. 

(2014), which is built upon collaborative and ‘social’ features through which users’ 

develop and maintain relationships.  Thus, it is likely that SMEs that receive greater 

pressure and demand from their customers in this area will tend to be those that adopt 

social media in their businesses. 

The final environmental factor, family and friends’ support was found to significantly affect 

the SMEs’ decision to adopt social media.  This is in-line with similar studies reported in 

the literature, such as those of Carter (2014), Omar et al. (2012), and Dyerson et al. 

(2008).  It also reflects the findings of Simpson and Doherty (2004), who identified that 

support for the adoption of IS innovations in SMEs could come from knowledgeable 

friends and family. 

This finding also provides support for the observation by Ashrafi and Murtaza (2008) that 

SMEs’ owner-managers in Oman lack strong IT backgrounds to assess the significance 

of ICT for their businesses.  It is possible, therefore, that SME owner-managers seek ICT-

related advice and support from friends and family (Harindranath, Dyerson and Barnes, 

2008; Gibbs, Sequeira and White, 2007). This view is supported by Al Barwani et al. 

(2014) who reported that 64% of the Omani SME owner-managers use family, friends 

and relatives as their main sources of advice.  There may well be a cultural dimension to 

this; family ties in Oman are known to be strong, so it is perhaps unsurprising that SMEs’ 



Chapter 6: Discussion 

171 

decisions, including those related to technology adoption, are affected by their social 

circle. 

Having discussed the study’s results related to the three TOE contexts, the next section 

presents a revised version of the TOE model used to predict the adoption of social media 

by SMEs in Oman. 

6.3 Revision of the Research Model  

As discussed in section 2.4, the review of the IT adoption literature related to SMEs has 

identified and explored the influence of a wide spectrum of factors on the adoption of 

various IT applications.  In this tradition, and as a key outcome of this research effort, it is 

therefore important to identify the factors that have been found in this study to be 

significant to the adoption of social media in the Omani SME setting. 

The schematic representation of this study research design (presented in section 3.4) 

shows that the study comprised two phases: the qualitative study (phase one) and the 

quantitative study (phase two).  As noted in section 1.6, the aim of the phase one was to 

explore the factors that affect the decision to adopt social media by conducting semi-

structured interviews with a small sample of SME owner-managers.  A preliminary model, 

as shown in Figure 6.1, was developed based on the results presented in section 4.4.3.  

As Figure 6.1 clearly shows, the preliminary model consists of 18 factors grouped under 

the three contexts of the TOE framework. 

In the phase two of the research, preliminary was tested with a larger sample to provide 

quantitative evidence of the significance of each of the 18 factors in relation to the 

adoption of social media technologies by SMEs in Oman.  As a result, a revised model 

(shown in Figure 6.2) of social media adoption by SMEs was developed based on the 

findings of the LR analysis presented in section 5.5.5. In the revised model, nine TOE 

factors are identified as having a significant impact on the adoption of social media 

technologies by SMEs in Oman. 

A comparison of Figures 6.1 and 6.2 shows that the results indicate greater importance 

for technological and environmental factors in the final model, and less importance for 

organisational factors. This provides support for the argument made in section 1.6 that 

different technologies are influenced by different factors, with the factors that influence 

SMEs’ adoption of social media seeming to differ from those affecting the adoption of 

many previously-studied IS innovations. 
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The revised model of social media adoption supports the importance of five technological 

factors on the adoption decision: compatibility; trialability; observability; trust; and image.  

It is worth noting that some researchers found no significance for technological factors; 

for instance, Thi (2006) reported no importance found for technological factors, with more 

importance for organisational factors and a notable effect of external factors. 

With regards to organisational factors, however, five factors were tested but only one 

seemed to influence the decision to adopt social media by the sampled SMEs.  The 

model, therefore, has been revised to suggest that aspects of the organisation have less 

importance on the adoption decision.  This stance appears to be different from most of 

the previous studies on the adoption of various technologies, as indicated in the IT 

adoption literature (see section 2.4.3) and as re-iterated in the discussion section relating 

to organisation context in the present study (see section 6.2.2). 
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Figure 6.1 The Preliminary TOE model for social media adoption in Omani SMEs 

(originally presented as Figure 4.4, page 104) 

Conversely, the revised model shows the importance of the environmental, external, 

factors on the decision to adopt social media by the SMEs.  Here, three factors were 

found to be significant, whereas two factors were identified as not playing an important 
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role in the adoption decision.  The revised model is, therefore, among the few TOE-based 

models to support the importance of environmental factors; indeed, some previous 

studies have suggested no importance for this set of determinants on the adoption of new 

technologies in the SME setting.  For instance, the study of Ramdani, Kawalek and 

Lorenzo (2009) found that environmental factors had no significant influence on the 

adoption of enterprise systems (ES) in SMEs. 

In broad terms, the research objective of this study was to determine, from the sampled 

SMEs, the factors influencing the decision to adopt social media. The resulting model 

could be used to guide SMEs in their adoption of social media technologies by helping 

them to identify and understand the most influential TOE factors that influence the 

decision to adopt these emerging technologies. More details of the benefits of the revised 

model to SMEs are discussed in section 7.4.2 which addresses the research implications 

of the research for SMEs.  

 

Figure 6.2 The Revised TOE model of social media adoption in Omani SMEs 

 

6.4 Summary 
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This chapter has discussed the findings related to the factors influencing the decision to 

adopt social media by Omani SMEs.  The discussion of the results indicated the value of 

using of the TOE framework in studying social media adoption by the investigated SMEs 

and, more specifically, emphasised the importance of particular technological and 

environmental factors on the adoption decision. The chapter build on the finding to 

present a revised version of the research model based on the outcomes from the data 

analysis presented in chapter 5.  The next chapter serves as the conclusion of the thesis, 

presenting answers to the research questions defined in chapter 1, detailing the research 

contributions made by the thesis, and discussing implications and limitations of the 

research, as well as highlighting avenues for future work. 
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 Conclusion Chapter 7: 

7.1 Introduction 

Chapter 6, thoroughly discussed the findings and results of the phase two of the research 

quantitative study. In this final chapter, the aim is to present an overall summary of the 

research effort. The importance of this chapter lies in presenting the contributions of the 

research; exploring its implications, highlighting its limitations and proposing avenues for 

future work.  

The chapter is divided into five sections. Section 7.2 provides a brief description of the 

major findings of this research. Section 7.3 elaborates on the theoretical contributions of 

the research. Section 7.4 aims to explain the contributions to practice by discussing the 

implications of the research findings to specific groups of stakeholders. This section is 

therefore divided into three subsections: section 7.4.1 examines implications for 

academics; section 7.4.2 presents implications for SMEs owner-managers as well as 

entrepreneurs; and section 7.4.3 briefly discusses the implications of the findings for the 

policy makers in Oman.  This is then followed by section 7.5, which aims to discuss the 

limitations of the research. Section 7.6, follows on from this, proposing areas for future 

research. Section 7.7 provides a summary of the chapter and its position in the thesis.    

7.2 Summary of Findings 

This section presents a summary of the research findings organised in relation to the 

research questions presented in section 1.6, divided into subsections that address each 

of the four research questions.   

7.2.1  Research Question 1 

What is the current adoption status and level of social media use by SMEs in Oman? 

The results indicate a good awareness of the significance of social media for SMEs in 

Oman.  Among the 205 SMEs that were included in the sample, about 66% were 

adopters of at least one social media platform, suggesting that social media is gaining 

wide acceptance among SMEs in Oman with a reasonably good level of awareness about 
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the significance and impact of these tools on the SMEs performance.  This is supported 

by the fact that of the 34% of non-adopting SMEs, two-thirds stated that they intended to 

adopt social media in the foreseeable future.   

The results also show that a reasonable number of SMEs have a presence on more than 

one social media platform/application.  The result further shows that social media 

adoption is evident in Omani SMEs in different sectors.   

7.2.2  Research Question 2 

What are the main uses and challenges of social media among Omani SMEs? 

The main uses of, and challenges or barriers to, social media adoption among SMEs in 

Oman were also investigated. A list of uses and barriers was identified through the 

qualitative study (phase one of the research) and was then used to explore the 

significance of these issues with a large number of respondents in the quantitative phase 

of the research. 

Regarding the main uses of social media applications/platforms by SMEs, the study 

examined 10 reasons why SMEs use social media applications/platforms.  The results 

suggest that SMEs use social media mainly as a tool for promotion and advertising to 

create awareness among consumers.  In addition, the results show a good level of 

awareness about the significance of social media “to communicate with customers” as 

well as “to reach new customers”.  Despite the novelty of social media technologies in the 

business context, interestingly, the results show that a reasonable percentage of Omani 

SMEs use social media for getting referral (e-word of mouth) (27.4%) and for conducting 

market research (26.7%). 

Of the 11 barriers identified as being faced by SMEs with regards to social media, 

perceived lack of time was seen by nearly half of the non-adopting SMEs as the main 

reason hindering their decision to adopt these technologies.  In addition, perceived lack of 

skills and the perception that the enterprise could do well without social media 

technologies were two further barriers identified by non-adopting SMEs. Fear of receiving 

negative feedback was also identified as a barrier to adopting social media by SMEs, 

though with a lower frequency.   

7.2.3   Research Question 3 

What are the TOE framework factors that influence the adoption of social media among 

SMEs in Oman? 
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The study has developed a TOE-based model for social media adoption by Omani SMEs.  

As noted in section 5.5.2, logistic regression analysis was used to examine the impact of 

the initially-identified 18 TOE factors (in the qualitative study of this research – see 

section 4.4) on the adoption of social media technologies by Omani SMEs.  The statistical 

analysis revealed that nine factors were found to significantly impact the adoption 

decision (see section 6.3).  Of the nine, five technology attributes (compatibility, 

observability, trialabality, trust and image) were found to play a significant role in the 

adoption decision.  Lack of managerial time was the only organisational factor that was 

found to affect SMEs’ decisions to adopt social media technologies.  In respect of the 

environmental factors, the study revealed that three factors (market scope, customer 

pressure, and family and friends’ support) were identified as playing an important role in 

driving SMEs to adopt these technologies.  The study found that three technological 

factors (relative advantage, complexity and interactivity), four organisational factors (size, 

top management support, CEOs’ innovativeness and prior IS experience) and two 

environmental factors (competitive pressure and industry) were not significant with 

respect to social media adoption. 

7.2.4  Research Question 4 

Does the TOE framework appropriately capture the factors affecting social media 

adoption among SMEs in Oman?  

The empirical results of this study support the applicability of the TOE framework in the 

adoption of social media in Omani SMEs.  The results reinforce the importance of the 

TOE framework as a robust and holistic theory for understanding the adoption of 

technologies in different organisational and country contexts.  The study identified the 

significance of specific technological, organisational and environmental factors, 

demonstrating the applicability and usefulness of the TOE framework for studying social 

media adoption in a developing country context.  

Having presented a summary of the research findings against the research questions, the 

next section discusses the theoretical contributions of the research.    

7.3 Theoretical Contributions of The Research  

This study offers two broad areas of theoretical contribution: contributions in relation to 

the TOE model; and contributions in relation to the IT adoption literature.  The 

contributions are discussed in detail in the following subsections.  
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7.3.1  Contributions in Relation to the TOE Model 

This study builds on existing literature in IS innovation adoption in the organisation 

context which has argued that the adoption of technologies is influenced by various 

factors.  More particularly, the study builds on the technology-organisation-environment 

(TOE) framework to study factors affecting social media adoption in the organisation 

context of SMEs.  In this respect, this study offers three contributions, associated with: (i) 

identifying new critical factors; (ii) offering insights into the three contexts of the TOE 

framework; and (iii) reinforcing, through empirical evidence, the appropriateness of the 

TOE framework to study ICT adoption.  Each of these contributions will now be 

discussed. 

This study contributes to enhancing our understanding about the factors influencing the 

adoption decision of an emerging technology, social media, in SMEs. In this respect, the 

study has extended the TOE model by adding five factors identified in the first phase of 

the research, the qualitative study: trust; interactivity; image; perceived lack of managerial 

time; and family and friends’ support. Apart from interactivity, the other four factors were 

confirmed, in the subsequent quantitative study, to be significant factors in relation to 

adopting social media in SMEs (as discussed in section 6.3).  It can be therefore said that 

this study has provided an improved understanding of the factors that influence the 

adoption of social media in SMEs.  More particularly, ‘perceived lack of managerial time’ 

and ‘friends and family support’ had not been identified in the existing IT adoption 

literature. In this study, these two factors were identified as critical factors for SMEs when 

considering adopting social media technologies, at least in the context of this study. 

Further, the study adds to the existing body of knowledge concerning the adoption of IS 

innovations in SMEs. It has enhanced our understanding of the importance of the three 

contexts in the adoption of a specific technology, social media, in the SME organisation 

context.  More specifically, unlike many previous studies, this study has developed a 

model that takes into account different factors related to the three contexts (see section 

6.3).  The developed model stresses the importance of environmental factors when 

studying the adoption of new technologies in developing country contexts, offers insights 

into the role of organisational factors in the adoption decision, and highlights the 

significance of technological factors in SMEs’ decisions to adopt social media 

technologies. 

The major contribution of this study is developing a statistically-validated TOE model for 

social media adoption among SMEs in Oman. It has identified the critical TOE factors that 

lead an SME to become a social media adopter (see section 6.3 for more details on these 

factors).  Overall, this study reinforces the importance of the TOE model as a generic 
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theory for understanding the adoption of IS innovations in the organisation context.  It 

reinforces the conclusions of many previous studies (such as Alshamaila, 2013; 

Alshamaila, Papagiannidis and Li, 2013; Oliveira and Martins, 2011; and Ramdani, 

Kawalek and Lorenzo, 2009) concerning the fact that TOE offers a solid theoretical basis 

to study the adoption of various IS innovations and has garnered consistent empirical 

support.  

7.3.2  Contribution in relation to the ICT adoption literature 

The study has also contributed in three areas to ongoing research on the adoption of IS 

innovations in SMEs: (i) the specific context of the study – the Omani context; (ii) the 

developing country context; and (iii) the general IS adoption literature. 

In terms of the specific context, this is (to the best of the researcher’s knowledge) the first 

empirical study to examine SMEs’ adoption of social media in the Omani context. There 

have been a few attempts to study the adoption of other technologies in this context, 

including empirically examinations of internet and website technology adoption (see Al-

Gharbi and Ashrafi, 2010; Ashrafi and Murtaza, 2008). However, these studies had 

limitations. In addition to being descriptive in nature (with no theoretical base used to 

underpin either study), the studies were limited to a small sample size. Overall, then, the 

current study contributes to the limited literature on IT adoption by SMEs in Omani, and, 

we believe, is the first study of social media adoption in the Omani context. 

Related to the previous point, this study has also added to the limited body of knowledge 

on SMEs’ adoption of IS innovations in developing countries.  In reviewing the IT 

adoption literature, it was clear there was a lack of empirical research in this context when 

compared to developing countries (see section 2.4).  By studying an IS innovation (social 

media) in a developing-country context (Oman), this study has added to the limited 

knowledge of IT adoption in the SME context in developing countries.  As such, this study 

is a response to the calls of many researchers (Rahayu and Day, 2015; Kapurubandara 

and Lawson, 2006) suggesting the need to advance our understating of IS innovation 

adoption in SME settings in developing countries. 

Finally, the research reported in this thesis has contributed to the general knowledge 

related to social media adoption in organisational settings. By researching the adoption of 

these emerging technologies in the SME setting, this study has contributed to the growing 

body of academic research on social media adoption in organisations. 

In the next section, contributions to practice are discussed in more detail, including the 

implications of the research to academics, SMEs and policy makers.  
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7.4 Research Implications  

The findings of the present study have a number of implications for several groups of 

stakeholders including: academic researchers; government agencies responsible for the 

overall development of SMEs, particularly for promoting new technology adoption in these 

crucial business units; and for the business owner-managers. The next three sections 

provide a thorough discussion on the implications relevant to each group.  

7.4.1  Implications for Academics 

The findings of this study are of a great value, and have significant implications to the 

research community. These implications can be classified into three perspectives: 

“literature/context related”, “methodology-related” and “model/research-findings”.  

From a literature/context-related perspective, this study has several implications. First 

of all, as has already been stated before, major part of IT adoption literature tend to 

concentrate mainly on the adoption of sophisticated technologies such as e-commerce 

and cloud computing, with relatively a small percentage of studies on social media 

adoption in organisations. In case of the present study, it sought to extend the limited 

body of academic knowledge in the IT adoption in SMEs, mainly in respect to social 

media technologies. It can be, therefore, said that this study serves as a starting point for 

researchers to carry out and continue other social media adoption research, particularly in 

the developing countries. 

In addition, major part of IT adoption studies on SMEs have generally focused on IS 

innovations adoption in the developed countries. This study extended the knowledge of IT 

adoption in organisational setting to SMEs in the developing countries. As such, this 

study would help researchers to gain a better insight into the adoption of new 

technologies in a less researched context, developing countries. 

Besides, the interest and significance of this research is, not only limited to the academics 

working to understand the adoption in the Omani context, but also useful to those 

interested to understand the adoption of these technologies in the other parts of the 

world, including the Gulf Co-operation Council (GCC) region. In fact, this would yield a 

twofold benefit. First, it would enable the researchers to have a better understanding of 

social media adoption among SMEs in the GCC region as this group of countries share 

similar cultural and economic conditions (Akaaboune and Sandra, 2016). Second, it would 

allow the researchers to compare the adoption trends between developing and developed 

countries contexts and compare it with the majority of literature that address these issues 

in many developed countries. 
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Another implication stemmed from the previous implication for the research community is 

that this study is one among few studies that empirically test the adoption of social media 

adoption in the GCC countries and the first to empirically examine the adoption of social 

media in the Omani SME setting. It is, therefore, a good idea to use this study as a 

guideline for future studies that aim to study the adoption of these emerging technologies 

in developing countries, particularly in GCC region. 

Furthermore, the review of the prior work in this study has not only attempted to identify 

factors influencing the adoption of IT applications in the Omani context, as studies related 

to this context are scarce, but, it has also looked into factors found in the studies that 

were carried out in both developed and developing countries. Thus, it is hoped that this 

study will encourage academics in both contexts to explore and understand factors that 

affect the adoption of various technologies when conducting a research on IS innovations 

adoption in organisations. 

From a methodological perspective, this study has two implications. First, it has 

successfully used a two-phase research design, sequential exploratory mixed methods 

approach, to study IS innovations adoption, social media, in an organisation context. It is, 

therefore, hoped that IS researchers are encouraged to employ various research 

methods to produce a richer and reliable results (Mingers, 2001) and offer an insightful 

perspective on social media adoption in organisation context. 

The second implication is that, unlike major part of research on IS innovations adoption in 

SMEs, this study started by exploring the phenomenon of interest, social media adoption, 

by conducting a qualitative method, semi-structured interviews, which is then followed by 

quantitative method, survey, to confirm the findings of the qualitative method. In doing so, 

the researchers would ensure uncovering new issues might not be considered if 

quantitative method is only used. 

From a model/research-findings perspective, this study has also several implications 

for the research community. First, the empirical findings of this study highlighted the 

importance of assessing certain environmental factors regarding the adoption decision of 

new technologies by SMEs, in case of this study SMEs decision to adopt social media 

technologies. In other words, the findings indicated significant role of customers and, 

family and friends on the decision to adopt social media. In addition, as could be inferred 

from the qualitative data, the potential adoption of social media technologies could be 

influenced by the support received from emerged social media consultancy agencies in 

the Omani market. Thus, academic researchers may have a stake to examine the impact 

of such factors (discussed in more details in section 7.6). This is, thereby encouraging 
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academics, particularly those interested to study the adoption of new technologies in 

SMEs, to pay attention to the potential impacts of the environmental factors. 

Second, the study has also produced a model, which assists in understanding the 

adoption of social media technologies in the Omani SMEs based on the three contexts of 

the TOE framework. In this respect, the study reaffirms that applicability of TOE 

framework to study the IS innovations adoption in organisational setting in developing 

countries context.  

This study has also implications for SMEs as well, which are discussed in the next 

section.  

7.4.2  Implications for SMEs Owner-Managers 

The study’s empirical findings could also have useful implications for SMEs from four 

perspectives: general; technological; organisational; and environmental.  Each area will 

now be discussed.   

General implications 

There are two general implications arising from the empirical findings.  The most obvious 

is the development of a model that can be used by Omani SMEs to evaluate the 

technological, organisational and environmental conditions under which social media 

technologies are adopted.  SME owner-managers could make use of the TOE-based 

model developed in this study: (i) to assess the conditions under which social media may 

be adopted; and (ii) to increase awareness of the different factors influencing the decision 

to adopt these technologies.  The model may also serve as a point of reference for other 

SMEs that are interested in considering social media adoption in the foreseeable future 

by raising awareness of which factors influence the adoption of these technologies in the 

SME setting. 

Another important general implication, raised by some of the interviewees in phase one of 

the research study, is that SMEs should consider adoption of social media at an early 

stage rather than following a ‘wait and see’ strategy.  Being an early adopter has been 

suggested to be advantageous in the case of any IS innovation as SMEs will be able to 

reach customers and expand their market share (Lertwongsatien and Wongpinunwatana, 

2003). 
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Technology implications 

This study’s findings also have implications in relation to the technology context.  In broad 

terms, the findings highlight the importance of five technology attributes which are 

significant in relation to the social media adoption decision: compatibility; observability; 

trialability; image; and trust.  For instance, the findings suggest that experience with social 

media was found to play a significant role and to facilitate adoption within SMEs.  SMEs 

should therefore consider experimenting with different social media platforms to help 

them understand the potential of social media before making a formal decision to adopt. 

Also important is the implication arising from the finding that complexity was not an 

important technological factor in the sampled SMEs’ adoption of social media.  As noted 

earlier (see sections 4.4.3 and 6.2.1), previous technologies were perceived to be 

complex to adopt and to learn about, but the findings of this study suggest that social 

media are seen as user-friendly technologies, implying that it is important that SMEs do 

not see complexity as an obstacle to social media adoption. 

Organisation implications 

This study has two implications in relation to the empirical findings associated with 

organisation context. First, the empirical analysis of this study suggests that the size of 

the enterprise does not prevent SMEs from utilising social media as these technologies 

do not require high initial investment, which may not be affordable by SMEs, when 

compared with many previous technologies (e.g., e-commerce and Enterprise Resource 

Planning (ERP) Systems). This, therefore, implies that SMEs should not perceive 

“smallness” as an obstacle to adopt social media technologies in their premises. 

The second implication is associated with the empirical finding on the importance of lack 

of managerial time on SMEs’ decisions to adopt social media. Here, the results 

suggested that SMEs should reflect on the fact that lack of managerial time was 

perceived as being a barrier to adoption. SME owner-managers with a full government 

job are entitled to a two-years of paid leave to focus on their businesses. This could help 

SMEs to overcome the perceived lack of time with regards to adopting and using social 

media and may help SME owner-managers to allocate time to adopt and employ social 

media to interact with their customers. Another way to support this goal is to assign clear 

responsibility to a dedicated staff member in the enterprise to manage its social media 

profiles. Finally, SME owner-managers could seek to identify the optimum time to 

respond to customers as well as to evaluate the best platforms to use rather than dividing 

their efforts across different platforms. 
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Environment implications 

The study’s findings also highlight the impact of specific environmental factors.  From a 

managerial standpoint, family and friends’ support were found to play an important role in 

the adoption decision, suggesting that SMEs should identify and evaluate the potential of 

any support from these external sources to assist them in the adoption decision. 

It is also imperative for SME owner-managers to respond to demand from their 

customers.  Customers’ widespread use of social media appears to be an important 

indication of the readiness of this important segment to interact with SMEs via social 

media platforms.  Customers should be seen as important actors that drive SMEs to 

adopt social media platforms.  This suggests that pressure received from customers may 

drive the adoption of social media technologies and that SMEs should therefore 

recognise the power of interacting with customers, as suggested by Chatzithomas et al. 

(2014). 

Another implication arising from the environment perspective is the influence of the 

industry in the adoption decision.  Since the analysis of the results showed no difference 

between SMEs belonging to different industries with regards to the adoption of social 

media, SME owner-managers should realise that these platforms are not specific to 

certain industries.  Rather, they are useful to different types of industry, implying that 

SMEs should not perceive the type of the industry in which they operate as an obstacle to 

adopting social media technologies. 

The empirical findings related to the environment context also indicate that market scope 

is an important predictor of social media adoption by SMEs.  This finding suggests that 

SMEs that operate only within their country are more likely to adopt these technologies in 

their enterprises, which was not the case with many previous technologies where a 

narrow business scope was found to limit adoption in small businesses.  Accordingly, 

SME owner-managers should not perceive a narrow business scope as an obstacle to 

the adoption of social media technologies. 

Having considered the implications of the study’s finding to SMEs, the next section 

presents implications for policy makers.  

7.4.3  Implications for Policy Makers 

As noted in section 4.3.1, PASMED is the main government player/policy maker 

responsible for the development of SMEs in Oman.  One of its objectives, objective 6, 

made clear the responsibility of PASMED to support innovation and the use of modern 
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technologies among Omani SMEs (PASMED, 2016).  In line with this objective, and given 

the implications of the study’s findings, it is important for PASMED to benefit from the 

findings of this study to promote and enhance the adoption of social media among SMEs 

in Oman.  The implications related to policy makers can be seen from two perspectives: 

general and specific.  Within each, several implications may be identified. 

General implications  

General implications are those broadly associated with the findings related to the 

research model and the descriptive analysis (presented in section 5.5.4).  The most 

significant implication in this category is associated with the development of a robust 

TOE-based model of factors influencing social media adoption among Omani SMEs.  In 

particular, this model has made clear the influence of nine technological (compatibility, 

observability, trialability, trust and image), organisational (lack of managerial time) and 

environmental (market scope, customers pressure and family and friends’ support) 

factors on the decision to adopt these technologies.  The model can help PASMED to 

formulate strategies to increase its understanding of why some SMEs in the Omani 

private sector adopt social media while others with similar characteristics, operating in the 

same market and facing similar market conditions do not/have not yet. 

In addition, the descriptive analysis of this study has shown that most the sampled Omani 

SMEs, regardless of their corresponding industry sector and business size, are either 

adopters of social media or have the intention to adopt in the foreseeable future.  If 

PASMED were to make use of this finding to promote social media adoption, it could help 

to increase the use of social media in Omani SMEs and put other SMEs in a better 

position effectively to adopt these technologies. 

Also, the study identified issues that owner-managers of non-adopting SMEs perceived 

as hindering their decision to adopt social media technologies, including a lack of time 

and a lack of required skills.  By being aware of these barriers, PASMED and other 

government agencies should be in a good position to help SMEs to overcome them.  For 

example, lack of time to invest in social media was perceived by some SME owner-

managers in the study as the major barrier to adopting social media, so efforts should be 

made to limit its impact by providing corresponding support (details are given in the 

specific implications section that follows). 

In addition, in terms of addressing perceived skills gaps, PASMED could coordinate and 

develop partnerships with the emerging social media consultancy agencies to accelerate 

the adoption of social media among SMEs and develop strategies for applying best 

practices with regards to social media adoption. 
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Another important issue for policy makers is the finding of significant differences between 

SMEs in terms of the types of social media platform that they use.  This observation 

appears to be useful to accelerate SMEs’ adoption of particular social media platforms.  

For instance, the descriptive analysis (see section 5.5.4) indicates that SMEs 

owned/managed by females seem to be more likely to use Instagram in their businesses 

than other platforms.  Knowing this may help to accelerate the adoption of social media 

among female-owned businesses by introducing them to, and encouraging uptake of, this 

specific application. 

Specific implications  

Specific implications are those that stem from specific TOE factors examined in the study.  

The first is that the empirical findings suggest that SMEs (both adopters and non-

adopters) seem to lack awareness of the business benefits of social media. PASMED 

should seek to address this as it might have a positive effect on adoption rates. PASMED 

could offer workshops, organise symposia and conduct training sessions dedicated to 

SMEs owner-managers to create higher levels of awareness in relation to the important 

issues that influence social media adoption.  Such actions have been argued to be key to 

diffusing ICT innovations among SMEs (Kapurubandara and Lawson, 2006). 

The findings of this study also indicate that lack of managerial time is a significant factor 

associated with lack of social media adoption by SMEs.  This finding highlights the need 

to provide training and support in time management to help SME owner-managers.  

PASMED might also seek to formulate a strategy that makes use of the 2013 

Government decision allowing full-time government employees to take two-years of paid 

leave to focus on their businesses. 

Observability was also found to be significant to the adoption of social media in the 

sampled SMEs.  An implication of this finding, which could be included as part of 

PASMED’s social media strategy, is that it would be helpful to share with SMEs (both 

adopters and non-adopters) cases from successful adopters so that SME owner-

managers may reflect on the impact of adopting social media tools and improve their 

awareness of the benefits of these technologies for SMEs.  In addition, this would help to 

provide relevant and important information about social media technologies and their 

significance for SMEs.  As a consequence, competition between SMEs to adopt and 

effectively engage via social media may be enhanced. 

The results of the study also indicate that trust is an important issue; this has significant 

implications for policy makers.  Efforts should be made to enhance trust and raise 

awareness about the efforts made by social media service providers to improve this 
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issue.  It is expected that this would help to encourage adopters to go beyond their 

current use of social media (e.g., promotion and advertising, communicating and reaching 

new customers) to other areas where trust is critical, such as accepting online payments.  

In addition, this finding suggests that there is a need to raise awareness about laws that 

are relevant to transacting business in the online environment.  In addition to the role that 

should be played by PASMED in creating the required awareness among SMEs, other 

government organisations (such as the Information Technology Authority (ITA)) should 

sponsor training sessions and launch campaigns directed towards improving SMEs’ 

knowledge about the existing legal framework covering cybercrimes and data protection 

in the online environment.  There may also be a need to revisit existing legislation in 

these areas. 

In addition, other TOE factors (compatibility, trialability, image, market scope, customers’ 

pressure and family and friends support) are important factors to facilitate the adoption of 

social media by SMEs; PASMED may well wish to clarify issues related to this factors as 

this would certainly help to increase the adoption. 

Having discussed the implications of this research for different stakeholders, the following 

section presents its limitations.  

7.5 Limitations of the Research 

This study has attempted to advance our knowledge of the factors influencing the 

adoption decision of social media among SMEs in Oman.  The study has successfully 

achieved its aims and objectives and answered the research questions that were 

identified in section 1.5.  However, it is important to interpret the findings in light of the 

study’s limitations, which will be discussed in this section. In total, nine limitations have 

been identified in the present study. For the sake of clarity and ease of discussion, the 

limitations are grouped and structured around three themes: methodological; 

contextual/focus-related; and general limitations. The subsequent paragraphs present the 

limitations related to each theme in more detail. 

7.5.1  Methodological limitations 

There are three limitations that are relevant to this theme. The first limitation concerns the 

selection of the sample frame for the second phase of this research. As noted in section 

5.4.1, the likelihood of including cases that are representative of the whole population 

was not known.  However, efforts were made to ensure a careful assessment of the 

study’s sample (as extensively discussed in section 5.4.1). 
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The second limitation under this theme is related to the types of relationship examined 

between the factors in the present study.  Although this study aims to indicate the relative 

significance of each independent variable included in the research model in relation to the 

dependent variable (see objectives 4 and 5 in section 1.5), assessing the intra-

relationships among the independent variables was outside the scope of this study. 

Rather, the study sought to explore the relationships between the factors related to the 

three contexts (Technology, Organisation and Environment – TOE) on the dependent 

variable (adoption of social media). The impact of the TOE factors on each other within 

the same context or with factors contained within other contexts was not, therefore, not 

considered in this study. For instance, in the current study, the impact of the complexity (a 

technological factor) of social media technologies on their trialability (a technological 

factor) in the SME setting was not considered. Similarly, the effect of family and friends’ 

support (an environmental/external factor) on the trialability (a technological factor) of 

social media adoption by SMEs was not considered.  While it is the norm for studies that 

make use of the TOE framework to take the approach used in this study, considering only 

the impact of the independent variables (TOE factors) on the dependent variable 

(decision to adopt/not to adopt), some researchers, such as Ramdani, Lorenzo and 

Kawalek (2009), have called for future research to explore the intra-relationships among 

the independent variables.  This is an issue that will be returned to in section 7.6. 

The third limitation of note under the methodological theme is that this study only focused 

on factors that influence the adoption decision of social media and not its subsequent 

implementation.  This is because it was felt that it was imperative first to understand 

issues related to adoption, prior to understanding determinants related to implementation.  

In addition, as noted in section 2.5, little research has been undertaken in relation to 

social media adoption in SMEs, making it important to study this area empirically.   

7.5.2  Context/focus-related Limitations 

Four limitations were identified under this theme. The first limitation is that this study used 

a sample with a possible geographical bias as it focused on SMEs located in one 

geographical area of Oman, the Muscat Governorate, Oman’s capital city; this introduces 

difficulties in generalizing the results to other SMEs in the remaining governorates and 

regions of Oman.  The decision to confine the sample of SMEs to one geographical area 

was taken because fewer details were available with respect to SMEs in the other 

geographical areas of the country. This was as a result of a lack of local databases 

containing SMEs’ information (Neelufer and Al Amri, 2014), which in turn may be 

attributed to the fact that the authority in charge of SMEs in Oman has only recently been 

launched. Nevertheless, considering the similar cultural and economic conditions faced 
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by SMEs throughout the country, it is believed that the impact of restricting the choice of 

the investigated SMEs to only those located in the capital was limited. 

 

 

 

The second limitation associated with this theme is that the scope of the study was limited 

to SMEs in Oman, as a developing country context, which means that caution should be 

exercised in generalizing the results to SMEs in the other developing countries, including 

the neighbouring Gulf Cooperation Council (GCC) countries, which share similar 

economic and cultural conditions.  The findings may, though, provide a useful starting 

point for exploring social media adoption in these countries given the similarities in 

context. 

The third context/focus-related limitation is that this study considered the adoption of 

social media in several industries rather than confining the research to a single industry 

sector. Although studying adoption in different industries could cause issues of 

generalizability, it is believed that taking this approach enabled the researcher to gain a 

holistic perspective with respect to adoption in various industries as well as to reduce the 

bias of limiting the study to one industry. In doing so, this study offers an initial step 

towards understanding social media adoption in a single industry context that could be 

taken forward in future work.  It is widely recognised that each industry has its own 

characteristics and requirements which make them unique with respect to various issues, 

including adoption. In particular, it has been argued that certain social media 

platforms/applications are, to some extent, sector-dependent. For instance, Instagram 

was found to be more relevant and useful in the fashion industry (Cestyakara and 

Surendro, 2014) which, to a certain degree, supports some of the indications by 

participants in phase one of this research.  

The fourth limitation in this theme is related to the choice of social media 

platforms/applications included in the study. This study considered the adoption of social 

media applications in general, rather than studying a single platform, such as Facebook, 

Twitter or Instagram.  At the outset, and owing to the lack of studies and information on 

the common social media platforms with which businesses engage, a set of 

platforms/applications were identified in the first phase of research. Thus, in the second 

phase of this research these identified platforms/applications were included to ensure 

wide participation as this study included SMEs across several industries. In its findings, 
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the study does not, therefore, differentiate the factors that influence the adoption of each 

of these platforms/applications.  

7.5.3  General Limitations 

Finally, two general limitations were identified.  The first limitation is that, in both phases 

of the present research, data were collected from a single source for each SME, the SME 

owner-manager, as he/she represented the key decision maker in the enterprise.  This 

approach to data collection is the common practice in the majority of the IT adoption 

literature addressing SMEs. As noted in sections 4.4.1 and 6.2.2, SME owner-managers 

were chosen as the primary source of data collection owing to their dominant role with 

regards to the adoption of IT in their enterprises. However, the reliance on a single source 

of information may lead to some factors not being raised and thus their impact being not 

considered. Taking into account the view of additional ‘actors’ with the enterprises may 

have raised others issues and provided further information that might, in turn, have 

provide other insights into the adoption issues. 

The second general limitation is related to the lack of direct consideration of socio-cultural 

issues in this study.  Although efforts were made to drawn on relevant socio-cultural 

issues related to the Omani context in interpreting the results (as discussed in sections 

6.2.1, 6.2.2 and 6.2.3), the impact of cultural factors was not explicitly considered in this 

study. The results of this study suggest that further consideration should be given to the 

cultural characteristics prevailing in Oman to further develop the picture of their potential 

impact on social media adoption. 

The third general limitation is related to the approach used in this study, which may 

restrict the findings of the study in relation to the TOE framework. Using a purely inductive 

approach, using grounded theory (Strauss and Corbin, 1990), may offer insights into the 

impact of the context of the study, Oman, and the type of technology, social media, that 

were considered in this study.  Given the limitations of the adopted approach, the TOE-

based model presented in this study may be criticised as the factors identified in the 

model may well be context-dependant or technology-related, making it difficult to identify 

the specific impact(s) of the context or technology on the study’s findings. In other words, 

the model may be specific to the Omani context, or it could be that some of the factors 

may be influenced by the type of the technology considered in this study. As such, further 

research would be needed to develop a better understanding of these issues. This is 

considered further in section 7.6.3, which considers area for future research.    

Having identified the key limitations of the work, recommendations for future research 

including those to address the identified limitations, are discussed in the next section. 
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7.6 Directions for Future Research  

While this study has met the aim and objectives initially set out in section 1.5, there is a 

need for further empirical research to build on the research findings and to address the 

limitations identified in section 7.5.  To better understand the directions for future 

research, the suggested areas are classified into three key areas, which will be discussed 

in the remainder of this section: generalizability and replicability; focus/scope; and other 

avenues.  Within these areas, 10 specific strands of future research are detailed.   

7.6.1  Generalizability and replicability 

There are four strands of future research which would enhance the generalizability and 

increase replicability of the research findings presented in this thesis.  The first strand 

concerns the replication of the study in other parts of Oman.  Given that the research has 

examined the adoption of social media among SMEs in only one region in Oman, future 

research is needed to replicate the study in other regions of the country to help to assess 

the generalizability of the results and to understand potential differences between SMEs 

in rural and urban areas. 

The second strands of future research in this area would be to carry out cross-

national/cross-regional studies.  Conducting cross-national/cross-regional studies would 

deepen our knowledge about adoption in SME settings, offering opportunities to more 

deeply consider the role of cultural differences in adoption decisions.  Further studies that 

compare SMEs in developed and developing countries may also reveal different adoption 

behaviours. 

The third strands of future research in this area would be to aim to replicate this study in 

large-sized enterprises (LEs), using the same theoretical lens and methodology that was 

employed in the study reported in this thesis, in order to seek useful insights into 

differences across organisations of varying size. 

Finally, as the results of this study appear to contradict previous research, identifying 

SMEs as regarding technological and environmental factors as being more important than 

organisational factors, a final direction for future research would be to investigate whether 

this trend continues or changes over time. 

7.6.2  Focus/scope 

Three strands of future research arising from this study have been identified to address 

issues related to its limited scope with regards to the examined stage of adoption, 
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explored industries and the interrelationship between the included factors. The first strand 

would focus move on from looking at the pre-adoption phase, seeking a more holistic 

view of adoption issues by exploring the post-adoption phase. 

The second strand of future research arising from the current study’s scope/focus is 

related to the sector under consideration.  It would be interesting to repeat the study in 

order to examine the adoption of social media in a single industry sector (e.g., 

manufacturing, wholesale and retail, or tourism).  The aim would be to gain deeper 

insights into the industry-specific factors that influence the decision to adopt social media 

(Osman et al., 2016). 

The third strand of future study in this area would focus on exploring the 

interaction/interrelationship between the independent variables to examine the influence 

of each variable on the others.  It would also be useful to understand how the factors 

related to one context interact with factors from other contexts, and also to examine the 

effect on factors within the same context (for example, the impact of complexity on the 

level of trust or the effect of trialability on complexity).  To this end, future research could 

use structural equation modelling (SEM) (Riemenschneider, Harrison and Mykytyn, 2003) 

to explore interactions between TOE factors. 

 

 

7.6.3  Other avenues 

This section detail three further topics that seem fruitful areas for future research.  These 

topics includes further research to consider the wider views of various stakeholders and 

to emphasise the potential role of social media consultancy agencies. 

The first strand would be to widen the range of individuals within the SMEs who provided 

input to the empirical work.  This study was limited to the views of one person in each 

enterprise, the owner-manager.  Future research could seek the views of other 

stakeholders, including employees, suppliers, customers and government units in charge 

of innovation adoption.  This may offer deeper insights into the factors affecting social 

media adoption and lead to an improved understanding of the adoption decision in SMEs. 

As indicated in the discussion of the findings from the qualitative phase of this study (see 

section 4.4.3), a new form of business, providing social media consultancy services, has 
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emerged in recent years. A strand of research addressing the role of these companies in 

the adoption and subsequent use of social media by SMEs may also be worthwhile. 

Having noted that the TOE-based model developed in this study may have been 

impacted by the context in which the study took place, as well as being influenced by the 

technology considered, future studies may be needed to gain a better understanding of 

these impacts and influences. For example, studies using an alternative approach, such 

as grounded theory, may provide further insights into the impact of the context and 

provide further opportunities to understand the influences of social media.    

The final suggested strand of future research would be to explore the potential impact of 

socio-cultural factors and cultural dimensions on social media adoption by SMEs (drawing 

on Hofstede’s cultural dimensions, for instance) to further enrich our understanding of the 

area.  

7.7 Summary 

This study has contributed to the understanding as well as to the limited knowledge on 

social media adoption, as it has examined the adoption of these technologies using a 

mixed method approach, in a highly important type of businesses, SMEs, in a context 

with limited studies, namely developing countries context. 

This study has employed a mixed method approach in order to have a better 

understanding of the technological, organisational and environmental factors that 

influence the adoption of social media by SMEs. As these new technologies are gaining 

popularity and wide acceptance among businesses, it is believed the research into the 

adoption and implementation of these technologies will become increasingly important. It 

can be said, therefore, that this study is a step in that direction as it had an exploratory 

objective to generate a comprehensive picture about social media adoption among SMEs 

in Oman.   
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Appendix K 

A summary of SMEs profiles  

SME01: is an Omani-style café specialized in fast food with Omani flavours and taste. The 

enterprise is classified as a small enterprise because it consists of 8 members of staff. It was 

founded by three owners in the year 2013 and located in an area surrounded by the several 

educational institutions and students’ accommodation in the capital. The enterprise started to 

use social media during the start-up stage and before the actual launch by targeting a VIP and 

officials to taste their meals and attract potential customers; they started with Facebook, 

Twitter, Instagram, YouTube and Foursquare. In the first five weeks, the enterprise attracted 

about 16,000 followers in Instagram. In addition to social media platforms, the enterprise use 

email and WhatsApp to communicate with suppliers and for internal communication with staff. 

The participant for the study was the marketing and operation manager who is in charge of 

managing the enterprise presence in social media. The participant has solid experience with 

electronic forums and graphic design.  

SME02: is a modern chocolatier enterprise specialized in manufacturing handmade chocolates 

that encompasses classic flavours of Oman. The enterprise is co-founded by two female 

relatives in 2009 and located in the capital, Muscat. It is classified as a small company as it has 

six members of staff including the owners. The enterprise started as a home business before 

opening the first store in 2012. It started to use social media channels from the first day in 

business. The adopted channels include Facebook, Twitter, Instagram and Foursquare. In 

addition, the company has its official website enabled with online order and acceptance of cards 

payments. Also, the company use email address, WhatsApp mobile application for internal and 

external communication. The company has adopted a blackberry mobile application to 

communicate with people. The interviewee participated in this study was the marketing and 

operation manager, co-owner. 
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SME03: is a cake decorating enterprise that started as a home start-up business in 2012. It is 

based in the capital and has two branches. The enterprise is categorised as a small enterprise 

with a total employees of 6 including the owner. The company started to use Facebook and then 

moved to Instagram and twitter. In addition, it has a website and use email and WhatsApp for 

internal and external communication. The interview was done with the owner who is currently 

managing enterprise’s accounts in social media. 

SME04: is a local shoe retailing company that specialized in men’s shoes. The company has 

been in business for six years and was founded in 2014 by two brothers. It has a total of six staff 

and thus classified as a small business. With the idea from two their brother, who has personal 

experience in using social media, the company started to use social media platforms after the 

first three months of its official launch. The currently used platforms are Facebook and 

Instagram. In addition, email and WhatsApp are used to communicate with suppliers. The 

participant for the study was the operation manager, co-owner.   

SME05: is a drive-thru café specialized to serve different types of international coffee such as 

cappuccino and latte. It is the first in nature in the country. The enterprise was founded in 2013 

and based in the capital. It is classified as a small enterprise as it comprised of nine staff 

including the owner. The idea of creating presence for the Café in social media was initiated by 

a relative. The adopted platforms include Facebook Instagram and Twitter. In addition, the 

enterprise use WhatsApp to communicate with staff and has adopted a simple accounting 

system. However, SME 5 does not have official email address or a website. The participant for 

this study was the owner.  
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SME06: is a fashion incubator and an event management small enterprise. The enterprise was 

founded in 2006 and aim to maintain the traditional uniform and Omani fashion and preserve 

the identity of the local uniform. It provides a multi fashion related functions including: 

concerts, event management, fashion show, education and training for Omani women, 

encourage Omani designers to follow their dream by becoming successful entrepreneurs, 

organizing workshops and organizing various different Exhibitions. It is classified as a small 

enterprise as it has five full-time employees including the owner and occasionally it hires 

subcontractors to do some seasonal tasks. The enterprises started to use social to use Facebook 

in 2006. Currently, besides Facebook the enterprise uses another four platforms; Twitter, 

Instagram, YouTube and Foursquare. In addition, the enterprise official website and email 

address. Also, the company use WhatsApp to communicate with members of staff. It has a prior 

experience in using a chatting messenger known as ICQ to communicate with customers. The 

participant for this study was the owner who currently manages enterprise’s presence in all the 

platforms.  

SME07: is a small perfume enterprise specialized at producing oriental perfume and unique 

national fragmented. It was founded as a home business in 2007 and registered officially in 

2012. The enterprise has four staff including the owner and has created presence in social media 

in 2013. Owner’s son initiated the idea of establishing presence in social media platforms, so 

the enterprise first presence was on Facebook and Instagram. Recently, the owner created a 

presence in twitter.  In addition to social media platforms, the enterprise use email and 

WhatsApp to communicate with external suppliers and some customers who have no accounts 

on social media. The owner is a full-time government employee who has been granted a two-

year off job permission to take care of her business. The participant for this study is the owner. 
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SME08: a small company specialized at producing Arabian Spices for Omani households. The 

enterprise was founded in 2012 and consists of six staff including the owner. The idea of 

establishing presence in social media came from the owner’s sister who has a good experience 

to use social media platforms. Thus, the enterprise has presence in Facebook and Instagram. In 

addition, the enterprise created email account to communicate with suppliers which did not 

continue as suppliers did not show willingness to use technology. The enterprise is owned by a 

full-time private sector employee.  

SME09: is a micro-size enterprise specialized at producing and retailing perfume. It was 

founded in 2012 and located in the capital. The enterprise has two staff including the owner. 

Creating a presence for the enterprise in Facebook, Instagram and Twitter was initiated by a 

group of friends. Also, the enterprise’s accounts in social media platforms are managed by the 

owner. Beside social media platforms, the enterprise has email account, a static website and use 

WhatsApp for external communication with customers. The owner has a positive perception 

about social media and other IT applications; however, he lacks the time as he is a full-time 

government staff. The participant for the study was the owner. 

SME10: is a medium fast food enterprise specialized in different types of pizzas. It was 

established in 2011and has five branches in the capital. The organizational structure of the 

enterprise consists of the CEO, marketing and sales manager, the operation and quality control 

manager and 33 members of staff in the five branches. The enterprise has started recently to 

give franchising licence in Oman. With respect to the presence in social media, in 2013 the 

enterprise has started to use three platforms which are: Facebook, Instagram and Twitter.  Apart 

from social media applications, the enterprise has also adopted an online delivery system to 

accept online orders. Also, it uses email and WhatsApp for both internal and external 

communication. The participant for the study was the marketing and sales manager.  
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SME11: is a small enterprise with recycling services as a core business activity. It provides 

recycling services, waste management and eco-friendly solutions. The services include 

recycling cardboard, disposal of documents using safe methods, collect cartons, buy waste 

paper, newspapers and magazines, remains of printing presses, old textbooks and old 

documents and provide environmental management training and consultancy. The enterprise 

was founded in 2011 and has been awarded national and international certificates including the 

ISO 1401 EMS. The enterprise has a total of ten employees including the owner. In addition, 

occasionally the enterprise hires contracts-based staffs.  In 2013, the enterprise adopted 

Facebook, Instagram, Twitter and LinkedIn. It has a contract with an international social media 

agency to provide additional support and consultancy for effective use of social media tools. 

The enterprise also has a Skype account to get external technical support vharaia video-based 

calls. It has also, a website placed in two servers and official email account. The enterprise 

presence in social media is managed by the CEO and recently shared access with a dedicated 

staff. The CEO was interviewed for this study. 

SME12: is a small partnership enterprise that provides advertising and media services ranging 

from designing to implementing and printing business activities. In addition, the enterprise 

organizes events and manages social media contents for officials and organizations in public 

and private sectors. It has completed its 15th anniversary in business. It has a team consists of 

eight full-time employees and some part time staff during busy occasions. Two years ago the 

enterprise initiated its presence in five social media platforms: Facebook, Instagram, Twitter, 

YouTube and LinkedIn. Social media accounts are accessed and managed internally by the 

CEO and the operation manager. Apart from social media, the enterprise has an official website, 

email account and uses different design software. Also, it has implemented an annual plan to 

update software and hardware. The enterprise has started recently social media related activities 

by managing social media accounts for some officials and organizations. The CEO, the general 

manager, was interviewed for this study. 
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SME13: is a small private general clinic operating in Muscat since 2013. It has a very limited 

scope as it focus to serve a limited area in the capital. It is classified as a micro-business with a 

total of six employees including the owner. The enterprise has not yet created presence in social 

media. However, it has a static website as well as simple software for appointment scheduling 

and staff HR related issues such as leave management. In addition, the enterprise uses email to 

communicate with the medical instruments suppliers and in very rare cases to exchange medical 

reports with patients.  A telephonic interview was conducted with owner for the study.  

SME14: is a small retail enterprise that sells computer accessories. The enterprise was founded 

in 2004. It targets mainly schools as well as individual customers in a limited area in Muscat. It 

is classified as a micro business as it has only four employees including the owner, a full-time 

government employee. It has developed a simple e-billing and inventory system. In addition, it 

also uses email to send the required accessories from the main suppliers in Dubai. The 

enterprise has a plan to adopt Facebook in the near future to market its business. The 

interviewed candidate for the study was the owner.  

SME15: is a construction based small enterprise which has been in business since April 2007. It 

is classified as a small enterprise and has a staff of 30 including the owner. The enterprise uses 

email for external communication with labour agencies outside Oman. Despite being in 

business for more than five years, the enterprise has not yet adopted social media. However, it 

intends to adopt an ERP system to manage financial and HR issues. The enterprise is owned by 

a full-time government employee. The owner was interviewed for this study.  
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SME16: is a small service enterprise with a team of six employees including the owner. It was 

founded in 2013 and operates in a small area in the capital. The enterprise is specialized in lefts 

installations for residential buildings. Owing to the need to supply accurate information and 

measures of customers’ specifications, the enterprise has decided to use email to communicate 

the required product’s details to the main supplier in South Korea. In addition, WhatsApp 

mobile application is used internally to exchange information within the enterprise. The 

enterprise may intend to use Facebook as a marketing tool in the near future. The owner is a 

full-time government employee. He was interviewed for the study.  

SME17: is a small construction based company that focuses in a limited area in the capital. The 

enterprise mainly specialized in re-innovating old houses and buildings. This includes finishing 

and decoration works. It was established in 2009 and has 10 labours. With regards to 

technology, the enterprise does not have access to any sort of IT applications. In addition, it has 

no intention to adopt social media in the near future. The participant for the study was the 

owner.  

SME18: is a small enterprise providing technical services related to automobiles key remote 

programming. It has been in business for about 8 years since 2006. The services provided by the 

enterprise involve; copying car keys, dealing with locked out keys and fixing car remote faults. 

It has a team of six staff including the owner. Due to the need to update software used to 

program remote keys, the enterprise uses email to exchange requires software to members of 

staff. In addition, email is currently used to communicate with technical support companies in 

the UK and Canada for defaults in the copying and programming machines. Beside email, 

WhatsApp is used for sharing information between staff. Additionally, the enterprise intends to 

adopt social media in the near future to market its services. The owner was interviewed for the 

study. 

 

 


