
Kent Academic Repository
Full text document (pdf)

Copyright & reuse

Content in the Kent Academic Repository is made available for research purposes. Unless otherwise stated all

content is protected by copyright and in the absence of an open licence (eg Creative Commons), permissions 

for further reuse of content should be sought from the publisher, author or other copyright holder. 

Versions of research

The version in the Kent Academic Repository may differ from the final published version. 

Users are advised to check http://kar.kent.ac.uk for the status of the paper. Users should always cite the 

published version of record.

Enquiries

For any further enquiries regarding the licence status of this document, please contact: 

researchsupport@kent.ac.uk

If you believe this document infringes copyright then please contact the KAR admin team with the take-down 

information provided at http://kar.kent.ac.uk/contact.html

Citation for published version

Bishop, Donna  (2018) Why Do SME Owners Use Web-Based Technologies?   Master of Philosophy
(MPhil) thesis, University of Kent,.

DOI

Link to record in KAR

http://kar.kent.ac.uk/68578/

Document Version

UNSPECIFIED

brought to you by COREView metadata, citation and similar papers at core.ac.uk

provided by Kent Academic Repository

https://core.ac.uk/display/189721267?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1


 
WHY DO SME OWNERS USE WEB-

BASED TECHNOLOGIES? 

 

 

 
Infographic Credit: PostPlanner.com 

 

 

Donna Bishop, MPhil Management 

Kent Business School 

March 2018 

 

 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

2 

 

Abstract 

The purpose of this research is to explore why SME owners use web-based technologies 

(social media) in their daily work and how this use influences their individual performance 

in the SME. Drawing on the theoretical insights of cognitive psychology, the process 

model of absorptive capacity, literature on web-based technologies, literature on 

business management and strategy, the technology acceptance model (TAM), and the 

unified theory of acceptance and use of technology (UTAUT), the goals of this research 

are four-fold. First, establish past experience (PE), past related knowledge (PK), and 

cognition (COG) as being antecedents of individual absorptive capacity (IAC).  

Second, empirically test IAC at the individual level by showing influence on individual 

performance in the SME (IPSME). Third, introduce the term cognitive-influenced valuation 

(CV) from cognitive psychology to explain how it is the case that individual SME owners 

were willing to follow a technologically-enabled trend (WFTET). Empirical results show 

that CV is a significant motivator of learning in two ways: i) increased self-confidence on 

the part of the individual SME owners when they have a good grasp of how to serve their 

clients well through use of social media and, ii) individual SME owners assign a high 

valuation to those things which motivate them to learn; motives are what drive SME 

owners͛ willingness to follow a technologically-enabled trend.  

Last, introduce the term adaptive behaviours (AB) from business management and 

strategy to explain how individual SME owners adapt their use of social media from low 

or moderate to high centrality in order to use social media as a strategically viable 

business tool (VBT). Empirical results show that when individual SME owners want to be 

highly competitive as a business goal, then incorporating social media as a strategic 

business tool would assist them in achieving long-term enterprise success.  

The first innovative contribution of this thesis is the explanation of the construct 

absorptive capacity as being the development of the ability to absorb and exploit past 

experience and past related knowledge (behaviour -- up to current) from the 

environment (Cohen & Levinthal 1990 1989). Secondly, establish the antecedents of 

absorptive capacity as being past experience, past related knowledge, and cognition 

(learning ʹ up to the current moment) (Cohen & Levinthal 1990). Thirdly, this thesis 
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contributes to existing theory a conceptual framework based on the process perspective 

of Lane, Koka and Pathak (2006). This research demonstrates the conceptual connection 

between individual absorptive capacity (IAC) and individual performance in the SME 

(IPSME), which might in turn be influenced by willingness to follow a technologically-

enabled trend (WFTET) and individual predisposition toward accepting social media as a 

viable business tool (VBT).       

A mixed methods convergent exploratory strategy of inquiry is utilized to conduct 

quantitative and qualitative studies to engage directly with the individual SME owners to 

better understand why they make the choice to use social media in their everyday work 

life and to explore how this use influences their individual performance in the SME 

(IPSME). 

The statistical quantitative proxies were selected from the Global Entrepreneurship 

Monitor (GEM) Adult Population Survey of SME owners͛ attitudinal and behavioural 

choices involving their willingness to try new/existing social media to improve their 

working life (UK only: n = 169,280). 

A qualitative study was conducted of SME owners. The data for this study were collected 

from one-to-one semi-structured interviews using theoretical concepts from TAM (Davis, 

Bagozzi & Warshaw 1989), TAM2 (Venkatesh & Davis 2000), and UTAUT2 (Venkatesh, 

Thong & Xu 2012) to guide the interview process. The collected data were analysed 

through the lens of content analysis. Three case studies explore the reason(s) for five SME 

owners͛ use of social media in their everyday work lives.  

The first limitation of this study is the small sample size and the locus of this study being 

County Kent, UK, where a larger sample size and/or a larger collection radius would yield 

additional comparative data. Future research including these factors would be beneficial. 

Secondly, a striking feature of this study has been the lack of correlation between the 

quantitative data and the qualitative data, which could be addressed by the above, as 

well. Future research with greater correlation between research focus and subject matter 

would also be beneficial and yield additional areas of theoretical development. 
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The outcomes of this research confirm that in the context of SME owners in the UK using 

social media in their daily work lives, they assign a high value to the drive for continuous 

learning, goal setting, and successful project outcomes. In a much broader more general 

context, learning for any individual, regardless of the related organizational size, is very 

important and the drive for it is likely no different from any place else. In each instance of 

goal setting or project execution individual SME owners will select the most useful tool 

from their social media tools.   
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Chapter 1: Introduction 

 

1. Chapter Overview 

This chapter provides the context of the research and describes why the research is 

important and relevant in the context of cognitive psychology and the adoption and use 

of web-based technologies.  The chapter concludes with an explanation of the remaining 

chapters of the Thesis and an assessment of the contribution the research makes to 

academia and practice. 

1.1 Introduction 

This study contributes practical implications to Management literature in a number of 

ways and has implications for both academics and practitioners.  From an academic point 

of view, a first contribution is the explanation of the construct absorptive capacity as a 

multi-level phenomenon of cognitive learning processes by organizations, teams, actors, 

and SME owners (Helfat & Peteraf 2014; Gregoire et al. 2010).   

From a practitioner point of view, the first contribution is to suggest several perceived 

beneficial utilities from using social media.  Jobwise, the use of social media helps 

professionals make connections (e.g., Facebook), develop their business (e.g., LinkedIn), 

get jobs (e.g., gain client accounts, get references from current/former employers), post 

job adverts/recruitment, direct traffic to revenue generating streams (e.g., sponsor blog 

links) and so forth.  

Another practical contribution of this research is the suggestion that, in general, rather 

than one singular social media stream (e.g., Twitter, LinkedIn) being preferred across all 

sectors and in all situations, a professional will tend to use or not use a technology to the 
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extent she or he believes it will help the individual perform her/his job better.  Thus each 

professional will choose the social media tool with the best fit for the current or 

immediate goal(s).  

1.2 Research Context 

In this research, absorptive capacity is examined at the level of the individual and thus 

responds to a previous call for greater research by Lane, Koka and Pathak (2006) for the 

ĞǆĂŵŝŶŝŶŐ ŽĨ ŝŶĚŝǀŝĚƵĂů ĐŽŐŶŝƚŝŽŶ;ƐͿ ĂƐ ƚŚŝƐ ŝƐ ƚŚĞ ďĂƐŝƐ ŽĨ Ă Ĩŝƌŵ͛Ɛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ͘  

Lane, Koka and Pathak (Ibid.) were exploring a broadening of the work done by Cohen 

and Levinthal (1990).  Additionally, it seems as though individual cognition is a critical 

internal driver of absorptive capacity, as suggested by Lane, Koka and Pathak (2006) and 

Cohen and Levinthal (1990).   

TŚĞ ƌĞƐĞĂƌĐŚ ĨŽĐƵƐĞƐ ŽŶ ƚŚĞ ͚ĐŽŐŶŝƚŝǀĞ ďĂƐŝƐ ĨŽƌ ĂŶ ŝŶĚŝǀŝĚƵĂů͛Ɛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ͖ ŝŶ 

ƉĂƌƚŝĐƵůĂƌ͕ ƉƌŝŽƌ ĞǆƉĞƌŝĞŶĐĞ͕ ƉƌŝŽƌ ƌĞůĂƚĞĚ ŬŶŽǁůĞĚŐĞ͛ ĂŶĚ ĐŽŐŶŝƚŝŽŶ ;ůĞĂƌŶŝŶŐ ʹ up to the 

current moment) (Cohen & Levinthal 1990 128).  Given the widespread popularity of web-

based technologies (such as Facebook, Google+, LinkedIn and Twitter), exploring and 

understanding the effect of individual absorptive capacity (IAC) as it applies to the 

ŝŶĚŝǀŝĚƵĂů͛Ɛ ƵƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ŝŶ ƐŵĂůů ĂŶĚ ŵĞĚŝƵŵ ĞŶƚĞƌprises (SMEs) is fundamental in 

developing future understandings of absorptive capacity at the level of the individual.   

One approach to such studies on the effect of social media usage behaviour would be to 

explore its use by the SME owner as a tool for business growth. Importantly, the 

ĞǆƉůŽƌĂƚŝŽŶ ĐŽƵůĚ ŝůůƵŵŝŶĂƚĞ ǁŚĞƚŚĞƌ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ ƵƐŝŶŐ ƐŽĐŝĂů 

media has any impact in her or his daily work life.  
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Increasingly, SME owners use social media as a tool for business growth because that is a 

demonstrated mechanism to connect with customers, suppliers, prospective employees, 

and other stakeholders (Raunier, Rawski, Yang & Johnson, 2014).  Social media allows 

breadth of reach into geographically remote areas (Schmidt and Keil, 2013), depth of 

reach into niche markets (Gates, 1999), and opens new channels of communication in 

aspects of business such as human resources, IT, management, operations, and R&D 

(Raunier et al. 2014). 

1.3 Structure of the Thesis 

This introductory chapter is followed by six further chapters.  Chapter 2 discusses the 

theoretical and historical data underpinning both cognitive psychology and web-based 

technologies, the latter evolving directly out of the foundational theories of learning 

initially explored.  The chapter finishes by setting a framework for the subsequent 

research area.  

Chapter 3 discusses in detail the conceptual framework.  It focuses first on the  influence 

ŽĨ ŝŶĚŝǀŝĚƵĂů “ME ŽǁŶĞƌƐ͛ ƉĂƐƚ ĞǆƉĞƌŝĞŶĐĞ͕ ŬŶŽǁůĞĚŐĞ͕ ĂŶĚ ĐŽŐŶŝƚŝŽŶ ƵƐŝŶŐ ƐŽĐŝĂů ŵĞĚŝĂ 

on her/his current social media use in the workplace.  Secondly, the discussion focuses on 

the influence of absorptive capacity at the individual level leading to improved individual 

performance in the SME.  This leads to the research question and hypotheses: 

Research Question 1:  

What influence, if any, has individual absorptive capacity on willingness to follow a 

technologically enabled trend and individual predisposition toward accepting social media 

as a viable business tool leading to improved individual performance in the SME? 
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Hypotheses: 

H1a. Past experience positively impacts willingness to follow a technologically 

enabled trend and individual predisposition toward accepting social media 

as a viable business tool. 

H1b. Past knowledge positively impacts willingness to follow a technologically 

enabled trend and individual predisposition toward accepting social media 

as a viable business tool. 

H1c. Cognition positively impacts willingness to follow a technologically enabled 

trend and individual predisposition toward accepting social media as a 

viable business tool. 

H2. Individual absorptive capacity influences individual performance in the SME 

but might be positively moderated by willingness to follow a 

technologically-enabled trend and individual predisposition toward 

accepting social media as a viable business tool.  

Chapter 4 discusses the overall research methodology, model and design, tables and 

figures, and analysis methods. Chapter 5 is the Global Entrepreneurial Monitor 

(GEM) data and sample where the quantitative data are explained and the models  

are diagrammed. Chapter 6 presents the case studies, each with a thematic focus 

and real-world application. Chapter 7 summarizes the research findings,  

contributions, limitations, and future research opportunities.   

The next chapter, Chapter 2, is the literature review. 
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Chapter 2: A Review of Theories of Learning and Adoption   

of Web-Based Technologies by Organizations, Actors, 

Teams and SMES 

 
2.1        Overview of the Chapter  

This chapter first focuses on theories of learning, such as those pioneered by Thorndike 

(1913), Piaget (1971), and Bandura (1977) before shifting to examine the adoption and 

use of web-based technologies.  These latter evolve directly out of the foundational 

theories of learning initially explored.  And finally, the chapter completes by setting a 

framework for the subsequent research area.  More specifically, in section 2.2., relevant 

theories of learning are reviewed and defined, establishing varied frameworks which can 

influence the behavioural mechanism by which web-based technologies are evaluated 

and deemed valuable.  

In section 2.3., adoption of web-based technologies in the context of organizations, 

actors, teams, and SMEs is defined.  The definition is informed by perspectives including 

information technology (IT), technological innovation, social and behavioural sciences, 

strategic and organizational management, and entrepreneurship.  These perspectives 

help construct an interdisciplinary definition of online technologies that connects the 

benefits of adopting these technologies to the context of organizations, actors, teams, 

and SMEs. By synthesizing perspectives that focus either on the benefits of adopting web-

based technologies or the context of use, the literature of adoption of online technologies 

is categorized into two areas: conceptual and empirical studies. In section 2.4., 

consideration is given to the theoretical antecedents of absorptive capacity in order to 

gain greater understanding of theoretical developments within contemporary research.  
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In section 2.5., the benefits of big corporations adopting online technologies are situated 

in a contemporary context.  In this context, the historical evolution of technological 

breakthroughs that spring from emergent trends, and the benefit to the corporations is 

delineated.  In section 2.6., the benefits of adopting online technologies by actors (e.g., 

CEOs) and teams are situated in the context of the workplace.  Here the catalyst for 

behavioural change by the CEO and/or amongst the members of teams is described.  

In section 2.7., the benefits of SMEs adopting online technologies are situated within the 

different contexts of their existing business environments.  In those contexts, the factors 

that influence social media usage by SME owners are delineated, as are the connections 

and relationships between them.    

2.2        Theories of Learning 

Theories of learning have provided an increasingly accurate understanding of the 

mechanisms that underlie human learning and performance.  For purposes of this 

ƌĞƐĞĂƌĐŚ͕ ůĞĂƌŶŝŶŐ ŝƐ ĚĞĨŝŶĞĚ ĂƐ Ă ͞ůŽŶŐ-term change in mental representations or 

ĂƐƐŽĐŝĂƚŝŽŶƐ ĂƐ Ă ƌĞƐƵůƚ ŽĨ ĞǆƉĞƌŝĞŶĐĞ͟ ;OƌŵƌŽĚ ϮϬϭϰ ϮϰͿ͘  There are three parts to the 

definition.  First, learning is a long-term change; it is not just a brief, transitory use of 

information ʹ such as remembering a mobile number only long enough to call someone 

and then forgetting it ʹ but the learning does not necessarily last forever. Second, 

learning involves mental representations or association and so presumably has its basis in 

the brain (cognition) and mental capacity (cognitivism). Learning is said to have occurred 

ǁŚĞŶ ŝƚ ŝƐ ƐĞĞŶ ƌĞĨůĞĐƚĞĚ ŝŶ Ă ƉĞƌƐŽŶ͛Ɛ ďĞŚĂǀŝŽƵƌ ;TŚŽƌŶĚŝŬĞ ϭϵϯϮĂ͕ ϭϵϭϯͿ͘  Third, learning 

ŝƐ Ă ĐŚĂŶŐĞ ĂƐ Ă ͞ƌĞƐƵůƚ ŽĨ ĞǆƉĞƌŝĞŶĐĞ͟ ;OƌŵƌŽĚ ϮϬϭϰ ϮϰͿ ĂŶĚ ŝƐ ƚŚĞ ŵĞĂŶƐ ƚŚƌŽƵŐŚ ǁŚŝĐŚ 

people acquire skills, knowledge, values, attitudes, and emotional responses. Learning is a 
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cognitive process that brings together personal and environmental 

experiences/influences for acquiring, enriching, Žƌ ŵŽĚŝĨǇŝŶŐ ŽŶĞ͛Ɛ ŬŶŽǁůĞĚŐĞ͕ ƐŬŝůůƐ͕ 

attitudes, behaviour and world view. Theories of learning develop hypotheses that 

describe how this process takes place.  The scientific study of learning started in earnest 

at the dawn of the 20th century. Over the decades academics have proposed a number of 

theories to describe and explain this process. The dominant concepts and theories of 

learning include behaviourism, social cognitive theory, and cognitivism. Those three 

theories are explored next.       

2.2.1        Behaviourism  

The key Behaviourism thinkers including Thorndike (1932a, 1913), Pavlov (1927), and 

Skinner (1974) have hypothesised that learning is a change in observable behaviour 

caused by external stimuli in the environment. In Behaviourist theory, change in 

behaviour demonstrates some learning. However, rather than use the term ͞learning͟ 

(Ormrod 2014 35) BehaviouƌŝƐƚƐ͛ ŽĨƚĞŶ ƐƉĞĂŬ ŽĨ ͞conditioning͟ (Carlton 2016 2) as a 

universal learning process, dividing it into two types:  

ͻ    Classic conditioning occurs when a natural reflex responds to a stimulus; and, 

ͻ    Operant conditioning occurs when a response to a stimulus is reinforced. 

The key principle of Behaviourism is the reward or punishment of new behaviour, 

commonly described as the ͞carrot and stick͟ approach to learning (Carlton 2016). The 

theory states that rewarding someone for particular behaviour encourages him to behave 

in the same way in a similar situation: the reward reinforces behaviour. Conversely, if 

behaviour is punished, the subject is less likely to repeat it. In Behaviourism, people can 
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learn not to do things as well as learn to do things. For practical skills, a Behaviourist 

approach often utilizes a tell-show-practice-reinforce sequence. This approach describes 

what will be learnt, demonstrates how it is done, gives the learner an opportunity to 

practice and uses reinforcement to refine behaviour. Rewards typically take the form of 

feedback.  

A key feature of Behaviourism is the fact that it is based on observable behaviours 

therefore making it easier to collect and quantify research data. However, there are many 

criticisms of the theory including assertions it ignores/excludes any purely cognitive input. 

For that reason Behaviourism is not as useful as Cognitivism for this research. The next 

theory under consideration is Social Cognitive Theory (SCT). 

2.2.2        Social Cognitive Theory     

Social Cognitive Theory (SCT) had initially been called ͞social learning theory͟ (Bandura 

2006, 1986, 1977; Rosenthal & Zimmerman 1978) to reflect the fact that a great deal of 

human learning involves watching and interacting with other people. SCT focuses on the 

ways in which people learn from observing one another. This perspective reflects a 

blending of Behaviourist concepts (e.g., reinforcement and punishment) and cognitive 

notions (e.g., awareness and expectations regarding response-consequence contingencies 

and memory codes). The following four principles underlie SCT. First, people can learn by 

observing both the behaviours of other individuals (modelling) and the outcomes that 

various behaviours bring about.  Athletic skills, aggression, and interpersonal behaviours 

are three situational examples of this observational learning.  Effective models are likely 

to be competent, prestigious, powerful, and to exhibit behaviours that are perceived to 

be ͞gender-appropriate͟ ĂŶĚ ƌĞůĞǀĂŶƚ ƚŽ ƚŚĞ ŽďƐĞƌǀĞƌ͛Ɛ ŽǁŶ ƐŝƚƵĂƚŝŽŶ͘ FŽƵƌ ĐŽŶĚŝƚŝŽŶƐ 
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are necessary for modelling to occur: attention, retention, motor reproduction, and 

motivation.   

Second, learning can occur without a change in behaviour. As mentioned earlier, 

behaviourists have traditionally defined learning as a change in behaviour, and from such 

a perspective no learning can occur unless behaviour does change. In contrast, social 

cognitive theorists argue that because people can learn through observation alone, their 

learning will not necessarily be reflected in their actions. Something learned at one time 

might be reflected in behaviour exhibited at the same time, at a later time, or never at 

all.    

Third, SCT proposes that although the environment influences behaviour, over time 

people begin to regulate their own actions.  People do so by developing their own 

standards for performance, observing and evaluating themselves on the basis of those 

standards, reinforcing or punishing themselves (even if only mentally and emotionally) for 

what they have or have not done, and ultimately self-reflecting on their past performance 

and current goals and beliefs.  

Last, individuals with high self-efficacy (those who believe they can perform successfully 

in particular activities or domains) are more likely to choose challenging activities, exert 

effort and persist at those activities, and exhibit high levels of achievement over the long 

run. Self-efficacy can ďĞ ĞŶŚĂŶĐĞĚ ƚŚƌŽƵŐŚ ĞŶĐŽƵƌĂŐŝŶŐ ŵĞƐƐĂŐĞƐ͕ ŽƚŚĞƌƐ͛ successes, 

;ĞƐƉĞĐŝĂůůǇ ƉĞĞƌƐ͛Ϳ ŐƌŽƵƉ Žƌ ƚĞĂŵ ĂĐĐŽŵƉůŝƐŚŵĞŶƚƐ͕ ĂŶĚ ŵŽƐƚ ŝŵƉŽƌƚĂŶƚůǇ͕ ŽŶĞ͛Ɛ ŽǁŶ 

successes. However, because SCT focuses on the ways in which individuals learn from 

observing one another it is not as useful for this study as cognitivism, which focuses on 

ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ƉƌŝŽƌ ĞǆƉĞƌŝĞŶĐĞ͕ ŬŶŽǁůĞĚŐĞ͕ ĂŶĚ ŵĞŶƚĂů ĐĂƉĂĐŝƚǇ ;BŽƵĚ, Cohen & Walker 
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1993). At this point, the theoretical emphasis pivots directly toward Cognitivism for the 

purpose of explaining its suitability to this research under discussion.  

To recap the dominant theories of learning:  Behaviourists focus largely on the roles of 

environmental conditions (stimuli) and observable behaviours (responses) in learning; 

while SCT provides a window into such mental processes as expectations, attention, and 

self-efficacy. Despite the fact those theories have helped researchers gain insight into the 

ways in which individuals learn, they are not as useful as Cognitivism for this research. 

Cognitivism has greater utility for this research because of its emphasis on the importance 

of experience, knowledge, problem-solving, and diversity of background. What follows 

next is a discussion focused on the notion of absorptive capacity (IAC), an aspect of 

experience.  

The premise of the notion of absorptive capacity is that both the individual and the 

organization need prior related knowledge to assimilate and use new knowledge. Studies 

in the area of cognitive and behavioural sciences both justify and enrich this. However, 

absorptive capacity at the level of the individual has received less research. To address 

that, this study looks at the cognitive basis for individual absorptive capacity (IAC) based 

on past experience, prior related knowledge, and development of insight.    

2.2.3        Cognitivism 

Cognitivism ʹ also known as cognitive psychology ʹ is the study of a ͞wide variety of 

ŚƵŵĂŶ ŵĞŶƚĂů ƉŚĞŶŽŵĞŶĂ͟ ƵƐŝŶŐ ŽďũĞĐƚŝǀĞ ƐĐŝĞŶƚŝĨŝĐ ŵĞƚŚŽĚƐ ;OƌŵƌŽĚ ϮϬϭϰ ϮϲͿ͘ “ŝŶĐĞ 

the early 1960s cognitivism has been the predominant perspective within which learning 

research has been conducted and theories of learning evolved. Research in the area of 

cognitive and behavioural sciences at the individual level both justify and enrich the 
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observation that learning comes from memory, motivation, thinking, and 

reflection.  “ƚƵĚŝĞƐ ƐƵŐŐĞƐƚ ƚŚĂƚ ůĞĂƌŶŝŶŐ ŝƐ ĚĞƉĞŶĚĞŶƚ ŽŶ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ŵĞŶƚĂů 

capacity.  Cognitivists look directly at the cognitive processes in order to consider how 

people perceive, interpret, remember, and in other ways think about environmental 

events.  Cognitivists believe that learning is an internal process that depends on the 

ŝŶĚŝǀŝĚƵĂů͛Ɛ ŵĞŶƚĂů ĐĂƉĂĐŝƚǇ ;‘ĞĞǀĞ ϮϬϭϮͿ͕ ŵŽƚŝǀĂƚŝŽŶ ;CƌĂŝŬ Θ LŽĐŬŚĂƌƚ ϭϵϳϮͿ͕ ĂŶĚ 

determination (Craik & Tulving 1975).    

Although cognitivists such as Piaget (1962) and Brunner (1966) have different emphases, 

both believed that learning is a result of experience and is demonstrated through a 

change in knowledge and understanding.  Reeve (2012) points out that learners receive 

new information, take it on-board, store it in their memory, relate it to existing ideas and 

information that they already have, index it (like a filing system), and retrieve it so that 

they can find it in their memories later when they need it.  

In cognitivism, learning is the process of connecting the pieces of knowledge in 

meaningful and memorable ways and cognitivists are more concerned with the process 

than the product.  Research on memory development suggests that accumulated prior 

experience and prior knowledge increases both the ability to put new knowledge into 

memory (what is referred to as acquisition of knowledge or learning) and the ability to 

recall and use it.  

2.2.4       Theoretical Antecedents of Absorptive Capacity 

The following subsections explore individual factors that combine to create both IAC and 

the circumstances for it to be applied. 
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2.2.4.1        Prior Experience  

With respect to prior experience, Boud, Cohen and Walker (1993) propose that learning 

always relates, in one way or another, to what has gone before.  There is never a clean 

slate on which to begin; unless new knowledge and new experience link to prior 

experience, they exist as abstractions, isolated and without meaning.  Bower and Hilgard 

(1981) suggest that learning is normally experienced as a seamless whole; there is a large 

degree of continuity across bodies of knowledge that are organized and expressed in 

similar ways.  Ormrod (2014 151) points out that the German word Gestalt, roughly 

translated, means ͞structured whole͟.  Structure is not necessarily inherent in a situation; 

instead, the individual imposes structure by mentally organizing the whole experience in 

order to learn.  Much writing about learning has treated it as if it existed in different 

domains which are separated from each other. Boud, Cohen and Walker (1993) point out 

that a common division is between the cognitive (concerned with thinking), the affective 

(concerned with values and feelings), and the conative or psychomotor (concerned with 

action and doing).  Although it can at times be useful to think of these different aspects of 

learning, no one aspect is discrete and independent of the others and no one aspect 

should generally be privileged over the rest.  Boud, Cohen and Walker (Ibid.) assert the 

impossibility of dissociating the learner from his or her contexts, from the processes in 

which they have been involved, or from their past experiences.  What a person is 

attracted toward, what a person avoids, and how a person gets tasks done are dependent 

on how the person responded in his or her past. This learning from experiences which had 

positive or negative influence stimulates or suppresses new learning.  In the first instance, 

past experiences may encourage risk taking and entering into new territory for 

exploration.  AůƚĞƌŶĂƚŝǀĞůǇ͕ ƉĂƐƚ ĞǆƉĞƌŝĞŶĐĞƐ ŵĂǇ ŝŶŚŝďŝƚ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ƌĂŶŐĞ ŽĨ ĐŚŽŝĐĞƐ 
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or ability to respond to opportunities.  As a consequence of positive past experience, 

there may be a transfer of learning across bodies of existing knowledge that are organized 

and expressed in similar ways.  Ellis (1965) points out that past experience or 

performance on one learning task may influence and improve performance on some 

subsequent learning task.  The effect of prior learning experience on subsequent learning 

tasks has been observed on a variety of tasks. For instance, Venkatesh, Thong and Xu 

(2012) found that adult consumers who have prior experience using mobile Internet 

technology have found it easier to learn how to use more advanced technologies such as 

Twitter and texting.  Adult consumers learned the new innovation much more effectively, 

in part, because they better appreciated the semantics of various programming 

concepts.    

2.2.4.2        Prior Related Knowledge          

With regard to prior related knowledge, Ormrod (2014) points out that it is in long-term 

memory where important information is stored for a relatively long period of time.  It 

includes both memory for specific experiences and ͞general knowledge that has been 

gleaned from experiences ŽǀĞƌ ƚŚĞ ǇĞĂƌƐ͟ ;TĞůůǀŝŐ ϭϵϵϯ ϭϵϵϭͿ͘ “ŽŵĞ ŽĨ ƚŚĞ ƚŚŝŶŐƐ ƐƚŽƌĞĚ 

in long-term memory may be easily retrievable, whereas others, even though they may 

ultimately (subconsciously) influence individual behaviour, may be difficult or even 

impossible to bring into conscious awareness (Ellis 1994; Gabrieli, Keene, Zarella & 

Poldrack 1997).  The literature on long-term memory theorizes the capacity of long-term 

memory as unlimited. Ormrod (2014) has suggested that the more knowledge already 

stored in long-term memory, the easier it is to store more knowledge.  Some 

psychologists suggest that prior knowledge enhances learning because memory ʹ the 
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storage of knowledge ʹ is developed by associative learning in which events are recorded 

in memory by establishing linkages with pre-existing concepts.  Related pieces of 

information tend to be associated together. Ultimately, probably every piece of 

knowledge is either directly or indirectly connected with every other piece.  If the 

knowledge is processed in some fashion (by being repetitively accessed, for instance) it 

ĂƉƉĞĂƌƐ ƚŽ ƌĞŵĂŝŶ ŝŶ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ŵĞŵŽƌǇ͘  Attention involves the selection of certain 

stimuli in the environment for further processing.  Attention is influenced by several 

stimulus characteristics (e.g., size, intensity, novelty, incongruity, emotion, and personal 

significance), and to what people pay attention (the effective stimulus) is not always what 

observers believe catches their attention to (the nominal stimulus).  Attentional capacity 

is limited: individuals usually cannot pay attention to more than one demanding task at 

any given time. Information that is attended to moves on to working memory (also called 

short-term memory) where it is actively processed.  Information that undergoes further 

processing (e.g., integration with previously stored knowledge) moves on to long-term 

memory. Long term-memory appears to have the capacity to hold a great deal of 

information for a relatively long period of time, without the individual realizing it. 

2.2.4.3    Meaningful Learning 

Individuals can connect new information to prior knowledge only when they actually have 

knowledge that relates to the things they are learning.  Ausubel, Novak, and Hanesian 

(1978) point out that one of the most important factors influencing long-term memory  

is what a person already knows.  By relating new information to knowledge already stored 

in their long-term memory, individuals find meaning in the information.  The term for that 

ƉƌŽĐĞƐƐ ŝƐ ͞ŵĞĂŶŝŶŐĨƵů ůĞĂƌŶŝŶŐ͟ ;OƌŵƌŽĚ ϮϬϭϰ ϮϬϮͿ and it is what people refer to when 
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they talk about comprehension or understanding.  Meaningful learning appears to 

facilitate both storage and retrieval; information is stored more quickly (Anderson 2005) 

and remembered more easily (Craik 2006; Mayer 1996). Learners who have a large body 

of information already stored in long-term memory have more ideas to which they can 

relate their new experiences and new knowledge, and so can more easily engage in such 

processes as meaningful learning.   

2.2.4.4        Cognition  

Cognition is the study of human thought processes. Cognition is learning up to the current 

time ĂŶĚ ŝƐ ŝŶĨůƵĞŶĐĞĚ ďǇ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ŬŶŽǁůĞĚŐĞ ŽĨ ŚŝƐ Žƌ ŚĞƌ ŽǁŶ ƚŚŝŶŬŝŶŐ ĂŶĚ 

ůĞĂƌŶŝŶŐ ƉƌŽĐĞƐƐĞƐ͘ TŚĞ ƚĞƌŵ ĨŽƌ ƚŚŽƐĞ ƉƌŽĐĞƐƐĞƐ ŝƐ ͞ŵĞƚĂĐŽŐŶŝƚŝŽŶ͟ ;Oƌmrod 2014 364) 

ǁŚŝĐŚ ĂƌĞ ƐŝŵŝůĂƌ ƚŽ ͞ŝŶƚƌĂ-ƐƵďũĞĐƚŝǀĞ ĐŽŐŶŝƚŝŽŶƐ͟ ;FŝƐĐŚĞƌ Θ ‘ĞƵďĞƌ ϮϬϭϭ ϰͿ͘ AƐ PĞƚĞƌƐŽŶ 

(1988) and Whittrock (1994) point out, the more metacognitively sophisticated the 

learner, the higher his or her achievements are likely to be.  Social learning theorists and 

cognitivists alike have portrayed effective learning in a similar manner ʹ as a process of 

setting goals, choosing learning theories that are likely to help one achieve those goals, 

and then re-ĞǀĂůƵĂƚŝŶŐ ƚŚĞ ƌĞƐƵůƚƐ ŽĨ ŽŶĞ͛Ɛ ĞĨĨŽƌƚƐ͘ TŚŝƐ ůĞĂƌŶŝŶŐ ƉƌŽĐĞƐƐ ŝƐ ŬŶŽǁŶ ĂƐ ͞ƐĞůĨ-

ƌĞŐƵůĂƚŝŽŶ͟ ;OƌŵƌŽĚ ϮϬϭϰ ϯϮϮͿ ĂŶĚ ŝŶĐůƵĚĞƐ ƐĞůĨ-efficacy and self-motivation. With the 

general understanding of theories of learning in hand the next section reviews the general 

ůŝƚĞƌĂƚƵƌĞ ŽĨ ƚŚĞ ƚĞƌŵ ͚ŽŶůŝŶĞ ƚĞĐŚŶŽůŽŐŝĞƐ͛͘  

2.3        A Review of the Term ͞Online Technologies͟ 

Diverse disciplines shed light on online technologies, but each one only partially 

illuminates this phenomenon. Ambiguity that revolves around the concept of online 

technologies is due to the fact that varied disciplines define the concept at different levels 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

22 

 

of analysis.  First, from an IT perspective, online technologies refer to Internet/Web 2.0 

technologies which Kaplan and Haenlein (2010 60) suggest is the ͞platform whereby 

content and applications are continuously modified by all users in a participatory and 

ĐŽůůĂďŽƌĂƚŝǀĞ ĨĂƐŚŝŽŶ͘͟  KĂƉůĂŶ ĂŶĚ HĂĞŶůĞŝŶ ;IďŝĚ͘ ϲϭͿ ĚĞĨŝŶĞ ŽŶůŝŶĞ ƚĞĐŚŶŽůŽŐŝĞƐ ĂƐ ͞Ă 

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 

CŽŶƚĞŶƚ͘͟ 

“ĞĐŽŶĚ͕ ĨƌŽŵ ƐŽĐŝĂů ƉƐǇĐŚŽůŽŐǇ͕ ŽŶůŝŶĞ ƚĞĐŚŶŽůŽŐŝĞƐ ƌĞĨĞƌ ƚŽ ƚŚĞ ƚĞƌŵ ͞WĞď Ϯ͘Ϭ͟ ǁŚŝĐŚ 

Baxter (2015) points out is the social participation of the web; the term is used to 

describe how individuals interact in a collective and social capacity through the use of 

web technologies. 

Third, from a strategic and organizational management perspective, online technologies 

ƌĞĨĞƌ ƚŽ ƚŚĞ ͞ƚŽŽůƐ ĂŶĚ ĐŽŶŶĞĐƚŝǀŝƚǇ ŽĨ ƚŚĞ ĚŝŐŝƚĂů ĂŐĞ͟ ;GĂƚĞƐ 2005 6) where the flow of 

ŝŶĨŽƌŵĂƚŝŽŶ ĐĂŶ ďĞ ͞Ăƚ ƚŚĞ ƐƉĞĞĚ ŽĨ ƚŚŽƵŐŚƚ͟ ;GĂƚĞƐ ϭϵϵϵ ϱͿ͘  This concept builds on 

GĂƚĞƐ͛ ;IďŝĚ͘Ϳ ŝĚĞĂ ƚŚĂƚ ŽŶůŝŶĞ ƚĞĐŚŶŽůŽŐŝĞƐ ƉƌŽǀŝĚĞ Ă ǁĂǇ ĨŽƌ ďƵƐŝŶĞƐƐĞƐ ƚŽ ĞĂƐŝůǇ ŽďƚĂŝŶ͕ 

share, and act on information in new ways that allow for communication, connection, and 

collaboration between users when using any Internet-based mobile applications (apps) 

built on Web 2.0.  

Fourth, from media research, online technologies refer to the various forms of media 

content that are available and created by end users (Cook 2008).  Media content ranges 

from low, which would be simple text-only exchanges such as blogs and wikis, to high, 

which would try to replicate all dimensions of face-to-face interactions such as Facebook, 

YouTube, Skype and webcasts.  From an entrepreneurial perspective, Lee and Jones 
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(2008) suggest online technologies refer to all the innovative ways technology 

revolutionized the computer industry to give workers greater access to the flow of 

tangible knowledge.  

Fifth, from technological innovation, Kaplan and Haenlein (2010 61) refer to online 

ƚĞĐŚŶŽůŽŐŝĞƐ ďǇ ƚŚĞ ƚĞƌŵ ͞social media͟ because it describes the various forms of media 

content that are publicly available and created by end-users.  Kaplan and Haenlein (Ibid. 

62) refer ƚŽ ƐŽĐŝĂů ŵĞĚŝĂ ĂƐ ͞ƉůĂƚĨŽƌŵƐ ƚŽ ĨĂĐŝůŝƚĂƚĞ ŝŶĨŽƌŵĂƚŝŽŶ ĂŶĚ ǀŝƌƚƵĂů ĐŽŶƚĞŶƚ-

ƐŚĂƌŝŶŐ ďĞƚǁĞĞŶ ƵƐĞƌƐ͘͟  “ŚĂƵ ĂŶĚ GŝůůǇ ;ϮϬϭϯͿ ĚĞĨŝŶĞ ƵƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ĂƐ ͞behaviour 

by individuals and small/medium/large communities as they share, co-create, discuss and 

modify user-ŐĞŶĞƌĂƚĞĚ ĐŽŶƚĞŶƚ͘͟ CŽŽŬ ;ϮϬϬϴ ϱͿ ĚĞƐĐƌŝďĞƐ ƐŽĐŝĂů ŵĞĚŝĂ ĂƐ ĂŶ ŝŶŶŽǀĂƚŝǀĞ 

ŽƉƚŝŽŶ ĨŽƌ ŝŶĚŝǀŝĚƵĂůƐ ƚŽ ƵƐĞ ĨŽƌ ͞ƐĞůĨ-presenting and self-disclosing behaviour͘͟  Examples 

of this are Skype, YouTube, and Webcasts because media content is high and indivŝĚƵĂůƐ͛ 

social presence is achieved. 

“ŽĐŝĂů ƉƌĞƐĞŶĐĞ ŝƐ ĚĞĨŝŶĞĚ ĂƐ ƚŚĞ ͞ĂĐŽƵƐƚŝĐ͕ ǀŝƐƵĂů͕ ĂŶĚ ƉŚǇƐŝĐĂů ĐŽŶƚĂĐƚ ƚŚĂƚ ĐĂŶ ďĞ 

ĂĐŚŝĞǀĞĚ Žƌ ĂůůŽǁĞĚ ƚŽ ĞŵĞƌŐĞ͟ ;“ŚŽƌƚ͕ WŝůůŝĂŵƐ Θ CŚƌŝƐƚŝĞ ϭϵϳϲ ϰͿ ďĞƚǁĞĞŶ ƚǁŽ 

communication partners.  For instance, a person with a high degree of social presence is 

generally seen as being sociable, warm, and personable, whereas a person with a low 

degree of social presence is generally seen as colder, less personable, and unsocial.  Social 

media use is a behaviour influenced not only by relationship factors such as among close 

friends, group members, work colleagues, or with complete strangers (Shau & Gilly 2013), 

but also by factors that change over short periods, such as social presence, where the 

higher the social presence the larger the social influence; and self-disclosure, where 
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predispositions, thoughts, feelings, likes, and dislikes are disclosed (Venkatesh & Davis 

2000).  

FŽƌ ƚŚĞ ƉƵƌƉŽƐĞ ŽĨ ƚŚŝƐ ƐƚƵĚǇ͕ ƚŚĞ ƚĞƌŵƐ ͞ŽŶůŝŶĞ ƚĞĐŚŶŽůŽŐŝĞƐ͟ ĂŶĚ ͞ƐŽĐŝĂů ŵĞĚŝĂ͟ ĂƌĞ 

considered synonymous and used interchangeably in the sections to follow. With the 

general definition in hand, the next section reviews the general literature about adoption 

of online technologies by organizations, actors, teams and SMEs.  

2.3.1    Adoption of Online Technologies by Organizations, Actors, Teams, and SMEs  

First, the general literature on adoption of online technologies by organizations, actors, 

teams and SMEs is both vast and diverse, having been considered through a variety of 

ĚŝĨĨĞƌĞŶƚ ͞ůĞŶƐĞƐ͟ ʹ from the study of a single big enterprise to a global study of SMEs, 

and from the different philosophical and theoretical perspectives embraced by the 

academic disciplines of economics, finance, geography, management, psychology, and 

sociology.  

Second, the general literature also spans a wide range of countries and therefore reflects 

the fact that adoption of online technologies is a global phenomenon.  Despite the best 

efforts of these many researchers, however, and arguably because the issue has been 

considered from so many perspectives, no one model has yet been identified which can 

successfully establish whether a predisposition exists at the individual level for the use of 

online technologies as a viable business tool by the individual SME ownerͶalthough 

numerous studies have discovered a variety of variables affecting acceptance of 

technology, including ease of use, facilitating conditions, motivation, perceived ease of 

use, results demonstrability, and self-efficacy (Venkatesh, Thong & Xu 2012; Luo, Chea & 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

25 

 

Chen 2011; Venkatesh, Morris, Davis & Davis 2003; Yi, Jackson, Park & Probst, 2006; 

Venkatesh & Davis 2000; Davis 1989).  

Third, the general literature is largely quantitative and draws heavily from the 

organizational level. It also tends to be limited to a consideration of the organizational 

benefit of adopting a few online technologies (e.g., Facebook, Twitter, and YouTube) 

rather than considering the benefits of the adoption of many social media by individual 

SME owners.  Consequently, while there is a great deal of information explaining how 

social media affects the organization as a whole, there is limited literature that really 

seeks to explore what are the benefits of the adoption of online technologies by SMEs. 

More specifically, what are the benefits of social media use at the individual level when 

certain choices (e.g., to follow a technologically-enabled trend; as a viable business tool) 

are made?  

These distinctions are also reflected to a large extent in the Strategic Management 

literature, with studies concentrating on technology and information flow in organizations 

all around the world.  Two broad themes dominate.  First, the largest body of work 

concerns the organizational challenges and opportunities of social media, the knowledge-

workers whose value added depends heavily on information, and the revolutionary 

changes due to technology, such as Internet/Web 2.0 platform and connectivity, and the 

ways in which these changes influence organizations to revise their approach to strategic 

management at work.  

The second and relatively recent addition to the literature stems from the growing 

awareness of shifting values and social norms, in general, and the exploration of 

behavioural options facilitated by technological trends, which may lead to changes in how 
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fundamental values are manifested, in particular.  The second theme concerns itself with 

understanding what is unchanged or what continues to be foundational in this period of 

revolution.  The one constant is that the primary driver of economic growth and 

development continues to be innovation in general and technological innovation in 

particular.  

These studies largely relate to organizational analysis in three areas: i) changes brought 

about because of technology, ii) questioning whether past experience and knowledge and 

past assumptions about organizational strategies apply in the present, and iii) the shifting 

ŽĨ ƚŚĞ ǁŽƌůĚ͛Ɛ ĚĞŵŽŐƌĂƉŚŝĐ ƉŽƉƵůĂƚŝŽŶ ĂƐ ͞GĞŶĞƌĂƚŝŽŶƐ Y ĂŶĚ )͟  were the first 

generations to be raised in the era of digital immersion/Web ϯ͘Ϭ͕ ͞MŝůůĞŶŶŝĂůƐ͟ (the 

generation that has grown up with social networks and YouTube, ƚŚĞ ͞NĞƚ GĞŶĞƌĂƚŝŽŶ͟) 

the generation that has grown up with the Internet/Web 2.0 and is entering the 

ǁŽƌŬƉůĂĐĞ ǁŚŝůĞ ƚŚĞ ͞BĂďǇ BŽŽŵĞƌƐ͟ (the generation that has grown up with the 

Internet/Web 1.0) are entering retirement age (Mason 2014).    

Interestingly, in their conceptual research on strategic and organizational management, 

HĞůĨĂƚ ĂŶĚ PĞƚĞƌĂĨ ;ϮϬϬϵͿ ƉƌŽƉŽƐĞĚ ƚŚĂƚ ƚŚĞ ǁŽƌůĚ͛Ɛ ĞĐŽŶŽŵǇ ĞǀŽůǀĞĚ ĂŶĚ ƐŚŝĨƚĞĚ ĂǁĂǇ 

from traditional forms of tangible economic drivers such as plants, machinery and real 

estate to a modern economy driven by the use of intangible resources such as past 

experience (Ellis 1965; Estes 1970), innovation, and past related knowledge (Bower & 

Hilgard 1981).  Likewise, Schmidt and Keil (2013) conclude that experience, innovation, 

and knowledge are vital to the internal function of the organization, yet the value of these 

resources is unmeasured at the individual level.  When these latter resources are utilized 

by SME owners within the workplace the effect can be powerfully enabling to the owner. 
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The resources can allow the individual to perceive opportunities and respond to 

environmental trends, sense competitor challenges, listen to consumers, and act with 

insight (Gates 1999).  

DĞƐƉŝƚĞ ƚŚŝƐ ƉƌŽƉŽƐŝƚŝŽŶ͕ ĂĐĂĚĞŵŝĐƐ ĨŽůůŽǁŝŶŐ HĞůĨĂƚ ĂŶĚ PĞƚĞƌĂĨ͛Ɛ ;ϮϬϬϵͿ ƉĞƌƐƉĞĐƚŝǀĞ 

have typically not investigated the benefits of SMEs adopting online technologies as a 

strategic business tool, and have instead focused on the organization-wide resources to 

grow the enterprise (Henry 2013; Adams 2011; Ambrosini & Bowman 2009; Easterby-

Smith, Lyles & Peteraf 2009).  Although these organization-wide resources contribute 

important outcomes which drive organizational growth and competitiveness in the 

marketplace (Barrales, Molina, Bustinza, Guiterrez & Guiterrez 2013), only a minority of 

research has sought to examine the benefits of individual experience, innovation and 

knowledge on individual performance within the SME.  

The lack of connection between an acknowledgement of the value found in the individual 

perspective and focused research to operationalize this value leads to the intent to 

explore different enterprises in industry for the purpose of measuring these individual 

resources (Schmidt & Keil 2013; Grégoire, Barr & Shepherd 2010; King & Zeithaml 2003). 

This research explores the use of online technologies by SME owners within diverse 

industries for the purpose of considering why the relationship between individual 

absorptive capacity and individual performance in the SME is and how this is the case.  To 

further the exploration, the next section provides useful typologies of online 

technologies.     
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2.3.2         Types of Online Technologies    

Historically, online technologies include Usenet (Truscott & Ellis 1979) and Open Diary 

(Abelson 1997).  Usenet is a worldwide discussion system that allowed Internet users to 

control the messages they posted to the public.  Open Diary was an early social 

networking site that gathered online diary writers into one community.  Usenet and Open 

Diary are examples of the early conceptual evolution of the World Wide Web referred to 

ĂƐ ͞WĞď ϭ͘Ϭ͟ ;BĂǆƚĞƌ ϮϬϭϱ ϭͿ͕ ͞ƚƌĂĚŝƚŝŽŶĂů ŵĞĚŝĂ͟ ;MĞƌƌŝůů͕ LĂƚŚĂŵ͕ “ĂŶƚĂůĞƐĂ Θ NĂǀĞƚƚĂ 

ϮϬϭϭ ϭͿ͕ ĂŶĚ ͞ƐƚĂƚŝĐ ǁĞď͟ (Kaplan & Haenlein 2010 63), and relate to the web of the late 

1970s, which offered a one-way experience in which media outlets broadcast information 

for public consumption.   

Baxter (2015 1) suggests it was the advent of Flash technology and how it was applied on 

ƚŚĞ ǁĞď ƚŚĂƚ ĐƌĞĂƚĞĚ ƚŚĞ ŶĞǁ ĐŽŶĐĞƉƚ ƌĞĨĞƌƌĞĚ ƚŽ ĂƐ ͞WĞď Ϯ͘Ϭ͟ ĂŶĚ ƐŝŐŶŝĨŝĞĚ ƚŚĞ 

ďĞŐŝŶŶŝŶŐƐ ŽĨ ƚŚĞ ͞ƐŽĐŝĂů ǁĞď͘͟ IŶ ĐŽŶƚƌĂƐƚ͕ O͛‘ĞŝůůǇ ;ϮϬϬϳ ϮϰͿ ƐƵŐŐĞƐƚƐ ƚŚĂƚ Ă ƚĞĐŚŶŽůŽŐǇ 

ĐĂůůĞĚ ‘ĞĂůůǇ “ŝŵƉůĞ “ǇŶĚŝĐĂƚŝŽŶ ;‘““Ϳ ŝƐ ƚŚĞ ƌĞĂƐŽŶ ĨŽƌ ƚŚĞ ƚĞƌŵ ͞WĞď Ϯ͘Ϭ͟ and refers to it 

ĂƐ ƚŚĞ ͞ůŝǀĞ ǁĞď͘͟  O͛‘ĞŝůůǇ ;IďŝĚ͘Ϳ ĂƐƐĞƌƚƐ ƚŚĂƚ ‘““ ĂůůŽǁƐ ǁĞď ƵƐĞƌƐ ƚŽ ĂĚĚ ŶĞǁ ĐŽŶƚĞŶƚ 

and new sites.  As users do this their content is bound into the structure of the web by 

other users discovering it and linking to it.  Much as synapses form in the brain, with 

associations becoming stronger through repetition or intensity, the web of connections 

grows organically as an output of the collective activity of all web users.  Kaplan and 

Haenlein (2010 61) point out that both Adobe Flash and RSS are necessary for the 

functioning of Web 2.0.      

TŚĞ ďĞŐŝŶŶŝŶŐƐ ŽĨ WĞď Ϯ͘Ϭ ĐŽŝŶĐŝĚĞĚ ǁŝƚŚ ƚŚĞ ƵƐĞ ŽĨ ƚŚĞ ƚĞƌŵƐ ͞ƐŽĐŝĂů ƐŽĨƚǁĂƌĞ͟ ;“ŚŝƌŬǇ 

ϮϬϬϯ ϭͿ ĂŶĚ ͞ƐŽĐŝĂů ŵĞĚŝĂ͟ ;O͛‘ĞŝůůǇ ϮϬϬϰ ϯͿ͘  Social software is software that supports 
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ŐƌŽƵƉ ͞ĐŽŵŵƵŶŝĐĂƚŝŽŶ͕ ĐŽŽƉĞƌĂƚŝŽŶ͕ ĐŽůůĂďŽƌĂƚŝŽŶ͕ ĂŶĚ ĐŽŶŶĞĐƚŝŽŶ͟ ;CŽŽŬ ϮϬϬϴ ϯϳͿ͘ 

Social media is a set of software tools that are designed to support online social 

networking and knowledge sharing (Baxter 2015; Kaplan & Haenlein 2010).  Unlike 

traditional media, social media offers a two-way interactive experience.  Consumers of 

social media, unlike consumers of traditional media, can interact instantly and directly 

with the originators, originating organizations, or authors of the proffered information.  

The gradual application of social media use in organizations has been associated with 

what is known as Enterprise 2.0 (McAfee 2006).  The term refers to the use of social 

media tools inside an organization or between organizations, their stakeholders, and their 

customers.  Conceptually, Enterprise 2.0 is associated with how social media tools inside 

organizations can support social and organizational changes within the organization 

(Baxter 2015).  As Cook (2008) points out, Enterprise 2.0 organizations are companies that 

have modified their working practices and routines to accommodate the use of Web 2.0 

technologies in the workplace.  Learning is being enhanced and is supporting a shift away 

from individual learning to social learning in terms of how employees share knowledge, 

collaborate, and communicate at work (Baxter 2015). 

Organizations that choose to adopt an Enterprise 2.0 strategy need to ensure that the 

social media tools they use are those that coincide with their business goals.  Three of the 

most established types of social media tools that have the potential to assist 

organizations through supporting communications and knowledge sharing are wikis, 

online discussion forums, and blogs.  Wikis are collaborative websites that allow users to 

add, remove, and change text-based content.  Some wiki examples are the online 

encyclopaedia Wikipedia (from which the name originates as a shortened, colloquial 
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name), company intranets, community sites, and the social bookmarking web service 

Delicious (Kaplan and Haenlein 2010).     

FŽƌƵŵƐ ;ŝ͘Ğ͕͘ ŽŶůŝŶĞ ͞ďƵůůĞƚŝŶ ďŽĂƌĚƐ͟Ϳ ĂƌĞ ƵƐĞĚ ĨŽƌ ŝŶĨŽƌŵĂƚŝŽŶ ƐŚĂƌŝŶŐ ĂŶĚ ĐŽůůĂďŽƌĂƚŝŽŶ͘ 

Online forums allow a user to post a message for others to read and to which others can 

respond.  The topics posted on online forums are known as threads, and the replies are 

known as posts.  Online forums, in contrast to wikis, do not normally allow posts or 

threads to be modified once added.  The exception might be in the case of a moderator 

whose job, whether as paid or volunteer staff, is to oversee the use of the forum.  The 

structure of an online forum also differs from that of a wiki; threads in online forums are 

typically arranged in descending chronological order from the most recently posted 

message.    

BůŽŐƐ ;Žƌ ͞ǁĞď ůŽŐ͟ ũŽƵƌŶĂůƐ͕ ƐŚŽƌƚĞŶĞĚ ƚŽ ͞ďůŽŐ͟ ďǇ ĞŵƉhasizing certain letters ʹ web 

log) represent the earliest form of social media and are special types of websites that 

usually display date-stamped entries in reverse chronological order (Cook 2008).  The 

traditional blog features posts by its owner/author ƚŚĂƚ ĂƌĞ ƚǇƉŝĐĂůůǇ ͞ďĞƚǁĞĞŶ ϰϬϬ ĂŶĚ 

1000 words long, while the typical microblog entry or posting is much shorter ʹ often less 

ƚŚĂŶ ϮϬ ǁŽƌĚƐ͟ ;MĞƌƌŝůů͕ LĂƚŚĂŵ͕ “ĂŶƚĂůĞƐĂ Θ NĂǀĞƚƚĂ ϮϬϭϭ ϭϬͿ͘  Blogs are the social 

media equivalent of personal web site or paŐĞƐ ĚĞƐĐƌŝďŝŶŐ ƚŚĞ ͞ŵŽŵĞŶƚ-by-moment 

ƉŝĐƚƵƌĞ ŽĨ ƚŚĞ ĂƵƚŚŽƌ͛Ɛ ƚŚŽƵŐŚƚƐ ĂŶĚ ĨĞĞůŝŶŐƐ ĂďŽƵƚ ǁŚĂƚ͛Ɛ ŚĂƉƉĞŶŝŶŐ ƌŝŐŚƚ ŶŽǁ͕͟ ƚƵƌŶŝŶŐ 

the Web from a collection of static documents into a running conversation between 

people, either one-to-one or one-to-many (Tapscott & Williams 2010 12).  The most 

ĨƌĞƋƵĞŶƚĞĚ ŵŝĐƌŽďůŽŐ ƉůĂƚĨŽƌŵƐ ĂƌĞ FĂĐĞďŽŽŬ͛Ɛ ƐƚĂƚƵƐ ƵƉĚĂƚĞƐ ĨĞĂƚƵƌĞ ĂŶĚ TǁŝƚƚĞƌ͕ ďƵƚ 

there are more than 111 such sites worldwide (Baxter 2015). 
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Popularity of the log concept ʹ combined with the growing availability of high-speed 

Internet access ʹ has led to the creation of content communities and social networking 

sites.  The main objective of content communities is the sharing of media content 

between users.  For instance, the microblogging platform Twitter (founded in 2006) 

allows individuals to send messages known as ͞tweets͟ about the things that interest 

them, as well as ͞retweet͟ the tweets of others, sharing them widely to amplify the reach 

and messaging (Baxter 2015 3).  Other content communities include BookCrossing and 

Goodreads for people to share books, Flickr for photos, SlideShare for PowerPoint 

presentations, and YouTube for videos.  

Social networking sites include LinkedIn (2003), MySpace (2003), Facebook (2004), Google 

+ (2011), and Nextdoor (2001).  For instance, Facebook was initially founded by Mark 

Zuckerberg to stay in touch with his fellow students from Harvard University (Baxter 

2015).  MySpace is where the German sports apparel manufacturer Adidas allows visitors 

to access product reviews, order elite customized soccer cleats and shoes, and find 

ŝŶĨŽƌŵĂƚŝŽŶ ŽŶ ƉƌŽĨĞƐƐŝŽŶĂů ƐŽĐĐĞƌ ƉůĂǇĞƌƐ ǁŚŽ ƉůĂǇ ƵƐŝŶŐ ͞ƚŚĞŝƌ͟ ƐŚŽĞƐ ;ŝ͘Ğ͕͘ ƐŽĐĐĞƌ ƐŚŽĞƐ 

ordered/used by customers) (Kaplan & Haenlein 2010 64).  

2.3.3        Theoretical Antecedents of Online Technologies 

Before considering adoption of online technologies it is helpful to gain an understanding 

of the theoretical antecedents of social media.  Beginning with Theory of Reasoned Action 

(TRA) (Fishbein & Ajzen 1975), research in social psychology has shown that behaviour is 

ďĞƐƚ ƉƌĞĚŝĐƚĞĚ ďǇ ĂŶ ŝŶĚŝǀŝĚƵĂů͛Ɛ ĂƚƚŝƚƵĚĞ ƚŽǁĂƌĚ ƚŚĞ ďĞŚĂǀŝŽƵƌ ;ƐƵĐŚ ĂƐ ƵƐŝŶŐ ƐŽĐŝĂů 

media), rather than his or her attitude toward the objects involved in the behaviour (such 

as the social media itself).  FŝƐŚďĞŝŶ ĂŶĚ AũǌĞŶ͛Ɛ ;ϭϵϳϱͿ ƚŚĞŽƌǇ Śas shown that a positive 
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evaluation of a new technology may be a necessary, but not always sufficient, condition 

for system acceptance.  Recognition of the importance of their findings (Ibid.) has been 

evident in the quantity of research focused on examination of the determinants of 

information technology acceptance.  

FŝƌƐƚ͕ ‘ŽŐĞƌƐ͛ ;ϭϵϴϯͿ ƚŚĞŽƌǇ ŽĨ DŝĨĨƵƐŝŽŶ ŽĨ IŶŶŽǀĂƚŝŽŶƐ ŝŶĐůƵĚĞƐ Ă ŵĞƚĂ-analysis of a 

variety of innovations studied in diverse contexts, such as the adoption of family planning 

and new agricultural techniques.  ‘ŽŐĞƌƐ͛ ǁŽƌŬ ;IďŝĚ͘Ϳ ĐĂŶ ďĞ ĐŚĂƌĂĐƚĞƌŝǌĞĚ ĂƐ ĂŶ 

information-centric view of diffusion of innovation.  According to Rogers (1995), 

information about the existence of innovations flows through social systems where 

potential adopters are situated.  This information is processed by adopters to form 

perceptions about the characteristics of the innovation; such perceptions, amongst other 

contextual factors, then serve as the drivers for innovation adoption decisions.  

Second, Moore and BenbasĂƚ͛Ɛ ;ϭϵϵϭͿ ƚŚĞŽƌǇ ŽĨ PĞƌĐĞŝǀĞĚ CŚĂƌĂĐƚĞƌŝƐƚŝĐƐ ŽĨ IŶŶŽǀĂƚŝŽŶ 

(PCI) extended the set of perceptions proposed by Rogers (1983) to include seven 

perceived characteristics of an innovation (relative advantage, compatibility, complexity, 

observability, trialability, image, and voluntariness of use) as predictors of information 

technology (IT) adoption behaviour.  

TŚŝƌĚ͕ ĂůƚŚŽƵŐŚ ‘ŽŐĞƌƐ͛ ŵŽĚĞů ;ϭϵϴϯͿ ŚĂƐ ďĞĞŶ ƵƚŝůŝǌĞĚ ƚŽ ƉƌĞĚŝĐƚ ĂŶĚ ĞǆƉůĂŝŶ ƚĞĐŚŶŽůŽŐǇ 

diffusion in the contexts of information systems (IS) innovations, in the domain of 

ŝŶĨŽƌŵĂƚŝŽŶ ƚĞĐŚŶŽůŽŐǇ ;ITͿ ƐƉĞĐŝĨŝĐĂůůǇ͕ DĂǀŝƐ ;ϭϵϴϵͿ ĂŶĚ VĞŶŬĂƚĞƐŚ ĂŶĚ DĂǀŝƐ͛Ɛ ;ϮϬϬϬͿ 

Technology Acceptance Models (TAM and TAM2 respectively) (Appendix p.167) have 

garnered significant empirical support over the decades to become well-established 

models for predicting user acceptance in the workplace.  
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The Technology Acceptance Model (TAM) (Davis 1989) derives its theoretical roots from 

social psychology where it compares favourably with the above-mentioned alternative 

models of Theory of Reasoned Action (TRA) (Fishbein & Ajzen 1975) and the theory of 

Planned Behaviour (TPB) (Ajzen & Fishbein 1991).  Per TAM (Davis 1989; Davis, Bagozzi & 

Warshaw 1989), the effects of external variables (e.g., system characteristics, 

development process, training) on intention to use are mediated by perceived usefulness 

and perceived ease of use.  

According to TAM (Davis 1989), perceived usefulness is also influenced by perceived ease 

of use because, other things being equal, the easier the system is to use the more it will 

be used.  In TAM (Davis 1989; Davis, Bagozzi & Warshaw 1989), attitude serves as a key 

mediating construct between beliefs and usage intentions, although perceived usefulness 

is also hypothesized as exhibiting a direct effect on intentions in addition to its indirect 

effect through attitude.  

FŽƵƌƚŚ͕ AŐĂƌǁĂů ĂŶĚ PƌĂƐĂĚ͛Ɛ ;ϭϵϵϴͿ ĐŽŶĐĞƉƚƵĂů ƉĂƉĞƌ ŚĂƐ ƉƌŽƉŽƐĞĚ ƚŚĞ ĐŽŶƐƚƌƵĐƚ 

Personal Innovativeness in the domain of Information Technology (PIIT) theory to further 

illuminate the relationships explicit in TAM (Davis 1989; Davis, Bagozzi & Warshaw 1989). 

TŚŝƐ ƚŚĞŽƌǇ ŚĂƐ ďĞĞŶ ĚĞĨŝŶĞĚ ĂƐ ͞ƚŚĞ ǁŝůůŝŶŐŶĞƐƐ ŽĨ ĂŶ ŝŶĚŝǀŝĚƵĂů ƚŽ ƚƌǇ ŽƵƚ ĂŶǇ ŶĞǁ 

ŝŶĨŽƌŵĂƚŝŽŶ ƚĞĐŚŶŽůŽŐǇ͟ ;AŐĂƌǁĂů Θ PƌĂƐĂĚ ϭϵϵϴͿ͘  Specifically, PIIT has been 

hypothesized to exhibit moderating effects on the antecedents as well as the 

consequences of individual perceptions about a new information technology.  

Fifth, TAM2 (Venkatesh & Davis 2000) extends TAM (Davis 1989; Davis, Bagozzi & 

Warshaw 1989) to include additional key determinants ŽĨ TAM͛Ɛ ;DĂǀŝƐ ϭϵϴϵ͖ DĂǀŝƐ͕ 

Bagozzi & Warshaw 1989) perceived usefulness and usage intention constructs, and to 
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understand how the effects of these determinants change with the target system. 

Venkatesh and Davis (2000) tested the basic TAM relationship (Davis 1989; Davis, Bagozzi 

& Warshaw 1989) with tests for mediation and moderation using longitudinal data 

collected from four different systems at four different locations two involving voluntary 

usage and two involving mandatory usage.  Results strongly indicate that all hypotheses 

were supported by all studies at all points of measure.  For instance, social influence 

processes (subjective norm, voluntariness, and image) and cognitive mental processes 

(job relevance, output quality, result demonstrability, and perceived ease of use) 

significantly mediated user acceptance.  Additionally, internalization (subjective norm) 

was moderated by experience whereas the image ʹ usefulness relationship 

(identification) was not.  

Sixth, social cognitive theory (SCT) (Bandura 1986) has become one of the most powerful 

theories of human behaviour.  Compeau and Higgins (1995a) employed SCT to study 

performance; while Compeau and Higgins (1995b) applied and extended SCT to the 

context of computer utilization.  The nature of the model and the underlying theory has 

allowed it to be extended to acceptance and use of information technology in general. 

The original model of Compeau and Higgins (Ibid.) has used usage as a dependent 

variable, but Venkatesh, Moore, Davis and Davis (2003) have examined the predictive 

validity of the SCT model in the context of intention and usage.  Results show self-efficacy 

and anxiety to be conceptually and empirically distinct from effort expectancy (perceived 

ease of use).  Self-efficacy and anxiety have been modelled as indirect determinants of 

intention fully mediated by perceived ease of use.  
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“ĞǀĞŶƚŚ͕ ƌĞƐƵůƚƐ ĨƌŽŵ VĞŶŬĂƚĞƐŚ͕ TŚŽŶŐ ĂŶĚ XƵ͛Ɛ ;ϮϬϭϮͿ ƐƚƵĚǇ ŽŶ ĂĐĐĞƉƚĂŶĐĞ ĂŶĚ ƵƐĞ ŽĨ 

technology (UTAUT2) in a consumer context found that experience using mobile internet 

acted as a moderator on pleasurable usage, price value, and habit.  The findings (Ibid.) 

extended the unified theory of acceptance and use of technology (UTAUT) to include use 

of social media by the consumer as end user.   

2.4        A Review of Theoretical Antecedents of Absorptive Capacity (AC) 

Under the umbrella of business and organizations, the field of strategic management is 

firmly established as an academic area of study. Owing to its roots as a more applied area, 

strategic management has traditionally focused on business concepts that affect 

organizational performance.  The field of strategic management is eclectic in nature, with 

emphasis on prominent theories developed and the corresponding methodologies 

employed in past and current strategic management research.  As mentioned above, the 

ĞĂƌůǇ ĞŵƉŚĂƐŝƐ ŽŶ ĂŶ ŽƌŐĂŶŝǌĂƚŝŽŶ͛Ɛ ŝŶƚĞƌŶĂů ĐŽŵƉĞƚŝƚŝǀĞ ƌĞƐŽƵƌĐĞƐ ĐĂŶ ďĞ ƚƌĂĐĞĚ ƚŽ 

Barnard (1938), Selznick (1957), and Penrose (1959).  BĂƌŶĂƌĚ͛Ɛ ;ϭϵϯϴͿ ĚĞƚĂŝůĞĚ ĞǆƉŽƐŝƚŝŽŶ 

of the cooperation and organization in business firms, as well as the individual managerial 

functions and processes therein, provided a solid foundation upon which subsequent 

works in strategic management were built.   

TŚĞ ŝŵƉŽƌƚĂŶĐĞ ŽĨ ͞ĚŝƐƚŝŶĐƚŝǀĞ ĐŽŵƉĞƚĞŶĐĞ͟ ĂŶĚ ůĞĂĚĞƌƐŚŝƉ ĞŵƉŚĂƐŝǌĞĚ ŝŶ “ĞůǌŶŝĐŬ͛Ɛ 

;ϭϵϱϳͿ ƐƚƵĚǇ ŽĨ ĂĚŵŝŶŝƐƚƌĂƚŝǀĞ ŽƌŐĂŶŝǌĂƚŝŽŶƐ ĐŽŝŶĐŝĚĞĚ ǁĞůů ǁŝƚŚ ĞĂƌůǇ ƐƚƌĂƚĞŐǇ ƐĐŚŽůĂƌƐ͛ 

ĨŽĐƵƐ ŽŶ ĨŝƌŵƐ͛ ŝŶƚĞƌŶĂů ƐƚƌĞŶŐƚŚƐ ĂŶĚ ŝŶĚŝǀŝĚƵĂů ŵĂŶĂŐĞƌŝĂů ĐĂƉĂďŝůŝƚŝĞƐ ;HŽƐŬŝƐƐŽŶ ϭϵϵϵͿ͘ 

Penrose (1959) related firm growth and diversification to the inherited resources a firm 

possesses-especially individual managerial capacities.  In contrast, early strategy 

researchers such as Ansoff (1965) and Learned, Christensen, Andrews and Guth (1969, 
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1965) were predominantly concerned with identifyiŶŐ ƚŚĞ ͞ďĞƐƚ ƉƌĂĐƚŝĐĞƐ͟ ƚŚĂƚ 

contributed to the success of the firm (Hoskisson 1999).  

Between the early development of the field in the 1960s and the rise of the resource-

based-view (RBV) in the 1980s, developments in the field of industrial organization (IO) 

economics began in the 1970s.  Industrial organization roots based on Bain (1956, 1968) 

ĂŶĚ MĂƐŽŶ ;ϭϵϯϵͿ ǁĞƌĞ ĚĞǀĞůŽƉĞĚ ŵŽƌĞ ĨƵůůǇ ŝŶ PŽƌƚĞƌ͛Ɛ ;ϭϵϳϯ͕ ϭϵϴϬ͕ ϭϵϴϱͿ ǁŽƌŬ͘  For 

ĞǆĂŵƉůĞ͕ PŽƌƚĞƌ͛Ɛ ;ϭϵϳϯͿ ŝŶĚƵƐƚƌŝĂů ŽƌŐĂŶŝǌĂƚŝŽŶ ĞĐŽŶŽŵŝĐƐ ůĞĚ ƚŽ ƚŚĞ ĚĞǀĞůŽƉŵent of 

research on strategic groups where firms are classified into categories of strategic 

similarity within and differences across groups.  PŽƌƚĞƌ͛Ɛ ;ϭϵϴϬͿ FŝǀĞ FŽƌĐĞƐ MŽĚĞů 

specifies the various aspects of an industry structure, provides a useful analytic tool to 

ĂƐƐĞƐƐ ĂŶ ŝŶĚƵƐƚƌǇ͛Ɛ ĂƚƚƌĂĐƚŝǀĞŶĞƐƐ͕ ĂŶĚ ĨĂĐŝůŝƚĂƚĞƐ ĐŽŵƉĞƚŝƚŽƌ ĂŶĂůǇƐŝƐ͘  

The ability for a firm to gain competitive advantage, according to Porter (1980, 1985, 

1996), rests mainly on how well it positions and differentiates itself in an industry.  The 

collective effects of the five forces determine the ability of firms in an industry to make 

profits.  To Porter (1980, 1985), the five forces embody the rules of competition that 

determine industry attractiveness and help determine a competitive sƚƌĂƚĞŐǇ ƚŽ ͞ĐŽƉĞ 

ǁŝƚŚ ĂŶĚ ŝĚĞĂůůǇ͕ ƚŽ ĐŚĂŶŐĞ ƚŚŽƐĞ ƌƵůĞƐ ŝŶ ƚŚĞ Ĩŝƌŵ͛Ɛ ĨĂǀŽƵƌ͟ ;PŽƌƚĞƌ ϭϵϴϱ ϰͿ͘ 

The field of strategic and organizational management is largely concerned with how firms 

generate and sustain competitive advantage while facilitating strategic change.  Economic 

theory holds that in the normal course (and in the absence of market imperfections) 

abnormal economic rents (monopoly) will get competed away by rivals or new entrants to 

an industry.  One view concerning the importance of resources for competitiveness is 

embodied in the resource-based view (RBV) of the firm (Barney 1991).  
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2.4.1        The Resource-Based View (RBV) Theory 

BĂƐĞĚ ŽŶ ƚŚĞ ‘BV͕ Ă Ĩŝƌŵ͛Ɛ ƐƚŽĐŬ ŽĨ ǀĂůƵĂďůĞ͕ ƌĂƌĞ͕ ŝŶŝŵŝƚĂďůĞ ĂŶĚ ŽƌŐĂŶŝǌĂƚŝŽŶĂů ;V‘IOͿ 

resources are a significant source of competitive advantage (Barney 1997).  The RBV 

theory suggests that there can be heterogeneity among firms that allow some of them to 

sustain competitive advantage.  Therefore, the RBV emphasizes strategic choice, and 

ĐŚĂƌŐŝŶŐ ƚŚĞ Ĩŝƌŵ͛Ɛ ŵĂŶĂŐĞŵĞŶt with the important tasks of identifying, developing and 

deploying key resources to maximize returns.  

Helfat, Finkelstein, Mitchell, Peteraf, Singh, Teece and Winter (2007) point out that VRIO 

resources include a wide range of material, human, and functional capabilities through 

which the firm can generate revenue.  In addition, Lichtenstein and Brush (2001 38) 

ŝĚĞŶƚŝĨǇ ǁŚĂƚ ƚŚĞǇ ĚĞƐĐƌŝďĞ ĂƐ ͞ƐĂůŝĞŶƚ ƌĞƐŽƵƌĐĞƐ͟ ĨŽƌ ĨŝƌŵƐ͕ ǁŚŝĐŚ ŝŶĐůƵĚĞ͗ ĐĂƉŝƚĂů͕ 

organizational systems/structures, management know-how, technology, physical 

ƌĞƐŽƵƌĐĞƐ͕ ůĞĂĚĞƌƐŚŝƉ͕ ĐƵůƚƵƌĞ ĂŶĚ ͞ŝŶĨŽƌŵĂů ƐǇƐƚĞŵƐ͘͟  In their conceptual paper, 

Colombo and Piva (2008) argue that VRIO resources are sometimes more specifically 

categorized as financial, physical, human, and organizational resources.  

Human capital delivers functional capabilities (such as accounting, production, R&D) as 

well as the capability to innovate (e.g., original and creative thinking) and the capability to 

solve organizational problems (e.g., insight, analysis and critical thinking skills) (Colombo 

& Piva 2008).  However, Lichtenstein and Brush (2001) and others (Lockett, Cave, Kerr & 

Robinson 2009) contend that while resources are necessary to deliver capability, the RBV 

of competitive advantage is considered too static to explain how firms create new 

capabilities to exploit opportunities within dynamic market environments.  Pfeffer and 
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Salancik (1978) posit that resources are assets to be deployed creatively in order to 

(re)configure opportunities.  

Organizations confronted with changing markets or changing technologies must develop 

ŶĞǁ ĐĂƉĂďŝůŝƚŝĞƐ ƚŽ ĂǀŽŝĚ ƚŚĞ ƉƌŽďůĞŵ ŽĨ ͞ĐŽƌĞ ƌŝŐŝĚŝƚŝĞƐ͟ ;LĞŽŶĂƌĚ-Barton 1994 118), 

which are the opposite of core capabilities.  ͞DǇŶĂŵŝĐ ĐĂƉĂďŝůŝƚŝĞƐ͟ ƚŚƵƐ ƌĞĨĞƌƐ ƚŽ ƚŚĞ 

endogenous ability to create innovative responses to an exogenous changing business 

environment, which can initially seem untenable (Helfat & Peteraf 2003 1001).  A key to 

navigating this duality lies in considering the third area to emerge from the strategic and 

organizational management field: dynamic capability. 

2.4.2        Dynamic Capabilities Theory 

Zahra and George (2002 ϵϭϴͿ ĚĞĨŝŶĞ ĚǇŶĂŵŝĐ ĐĂƉĂďŝůŝƚŝĞƐ ĂƐ ͞ƚŚĞ ĂďŝůŝƚŝĞƐ ƚŽ ƌĞĐŽŶĨŝŐƵƌĞ Ă 

Ĩŝƌŵ͛Ɛ ƌĞƐŽƵƌĐĞƐ ĂŶĚ ƌŽƵƚŝŶĞƐ ŝŶ ƚŚĞ ŵĂŶŶĞƌ ĞŶǀŝƐŝŽŶĞĚ ĂŶĚ ĚĞĞŵĞĚ ĂƉƉƌŽƉƌŝĂƚĞ ďǇ ŝƚƐ 

priŶĐŝƉůĞ ĚĞĐŝƐŝŽŶ ŵĂŬĞƌ;ƐͿ͘͟ HĞůĨĂƚ Ğƚ Ăů ;ϮϬϬϳͿ ƉŽŝŶƚ ŽƵƚ ƚŚĂƚ ƚŚĞ ĞůĞŵĞŶƚ ŽĨ ĚǇŶĂŵŝĐ 

capabilities that involves shaping the market environment is entrepreneurial in nature. 

The entrepreneurial capabilities can be harnessed to continuously create, extend, 

uƉŐƌĂĚĞ͕ ƉƌŽƚĞĐƚ͕ ĂŶĚ ŬĞĞƉ ƌĞůĞǀĂŶƚ ƚŚĞ ĞŶƚĞƌƉƌŝƐĞ͛Ɛ ƵŶŝƋƵĞ ĂƐƐĞƚ ďĂƐĞ͘ TĞĞĐĞ ;ϮϬϬϳ 

1346) points out that dynamic capabilities reside in large measure with the top 

management team, but such action is not confined to large enterprises; it resides in 

͞ƐƚĂƌƚ-uƉƐ͟ ĂŶĚ Ăƚ ƚŚĞ ŝŶĚŝǀŝĚƵĂů ůĞǀĞů ŝŶ ͞ŝŶĚŝǀŝĚƵĂů-ŽǁŶĞĚ͟ ĞŶƚĞƌƉƌŝƐĞƐ ;ŝ͘Ğ͕͘ “MEƐͿ͘  

TŽĚŽƌŽǀĂ ĂŶĚ DƵƌŝƐŝŶ͛Ɛ (2007; Appendix p. 164) conceptual framework advances the idea 

that dynamic capability is the antecedent to the concept of absorptive capacity and 

absorptive capacity is the antecedent to the concept of individual absorptive capacity, 

and this articulation drives much of the focus found in this research.  
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2.4.3.        Absorptive Capacity Theory 

TĞĞĐĞ͛Ɛ ;ϮϬϬϳ ϭϯϮϯͿ theoretical paper defines absorptive capacity as individual or 

ĞŶƚĞƌƉƌŝƐĞ ͞ŝŶƚĂŶŐŝďůĞ ƌĞƐŽƵƌĐĞƐ ŽĨ ƉĂƐƚ ĞǆƉĞƌŝĞŶĐĞ͕ ŬŶŽǁůĞĚŐĞ ;ďĞŚĂǀŝŽƵƌͿ͕ ĂŶĚ 

cognition (learning up to the current moment) to recognize the value of new information, 

assimilate it, and commercially utilize it to benefit the indiviĚƵĂů ĂŶĚͬŽƌ ĞŶƚĞƌƉƌŝƐĞ͘͟ 

Absorptive capacity theory provides a conceptual framework for hypothesizing the 

mediating and/or moderating role of managerial cognitive capacity in the relationships 

between dynamic capabilities of owner/managers and organizational performance (Helfat 

& Peteraf 2014; Teece 2007).  Cohen and Levinthal (1990), in seeking to explain individual 

absorptive capacity, referenced and used tools from the cognitive psychology literature. 

Cohen and Levinthal (Ibid. 128) were the first to use ƚŚĞ ƚĞƌŵ ͞ŝŶĚŝǀŝĚƵĂů ĂďƐŽƌƉƚŝǀĞ 

ĐĂƉĂĐŝƚǇ͟ ƚŽ ƌĞĨĞƌ ƚŽ ƚŚĞ ŝŶĚŝǀŝĚƵĂůΖƐ ĐŽŐŶŝƚŝǀĞ ďĂƐŝƐ ĨŽƌ ƵƚŝůŝǌŝŶŐ ŚŝƐ Žƌ ŚĞƌ ƉƌŝŽƌ ĞǆƉĞƌŝĞŶĐĞ 

and prior related knowledge to recognize new opportunities for new information (at least 

information that is new to him or her), understand it, and benefit from it in some way.  

This suggests that individual absorptive capacity plays a significant role in the 

development of absorptive capacity theory and understanding of dynamic capabilities. 

Helfat and Peteraf's (2014) conceptual treatment of the role of owner/managers has 

argued that individual cognition is vital to the advancement of dynamic capabilities. 

Despite this, with the exception of Park, Suh and Yang (2007) and Ko, Kirsch and King 

(2005), few studies have paid attention to the effects of individual absorptive capacity on 

individual performance in the SME.  Park, Suh and Yang (2007) have demonstrated that 

ŝŶĚŝǀŝĚƵĂů ƵƐĞƌƐ͛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ ŚĂƐ ƉůĂǇĞĚ Ă ƐŝŐŶŝĨŝĐĂŶƚ ƌŽůĞ ŝŶ ŝŶĨůƵĞŶĐŝŶŐ ŚĞƌͬŚŝƐ 

performance when using enterprise resource planning (ERP) within the workplace.  The 
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authors (Ibid.Ϳ ŚĂǀĞ ĚĞƐĐƌŝďĞĚ ĂŶ ŝŶĚŝǀŝĚƵĂů ƵƐĞƌ͛Ɛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ ĂƐ ƚŚƌĞĞ 

components: understanding, assimilating, and applying the knowledge in the ERP system. 

Additionally, Park et al (2007) have suggested that organizational support can moderate 

the relationship between the user and her or his ERP usage.   

 OƚŚĞƌ ƐƚƵĚŝĞƐ ŚĂǀĞ ĞǆĂŵŝŶĞĚ ƚŚĞ ĞĨĨĞĐƚ ŽĨ ĂŶ ŽƌŐĂŶŝǌĂƚŝŽŶ͛Ɛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ ŽŶ 

organization performance, including the adoption of a new technology (Venkatesh 2014; 

Venkatesh & Davis 2000), the transfer of technological knowledge (Reagans & McEvily 

2003), the development of new products (Stock, Greis & Fischer 2001), and organizational 

learning (Lane, Salk & Lyles 2001; Lane & Lubatkin 1998).  

BoynƚŽŶ͕ )ŵƵĚ ĂŶĚ JĂĐŽďƐ ;ϭϵϵϰͿ ŚĂǀĞ ĂƐƐĞƌƚĞĚ ƚŚĂƚ Ă Ĩŝƌŵ͛Ɛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ ƉƌŽǀŝĚĞƐ 

the theoretical basis for comprehensive understanding of its usage of Information 

Systems (IS).  Zahra and George (2002) have offered the following two suggestions: firstly, 

absorptive capacity is an important factor for an organization to implement new IS 

successfully, and secondly, both organization-level prior knowledge and management 

support are critical.  

Individual absorptive capacity, however, does play a significant role in the recognition and 

acquisition of new knowledge process. Using the perspective of absorptive capacity 

theory, this paper develops a conceptual framework (Figure 1, following page) to explore 

ƚŚĞ ďĞŶĞĨŝƚƐ ŽĨ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ ƵƐĞ ŽĨ Žnline technologies.  For instance, this study 

considers what causes or originates the relationship between individual absorptive 

capacity (IAC) and individual performance in the SME (IPSME) and how this is the case.  
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2.4.4         A Conceptual Framework: Individual Performance in the SME (IPSME) 
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From where does absorptive capacity come? A number of scenarios can contribute to 

existing knowledge gained over time, such as business relationships (Lichtenstein 2001); 

prior employment environments and situations (Baker 2003); education, training, 

volunteerism and/or life experience (Leonard-Barton 1994); social networks (friends, 

family, neighbours, colleagues and so on) (Jenssen & Koenig 2002); and customer and 

supplier networks (Boussouara 2002). 

What areas does existing theory span? Absorptive capacity spans theories of learning, 

innovation, managerial cognition, the knowledge-based view of the firm, dynamic 

capabilities, and coevolutionary theories (Volberda, Foss & Lyles 2010).  One view of 

ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ ŝƐ ĞŵďŽĚŝĞĚ ŝŶ ĐŽŐŶŝƚŝǀĞ ĂŶĚ ďĞŚĂǀŝŽƵƌĂů ƐƚƵĚŝĞƐ ĂďŽƵƚ ͞ůĞĂƌŶŝŶŐ Ăƚ 

ƚŚĞ ŝŶĚŝǀŝĚƵĂů ůĞǀĞů͟ ;CŽŚĞŶ Θ LĞǀŝŶƚŚĂů ϭϵϵϬ ϭϯϭͿ͘  Why the view at the individual level? 

Cohen & Levinthal (1990) point out that absorptive capacity is a multidimensional, 

multilevel construct and should be studied at the individual, firm, and interfirm levels of 

analysis; outside sources of knowledge are often critical to the innovation process, 

whatever the level at which the innovating unit is defined.  

Of the levels of analysis, the majority of empirical studies on absorptive capacity address 

either the firm level (Cohen & Levinthal 1990; Volberda 2010) or team level (Huber 1991; 

Tsai 2001).  While yielding a great deal of applicable data, there is less effort made to 

focus on an analysis by addressing absorptive capacity at the individual level.  This study 

considers whether cognitive theory of learning influences individual absorptive capacity 

and how this is the case.    
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Why the focus on whether cognitive theory of learning influences individual-level 

absorptive capacity?  First, the premise of the concept of absorptive capacity is that the 

organization needs prior related knowledge and experience to assimilate and use new 

knowledge.  Studies in the area of cognitive and behavioural sciences at the individual 

level both justify and enrich this observation.  The academic literature on memory 

development suggests that accumulated prior related knowledge increases both the 

ability to put new knowledge into memory ʹ what would be referred to as the acquisition 

of knowledge ʹ and the ability to recall and use it.  Second, with respect to acquisition of 

knowledge, Bower and Hilgard (1981) have suggested that memory development is self-

reinforcing in that the more objects, patterns, and concepts that are stored in memory, 

the more readily is new information about these constructs acquired and the more facile 

is the individual in using them in new settings.  

Some psychologists have suggested that prior knowledge enhances learning because 

memory (the storage of knowledge) is developed by associative learning in which events 

are recorded into memory by establishing linkages with pre-existing concepts.  Thus, 

Bower and Hilgard (1981) have suggested that the breadth of categories into which prior 

related knowledge is organized, the differentiation of those categories, and the linkages 

across them permit individuals to make sense of and subsequently acquire new 

knowledge.  

Third, in the context of learning to use social media in the workplace, Anderson and 

Schwager (2004) suggested the problem in learning the process is not a result of lack of 

exposure to it but that to understand, for example, which buttons on the computer will 

give the outcome you have in mind (e.g., send a text to a supplier, view a training video 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

44 

 

on YouTube), much more information is needed than just exposure to the process: a 

sufficient amount of knowledge must first be accumulated. The same logic applies to the 

use of mobile devices.  

Indeed, the buttons on a mobile device represent words of vocabulary ʹ a set of 

structures within the memory system ʹ so the structures (knowledge) must exist before 

the buttons can be considered understood.  Anderson and Schwager (2004) have further 

suggested that knowledge may be nominally acquired but not well utilized subsequently 

because the individual did not already possess the appropriate contextual knowledge 

necessary to make the new knowledge fully intelligible.    

Fourth, in their study of opportunity recognition, Baron and Ensley (2006) show that 

ĞǆƉĞƌŝĞŶĐĞĚ “ME ŽǁŶĞƌƐ͛ ŽƉƉŽƌƚƵŶŝƚǇ ƌĞĐŽŐŶŝƚŝŽŶ͕ ĂƐƐŝŵŝůĂƚŝŽŶ͕ ĂŶĚ ĐŽŵŵĞƌĐŝĂů 

utilization is richer than novice SME owners.  This raises an interesting question: How 

does opportunity recognition at the individual level of SME owner occur?  One view about 

this occurrence is found in the importance of discernment and is embodied in the 

͞ĐŽŐŶŝƚŝǀĞ ƉƌŽĐĞƐƐ ŽĨ ŝŶĚŝǀŝĚƵĂů ĂĐƚŽƌƐ͟ ;GƌĠŐŽŝƌĞ͕ BĂƌƌ Θ “ŚĞƉŚĞƌĚ ϮϬϭϬ ϰϭϱͿ͘  

Grégoire, Barr & Shepherd (2010) explain that when an individual encounters a new 

object, generally her or his first instinct is to discern whether anything in this new object 

resembles anything s/he has seen before (e.g., is the new information about new 

conditions in industry?  Is it a new technology?  Could its use lead to increased individual 

performance?  Could it lead to other forms of individual gain?).  The individual then 

mentally builds on the similarities s/he observes to better understand the new object, 

utilizes the knowledge, identifies a course of action, and either applies the knowledge 
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toward a beneficial purpose or declines to apply the knowledge and lets the opportunity 

pass.  Therefore, opportunity recognition can be considered part of the cognition process.  

Easterby-Smith and Prieto (2008) assert that learning (i.e., cognition) processes have an 

integrative influence that can lead the SME owner to innovative use of resources in 

dynamic environments.  Zahra, Sapienza and Davidsson (2006) suggest that individual 

cognitive processes are central to the development and application of dynamic 

capabilities, while Ambrosini and Bowman (2009) propose individual cognition as a 

dynamic capability.  HĞůĨĂƚ ĂŶĚ PĞƚĞƌĂĨ͛Ɛ ;ϮϬϭϰ ϱͿ ĐŽŶĐĞƉƚƵĂů ƉĂƉĞƌ ĚƌĂǁƐ ĨƌŽŵ 

organizational management, psychology, and strategic management to introduce the 

ƚĞƌŵ ͞ŵĂŶĂŐĞƌŝĂů ĐŽŐŶŝƚŝǀĞ ĐĂƉĂďŝůŝƚǇ͟ ƚŽ ŵĞĂŶ ͞ƚŚĞ ĐĂƉĂĐŝƚǇ ŽĨ ƚŚĞ ŝŶĚŝǀŝĚƵĂů 

owner/manager to obtain knowledge through thought, experience, and the senses for the 

purpose of performing mental activities for the long-ƌƵŶ͘͟  Therefore, although different 

descriptions are used, the definition put forth by Grégoire, Barr & Shepherd (2010) is 

ƐŝŵŝůĂƌ ŝŶ ĐŽŶĐĞƉƚ ƚŽ HĞůĨĂƚ ĂŶĚ PĞƚĞƌĂĨ͛Ɛ ;ϮϬϭϰͿ ĚĞĨŝŶŝƚŝŽŶ͘  Both opportunity recognition 

and performing mental activities can be considerĞĚ ƉĂƌƚ ŽĨ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ ĐŽŐŶŝƚŝŽŶ 

process.  

AŶŽƚŚĞƌ ǀŝĞǁ ĂďŽƵƚ ƚŚĞ ŝŵƉŽƌƚĂŶĐĞ ŽĨ ĚŝƐĐĞƌŶŵĞŶƚ ŝƐ ĞŵďŽĚŝĞĚ ŝŶ ƚŚĞ ƚĞƌŵ ͞ŝŶƚĂŶŐŝďůĞ 

ƌĞƐŽƵƌĐĞƐ͟ ǁŚŝĐŚ WĂůƚŽŶ and Dawson (2001 ϰͿ ĚĞĨŝŶĞĚ ĂƐ ͞ĞŵĞƌŐĞŶƚ͕ ƵŶƚŽƵĐŚĂďůĞ͕ 

ŝŶǀŝƐŝďůĞ ǇĞƚ ĐĂƉĂďůĞ ŽĨ ďĞĐŽŵŝŶŐ ǀŝƐŝďůĞ͘͟  Two examples of intangible resources are 

influence and reputation. Intangible resources allow the individual to contribute vital 

resources to the SME.  WĂůƚŽŶ͛Ɛ ;IďŝĚ͘Ϳ ĚĞĨŝŶŝƚŝŽŶ ŽĨ ŝŶƚĂŶŐŝďůĞ ƌĞƐŽƵƌĐĞƐ ŝƐ ƐŝŵŝůĂƌ ŝŶ 

concept when compared to Helfat and PeƚĞƌĂĨ͛Ɛ ;ϮϬϭϰͿ ĚĞĨŝŶŝƚŝŽŶ͗ ŝͿ ŝŶĚŝǀŝĚƵĂů ĞǆƉĞƌŝĞŶĐĞ 

(past and present), ii) innovation (such as a new idea, method or use) and iii) past 
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knowledge (such as awareness, information or skills). To Helfat and Peteraf (2009) all 

three constructs are vital to the internal workings of most SMEs. 

Schmidt & Keil (2013) explain that individual absorptive capacity can be understood to be 

both internal within the individual and external in the fact that an SME owner will have 

had relatively similar experiences, an awareness of innovation, and familiar knowledge 

suitable to the enterprise, yet the individual will access information on a situation-by-

situation basis in order to assess the market position relative to the factors within the 

“ME ĂŶĚͬŽƌ ƚŚĞ ĐƵƐƚŽŵĞƌƐ͛ ĚĞŵĂŶĚ for resource output (Hamaker 2007).  Teece (2007 

1343) claims that individual absorptive capacity can originate from the cognitive and 

ĐƌĞĂƚŝǀĞ ;͞ƌŝŐŚƚ ďƌĂŝŶ͟Ϳ ĐĂƉĂĐŝƚŝĞƐ ŽĨ ŝŶĚŝǀŝĚƵĂůƐ͘  

“ƚƵĚŝĞƐ ĨŝŶĚ ƐƵƉƉŽƌƚ ĨŽƌ “ME ŽǁŶĞƌƐ͛ ĂďŝůŝƚǇ ƚŽ ŝŶƚĞŐƌĂƚĞ ĚŝƐƉĂƌĂƚĞ bits of information 

(endogenous), objectively assess the business climate (exogenous), and use social media ʹ 

the Internet-based and/or mobile technologies  (Kaplan & Haenlein 2010) ʹ to send the 

bits of (often vital) content in real-time to networked individuals within the SME and /or 

the customers (Kraaijenbrink 2010; Priem & Cycyota 2001).  

The empirical study by Lane and Lubatkin (1998) of prior-related knowledge at the 

individual level finds support for individual absorptive capacity as a construct.  Further, 

Reagans and McEvily (2003) provide evidence that the individual absorbs knowledge 

more easily when s/he already has some common knowledge of a field or industry in 

terms of past experience, training, or background characteristics. 

Grégoire, Barr & Shepherd (2010) draw from strategic and organizational management 

research to propose that the discernment of opportunity-relevant patterns involves the 

process of obtaining knowledge through thought, experience, and the senses in effort to 
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consider the resemblance between the information that is new to the individual 

compared to what is already known by the individual.   

AƐ Ă ƚĞŶƚĂƚŝǀĞ ĂŶƐǁĞƌ ƚŽ ƚŚĞ ƋƵĞƐƚŝŽŶ͕ ͞WŚĂƚ ŝƐ ŝŶĚŝǀŝĚƵĂů ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ͍͟ CŽŚĞŶ 

and Levinthal (1990 131) offer the following definition:  

 The ability of the individual to apply prior experience, knowledge 

(behaviour), and/or cognition (learning) in order to pursue a new 

opportunity, and make sense of signals of change (e.g., new information 

about new conditions) to form beliefs regarding whether or not enacting a 

course of action to address this change could lead to net benefits (for 

instance, in terms of increased individual performance, profits, growth, 

competitive jockeying, and/or other forms of individual or enterprise 

gains). 

2.5        A Review of the Term Entrepreneur/Entrepreneurship  

WŚĂƚ ĚŽĞƐ ƚŚĞ ƚĞƌŵ ͞ĞŶƚƌĞƉƌĞŶĞƵƌƐŚŝƉ͟ ŵĞĂŶ͍ HŝƐƚŽƌŝĐĂůůǇ͕ ĞŶƚƌĞƉƌĞŶĞƵƌƐŚŝƉ ŚĂƐ Ăƚ ůĞĂƐƚ 

two meanings.  First, entrepreneurship refers to owning and managing a business, which 

Sternberg and Wennekers (2005) suggest is the occupational notion of entrepreneurship. 

Second, entrepreneurship refers to entrepreneurial behaviour in the sense of seizing an 

economic opportunity; this is the behavioural notion of entrepreneurship (Acs 2006).  The 

entrepreneƵƌ͕ ƚŚĞƌĞĨŽƌĞ͕ ŝƐ ͞ƐŽŵĞŽŶĞ ǁŚŽ ƐƉĞĐŝĂůŝǌĞƐ ŝŶ ŵĂŬŝŶŐ ũƵĚŐŵĞŶƚĂů ĚĞĐŝƐŝŽŶƐ 

ĂďŽƵƚ ƚŚĞ ĐŽŽƌĚŝŶĂƚŝŽŶ ŽĨ ƐĐĂƌĐĞ ƌĞƐŽƵƌĐĞƐ͟ ;CĂƐƐŽŶ ϮϬϬϯ ϮϮϲͿ͘  TŚĞ ƚĞƌŵ ͞ƐŽŵĞŽŶĞ͟ 

ĞŵƉŚĂƐŝǌĞƐ ƚŚĂƚ ƚŚĞ ĞŶƚƌĞƉƌĞŶĞƵƌ ŝƐ ĂŶ ŝŶĚŝǀŝĚƵĂů͖ ƚŚĞ ƚĞƌŵ ͞ũƵĚŐŵĞŶƚĂů͟ ŝŵƉůŝĞƐ ƚŚĂƚ ƚŚĞ 

decision is likely not simply a routine application of a standard rule (Ibid.).  
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The idea that the perception of opportunities is subjective, but opportunities are 

objective, has a long history going back to von Mises (1920) and Knight (1921) in the 

theory of entrepreneurship.  Interestingly, Knight (Ibid.) argues that the entrepreneur is 

the prime mover in the economic development of a country and her/his function is to 

innovate.  IŶ “ĐŚƵŵƉĞƚĞƌ͛Ɛ ;ϭϵϯϰͿ͕ ǀŝĞǁ ƚĞĐŚŶŝĐĂů ƐŬŝůůƐ ĂŶĚ ĞǆƉĞƌƚŝƐĞ ĂƌĞ ŝŵƉŽƌƚĂŶƚ ĂŶĚ 

the exercise of intuition and strategy are particularly important.  Hayek (1937) made the 

distinction between risk, which is objective, and uncertainty, which is subjective, and 

identified uncertainty-bearing as the economic function of the entrepreneur.  Kirzner 

(1973) stressed how the entrepreneur recognizes disequilibrium and takes advantage of 

it, and in doing so puts into place the mechanism by which the economy moves back 

toward equilibrium.  Shackle (1972) points out that the entrepreneur is a maker of 

history, and is guided in making it by her or his judgment of possibilities within the 

environment and not by a calculation of certainties.  

IŶ CĂƐƐŽŶ͛Ɛ ;ϮϬϬϯͿ ǀŝĞǁ͕ ĞŶƚƌĞƉƌĞŶĞƵƌƐŚŝƉ ŝƐ ǁŚĂƚ ŽĐĐƵƌƐ Ăƚ ƚŚĞ ŝŶƚĞƌƐĞĐƚŝŽŶ ŽĨ ŚŝƐƚŽƌǇ 

and technology.  This leads to two further concepts of entrepreneurship: First is the stock 

of technical knowledge; i.e., codified language and knowledge (Schumpeter 1934). Second 

is the technology opportunity set (Casson 2003), which consists of all remaining 

unexploited opportunities.  Entrepreneurial investment in new knowledge can increase 

ƚŚĞ ƚĞĐŚŶŽůŽŐǇ ŽƉƉŽƌƚƵŶŝƚǇ ƐĞƚ ĂŶĚ ƐŚĂƌƉĞŶ ƚŚĞ ĞŶƚƌĞƉƌĞŶĞƵƌ͛Ɛ ĞǆĞƌĐŝƐĞ ŽĨ ŝŶƚƵŝƚŝŽŶ͕ 

strategy and judgment.  

IŶ ĂŶƐǁĞƌŝŶŐ ƚŚĞ ƋƵĞƐƚŝŽŶ͕ ͞WŚĂƚ ĚŽĞƐ ĞŶƚƌĞƉƌĞŶĞƵƌƐŚŝƉ ŵĞĂŶ͍͟ entrepreneurship can 

mean ƚŚĞ ͞ĂĐƚŝǀŝƚǇ ƚŚĂƚ ŝŶǀŽůǀĞƐ ƚŚĞ ĚŝƐĐŽǀĞƌǇ͕ ĞǀĂůƵĂƚŝŽŶ ĂŶĚ ĞǆƉůŽŝƚĂƚŝŽŶ ŽĨ 

opportunities by an individual within the existing economic, political, and social 
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ĞŶǀŝƌŽŶŵĞŶƚƐ ŽĨ Ă ĐŽƵŶƚƌǇ͟ ;AĐ ϮϬϬϲ ϭϯͿ͘  For potential entrepreneurs, the decision 

whether to start a business is also influenced by additional characteristics within the 

existing business environment.  Levie, Hart & Bonner (2014 103) refer to the conditions as 

ƐĞĞŶ ŝŶ ƚŚĞ ͞EŶƚƌĞƉƌĞŶĞƵƌŝĂů FƌĂŵĞǁŽƌŬ CŽŶĚŝƚŝŽŶƐ͕͟ ŝŶ ƚŚĞ GůŽďĂů EŶƚƌĞƉƌĞŶĞƵƌƐŚŝƉ 

Monitor Conceptual Model (GEM, 2006) (Figure 1).  

2.5.1        Global Entrepreneurship Monitor (GEM) Conceptual Model 

                Figure 1 

 

Source: Global Entrepreneurship Monitor (GEM) (2006)  

  

The next consideration is to see what other positive benefits individually owned SMEs 

contribute to the UK economy, and in what way(s) these benefits are contributed.  
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2.6    A Review of SMEs Beneficial Contributions to the UK Economy 

What are some beneficial contributions made by SMEs to the UK economy?  What other 

positive effects do individually owned small enterprises contribute in the UK?  One 

perspective in entrepreneurial research by Venkataraman (1997) and Hayek (1945 121) 

ƉĞƌƐŽŶŝĨŝĞƐ ƚŚĞ ĞĨĨĞĐƚƐ ĂƐƐŽĐŝĂƚĞĚ ǁŝƚŚ ͞ŽƉƉŽƌƚƵŶŝƚŝĞƐ ĂŶĚ ĞŶƚĞƌƉƌŝƐŝŶŐ ŝŶĚŝǀŝĚƵĂůƐ͘͟  

Hayek (1945) specifically referred to day-to-day knowledge (and not necessarily to 

scientific knowledge), such as that associated with particular occupations; i.e., resources 

that are lying fallow, a better way of doing a particular job, the learning of a new 

technology, the discovery of a breakthrough in the laboratory that leads to a new 

technique, and the existence of a need in a particular segment of society.  The key is that 

ƚŚŝƐ ŬŶŽǁůĞĚŐĞ ŝƐ ĚŝƐƉĞƌƐĞĚ ŝŶ ƚŚĞ ĞĐŽŶŽŵǇ ĂŶĚ ŝƐ ŶŽƚ Ă ͞ŐŝǀĞŶ͟ ;VĞŶŬĂƚĂƌĂŵĂŶ ϭϵϵ7 

ϭϮϮͿ͕ ŶŽƌ ŝƐ ŝƚ Ăƚ ĞǀĞƌǇŽŶĞ͛Ɛ ĚŝƐƉŽƐĂů͘  Only a few people know about a particular scarcity, 

or a new innovation, or a particular resource not being put to best use.  The critical factor 

here is that some individuals discover some opportunities and others do not.     

Why do some individuals recognize opportunities and not others?  One answer from 

Venkataraman (1997) is that individuals recognize those opportunities related to 

information they already possess.  IŶ “ŚĂŶĞ͛Ɛ ;ϮϬϬϬͿ ƉĞƌƐƉĞĐƚŝǀĞ͕ ƚŚŝƐ ŬŶŽǁůĞĚŐĞ is 

ƚǇƉŝĐĂůůǇ ŝĚŝŽƐǇŶĐƌĂƚŝĐ ďĞĐĂƵƐĞ ŝƚ ŝƐ ĂĐƋƵŝƌĞĚ ƚŚƌŽƵŐŚ ĞĂĐŚ ŝŶĚŝǀŝĚƵĂů͛Ɛ ŽǁŶ ĐŝƌĐƵŵƐƚĂŶĐĞƐ͕ 

including occupation, on-the-job routines, social relationships, and daily life.  Nelson and 

Winter (1982) suggest that because information is often distributed through an 

unpredictable, random process, some individuals may possess information through blind 

luck that others do not have.  As a result, at any given time only some individuals, and not 

others, will know about particular customer problems, market characteristics, innovative 
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uses for technology, or the ways to create particular products or services.  It is this 

particular knowledge Kirzner (1985) points out, obtained in what Narayanan (2001 121) 

ƌĞĨĞƌƐ ƚŽ ĂƐ Ă ƉĂƌƚŝĐƵůĂƌ ͞ŬŶŽǁůĞĚŐĞ ĐŽƌƌŝĚŽƌ͟ ǁŚŝĐŚ ĐĂŶ ůead to opportunities for the 

individual SME owner to consider how it might be applied within her or his firm.  

Roberts (1991) holds the view that prior information (whether developed from work 

experience, education, or other means) influences the individuaů͛Ɛ ĂďŝůŝƚǇ ƚŽ ĐŽŵƉƌĞŚĞŶĚ͕ 

extrapolate, interpret, and apply new information in ways that those individuals lacking 

that prior information cannot replicate.  The perspective held by Grégoire, Barr and 

“ŚĞƉŚĞƌĚ ;ϮϬϭϬͿ ŝƐ ƚŚĂƚ ŝƚ ŝƐ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ ƉƌŝŽƌ ĞǆƉerience, knowledge, and cognition 

that may allow ʹ or hinder ʹ her/his capacity to recognize opportunities.  These capacities 

to recognize, build upon, and integrate opportunities and subsequently reconfigure and 

competitively reposition individual or organizational resources and capabilities are 

ĚĞĨŝŶĞĚ ďǇ HĞůĨĂƚ ĂŶĚ PĞƚĞƌĂĨ ;ϮϬϭϰ ϮͿ ĂƐ ͞ŵĂŶĂŐĞƌŝĂů ĐŽŐŶŝƚŝǀĞ ĐĂƉĂĐŝƚǇ͘͟  Additionally, 

HĞůĨĂƚ ĂŶĚ PĞƚĞƌĂĨ ;IďŝĚ͘Ϳ ĞǆƉĂŶĚ ŽŶ ǁŚĂƚ TĞĞĐĞ ;ϮϬϬϳ ϭϯϮϮͿ ƌĞĨĞƌƐ ƚŽ ĂƐ ͞ƐĞŶƐŝŶŐ-seizing-

ƌĞĐŽŶĨŝŐƵƌŝŶŐ͟ ĂĐƚŝǀŝƚŝĞƐ ǁŝƚŚ ƌĞŐard to whether or not the enterprise owner perceives the 

particular day-to-day knowledge acquired through the aforementioned knowledge 

corridor could lead to potential benefits (e.g., in terms of increased individual 

performance, competitive jockeying, and/or other forms of individual gain).  

2.7        Benefits of Adoption of Online Technologies by Large Corporations    

The use of online technologies is having a profound benefit on how corporations 

formulate their business strategies and business aims.  For instance, the global company 

Siemens AG wanted to encourage world-wide discussion and knowledge transfer of its 

business objectives. Initially, microblogging was implemented within one particular 
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ĚŝǀŝƐŝŽŶ ŽĨ “ŝĞŵĞŶƐ͛ ŐůŽďĂů ƐĂůĞƐ ĨŽƌĐĞ ŝŶ ŽƌĚĞƌ ƚŽ ĨĂĐŝůŝtate learning. The implementation 

was successful.  TŚŝƐ ƉĂǀĞĚ ƚŚĞ ǁĂǇ ĨŽƌ ƚŚĞ ŵĞŵďĞƌƐ ŽĨ “ŝĞŵĞŶƐ͛ ŐůŽďĂů ĐŽŵŵƵŶŝƚǇ ƚŽ 

positively support one another whilst facilitating the business objectives in a highly 

competitive environment (Müeller & Stocker 2011).  In short, one division of the sales 

force did it first, to facilitate learning.  AŶĚ ƚŚĞŶ ƚŚĞ “ŝĞŵĞŶƐ͛ ŐůŽďĂů ĐŽŵŵƵŶŝƚǇ ĂĚŽƉƚĞĚ 

the practice, because it worked so well.  

Adoption of online technologies by large organizations has increased steadily over the 

past few years, with approximately 87% of Fortune 100 companies employing at least one 

major social platform to communicate with stakeholders (Burson-Marsteller 2012).   For 

instance, Guinan, Parise and Rollag (2014) point out that Telepresence technology is used 

by the high-tech firm Cisco to stream the live company presentations and discussions 

directly to desktops, as well as record them for later access via video on demand.  Cisco 

was able to quickly gain acceptance and use of the online technologies, and rapidly 

integrated them into its work processes.  

Bughin, Chui and James (2012) suggest that social media use can improve productivity 

and customer engagement.  Hanna, Rohm, and Crittenden (2011) assert that by linking 

the use of social media to the corporate goals, an organization can generate significant 

adoption and use, and become more innovative and productive, within a reasonable 

timeframe.  Fenwick, Leaver, Paderni and Blackburn (2011) claim that social platforms 

such as Jive, Facebook, and Twitter and social tools such as blogs, wikis and 

bookmarking/tagging radically change the ways in which organizations successfully 

collaborate with employees.  GƵŝŶĂŶ͕ PĂƌŝƐĞ ĂŶĚ ‘ŽůůĂŐ͛Ɛ ;ϮϬϭϰͿ ƌĞƐĞĂƌĐŚ ŚĂƐ ƐŚŽǁŶ ƚŚĂƚ 

online technologies can transform the way organizations work because the technology is 
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built around improving relationships as well as heightening efficiencies.   For instance, the 

global automobile company Toyota created a vision for adoption of online technologies 

that put collaborative efforts at the centre of their go-to-market strategies.  When Toyota 

built extensive usage of social media technologies throughout the organization as part of 

its business strategy, it benefited by being more responsive to employees and consumers, 

and more innovative and competitive (Guinan, Parise & Rollag 2014).  

Kaplan & Haenlein (2010) point out that collaborative projects are trending toward 

becoming the main source of information and providing unique opportunities for 

employees.  For instance, Finnish handset manufacturer Nokia uses internal wikis to 

update employees on project status and to trade ideas; wikis are actively used by about 

20% of its 68,000 staff members (Ibid.).  Likewise, American computer software company 

Adobe Systems maintains a list of bookmarks to company-related websites and 

conversations on Delicious.  Automotive giant General Motors maintains a company blog 

to update employees, customers, and shareholders on developments the corporation 

considers to be important.  Discount Car Rental has greatly expanded its presence on 

Twitter to directly address customer complaints (Grégoire, Salle & Tripp 2015).   

How do other organizations begin adopting online technologies?  First, Guinan, Parise, 

and Rollag (2014) found that many successful companies use one of three strategies to 

facilitate the adopting online technologies. (Figure 2, below). 
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Figure 2.         Adoption of Online Technologies by Large Organizations  

 

 
(Source: Adapted from Guinan, Parise & Rollag 2014 339) 

 
As illustrated in Figure 2, some organizations start from the bottom, relying on finding 

and enabling young experimenters to use social technologies to enhance their individual 

productivity. Other companies start with a middle-out approach, finding and helping 

corporate entrepreneurs to use social media to improve collaboration and cooperation on 

teams and projects. Finally, other companies find enlightened executives who are open to 

new technology and the potential of social technologies to strengthen their organizational 

culture.  

2.8        Benefits of adoption of online technologies by employees  

Enlightened executives are able to see the potential of social media use to help reinforce 

business strategy.  MŽƐƚ ŵĂŶĂŐĞƌƐ ƌĞĐŽŐŶŝǌĞ ƚŚĂƚ ŝŶ ƚŽĚĂǇ͛Ɛ ĐŽŵƉĞƚŝƚŝǀĞ͕ ŐůŽďĂů ĞĐŽŶŽŵǇ͕ 

companies that survive will be the ones that can find the most effective ways for 

employees, customers, suppliers, and other key stakeholders to engage and collaborate 

with each other for mutual success.  Given that most of these groups are increasingly 

scattered across continents and time zones, and most are connected through electronic 

communication, online technologies might inevitably become a critical part of how 

executives and managers can stay competitive and remain successful in an increasingly 

technological world.  
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What are other benefits of adoption of online technologies by employees?  In answering 

this question and referring to Figure 2 (above), there are at least three perspectives to 

ĐŽŶƐŝĚĞƌ͕ ĚĞƉĞŶĚŝŶŐ ŽŶ ƚŚĞ ĐŽŵƉĂŶǇ͛Ɛ ŵŝƐƐŝŽŶ͕ ǁŽƌŬ ƉƌŽĐĞƐƐ͕ ĐƵlture, and industry.  First, 

͚ǇŽƵŶŐ ĞǆƉĞƌŝŵĞŶƚĞƌ͛ ƌĞĨĞƌƐ ƚŽ ƚŚĞ ŶĞǁĞƌ͕ ǇŽƵŶŐĞƌ ŵĞŵďĞƌƐ ŽĨ ƚŚĞ ŽƌŐĂŶŝǌĂƚŝŽŶ͕ ǁŝƚŚ 

ůĞƐƐ ƚŚĂŶ ϳ ǇĞĂƌƐ͛ ǁŽƌŬ ĞǆƉĞƌŝĞŶĐĞ͕ ƚǇƉŝĐĂůůǇ ĨŽƵŶĚ ŝŶ ůŽǁĞƌ ůĞǀĞůƐ ŽĨ ƚŚĞ ĐŽŵƉĂŶǇ ŝŶ 

either individual contributor or first-level manager roles (Guinan, Parise & Rollag 2014 

339).  Most young experimenters already use similar social technologies in their personal 

lives, so adoption of them in their professional lives at their workplace is natural and the 

ease of use is strong (Venkatesh, Thong & Xu 2012).   

Palfrey and Gasser (2008) assert that young experimenters have experienced the benefits 

of social technologies in keeping themselves connected with family and friends and are 

resultantly more confident and less sceptical about their potential value in the workplace. 

Further, young experimenters typically require less training: having used social media at 

home and school, they are familiar with the basics of establishing online profiles, inviting 

and accepting individuals into their network, posƚŝŶŐ ŝŶĨŽƌŵĂƚŝŽŶ͕ ĂŶĚ ͚ĨŽůůŽǁŝŶŐ͛ ŽƚŚĞƌƐ 

(Guinan, Parise & Rollag 2014 339).  Young experimenters have experience and 

knowledge from participating in online interest groups, forums, and discussion boards 

outside of work; and they know how to find and comment on information in blogs, wikis, 

and other social spaces. Finally, given that young experimenters often already possess 

social media expertise, they have an incentive to leverage such skills toward 

demonstrating their value to the organization and increasing their visibility (Palfrey & 

Gasser 2008).    
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“ĞĐŽŶĚ͕ ͚ĐŽƌƉŽƌĂƚĞ ĞŶƚƌĞƉƌĞŶĞƵƌ͛ ƌĞĨĞƌƐ ƚŽ ƚĞĐŚ-savvy middle managers who not only 

recognize the potential benefit of the technologies, but also possess the expertise, 

connections, and credibility to implement the tools in the groups and projects they 

manage (Guinan, Parise & Rollag 2014 341).  Corporate entrepreneurs typically have 5 to 

ϭϱ ǇĞĂƌƐ͛ ǁŽƌŬ ĞǆƉĞƌŝĞŶĐĞ͕ ĂƌĞ ǁŝůůŝŶŐ ĂŶĚ ĂďůĞ ƚŽ ůĞĂƌŶ ŶĞǁ ƚĞĐŚŶŽůŽŐŝĞƐ͕ ĂƌĞ ǁĞůů 

positioned to embed new social media tools in important and visible areas, and can 

influence colleagues both higher and lower in the organization to adopt the new tools. 

For instance, Alsbridge (2011) points out that a small team of corporate entrepreneurs in 

a large US technology company began sharing their expertise by blogging on the 

ĐŽŵƉĂŶǇ͛Ɛ ǁĞďƐŝƚĞ͘  The company was deeply entrenched in its established way of doing 

ƚŚŝŶŐƐ ;ŝ͘Ğ͕͘ ƉĂƚŚ ĚĞƉĞŶĚĞŶƚͿ ďƵƚ ƚŚĞ ĐŽƌƉŽƌĂƚĞ ĞŶƚƌĞƉƌĞŶĞƵƌƐ͛ ďůŽŐŐŝŶŐ ǁĂƐ ĚĞĞŵĞĚ ƚŚĞ 

most appropriate and least invasive approach to demonstrate the benefits of social 

technologies.  It gave everyone in the organization access to the expertise that typically 

ǁŽƵůĚ ŚĂǀĞ ďĞĞŶ ůŝŵŝƚĞĚ ƚŽ ƚŚĞ ĞǆƉĞƌƚƐ͛ ǁŽƌŬ ŐƌŽƵƉƐ͘  Most corporate entrepreneurs 

recognize the personal benefit of collaboration through online technologies, especially in 

terms of influence and visibility.  Guinan, Parise & Rollag (2014 342) share the example of 

one corporate employee, also an entrepreneurial blogger, who received a surprise 

interaction with one of his cŽŵƉĂŶǇ͛Ɛ ďŽĂƌĚ ŵĞŵďĞƌƐ͗ ͞TŚĞƌĞ ǁĞƌĞ ƉƌŽďĂďůǇ ĞŝŐŚƚ ůĂǇĞƌƐ 

of hierarchy between me and the senior board member.  The guy pulled me aside and 

ƐĂŝĚ͕ ͚I͛ǀĞ ƌĞĂĚ ǇŽƵƌ ďůŽŐ͘ I ůŽǀĞ ŝƚ͘ HŽǁ ĐĂŶ ǁĞ ĚŽ ŵŽƌĞ͍͛͟  

TŚŝƌĚ͕ ͚ĞŶůŝŐŚƚĞŶĞĚ ĞǆĞĐƵƚŝǀĞƐ͛ ƌĞĨĞƌƐ ƚŽ ƐĞŶŝŽƌ ŵĂŶĂŐers who are able to recognize the 

potential benefit of social technologies for a collaborative, creative culture linked to 

overall business strategy (Kotter 2007 4).  Enlightened executives can connect with 

employees, customers and consumers; create or endorse a vision of improved corporate 
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collaboration through adoption of online technologies; provide the resources and training 

to start usage; model effective usage of social media; and reward other employees who 

successfully exploit their possibilities.  For instance, in one global PR firm, a CEO began 

writing monthly blogs, and participating in wiki discussions with employees, and revised 

the performance management and compensation systems to promote use of the online 

technologies.  As with corporate entrepreneurs, the CEO personally benefitted in terms of 

influence and visibility.  Additionally, the company quickly gained employee acceptance 

and use of the technologies, and rapidly integrated them into its corporate work 

processes.      

2.9        Benefits of Adoption of Online Technologies by Teams 

In the domain of Human Resources Management (HRM) teams, the adoption of online 

technologies benefits the selection and hiring process by US employers (Shea & Wesley 

2006).  One reason for this is that employers usually want to verify information provided 

by applicants.  For instance, ADP Screening and Selections Services found adoption of 

online technologies revealed that applicants falsified information on applications, such as 

their employment record, education, and credentials or licenses (Levashina 2009).  Other 

practical benefits of adoption of online technologies by HR teams include the ability to 

interview candidates located around the world by using Skype without incurring 

substantial cost (Jacobs 2009), use of discussion forums to engage with potential 

candidates, and use of the versatility of Facebook as a beneficial vehicle for branding and 

recruitment (Shea & Wesley 2006).  

In the domain of online customer service teams, Grégoire, Barr & Shepherd (2014) assert 

the excellence provided by the 11 full-time JetBlue customer service employees. 
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Specifically, this team is familiar with both the JetBlue social media culture and the 

communication norms of social media, which relies on the informality, humour, sense of 

ŝƌŽŶǇ͕ ĚĞƌŝƐŝŽŶ͕ ĂŶĚ Ă ƐƉĞĐŝĨŝĐ ǀŽĐĂďƵůĂƌǇ ŝŶ ƌĞƐƉŽŶƐĞ ƚŽ ĐƵƐƚŽŵĞƌƐ͛ ĐŽŵŵĞŶƚƐ ;ŐŽŽĚ Žƌ 

bad) and the publicity resulting from such comments. 

Gallagher and Ransbotham (2010) use Starbucks as an example to point out the value 

derived by the Vice President of Brand Content and Online and the cross-functional team 

members when they use social media to develop deeper relationships with customers. 

Jonathan Schwartz, former CEO of Sun Micro-systems, with his team of corporate 

executives maintained personal blogs to collaborate on projects and to improve their 

transparency with company employees (Kaplan & Haenlein 2010 63).  

The marketing team in Proctor & Gamble gained visibility when they organized a contest 

for the over-the-counter drug Pepto-Bismol, whereby users were encouraged to upload 

to YouTube 1-minute videos of themselves singing about the ailments Pepto-Bismol 

counteracts.  AƐ Ă ƌĞƐƵůƚ ŽĨ ƚŚĞ ƐƵĐĐĞƐƐĨƵů YŽƵTƵďĞ ĐŽŶƚĞƐƚ͕ PƌŽĐƚŽƌ Θ GĂŵďůĞ͛Ɛ ĐŽƌƉŽƌĂƚĞ 

profits increased - as did their competitive advantage (Deans 2011).  In a similar spirit, the 

advertising team at the kitchen appliances manufacturer Blendtec became popular for 

ƚŚĞŝƌ ĐƌĞĂƚŝǀĞ ďĞǀǇ ŽĨ ŝŶĞǆƉĞŶƐŝǀĞ ͞Wŝůů ŝƚ ďůĞŶĚ͍͟ ǀŝĚĞŽƐ͕ ǁŚŝĐŚ ŚĂǀĞ ďĞĞŶ ǁĂƚĐŚĞĚ ďǇ 

millions of people (Kaplan & Haenlein 2010 63).  

Additional useful insight could be gained by looking at social media usage by individual 

SME owners to explore whether beneficial gain comes to her/him from using social media 

in her/his workplace.  Also, understanding may be gained with regard to whether the SME 

ŽǁŶĞƌ͛Ɛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ ŝŶĨůƵĞŶĐĞƐ ŝŶĚŝǀŝĚƵĂů ƐŽĐŝĂů ŵĞĚŝĂ ƵƐĞ ůĞĂĚŝŶŐ ƚŽ ŝŵƉƌŽǀĞĚ 
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individual performance in the SME. The following section explores benefits of adoption of 

online technologies by SME owners.     

2.10        Benefits of adoption of online technologies by SME owners 

Benefits of adoption of online technologies by SME owners increasingly include a better, 

more effective connection with customers, suppliers, prospective employees, and other 

stakeholders (Raunier 2014).  For example, Google Alerts allows SME owners to know 

when their firms are mentioned on a social medium.  TweetDeck is another useful tool: it 

tracks the trending hashtags (#), interactions, and mentions on Twitter.  Grégoire, Barr & 

Shepherd (2010) point out that SME owners can monitor mentions that are broadcast on 

blogs by using tools such as Social Mention and Mention which can classify the posts 

based on the valence of the comments into negative, positive, or neutral categories.  

The literature review leads to the conceptual framework (Figure 1 and Figure 2, p. 38) in 

four ways.  First, the construct absorptive capacity is explained as a multi-level 

phenomenon of cognitive learning processes by organizations, groups, teams, and 

individuals (Helfat & Peteraf, 2014; Gregoire et al 2010; Lane et al 2006; Cohen & 

Levinthal 1990).  In this study, absorptive capacity is examined at the level of the 

ŝŶĚŝǀŝĚƵĂů ĂŶĚ ƚŚƵƐ ƌĞƐƉŽŶĚƐ ƚŽ ƉƌĞǀŝŽƵƐ ƌĞƐĞĂƌĐŚ͛Ɛ ĐĂůů ĨŽƌ ĞǆĂŵŝŶŝŶŐ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ƉĂƐƚ 

experience, past related knowledge, and cognitions (learning-up to current) as those are 

ƉƌŽƉŽƐĞĚ ĂƐ ƚŚĞ ďĂƐŝƐ ŽĨ Ă Ĩŝƌŵ͛Ɛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ ;LĂŶĞ͕ KŽŬĂ͕ Θ PĂƚŚĂŬ ϮϬϬϲ͖ CŽŚĞŶ Θ 

Levinthal 1990).   

Secondly, this research proposes the construct individual absorptive capacity (IAC) as 

being composed of the following three antecedents: past experience (PE) (Ellis 1965; 

Estes 1970), past related knowledge (PK) (Bower & Hilgard 1981), and cognition (learning 
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up to the current moment) (COG) (Cohen & Levinthal 1990; Helfat & Peteraf 2014).  By 

establishing those three antecedents of IAC, this research tests Volberda et al (2010) and 

CŽŚĞŶ ĂŶĚ LĞǀŝŶƚŚĂů͛Ɛ ;ϭϵϵϬͿ ĐŽŶĐĞƉƚƵĂůŝǌĂƚŝŽŶ ŽĨ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ Ăƚ ƚŚĞ ŝŶĚŝǀŝĚƵĂů 

level.  TŚƵƐ ƚŚŝƐ ƐƚƵĚǇ ƌĞƐƉŽŶĚƐ ƚŽ ƉƌĞǀŝŽƵƐ ƌĞƐĞĂƌĐŚ͛Ɛ ĐĂůů ƚŽ ĞǆĂŵŝŶĞ individual cognition 

ĂƐ Ă ĐƌŝƚŝĐĂů ĚƌŝǀĞƌ ŽĨ Ă Ĩŝƌŵ͛Ɛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ ŝŶ ĨƵƚƵƌĞ ƌĞƐĞĂƌĐŚ ;CŽŚĞŶ Θ LĞǀŝŶƚŚĂů 

1990).  In this study the firm size is small and medium enterprises (SMEs).  

Thirdly, this research proposes the construct individual performance in the SME (IPSME). 

Well established empirical studies on the personal attributes generally associated with 

entrepreneurs have strongly suggested a positive link between IAC and IPSME (Barrick & 

Mount 1991; Costa & McCrae 1992; Dutot & Bergeron 2017; Sexton & Bowman 1995).  By 

investigating personal attributes of entrepreneurs this research articulates why IAC links 

with IPSME.  Additionally, this research tests the strength and direction of the relationship 

between.        

Fourthly, this research proposĞƐ ƚŚĞ ĐŽŶƐƚƌƵĐƚƐ ͞WFTET͟ ĂŶĚ ͞VBT͘͟  The proposition is 

ƚŚĂƚ ĂŶ ŝŶĚŝǀŝĚƵĂů͛Ɛ ǁŝůůŝŶŐŶĞƐƐ ƚŽ ĨŽůůŽǁ Ă ƚĞĐŚŶŽůŽŐŝĐĂůůǇ-enabled trend (Kaplan & 

Haenlein 2010; Venkatesh & Davis 2000) and predisposition toward accepting social 

media as a viable business tool (Venkatesh & Davis 2000; Gates 1999) might positively 

moderate the relationship between IAC and IPSME.  

This chapter has reviewed the literature with regard to relevant theories of learning with 

respect to their influence on behaviour in general and adoption and use of web-based 

technologies in particular with the aim of generating some understanding into the factors 

ǁŚŝĐŚ ŵŝŐŚƚ ĞǆƉůĂŝŶ “ME ŽǁŶĞƌƐ͛ ƵƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ŝŶ ƚŚĞŝƌ ǁŽƌŬ ůŝĨĞ͘  The preceding 

sections have demonstrated how complex an issue this is.  Numerous information 
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technologies, socio-economic, technological innovations, situational and cognitive 

ƉƐǇĐŚŽůŽŐŝĐĂů ǀĂƌŝĂďůĞƐ ĐĂŶ Ăůů ŚĂǀĞ ĂŶ ŝŵƉĂĐƚ ŽŶ ĂŶ ŝŶĚŝǀŝĚƵĂů͛Ɛ ĚĞĐŝƐŝŽŶ-making ʹ both 

as they effect motivation and how those motivations are then prioritized.  At this point, 

and having drawn the preceding variables from literature, attention is directed to the next 

chapter which contains the conceptual framework.     
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Chapter 3: A Conceptual Framework: Individual 

Performance in SME (IPSME) 

 
3. 1 Overview of the Chapter  

The literary summary in the previous chapter demonstrates that although authors have 

spent time defining web-based technologies and the types (Baxter 2015; Kaplan & 

Haenlien 2010; Gates 1999) and defining absorptive capacity in diverse contexts (Helfat & 

Peteraf 2014; Grégoire, Barr & Shepherd 2010; Cohen & Levinthal 1989), there is less 

investigation of absorptive capacity at the individual level.  There is also less research 

exploring whether individual absorptive capacity leads to improved individual 

performance in the SME. This presents two aspects of research which are important.  

Firstly, the awareness of absorptive capacity at the individual level is somewhat unknown. 

It would be advantageous to study the inflƵĞŶĐĞ ŽĨ ŝŶĚŝǀŝĚƵĂů “ME ŽǁŶĞƌƐ͛ ƉĂƐƚ 

experience, knowledge, and cognition using social media on her/his current social media 

use in the workplace and to understand how this can best be undertaken.  

Secondly, the influence of absorptive capacity at the individual level leading to improved 

individual performance in the SME is not something which has been studied. This leads to 

the first research question which examines whether individual absorptive capacity has 

any effect on individual willingness to follow a technologically-enabled trend and 

individual predisposition toward accepting social media as a viable business tool.   

To provide some answers to this question, Chapter 3 demonstrates how this research 

treats individual willingness to follow a technologically-enabled trend and individual 

predisposition toward accepting social media as a viable business tool as mediating 

variables.  More specifically, this research explores how the antecedents of individual 

absorptive capacity effect willingness to follow a technologically-enabled trend and 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

63 

 

individual predisposition toward accepting social media as a viable business tool.  As an 

alternative explanation this research has willingness to follow a technologically-enabled 

trend and individual predisposition toward accepting social media as a viable business 

tool as mediating variables leading toward improved individual performance in the SME.  

Secondly, it is worthwhile to explore their potential influence as moderating variables.  

This research explores why the relationship between individual absorptive capacity and 

individual performance in the SME is and how this is the case and this is what drives the 

next section.    

3. 1. 1  The Mediating Effect of Willingness to Follow a Technologically Enabled 

Trend and Individual Predisposition Toward Accepting Social Media as a Viable Business 

Tool leading toward improved Individual Performance in the SME. 

Research Question 1: What influence, if any, has individual absorptive capacity on 

willingness to follow a technologically enabled trend and individual predisposition toward 

accepting social media as a viable business tool leading to improved individual 

performance in the SME? 

Grégoire, Barr & Shepherd (2010) point out that when a person encounters a new 

technology, her/his first instinct is to ask whether anything in this new object resembles 

anything s/he has seen before. In turn, the individual builds on the similarities s/he has 

observed to better understand the new object. This suggests a relationship between past 

expĞƌŝĞŶĐĞ ĂŶĚ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ǁŝůůŝŶŐŶĞƐƐ ƚŽ ĨŽůůŽǁ Ă ƚĞĐŚŶŽůŽŐŝĐĂůůǇ ĞŶĂďůĞĚ ƚƌĞŶĚ ĂŶĚ 

predisposition toward accepting social media as a viable business tool.  This leads to 

consideration of mediating and moderating hypotheses because the method focuses on 

the process by which variables are related to one another. Mediators explain how 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

64 

 

external physical events take on psychological significance and may account for 

ĚŝĨĨĞƌĞŶĐĞƐ ŝŶ ƉĞŽƉůĞ͛Ɛ ďĞŚĂǀŝŽƵƌ͘ MĞĚŝĂƚŽƌƐ ĂĚĚƌĞƐƐ ƚŚĞ ŵĞĐŚĂŶŝƐŵƐ ďǇ ǁŚŝĐŚ ĂŶ ĞĨĨĞĐƚ 

occurs and speak to how or why such an effect occurs. Moderators provide information 

on the circumstances under which effects are present. Moderators specify when certain 

effects will hold.  The next section addresses mediating hypotheses to explore the process 

by which antecedents of individual absorptive capacity effect willingness to follow a 

technologically-enabled trend and predisposition toward accepting social media as a 

viable business tool.     

3. 1. 1. 1 Mediating Hypotheses  

Figure 1 illustrates the mediation model using a path diagram where independent 

variable is individual absorptive capacity and mediators are willingness to follow a 

technologically enabled trend and individual predisposition to accept social media as a 

viable business tool. Figure 2 illustrates the mediation model using a path diagram where 

mediators are willingness to follow a technologically-enabled trend and predisposition to 

accept social media as a viable business tool and outcome variable is improved individual 

performance in the SME. The following sub-sections address mediating variables to 

explore the process by which antecedents of individual absorptive capacity effect 

willingness to follow a technologically enabled trend and predisposition to accept social 

media as a viable business tool.  

 3. 1. 1. 1. 1 Individual absorptive capacity influences willingness to follow a 

technologically enabled trend and individual predisposition toward accepting social 

media as a viable business tool.   
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Willingness to Follow a 

Technologically enabled Trend 

(WFTET) (MV) 

 

Individual Predisposition 

Toward Accepting Web-based 

Technologies as a Viable 

Business Tool (VBT) (MV) 

Individual Absorptive Capacity 

(IAC) (IV) 

 

Figure 1. 

 

                           

   

 

The antecedents of individual absorptive capacity being past experience, past knowledge, 

and cognition (learning) inform Grégoire, Barr & Shepherd (2010) to suggest that the 

ŝŶĚŝǀŝĚƵĂů͛Ɛ ƉƌŝŽƌ ĞǆƉĞƌŝĞŶĐĞ ƐŚĂƉĞƐ ŚĞƌͬŚŝƐ ƉĞƌĐĞƉƚŝŽŶƐ ŽĨ ŶĞǁ ĞǆƉĞƌŝĞŶĐĞƐ͘ This opens 

ƵƉ ƚŚĞ ƉŽƐƐŝďŝůŝƚǇ ĨŽƌ ĞǆƉůŽƌŝŶŐ ƉĂƐƚ ƐŽĐŝĂů ŵĞĚŝĂ ƵƐĂŐĞ ƚŽ ƐĞĞ ǁŚĞƚŚĞƌ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ 

past experience using social media is linked to willingness to follow a technologically 

enabled trend and individual predisposition toward accepting social media as a viable 

ďƵƐŝŶĞƐƐ ƚŽŽů͘ IŶ ƚŚĞ ĐĂƐĞ ŽĨ “ME ŽǁŶĞƌƐ͕ ĨŽƌ ŝŶƐƚĂŶĐĞ͕ ŝƚ ŵĂǇ ďĞ ƚŚĂƚ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ƉĂƐƚ 

experience using social media is perceived as positive, pleasant and easy. If the past 

experience was positive, then positivity may influence the ŝŶĚŝǀŝĚƵĂů͛Ɛ ǁŝůůŝŶŐŶĞƐƐ ƚŽ 

follow a technologically-enabled trend; conversely, if the past experience was difficult, 

unpleasant, or negative then negativity may influence unwillingness to follow a 

technologically-enabled trend. As meanings emerge from the past experience (Weik 

1979), it would make sense that the individual SME owner would utilize the meanings to 

then consider whether the feedback from previous experiences will influence various 

beliefs and, consequently, future behavioural performance (Venkatesh, Thong & Xu 

ϮϬϭϮͿ͘ GŝǀĞŶ ƚŚĂƚ ƉĂƐƚ ĞǆƉĞƌŝĞŶĐĞ ƐŚĂƉĞƐ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ƉĞƌĐĞƉƚŝŽŶƐ ŽĨ ŶĞǁ 

opportunities it would make sense that perceptions formed about new opportunities 
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would impact on both willingness to follow a new technologically enabled trend and 

predisposition toward accepting social media as a viable business tool.   

It is hypothesized that:  

H1a. Past experience positively impacts willingness to follow a technologically enabled 

trend and individual predisposition toward accepting social media as a viable business 

tool. 

Given that existing research shows that because distribution of knowledge in society is 

not uniform, prior knowledge helps explain why some individuals are able to recognize 

particular opportunities that others simply do not see (Dimov 2008; Corbet 2005). The 

studies done by Dimov (Ibid.) and Corbet (Ibid.) infer that prior knowledge provides a 

basis from which to interpret ʹ and use ʹ new information. Grégoire, Barr & Shepherd 

;ϮϬϭϬͿ ƉŽŝŶƚ ŽƵƚ ƚŚĂƚ ĂŶ ŝŶĚŝǀŝĚƵĂů͛Ɛ ƉƌŝŽƌ ŬŶŽǁůĞdge about social media usage usually 

influences her/his willingness to follow a technologically enabled trend and her/his 

predisposition toward accepting social media as a viable business tool.  

It is hypothesized that: 

H1b. Past knowledge positively impacts willingness to follow a technologically enabled 

trend and individual predisposition toward accepting social media as a viable business 

tool. 

TŚĞ ƚĞƌŵ ͚ĐŽŐŶŝƚŝŽŶ͛ ƌĞĨĞƌƐ ƚŽ ƚŚĞ ŵĞŶƚĂů ƉƌŽĐĞƐƐĞƐ ŽĨ ůĞĂƌŶŝŶŐ͕ ŬŶŽǁŝŶŐ͕ ƌĞŵĞŵďĞƌŝŶŐ 

and reasoning (Ormrod 2014). According to Helfat and Peteraf (2014) cognition also 

refers to the contents of the processes (such as concepts or memories). Grégoire, Barr & 

Shepherd (2010) refer to cognition as the process of obtaining knowledge through 
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learning, experience, thought, and the senses. Given that cognitive capabilities can 

improve through practice, it would make sense that practice can improve the speed and 

ƐŵŽŽƚŚŶĞƐƐ ŽĨ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ŵĞŶƚĂů ƉƌŽĐĞƐƐĞƐ ǁŚŝĐŚ͕ ŝŶ ƚƵƌŶ͕ ĐĂŶ ƌĂŝƐĞ ƚŚĞ ŝŶƚĞƌŶĂů 

phenomenological awareness of the individual and, in turn, influence her/his willingness 

to follow a technologically enabled trend and predisposition toward accepting social 

media as a viable business tool.     

It is hypothesized that: 

H1c. Cognition positively impacts willingness to follow a technologically enabled trend 

and individual predisposition toward accepting social media as a viable business tool. 

The components of individual absorptive capacity having been established are next 

examined for hypothesized effect on willingness to follow a technologically enabled trend 

and individual predisposition toward accepting social media as a viable business tool. 

Established examples of behaviour include:  pursuit of a new opportunity (Grégoire, 

Corbett & McMullen 2011), make sense of signals of change (Helfat & Peteraf 2014), 

communicate, cooperate, collaborate, and connect with others (Cook 2008), hedonic 

motivation (Venkatesh & Davis 2000), recognizing the value (Ibid.), personal curiosity and 

personal motivation (Colquitt & Simmering 1998), perceived ease of use (Davis 1989), and 

voluntariness of use (Venkatesh & Davis 2000).  Further, the resources of past experience, 

knowledge, and cognition are vital to the workings of most SMEs. Gates (1999) posited 

that the aforementioned resources are powerful enablers that allow the individual to 

perceive and respond to her/his environment, to sense competitor challenges, to 

anticipate customer needs and act with insight.  Given that individual absorptive capacity 

is hypothesized to effect individual willingness to follow a technologically enabled trend 
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Willingness to Follow a Technologically- 

Enabled Trend (WFTET)   (MV) 

 

 

Individual Predisposition Toward Accepting 

Web-based Technologies as a Viable Business 

Tool (VBT) (MV) 

 

Individual Performance in the SME 

(IPSME)               (DV) 

 

and predisposition toward accepting social media as a viable business tool influence it 

would make sense that these two effect individual performance in the SME.    

3. 1. 1. 1. 2  Willingness to follow a technologically enabled trend and individual 

predisposition toward accepting social media as a viable business tool positively 

impacts  individual performance in the SME (IPSME). 

 

Figure 2. 

 

   
   

    

 

 

The following subsection addresses moderating variables to explore the process by which 

individual absorptive capacity effects individual performance in the SME but might be 

moderated by willingness to follow a technologically-enabled trend and predisposition 

toward accepting social media as a viable business tool.  
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Individual Absorptive 
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individuals who see opportunities and/or problems which others do not see (Ahlin, 

DrŶŽǀƓĞŬ Θ HŝƐƌŝĐŚ ϮϬϭϰͿ͘  

They often have plenty of ideas for improvements of processes and/or problem solving 

that are quite original (Baron & Tang 2011). Crossan, Lane & White (1999: 526) point out 

ƚŚĂƚ ͞ĞŶƚƌĞƉƌĞŶĞƵƌƐ ĂƌĞ ĂďůĞ ƚŽ ŵĂŬĞ ŶŽǀĞů ĐŽŶŶĞĐƚŝŽŶƐ͕ Ɖerceive new or emergent 

ƌĞůĂƚŝŽŶƐŚŝƉƐ͕ ĂŶĚ ĚŝƐĐĞƌŶ ƉŽƐƐŝďŝůŝƚŝĞƐ ƚŚĂƚ ŚĂǀĞ ŶŽƚ ďĞĞŶ ƉƌĞǀŝŽƵƐůǇ ŝĚĞŶƚŝĨŝĞĚ͘͟ “ŝŵŝůĂƌůǇ͕ 

Baron (2004) points out that many entrepreneurs seem to excel at opportunity 

recognition and then act with insight to achieve better personal outcomes in their SME. 

The opportunity recognition means they seem able to recognize patterns (trends) among 

events, data and experiences (Dane & Pratt 2007; Covin 2002). Further, they allow 

freedom or autonomy in the conduct of work and provide challenging interesting work for 

their employees while at the same time providing specific clear overall strategic goals and 

formation of work teams by drawing together individuals with diverse skills and 

perspectives (Amabile, Conti, Coon, Lazenby & Herron 1996).  

Secondly, the description of entrepreneurs as ambitious (i.e., showing initiative, surgency, 

ambition, and persistence) and sociable (expressive and active) (Barrick & Mount 1991; 

Hogan 1986). In general small enterprises are short of resources, capital and expertise 

which the ambitious entrepreneur can recognize as opportunities for behavioural 

persistence in working toward achieving her/his desired outcomes. Established 

entrepreneurs are known to demonstrate behavioural persistence and high commitment 

toward the ongoing success of their enterprise during times of economic turbulence, 

industry unpredictability, or market disequilibria (Davidsson & Gordon 2015; Hoang & 

Gimeno 2010). This means for instance that in spite of setbacks and difficulties the 
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entrepreneur will continue to believe in her/his ability to access additional funding 

(tangible resource) or to increase her/his visibility   through reputation building marketing 

endeavours (intangible resource) (Caminiti & Reese 1992; Dutot & Bergeron 2017; Nakra 

2000) with consumers within the community, and so forth.    

Thirdly, the description perceives entrepreneurs as conscientious (i.e., conscience) 

(Barrick & Mount 1991) and possessing a will to achieve (Digman 1990) or work (Peabody 

& Goldberg 1989). Conscientiousness reflects dependability; that is, being careful, 

thorough, responsible, organized, and strategic in planning (Baron & Tang 2011; Barrick & 

Mount 1991). Because of the association with volition, conscientious entrepreneurs are 

considered hardworking, achievement oriented and persevering (Botwin & Buss 1989). 

Conscientiousness links to job performance because of characteristics of persistence, 

ĐĂƌĞĨƵůŶĞƐƐ͕ ďĞŝŶŐ ƌĞƐƉŽŶƐŝďůĞ͕ ŚĂƌĚǁŽƌŬŝŶŐ͕ ĂŶĚ ƉůĂŶŶŝŶŐ ;AŚůŝŶ͕ DƌŶŽǀƓĞŬ Θ HŝƐƌŝĐŚ 

2014), which are important attributes for accomplishing work tasks in all jobs.  More 

specifically, entrepreneurs with a strong sense of purpose, obligation and persistence 

generally experience better personal outcomes in their SMEs than those who do not 

(Bullough, Renko, & Myatt 2014; Hoang & Gimeno 2010; Barrick & Mount 1991).           

Fourthly, the description of entrepreneurs perceives them as open to experience or 

culture (Davidsson & Gordon 2015; Barrick & Mount 1991; Digman 1990). More 

specifically, entrepreneurs are described as being imaginative, cultured, curious, original, 

broad-minded, intelligent, and artistically sensitive, which are attributes associated with 

positive attitudes toward learning experiences (Kaplan & Haenlein 2010; Gray 2006; 

Barrick & Mount 1991).   
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Fifthly, entrepreneurs are described as high in self-efficacy because of its close links to 

ŝŵƉŽƌƚĂŶƚ ĞŶƚƌĞƉƌĞŶĞƵƌŝĂů ŽƵƚĐŽŵĞƐ ;AŚůŝŶ͕ DƌŶŽǀƓĞŬ Θ HŝƐƌŝĐŚ ϮϬϭϰ͖ HŵŝĞůĞƐŬŝ Θ 

Corbett 2008) such as motivation, personal independence (DeCarlo & Lyons 1979), and 

being successful. Entrepreneurial self-ĞĨĨŝĐĂĐǇ ƌĞĨĞƌƐ ƚŽ ƚŚĞ ƐƚƌĞŶŐƚŚ ŽĨ Ă ƉĞƌƐŽŶ͛Ɛ ďĞůŝĞĨƐ 

that s/he is capable of successfully performing the various roles and tasks of 

ĞŶƚƌĞƉƌĞŶĞƵƌƐŚŝƉ ;AŚůŝŶ͕ DƌŶŽǀƓĞŬ Θ HŝƐƌŝĐŚ ϮϬϭϰ͖ CŚĞŶ͕ GƌĞĞŶĞ Θ CƌŝĐŬ 1998). That is, 

the person knows s/he has what it takes to be a successful entrepreneur and is willing to 

accept the moderate calculated risks intrinsic to self-employment (Segal, Borgia & 

Schoenfeld 2005). Individuals with strong entrepreneurial self-efficacy beliefs are likely to 

associate challenging situations with intangible future outcomes such as name 

recognition and community recognition (Hisrich & Brush 1984), independence and 

effective leadership (DeCarlo & Lyons 1979), reputation building and social influence 

(Sarasvanthy & Dew 2008), increased personal motivation (Colquitt & Simmering 1998), 

and the goal of personal success. Why? Because entrepreneurial self-efficacy is concerned 

with learning from past experiences and relating new information to what is already 

known, as well as with the judgements regarding what could be done in the future 

(Ormrod 2014; Yang & Cheng 2009). And also because empowered entrepreneurs feel 

self-efficacious, they are more likely to be innovative in their work and expect success to 

be their personal outcome.  

Why do the personal attributes of entrepreneurs matter? What do the attributes allow 

ƚŚĞ ĞŶƚƌĞƉƌĞŶĞƵƌ ƚŽ ĚŽ ŝŶ ƚŚĞ “ME͍ TŚĞ ƉĞƌƐŽŶĂů ĂƚƚƌŝďƵƚĞƐ ĂƌĞ ƚŚĞ ͞ŵĞĂŶƐ͟ ;FŝƐĐŚĞƌ Θ 

Reuber 2011: 4) the entrepreneur believes s/he has available and the effects that might 

ďĞ ĂĐŚŝĞǀĞĚ ǁŝƚŚ ƚŚŽƐĞ ŵĞĂŶƐ͘ TŚĞ ƉĞƌƐŽŶĂů ĂƚƚƌŝďƵƚĞƐ ĂƌĞ ƌĞĨĞƌƌĞĚ ƚŽ ĂƐ ͞ŝŶƚƌĂ-subjective 

ĐŽŐŶŝƚŝŽŶƐ͟ ďǇ FŝƐĐŚĞƌ ĂŶĚ ‘ĞƵďĞƌ ;ϮϬϭϭ͗ ϰͿ ŝŶ ƚŚĞ ƐĞŶƐĞ ƚŚĂƚ ƚŚĞǇ ĂƌĞ ŝŵƉŽƌƚĂŶƚ 
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ĂǁĂƌĞŶĞƐƐ͛Ɛ ;ŝŶƐŝŐŚƚƐͿ ƚŚĞ ĞŶƚƌĞƉƌĞŶĞƵƌ has about her/himself.  Those insights ʹ the 

entrepreneur believes ʹ are relevant in achieving her/his goal. The insights might not be 

known to other people or agreed with by other people (Ibid.) but can be sources of 

acumen or understanding that are of central interest to the entrepreneur, nonetheless, 

because of their influence on her/his individual personal goals and  objectives 

(Sarasvanthy & Dew, 2008). In short, the entrepreneurial personal attributes are the link 

between individual absorptive capacity and individual performance in the SME.  

The next sub-section draws from previous literature in order to consider the moderating 

effects of willingness to follow a technologically-enabled trend and individual 

predisposition toward accepting social media as a viable business tool on the link 

between individual absorptive capacity and individual performance in the SME.    

Moderating Variable: Willingness to Follow a Technologically-Enabled Trend (WFTET)  

TŚĞ ƌĞƐƵůƚ ŽĨ FŝƐĐŚĞƌ ĂŶĚ ‘ĞƵďĞƌ͛Ɛ ;ϮϬϭϭͿ ƋƵĂůŝƚĂƚŝǀĞ study shows that the use of social 

media (Twitter) has had a positive moderating effect on the linkage between reputation 

and influence in at least two ways. First, entrepreneurs willing to use Twitter for social 

ŝŶƚĞƌĂĐƚŝŽŶ ǁĞƌĞ ŵŽƌĞ ůŝŬĞůǇ ƚŽ ďĞ ͞ŽƉĞŶ ƚo expanding their social network and engaging 

ǁŝƚŚ ŵĞŵďĞƌƐ ŽĨ ƚŚĞ ĞǆƉĂŶĚĞĚ ŶĞƚǁŽƌŬ͟ ƚŚĂŶ ĞŶƚƌĞƉƌĞŶĞƵƌƐ ŶŽƚ ƵƐŝŶŐ TǁŝƚƚĞƌ ĨŽƌ ƐŽĐŝĂů 

ŝŶƚĞƌĂĐƚŝŽŶ ;IďŝĚ͘ ϯͿ͘ TŚĞ ƚĞƌŵ ĨŽƌ ƚŚŝƐ ƚǇƉĞ ŽĨ ŽƉĞŶŶĞƐƐ ŝƐ ͚ĐŽŵŵƵŶŝƚǇ ŽƌŝĞŶƚĂƚŝŽŶ͛ 

(Fischer & Reuber 2011 3). Second, the extent to which an entrepreneur adheres to the 

norms that have evolved in using Twitter the more likely s/he is to increase her/his 

ŝŶĨůƵĞŶĐĞ ĂŶĚ ŐƌŽǁ ŚĞƌͬŚŝƐ ďƵƐŝŶĞƐƐ ƌĞƉƵƚĂƚŝŽŶ͘ TŚĞ ƚĞƌŵ ĨŽƌ ƚŚŝƐ ŝƐ ͚ĐŽŵŵƵŶŝƚǇ ŶŽƌŵ 

ĂĚŚĞƌĞŶĐĞ͛ ;IďŝĚ͘Ϳ͘      
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The results of GƌĂǇ͛Ɛ ;ϮϬϬϲͿ ƋƵĂŶƚŝƚĂƚŝǀĞ ƐƚƵĚǇ ƐŚŽǁĞĚ ƚŚĂƚ ĞĚƵĐĂƚŝŽŶ ĂŶĚ ƚƌĂŝŶŝŶŐ ŚĂǀĞ Ă 

positive moderating effect on the connection between use of innovative technology and 

SME growth. Specifically, entrepreneurs with higher academic, professional and technical 

education and training continue to attend, and provide their staff with a wider range of 

business development courses, opportunities and activities (Ibid.).  

TŚĞ ƌĞƐƵůƚƐ ŽĨ NĚƵďŝƐŝ͕ JĂŶƚĂŶ ĂŶĚ ‘ŝĐŚĂƌĚƐŽŶ͛Ɛ ;ϮϬϬϭͿ ƋƵĂŶƚŝƚĂƚŝǀĞ ƐƚƵĚǇ ƐŚŽǁĞĚ ƚŚĂƚ 

perceived usefulness has a positive moderating effect on the relationship between 

perceived usage of information technology and actual usage by the entrepreneur. 

Specifically, entrepreneurs actually using social media in their enterprise continue to 

perceive it as useful (Ibid.). 

TŚĞ ƌĞƐƵůƚƐ ŽĨ VĞŶŬĂƚĞƐŚ͕ TŚŽŶŐ ĂŶĚ XƵ͛Ɛ ;ϮϬϭϮͿ ƋƵĂŶƚŝƚĂƚŝǀĞ ƐƚƵĚǇ ƐŚŽǁĞĚ ƚŚĂƚ ƉƌĞǀŝŽƵƐ 

experience positively moderates the relationship between facilitating conditions (i.e., 

organizational support/training) and behavioural intention. Specifically, greater 

experience can lead to greater familiarity with the technology and better knowledge 

structures to facilitate user learning, thus reducing user dependence on external support 

(Ibid.).  

TŚĞ ƌĞƐƵůƚƐ ŽĨ Lŝ͛Ɛ ;ϮϬϭϯͿ ƋƵĂůŝƚĂƚŝǀĞ ƐƚƵĚǇ ƐŚŽǁ ƚŚĂƚ ĐŽŐŶŝƚŝve response (perceived 

usefulness and perceived ease of use) positively moderates the relationship between 

attitude and behaviour intention to use a particular information technology. The results 

indicate that when an individual spends more time using the technology and experiences 

the benefits of the technology, the individual will have more opportunity to feel that the 

technology is interesting and controllable (Ibid.).  

Moderating Variable: Individual Predisposition Toward Accepting Social Media as a Viable 

                                       Business Tool (VBT)    
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TŚĞ ƌĞƐƵůƚƐ ŽĨ Yŝ͕ JĂĐŬƐŽŶ ĂŶĚ PĂƌŬ͛Ɛ ;ϮϬϬϲͿ ƋƵĂŶƚŝƚĂƚŝǀĞ ƐƚƵĚǇ ƐŚŽǁ ƚŚĂƚ ƉĞƌƐŽŶĂů 

intention to use information technologies positively moderates the relationship between 

perceived ease of use and perceived usefulness. Specifically, when an innovation 

generates job relevant results that are readily discernible and easily accessible then the 

user is inclined toward accept the innovation as a strategic business tool (Ibid.).    

The results of LŝĐŚƚĞŶƚŚĂůĞƌ͛Ɛ ;ϮϬϬϵͿ ƐƚƵĚǇ ƐŚŽǁ ƚŚĂƚ ƚĞĐŚŶŽůŽŐŝĐĂů ĂŶĚ ŵĂƌŬĞƚ ƚƵƌďƵůĞŶĐĞ 

positively moderate the effect of absorptive capacity on innovation and performance. The 

result indicates that in turbulent environments, firms tend to strongly rely on external 

knowledge as a source of learning. External knowledge can be accessed through social 

interactions with others via social networking sites like Facebook, LinkedIn, or Twitter 

(Ibid.).  

The results from the above mentioned studies provide evidence supporting the 

moderating effects of individual variables on performance outcomes and therefore the 

following is proposed.  

It is hypothesized that: 

H2. Individual absorptive capacity influences individual performance in the SME but 

might be positively moderated by willingness to follow a technologically-enabled trend 

and individual predisposition toward accepting social media as a viable business tool.  

One objective of this chapter was to further develop the construct called individual 

absorptive capacity (IAC) and articulate why it is linked with individual performance in the 

SME. Further, this chapter articulated that personal attributes matter to entrepreneurs 

because the attributes are the means by which personal goals and objectives become 

outcomes. The link between individual absorptive capacity and individual performance in 
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the SME have been hypothesized to be positively influenced by willingness to follow a 

technologically-enabled trend and individual predisposition to accept social media as a 

viable business tool. The next chapter will discuss the methodological approach taken in 

this research.   
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Chapter 4: Methodology 

4. 1 Overview of the Chapter  

The chapter proceeds as follows. In section 4.2 the fundamental assumptions for the 

study of individual use of web-based technologies are explained. In section 4.3 mixed 

methods sequential study is explained. In section 4.4 the differences between qualitative 

and quantitative methods are explained. In section 4.5 the natural settings or process are 

introduced and identified as being the most appropriate approach for conducting in-

depth semi-structured interviews. In section 4.6 the objectives of the semi-structured 

interviews are introduced and analysed. In section 4.7 the significance of the sample to 

the overall research design is explained. In section 4.8 the meaning and brief description 

of case studies are given. In section 4.9 the analytic tools of microanalysis are explained. 

In section 4.10 the codes and types of coding are explained.  

4. 2 Fundamental Assumptions in the Study of Individual Use of Web-based 

Technologies  

The fundamental assumptions in the study of individual use of web-based technologies 

ƌĞƋƵŝƌĞ ĂŶ ĞǆƉůŽƌĂƚŝŽŶ ŽĨ ƚŚĞ ŝŶĚŝǀŝĚƵĂů ĞŶƚĞƌƉƌŝƐĞ ŽǁŶĞƌ͛Ɛ ƵƐĞ ŽĨ ǁĞď-based 

technologies. This exploration also requires an understanding of how individual cognitive 

structures and problem solving influence particular activities. It also involves the 

recognition of opportunities to take in order to remain relevant and stay competitive. This 

involves exploring the constructs underlying individual learning (Cohen & Levinthal 1990).   

Thus, in keeping with a pragmatist perspective (Creswell 1994), a mixed methods 

sequential exploratory approach is appropriate for exploring a phenomenon (Doyle, Brady 

Θ BǇƌŶĞ ϮϬϬϵͿ͘ TŚĞ ƉŚĞŶŽŵĞŶŽŶ ƚŽ ďĞ ĞǆƉůŽƌĞĚ ŝƐ ƚŚĞ ͚ŝŶĚŝǀŝĚƵĂů ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ͛ 
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(Lane, Koka & Pathak 2006 838) of the SME owner.  This current research establishes that 

the construct individual absorptive capacity is comprised of three antecedents: past 

experience (Gregoire, Barr & Shepherd 2010), past related knowledge (Bower & Hilgard 

1981; Ellis 1965), and cognition (learning ʹ up to current) (Helfat & Peteraf 2014).  

4.3 Mixed Method Sequential Exploratory Approach 

The mixed methods sequential exploratory approach fits with an approach advocated by 

TĂƐŚĂŬŬŽƌŝ ĂŶĚ TĞĚĚůŝĞ ;ϮϬϬϲ ϯϴϬͿ͗ ŝŶ ĂŶ ĞǆƉůŽƌĂƚŽƌǇ ĚĞƐŝŐŶ͕ ƚŚĞ ƌĞƐĞĂƌĐŚĞƌ ͚ďƵŝůĚƐ ĨƌŽŵ 

qualitative findings to collecting and analysing ƋƵĂŶƚŝƚĂƚŝǀĞ ĚĂƚĂ͛ ŝŶ ŽƌĚĞƌ ƚŽ ƋƵĂŶƚŝƚĂƚŝǀĞůǇ 

measure the initial findings.  Therefore, in true mixed methods, data integration starts at 

the research question(s) and continues throughout until inferences are made based on 

the qualitative and quantitative data analysis and results.  

4.4 Differences Between Qualitative and Quantitative Methods   

The main differences between qualitative and quantitative methods are three-fold. First, 

qualitative methods consist of the collection, analysis and interpretation of narrative or 

pictorial forms of data.  Examples of those include interviews, journals, and videos 

(Strauss & Corbin 1998).  “ĞĐŽŶĚ͕ ƋƵĂůŝƚĂƚŝǀĞ ŵĞƚŚŽĚƐ ƉƌŽĚƵĐĞ ĨŝŶĚŝŶŐƐ ĂƌƌŝǀĞĚ Ăƚ ďǇ ͞Ă 

nonmathematical process of interpretation, carried out for the purpose of discovering 

concepts and relationships in raw data and then organizing these into a theoretical 

ĞǆƉůĂŶĂƚŽƌǇ ƐĐŚĞŵĞ͟ ;“ƚƌĂƵƐƐ Θ CŽƌďŝŶ ϭϵϵϴ ϭϭͿ͘  Third, in contrast, quantitative methods 

consist of the collection, analysis and interpretation of statistical and other numerical 

data (Polit, 2010).  Common ĞǆĂŵƉůĞƐ ŽĨ ƚŚŽƐĞ ŝŶĐůƵĚĞ CŽŚĞŶ͛Ɛ d͕ PĞĂƌƐŽŶ͛Ɛ ĐŽƌƌĞůĂƚŝŽŶ 

coefficient, and regression (Fields 2013; Venkatesh & Davis 2000).  The research under 

ĚŝƐĐƵƐƐŝŽŶ ƵƐĞƐ PĞĂƌƐŽŶ͛Ɛ ĐŽƌƌĞůĂƚŝŽŶ ĐŽĞĨĨŝĐŝĞŶƚ ĂŶĚ ƌĞŐƌĞƐƐŝŽŶ ĂŵŽŶŐ ŽƚŚĞƌ ƚĞƐƚƐ ŝŶ 
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order to examine the strength and direction of the relationships between numerical data 

(i.e., variables) (Fields 2013).  This strength and direction can also be referred to as 

mediation and/or moderation. The Global Entrepreneurial Monitor (GEM) website is the 

primary source of those variables which are used as proxies and then tested for 

mediation/moderation.  The GEM data is the lens through which the conceptual 

framework is examined.  The following chapter introduces the data and sample from 

GEM.  

In regard to collecting, analysing, and interpreting the narrative data two complementary 

qualitative approaches have been used.  FŝƌƐƚ͕ ĐŽŶƚĞŶƚ ĂŶĂůǇƐŝƐ͕ “ƚƌĂƵƐƐ ĂŶĚ CŽƌďŝŶ͛Ɛ 

(1998) analytic technique of asking questioning, coding, making comparisons, and 

theoretical sampling.  Second, is Miles & Huberman (1994 2, 3) who have drawn on the 

ƵƐĞ ŽĨ ŵĂƚƌŝĐĞƐ ŝŶ ŽƌĚĞƌ ƚŽ ĞƐƚĂďůŝƐŚ ͞ĐƌĞĚŝďůĞ͕ ĚĞƉĞŶĚĂďůĞ͕ ĂŶĚ ƌĞƉůŝĐĂďůĞ͟ ŵĞƚŚŽĚƐ͟ ŽĨ 

͞ĚŽŝŶŐ ĂŶĂůǇƐŝƐ͟ ŽĨ ƋƵĂůŝƚĂƚŝǀĞ ĚĂƚĂ͘  TŚĞ ƌĞƐĞĂƌĐŚ ƵŶĚĞƌ ĚŝƐĐƵƐƐŝŽŶ ƵƐĞƐ ƐĞŵŝ-structured 

interviews of individual SME owners in order to gather data (Lindgren & Packendorff 

2009).  This data reflects examples of similar phenomenon in different places and is used 

for comparing incident to incident for similarities/differences (Strauss & Corbin 1998; 

Miles & Huberman 1994).  These similarities/differences can also be referred to as 

properties or dimensions.  The Technology Acceptance Model (TAM) (Venkatesh & Davis 

2000; Davis, Bagozzi & Warshaw 1998) is a primary source of those properties and 

dimensions and is used for comparative purposes against the interview data.  Secondary 

sources include UTAUT (Venkatesh, Morris, Davis & Davis 2003) and UTAUT2 (Venkatesh, 

Thong & Xu 2012).      

Interview data for this research have been derived from a study that involved field 

research in 40 UK firms over a period of one year.  Within each firm one semi-structured 
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interview has been conducted with the owner; these interviews were recorded, 

transcribed, and verified (see Chapter 5, Section 2 for additional information on how and 

why specific data was selected). 

Following preliminary coding, the researcher began examining SMEs for data verified as 

ŝŶǀŽůǀŝŶŐ ͚ŝŶĚŝǀŝĚƵĂů ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ͛͘  The conceptual definition of individual 

absorptive capacity (past experience, past related knowledge, and learning ʹ up to 

current) concerned a response to a phenomenon (resulting in personal efficiencies 

increasing, influencing/managing effectively their credibility and, reputation).  Exploring 

the interview transcripts for the terms past experience, past related knowledge, cognition 

or learning, social media trends, social media as a viable business tool, and reflection or 

insight, the researcher re-evaluated whether the original coding remained salient for the 

purpose of exploring why SME owners use social media in their workplaces.  

To ensure alignment between the sample and the research question, five cases were 

selected on the following two basis. First, that the researcher was satisfied that there 

were sufficient data to establish the use of social media by the business owner in the 

enterprise.  

Second, the narrative account by the enterprise owner for each case refers to 

Phenomenology (i.e., the acceptance of first-hand experience as it is found in the human  

conscious), the resulting behĂǀŝŽƵƌ ;ŝ͘Ğ͕͘ ƚŚĞ ďƵƐŝŶĞƐƐ ŽǁŶĞƌ͛Ɛ ƵƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ŝŶ ƚŚĞ 

workplace), and thus the potential to contribute to learning theory (Hilgard 1974).  In the 

next section the introduction is provided of the natural settings.  Additionally, the 

processes of the semi-structured interviews is given.  Chapter 5 introduces the SME case 

studies and data.    
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4.5 Introduction of the Natural Settings and Processes of the Semi-Structured 

Interviews  

Natural settings and processes of the semi-structured interviews is an appropriate way to 

get out into the field to find out what people are doing and what they are thinking. Morse 

and Richards (2002) assert that the in-depth semi-structured interview approach is 

appropriate if the purpose is to learn from the participant - in a setting or process - the 

way the individual experiences the phenomenon, the meaning put on it, and how the 

individual interprets what is experienced.  

For this research, the settings were the five firms operating in the Southeast area of the 

United Kingdom (Appendix p. 163).  Of the five firms, two meet classifications required 

ƵŶĚĞƌ ƚŚĞ ƚĞƌŵ ͚ŶĞǁ ďƵƐŝŶĞƐƐ ƐƚĂƚƵƐ͛ ;NB“TATU“ ŝƐ ƉƌŽǆǇ ĨŽƌ IP“ME ŝŶ ƚŚŝƐ ƌĞƐĞĂƌĐŚͿ 

because they have been established 42 months or less; three firms meet classification 

requiremeŶƚƐ ƵŶĚĞƌ ƚŚĞ ƚĞƌŵ ͚ĞƐƚĂďůŝƐŚĞĚ ďƵƐŝŶĞƐƐĞƐ͛ ;E“TBBU“O ƉƌŽǆǇ ĨŽƌ IP“MEͿ 

because they have been established for more than 42 months (GEM Adult Population 

Survey, 2011: Qi7, Q209).  Within each firm, 1 in-depth interview was conducted with the 

owner and took approximately 1.5 hours. Interviews were recorded, transcribed and 

verified.   

4.6 Objectives of the Semi-Structured Interviews       

The objectives of the interviews are four-fold.  First, gather data on the same 

phenomenon from multiple viewpoints.  Second, obtain various meanings and 

interpretations of events, inter/actions, and objects in order to build these variations into 

theory.  Third, compare these various interpretations against alternative explanations. 

Fourth, discover properties and dimensional ranges of relevant concepts.  
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The four objectives are to be accomplished in the following four ways. First, by  

ŝŶǀĞƐƚŝŐĂƚŝŶŐ ƚŚĞ ŝŶĚŝǀŝĚƵĂů “ME ŽǁŶĞƌ͛Ɛ ƵƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ŝŶ ŚĞƌ Žƌ ŚŝƐ ǁŽƌŬ ƉůĂĐĞ͘  

Second, by exploring whether individual absorptive capacity (IAC) influences willingness  

to follow a technologically ʹenabled trend and individual predisposition toward accepting  

social media as a viable business tool.  Third, exploring whether willingness to follow a  

technologically-enabled trend and individual predisposition toward accepting social  

media as a viable business tool influences individual performance in the SME.  Last, by  

examining whether individual absorptive capacity effects individual performance in the  

SME but might be positively moderated by willingness to follow a technologically-enabled  

trend and predisposition toward accepting social media as a viable business tool.  

4.7 Significance of the Sample to the Design 

The significance of the sample to the design is five-fold.  First, the qualitative sample 

consists of five individual SME owners nested in the context of their workplaces and  

studied in depth about their use of social media (Table 4.1).  The choosing of the SME 

owners has been according to cognitive theory of learning (Burns 1995) and iterations of 

TAM (Venkatesh & Davis 2000; Davis, Bagozzi & Warshaw 1998).  

BƵƌŶƐ͛ ;ϭϵϵϱͿ ƚŚĞŽƌǇ ĞŵƉŚĂƐŝǌĞƐ ƚŚĞ ŝŵƉŽƌƚĂŶĐĞ ŽĨ ŝŶĚŝǀŝĚƵĂů ĞǆƉĞƌŝĞŶĐĞ͕ ŵĞĂŶŝŶŐ͕  

problem-solving and development of insights. It also developed the concept that  

individuals have different needs and concerns at different times as well as subjective 

interpretations in different contexts (Burns 1995).  Hence, as part of the analytic process  

within each SME, non-statistical sampling has been conducted for properties and 

dimensions of certain learning processes at the level of the individual and across cases for 

generalizability (Firestone 1993).  
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TAM (Davis 1989; Davis, Bagozzi & Warshaw 1998) and TAM2 (Venkatesh & Davis 2000)  

theorize perceived ease of use and perceived usefulness as being the beliefs by which an 

ŝŶĚŝǀŝĚƵĂů͛Ɛ ďĞŚĂǀŝŽƌĂů ŝŶƚĞŶƚŝŽŶƐ ƚŽ ƵƐĞ ĂŶ IŶĨŽƌŵĂƚŝŽŶ TĞĐŚŶŽůŽŐǇ ;ITͿ ƐǇƐƚĞŵ ĂƌĞ  

determined.   

PĞƌĐĞŝǀĞĚ ĞĂƐĞ ŽĨ ƵƐĞ ŝƐ ͞ƚŚĞ ĞǆƚĞŶƚ ƚŽ ǁŚŝĐŚ Ă ƉĞƌƐŽŶ ďĞůŝĞǀĞƐ ƚŚĂƚ ƵƐŝŶŐ Ă ƐǇƐƚĞŵ ǁŝůů ďĞ 

ĨƌĞĞ ŽĨ ĞĨĨŽƌƚ͟ ;VĞŶŬĂƚĞƐŚ Θ DĂǀŝƐ ϮϬϬϬ ϭϴϳͿ͘ PĞƌĐĞŝǀĞĚ ƵƐĞĨƵůŶĞƐƐ ŝƐ ͞ƚŚĞ ĞǆƚĞŶƚ ƚŽ ǁŚŝĐŚ 

Ă ƉĞƌƐŽŶ ďĞůŝĞǀĞƐ ƚŚĂƚ ƵƐŝŶŐ ƚŚĞ ƐǇƐƚĞŵ ǁŝůů ŝŵƉƌŽǀĞ ŚŝƐ Žƌ ŚĞƌ ũŽď ƉĞƌĨŽƌŵĂŶĐĞ͟ ;Ibid.).  

These mean that the sample is theoretically-driven, purposive (Miles & Huberman 1994; 

Kuzel 1992), heterogeneous, and representative to guarantee the external validity, so the  

results could be generalized (Ali et al 2013).  

Second, the initial choice of informants has led the researcher to similar and different  

informants (Table 4.1: Descriptive Results ) (Yin 1991; Goetz & Lecompte 1984, cited in  

Merriam 1988).   
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Table 4.1 Descriptive Results 

Construct GEM Proxy  SME Name
a
 Mean SD Number 

IAC 

(Individual 

Absorptive 

Capacity) 

SUSKILL EventCo, GraphicCo 

 

.85 .356 169 

 

CompuCo, PRCo, SalonCo 

.83 .373 169 

 

 

   

IPSME 

(Individual 

Performanc

e in the 

SME) 

NBSTATUS 

 

EventCo, GraphicCo .72 .448 169 

ESTBBUSO CompuCo, PRCo, SalonCo .78 .419 169 

EB EventCo, GraphicCo, 

CompuCo, PRCo, SalonCo 

.48 .501 169 

WFTET 

(Willingness 

Toward 

Following a 

Technologic

ally-enabled 

Trend) 

OMNEWTEC EventCo, GraphicCo, 

CompuCo, PRCo, SalonCo 

2.88 .365 169 

INVORTRY EventCo, GraphicCo, 

CompuCo, PRCo, SalonCo  

2.99 1.303 169 

VBT 

(Individual 

Predispositi

on Toward 

Accepting 

Social 

Media as a 

Viable 

Business 

Tool) 

OMCOMPET EventCo, GraphicCo, 

CompuCo, PRCo, SalonCo  

1.49 .596 169 

INVORLIF EventCo, GraphicCo, 

CompuCo, PRCo, SalonCo  

3.04 1.295 169 

 

 

 

  

“ŽƵƌĐĞ͗ ;AƵƚŚŽƌ͛Ɛ ŽǁŶ͕ ϮϬϭϲͿ 
a 

Company pseudonym in columns.
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Interviewing and observing one enterprise owner with another ʹ Wherein each individual 

uses social media in her or his enterprise - invites a priori theoretical comparisons and  

constant comparisons.  These comparisons are important for discerning differences in the 

properties, categories, and patterns found in the data (Strauss & Corbin 1998; Miles &  

Huberman 1994).   

Fourth, the companies were given pseudonymous names to represent the industry in 

which they are located. The benefit to doing this is to demonstrate the diversity of  

theoretical application (Table 4.1; **Note: approximate annual revenue column does not  

reflect ŽǁŶĞƌƐ͛ ƐĂůĂƌŝĞƐ ĂƐ ŶŽŶĞ ŚĂǀĞ ďĞĞŶ ĚƌĂǁŶ͖ ĨƵŶĚƐ ǁĞƌĞ ƌĞŝŶǀĞƐƚĞĚ ďĂĐŬ ŝŶƚŽ ƚŚĞ  

enterprises).  

Third, this approach is valuable for enriching and explaining why the relationship between  

individual absorptive capacity and individual performance in the SME is and how this is  

the case (Appendix p. 149).  

 Fifth, divergent companies were selected across business disciplines and are indicative of  

greater representation within the industries. These cases embody a specific point but are 

also evidence of points across a greater body of business disciplines and are not niched  

into just one industry.    

4.8 Meaning and Brief Description of Case Studies  

The meaning of case studies is two-fold. First, a case is defined as a phenomenon of some 

sort occurring in a bounded context (Miles & Huberman 1994). The case is, in effect, the 

ƌĞƐĞĂƌĐŚĞƌ͛Ɛ ƵŶŝƚ ŽĨ ĂŶĂůǇƐŝƐ͘ “ĞĐŽŶĚ͕ ĐĂƐĞ ƐƚƵĚǇ ŝƐ Ă ĨŽƌŵ ŽĨ ƋƵĂůŝƚĂƚŝǀĞ ƌĞƐĞĂƌĐŚ ƚŚĂƚ 

consists of the collection, analysis and interpretation of narrative forms of data about the 

case (Polit 2010). 
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Case study is described as an opportunity for the researcher to explore or describe one or 

more cases in context and define the boundary of the territory (Bryman 2014). The cases 

are explored not through one lens but rather through a variety of lenses which allows for 

multiple facets of the phenomenon to be revealed and understood. The researcher 

explores individuals or organizations, simple through complex interventions, 

relationships, communities, or programs (Yin 2013) and supports the deconstruction and 

subsequent reconstruction of various phenomena (Bryman 2014). 

Hence, for this study under discussion, multiple case studies complement the overall 

picture in answering the core objectives of the overall question by enriching and 

explaining why the relationship between individual absorptive capacity (IAC) and 

individual performance in the SME (IPSME) is and how that is the case. This research 

examines multiple cĂƐĞƐ ŽĨ ƚŚĞ ƉŚĞŶŽŵĞŶŽŶ ŽĨ ŝŶĚŝǀŝĚƵĂů “ME ŽǁŶĞƌƐ͛ ƵƐĞ ŽĨ ƐŽĐŝĂů 

media. Industries have sectors; sectors have businesses; businesses have owners; owners 

are individuals, and individuals use social media.   

4.9 The Analytic Tools of Microanalysis    

The analytic tools of microanalysis are the following seven factors. The first three are 

ĨŽƌĞŵŽƐƚ͗ ĨŝƌƐƚ͕ ƚŚĞ ĚĂƚĂ͕ ďĞ ƚŚĞǇ ƌĞƐƉŽŶĚĞŶƚƐ͛ ĂĐĐŽƵŶƚƐ ŽĨ͕ ƚĞǆƚƐ͕ ŽďƐĞƌǀĂƚŝŽŶƐ͕ ǀŝĚĞŽƐ͕ Žƌ 

ƐŝŵŝůĂƌ ŐĂƚŚĞƌĞĚ ďǇ ƚŚĞ ƌĞƐĞĂƌĐŚĞƌ͖ ƐĞĐŽŶĚ͕ ƚŚĞ ĂĐƚŽƌƐ͛ͬŽďƐĞƌǀĞƌƐ͛ ŝŶƚĞƌƉƌĞƚĂƚŝŽŶƐ of 

those actions, events, and occurrences; and third, the exchange which takes place 

between the researcher and the data in both gathering and analysing data.   

The fourth and fifth analytic tools go hand-in-hand: asking questions and making 

comparisons. For the development of theory, those two operations are essential. Sixth, 

ƚŚĞŽƌĞƚŝĐĂů ƐĂŵƉůŝŶŐ ǁŚŝĐŚ ŝƐ ͞ƐĂŵƉůŝŶŐ ŽŶ ƚŚĞ ďĂƐŝƐ ŽĨ ĞŵĞƌŐŝŶŐ ĐŽŶĐĞƉƚƐ͕ ǁŝƚŚ ƚŚĞ Ăŝŵ 
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being to explore the dimensional range or varied conditions along which the properties of 

conceƉƚƐ ǀĂƌǇ͟ ;“ƚƌĂƵƐƐ Θ CŽƌďŝŶ ϭϵϵϴ ϳϯͿ͘  

“ĞǀĞŶƚŚ͕ ŽƉĞŶ ĂŶĚ ĂǆŝĂů ĐŽĚŝŶŐ͗ ŽƉĞŶ ĐŽĚŝŶŐ ŝƐ ͞ƚŚĞ ĂŶĂůǇƚŝĐ ƉƌŽĐĞƐƐ ƚŚƌŽƵŐŚ ǁŚŝĐŚ 

ĐŽŶĐĞƉƚƐ ĂƌĞ ŝĚĞŶƚŝĨŝĞĚ ĂŶĚ ƚŚĞŝƌ ƉƌŽƉĞƌƚŝĞƐ ĂŶĚ ĚŝŵĞŶƐŝŽŶƐ ĂƌĞ ĚŝƐĐŽǀĞƌĞĚ ŝŶ ƚŚĞ ĚĂƚĂ͟ 

(Strauss & Corbin 1998 101), and axial coding, ƚĞƌŵĞĚ ͞ĂǆŝĂů͟ ďĞĐĂƵƐĞ ͞ĐŽĚŝŶŐ ŽĐĐƵƌƐ 

around the axis of a category, linking categories at the level of properties and 

ĚŝŵĞŶƐŝŽŶƐ͟ ;“ƚƌĂƵƐƐ Θ CŽƌďŝŶ ϭϵϵϴ ϭϮϯͿ͘   

The eighth analytic tool is its free flowing non-static creative process. These allow the 

anaůǇƐƚ ƚŽ ͞ŵŽǀĞ ƋƵŝĐŬůǇ ďĂĐŬ ĂŶĚ ĨŽƌƚŚ ďĞƚǁĞĞŶ ƚǇƉĞƐ ŽĨ ĐŽĚŝŶŐ͕ ƵƐŝŶŐ ƚĞĐŚŶŝƋƵĞƐ ĂŶĚ 

ƉƌŽĐĞĚƵƌĞƐ ĨƌĞĞůǇ ĂŶĚ ŝŶ ƌĞƐƉŽŶƐĞ ƚŽ ƚŚĞ ĂŶĂůǇƚŝĐ ƚĂƐŬ ďĞĨŽƌĞ ƚŚĞ ĂŶĂůǇƐƚ͟ ;“ƚƌĂƵƐƐ Θ 

Corbin 1998 58).              

4.10 Codes and Types of Coding 

The list of codes includes the GEM proxies (Table 4.3) and reflects the analysis given to 

differentiate and combine the transcribed content from interviews with the five SME 

owners at their workplaces and reflections made about that information. The codes have 

been used for assigning units of meaning to the words, phrases, sentences, and 

paragraphs in the written up field notes (Strauss & Corbin 1998; Miles & Huberman 1994). 

The codes take the form of straightforward category labels (i.e., descriptive; e.g., External 

Context: EC), inferential and explanatory labels (i.e., interpretive; e.g., GV-MOT/PRIV), 

and more complex labels (i.e., metaphor; e.g., EP-EXP/MET).  

FŽƌ ƉƵƌƉŽƐĞƐ ŽĨ ƚŚŝƐ ƐƚƵĚǇ͕ ͞ŝƚ ŝƐ ŶŽƚ ƚŚĞ ǁŽƌĚƐ ƚŚĞŵƐĞůǀĞƐ ďƵƚ ƚŚĞ ŵĞĂŶŝŶŐ ƚŚĂƚ ŵĂƚƚĞƌƐ͟ 

(Manning 1987 35).  Bliss, Monk, and Ogburn (1983) point out that a word, phrase, 
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ƐĞŶƚĞŶĐĞ͕ Žƌ ƉĂƌĂŐƌĂƉŚ ĚŽĞƐ ŶŽƚ ͞ĐŽŶƚĂŝŶ͟ ŝƚƐ ŵĞĂŶŝŶŐ ĂƐ Ă ďƵĐŬĞƚ ͞ĐŽŶƚĂŝŶƐ͟ ǁĂƚĞƌ͕ ďƵƚ 

has the meaning it does by being a choice made about its significance in a given context. 

That choice excludes other ĐŚŽŝĐĞƐ ƚŚĂƚ ĐŽƵůĚ ŚĂǀĞ ďĞĞŶ ŵĂĚĞ ƚŽ ͞ƐƚĂŶĚ ĨŽƌ͟ ƚŚĂƚ ǁŽƌĚ Žƌ 

phrase, and that choice is embedded in a particular logic or a conceptual lens.  Hence, for 

this study, the choice is embedded in the logic of cognitive psychology to enrich and 

explain what creates or originates (why) the relationship between individual absorptive 

capacity and individual performance in the SME is and why this is the case.  

IŶ ƚŚŝƐ ƐƚƵĚǇ͕ ƋƵĞƐƚŝŽŶƐ ŚĂǀĞ ďĞĞŶ ĂƐŬĞĚ ĂďŽƵƚ ƚŚĞ “ME ŽǁŶĞƌƐ͛ ŵŽƚŝǀĞƐ ĨŽƌ ƵƐŝŶŐ ƐŽĐŝĂů 

media and more specific questions about whether these motives were performance 

centered (e.g., whether individual SME owners thought they could increase their job - 

related performance and productivity) (Venkatesh, Thong & Xu 2012; Venkatesh & Davis 

2000; Davis 1989; Davis, Bagozzi & Warshaw 1989). The previous sentence articulates an 

a priori idea of a possible relationship embedded within cognitivism which is discussed 

later in the chapter.  

During data collection some inkling has been seen of a relationship between the motives 

questions and two others: an attitude question (whether the SME owner has had a 

willingness to follow a technologically ʹ enabled trend) and a centrality question (whether 

predisposition toward accepting social media as a viable business tool loomed larger than 

other tasks in the daily life of the SME owner) (Appendix 4.4 p. 154).  The questions about 

attitude and centrality will be discussed more fully in Chapter 6, which also contains the 

Case Studies. Prior to that, and last in this chapter, is the Chapter 5 GEM data and sample.  
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Chapter 5: Data and Sample 

 

5. 1 Overview of the Chapter 

 

In this chapter the Global Entrepreneurship Monitor (GEM) is introduced and identified as 

one of the most appropriate sources from which to draw sample data and variable 

measures for use in this research. In section 5.2, the intent and design for the research is 

explained. In section 5.3., the design and purpose for the GEM study are explained. In 

section 5.4., the purpose of the Individual National Teams is explained. In section 5.5., the 

reasons behind the National Experts Survey (NES) are discussed. In section 5.6., the 

elements of the Adult Population Survey (APS) are provided. In section 5.7., the purpose 

for the GEM Database is discussed. In section 5.8., details about the sample data and 

variable measures are provided. In section 5.9., the processes for how to test for 

mediation and moderation are discussed.  

5. 2 Intent and Design for this Research 

The intent and design for this research included tests for mediation and moderation. To 

that end a large sample population was gathered (n = 40). As the project unfolded the 

process was corrupted twice, once in 2015 and once in 2016. Both times were the result 

of technical or software errors that reduced not only the sample size but also the 

correlative ability required for mediation and moderation. The sample size reduced to 

11% of the original population (n = 40). (Please see Appendix Chapter 4 Hierarchical 

Multiple Linear Regression Analysis 1 p. 175 for further content on this topic.) 
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5. 3 Design and Purpose of the GEM Study 

GEM was designed as a comprehensive multi-country initiative with the objective of 

facilitating cross-country assessment and comparison of entrepreneurial activity in a 

ŶĂƚŝŽŶ͛Ɛ ĞĐŽŶŽŵŝĐ ŐƌŽwth by using the same measurement approach in all countries 

involved in the study (Reynolds, Bosma, Autio, Hunt, DeBono, Servais, Lopez-Garcia & 

Chin 2005). Initiated in 1997, GEM has expanded to over 80 participating countries in the 

past decade (Lepoutre, Justo, Terjesen & Bosma 2013).    

The design of the GEM conceptual model proposes relationships between established and 

new business activity and economic growth at the national level. It also proposes 

antecedents of these two forms of business activity. The GEM model is important because 

it guides how data is collected and analysed by the individual national team of volunteers 

and it reflects a wide range of factors associated with national variations in 

entrepreneurial activity and the major contextual features. Empirical tests of the many 

relationships in the model required four data collection activities: adult population 

surveys (APS), unstructured interviews with national experts, self-administered 

questionnaires completed by national experts (NES), and the assembly of relevant 

standardized measures from existing cross-national data sets.  

WŚĂƚ ŝƐ GEM͛Ɛ ƉƵƌƉŽƐĞ͍ TŚĞ ƉƵƌƉŽƐĞ ŝƐ ƚŽ ƐƚƵĚǇ ƚŚĞ ďĞŚĂǀŝŽƵƌ ŽĨ ŝŶĚŝǀŝĚƵĂůƐ ǁŝƚŚ ƌĞƐƉĞĐƚ 

to starting and managing a business. Why is the study important? It is widely 

acknowledged that entrepreneurship is one of the most important forces shaping the 

changes in the global economic landscape (Glaeser, Kerr & Kerr 2013; Thompson, Jones-

Evans & Kwong 2009; Levie & Autio 2008; Levie 2007; Reynolds, Bosma, Autio, Hunt, 

DeBono, Servais, Lopez-Garcia & Chin 2005; Shane & Venkataraman 2000). And GEM 
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provides a fundamental understanding of the mechanisms between entrepreneurship 

and national economic growth by assembling relevant harmonized cross national data on 

an annual basis.  

5. 4 Purpose of the Individual National Teams 

GEM is formed of a consortium of individual national teams, and each national team is led 

by an academic institution. Because the individual entrepreneur in her/his individual 

country is considered to be the basic unit of analysis for the GEM initiative, the team is 

the official national representative of the project ʹ responsible for collecting GEM data in 

the country on an annual basis and producing a National Report of their findings ʹ and 

acting as the point of contact for any GEM enquiries.   

5. 5 Reason for the National Expert Survey (NES) 

The NES is the basic model utilized to develop the GEM envisioned characterization of 

countries in terms of nine dimensions referred to as entrepreneurial framework 

conditions (EFC) (Reynolds et al. 2005). The nine dimensions include: i) entrepreneurial 

finance, ii) government policy, iii) government entrepreneurship programs, iv) 

entrepreneurship education, v) R & D transfer, vi) commercial and legal infrastructure, vii) 

entry regulation, viii) physical infrastructure, and ix) cultural and social norms. The nine 

dimensions were designed to complement the eight characteristics that were developed 

as part of the Global Competitiveness Index (GCI) research program (Schwab & Sachs 

ϭϵϵϳ͕ ϭϵϵϴͿ͘ TŚĞ ĞŝŐŚƚ GCI ĐŚĂƌĂĐƚĞƌŝƐƚŝĐƐ ŝŶĐůƵĚĞ͗ ͞ĚŽŵĞƐƚŝĐ ĞĐŽŶŽŵŝĐ ŽƉĞŶŶĞƐƐ͕ ƐŚĂƌĞ 

of gross domestic product (GDP) spent by government, finance, infrastructure, 

ƚĞĐŚŶŽůŽŐǇ͕ ŵĂŶĂŐĞŵĞŶƚ͕ ůĂďŽƌ͕ ĂŶĚ Đŝǀŝů ŝŶƐƚŝƚƵƚŝŽŶƐ͟ ;HĂŶŬĞ Θ WĂůƚĞƌƐ ϭϵϵϳ ϭϲͿ͘  
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The entrepreneurial framework conditions  represent different aspects of the national 

context that were expected to enhance entrepreneurial activity but as Reynolds et al 

(2004) point out, a major problem remained, there were no harmonized indices or 

measures that could be utilized as single item or multiple item indices of these 

entrepreneurial framework condition. One solution was to create an independent 

procedure to develop these national context measures (Reynolds et al. 2005). It was 

ĐŽŶƐŝĚĞƌĞĚ ͞ĂƉƉƌŽƉƌŝĂƚĞ ƚŽ ƵƐĞ ƚŚĞ ŝŶĨŽƌŵĞĚ ũƵĚŐĞŵĞŶƚƐ ŽĨ ŶĂƚŝŽŶĂů ĞǆƉĞƌƚƐ͟ ƌĞŐĂƌĚŝŶŐ 

the status of entrepreneurship in their own countries (Ibid. 222). Hence, the survey is 

administered to a minimum of 36 experts chosen on the basis of reputation and 

experience. Efforts were made to ensure that experts with a substantial range of 

background and knowledge were chosen in each country (Reynolds et al. 2004). Personal 

interviews with the national experts had two components: an open ended review of the 

ĞǆƉĞƌƚƐ͛ ǀŝĞǁƐ ŽŶ ƚŚĞŝƌ countries contributions (strengths) and limitations (weaknesses) 

regarding what existing entrepreneurship policy and/or program changes would enhance 

the level of entrepreneurship in their country; this was followed by completion of a self-

administered fixed response questionnaire.   

5. 6 Elements of the Adult Population Survey (APS) 

There are three basic elements of the GEM measures of national entrepreneurial activity: 

i) the sample of respondents, ii) the interview schedule used to collect individual level 

data, and iii) the creating of indices and measures that reflect entrepreneurship as a 

national attribute. When combined, the three elements create the APS instrument which 

the GEM National Teams use to measure the level and nature of entrepreneurial 

attitudes, activity, and aspirations of individuals all over the world (Lepoutre et al. 2013).  
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The APS goal is to explore the role of the individual in the lifecycle of the entrepreneurial 

process. The focus is on business characteristics (Reynolds et al. 2004), the actions taken 

to start/run a business (Ibid.), and personal attributes and various forms of 

entrepreneurial activity (Thompson et al. 2009). More specifically, personal attributes 

ůŽŽŬƐ Ăƚ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ ƉƐǇĐŚŽůŽŐŝĐĂů ĨĂĐƚŽƌƐ ŽĨ ƉĞƌĐĞŝǀĞĚ ĐĂƉĂďŝlities and perceived 

opportunities, and the motivational aspects of necessity-based vs. opportunity-based 

employment (Ibid).       

Annually GEM surveys representative population samples of at least 2,000 randomly 

selected adults in each participating country between May and August in the national 

language(s) and facilitates translation and back-translation of questions. In developed 

countries where the majority of the populations live in households with landline phones, 

the surveys are completed by using phones and a phone call is placed to an adult in the 

household on a weekday night or during the day on the weekend. In developing countries 

where the majority of the populations live in households without landline phones, the 

surveys are conducted using either face-to-face interview techniques or with the use of 

mobile phones. From each individual interviewed in the GEM sample, records are 

collected of gender, employment status, educational background, and household income. 

Once collected the APS data is weighted to reflect the national population and 

harmonized with the other countries by the GEM coordination team
1
.  

5. 7  The Purpose for the GEM Database 

                                                           
1
 Weights are based on age and gender structure for every country. Additionally, other 

characteristics such as education and ethnicity are captured in the weights, if appropriate.  Most 

countries adopt a regional stratification to ensure that all regions are represented in the sample.  
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The GEM database is the consolidated master file comprised of all separate individual 

datasets which have been checked and harmonized, and as mentioned earlier, all 

individuals have been assigned the appropriate final weights (Reynolds et al. 2005).  The 

use of the individual case weights, developed for each country, ensure that the final 

aggregate indicators are representative of the adult population in each country (Lepoutre 

et al. 2013).   

5. 8 Sample Data and Variable Measures ʹ UK only 

Sample data from the GEM Adult Population Survey (APS) Global Individual database 

consists of over 162,724 questions, many of which deal with parameters outside the 

scope of this present research. The sample data used for this study focuses only on the UK 

adult population. Of the sample data there are nine proxies (variables) that correspond to 

the research concepts. The nine variables are listed as follows in Table 5.1: 
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TABLE 5.1 GEM Variables Used as Proxies for This Study ʹ UK only (subset) 

 

 

Question  Statement 

number 

 

  

  i3. SUSKILL  Do you have the knowledge, skill and experience required to start a 

business. 

 

  i7. NBSTATUS  In your country, those successful at starting a new business have a 

high level of status and respect. 

 

 Q2A. OMSME  Are you, alone or with others, currently the owner of a business 

you help manage, self-employed, or selling any goods or services to 

others. 

 

 2G2.OMCOMPET Right now, are there many, few, or no other businesses offering the 

same products or services to your potential customers. 

 

2G3.OMNEWTEC Have the technologies or procedures required for this product or 

service been available for less than a year, or between one to five  

years, or longer than five years. 

 

5W2.INVORTRY In the next 6 months you are likely to try products or services that  

   use new technologies in your daily work for the first time. 

 

5W3.INVORLIF  In the next 6 months, new products and services will improve your  

   working life. 

 

209.  ESTBBUSO Established business that is older than 42 months. 

 

302.  EB:   Any job now or in 5 years.  

   

 

(Source: GEM Adult Population Survey 2011 1-44)  

 

Table 5.2 shows the summary for all the variables used as proxies for this study ʹ UK only. 

 

 

 

 

 

 

 

 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

96 

 

Table 5.2 Summary of Variables: Descriptive Statistics ʹ UK only 

 

 

Question    N          Minimum          Maximum                  Mean        Std. Deviation 

   Statistic           Statistic          Statistic              Statistic|Std. Error          Statistic 

 

Country - UK 2,000  44  44  44.00|   .000  .000 

   i3.  1,956    0    1      .41|   .011  .493 

   i7.  1,857    0    1      .80|   .114  .400  

  2A.  1,996    0    1      .14|   .008  .345 

 2G3.    190    1    3    2.88|   .026  .358 

5W2.  1,272    1    5    2.82|   .033              1.180 

 2G2.    193    1    3    1.54|   .044  .612 

5W3.  1,272    1    5    2.82|   .033              1.180 

 209.  2,000    0     1      .08|   .006  .265 

 302.  2,000    0    1     .05|    .005  .214 

Valid N (listwise)   169   

 

 

 

5. 8. 1.  Measures 

The following subsections contain units and methods used to identify relationships and 

effects in this research.  

5. 8. 1. 1. Mediating Variables 

Mediation is said to occur when a causal effect of the relationship between Individual 

Absorptive Capacity (IAC) (predictor variable) and Individual Performance in the SME 

(IPSME) (outcome variable) can be explained by their relationship to Willingness to Follow 

a Technologically-Enabled Trend (WFTET) (mediator variable) and Individual 

Predisposition Toward Accepting Social Media as a Viable Business Tool (mediator 

variable). This mediation analysis will assess the strength of the direct relationship 

between the predictor variable and outcome variable (Table 3) and estimate the indirect 

effect and its significance (Table 4).   
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5. 8. 1. 1. 2 Individual Absorptive Capacity ʹ Predictor Variable: 

First, the predictor variable in this research is Individual Absorptive Capacity (IAC). For 

Individual Absorptive Capacity (IAC) this research uses the following variables as proxy:   

     ŝϯ͘   ͚DŽ ǇŽƵ ŚĂǀĞ ƚŚĞ ŬŶŽǁůĞĚŐĞ͕ ƐŬŝůů ĂŶĚ ĞǆƉĞƌŝĞŶĐĞ ƌĞƋƵŝƌĞĚ ƚŽ ƐƚĂƌƚ Ă ďƵƐŝŶĞƐƐ͍͛ 
 Proxy Name: SUSKILL (GEM Adult Population Survey 2011 3); 

Q2A.  ͚AƌĞ ǇŽƵ͕ ĂůŽŶĞ Žƌ ǁŝƚŚ ŽƚŚĞƌƐ͕ ĐƵƌƌĞŶƚůǇ ƚŚĞ ŽǁŶĞƌ ŽĨ Ă ďƵƐŝŶĞƐƐ ǇŽƵ ŚĞůƉ ŵĂŶĂŐĞ͕  
self-ĞŵƉůŽǇĞĚ͕ Žƌ ƐĞůůŝŶŐ ĂŶǇ ŐŽŽĚƐ Žƌ ƐĞƌǀŝĐĞƐ ƚŽ ŽƚŚĞƌƐ͍͛ 
Proxy Name: OMSME (GEM Adult Population Survey 2011 Q2A). 

 

 

Figure 5.1 

Individual Absorptive Capacity 

Two Proxies 

 

  

 

 

 

 

 

 

5. 8. 1. 1. 3 Willingness to Follow a Technologically ʹ Enabled Trend and  

  Individual Predisposition Toward Accepting Social Media as a Viable  

  Business Tool ʹ Mediating Variables: 

 

The two mediating variables in this research are Willingness to Follow a Technologically ʹ 

Enabled Trend (WFTET) and Individual Predisposition Toward Accepting Social Media as a 

Viable Business Tool (VBT). For Willingness to Follow a Technologically ʹ Enabled Trend 

this research uses the following four proxies: 

Individual Absorptive Capacity (IAC) 

(Predictor Variable) 

 

(Two Proxies for Predictor Variable) 

SUSKILL 

OMSME 
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    ϮGϯ͘ ͚HĂǀĞ ƚŚĞ ƚĞĐŚŶŽůŽŐŝĞƐ Žƌ ƉƌŽĐĞĚƵƌĞƐ ƌĞƋƵŝƌĞĚ ĨŽƌ ƚŚŝƐ ƉƌŽĚƵĐƚ Žƌ ƐĞƌǀŝĐĞ ďĞĞŶ 

     available for less than a year, or between one to five years, or longer than five 

     ǇĞĂƌƐ͍͛  
   Proxy Name: OMNEWTEC (GEM Adult Population Survey 2011 18); 

    ϱWϮ͘ ͚IŶ ƚŚĞ ŶĞǆƚ ϲ ŵŽŶƚŚƐ ǇŽƵ ĂƌĞ ůŝŬĞůǇ ƚŽ ƚƌǇ ƉƌŽĚƵĐƚƐ Žƌ ƐĞƌǀŝĐĞƐ ƚŚĂƚ ƵƐĞ ŶĞǁ 

      ƚĞĐŚŶŽůŽŐŝĞƐ ŝŶ ǇŽƵƌ ĚĂŝůǇ ǁŽƌŬ ĨŽƌ ƚŚĞ ĨŝƌƐƚ ƚŝŵĞ͍͛ 
      Proxy Name: INVORTRY (GEM Adult Population Survey 2011 36); 

ϮGϮ͘  ͚‘ŝŐŚƚ ŶŽǁ͕ ƚŚĞƌĞ Ăre many, few, or no other businesses offering the same  

   ƉƌŽĚƵĐƚƐ Žƌ ƐĞƌǀŝĐĞƐ ƚŽ ǇŽƵƌ ƉŽƚĞŶƚŝĂů ĐƵƐƚŽŵĞƌƐ͍͛ 
      Proxy Name: OMCOMPET (GEM Adult Population Survey 2011 18);    

    ϱWϯ͘ ͚IŶ ƚŚĞ ŶĞǆƚ ϲ ŵŽŶƚŚƐ͕ ŶĞǁ ƉƌŽĚƵĐƚƐ Žƌ ƐĞƌǀŝĐĞƐ ǁŝůů ŝŵƉƌŽǀĞ ǇŽƵƌ ǁŽƌŬŝŶŐ ůŝĨĞ͛͘ 
               Proxy Name: INVORLIF (GEM Adult Population Survey 2011 36). 

 

 

Figure 5.2 Willingness to Follow a Technologically ʹ Enabled Trend (WFTET)  

  and Individual Predisposition Toward Accepting Social Media as a 

Viable Business Tool (VBT)  

   Four Proxies  

 

 

 

   

   

 

 

 

5. 8. 1. 1. 4 Individual Performance in the SME (IPSME) ʹ Outcome Variable 

Last, the outcome variable is Individual Performance in the SME (IPSME) and this research 

uses the following three proxies: 

  ŝϳ͘  ͚IŶ ǇŽƵƌ ĐŽƵntry, those successful at starting a new business have a high level of 

             ƐƚĂƚƵƐ ĂŶĚ ƌĞƐƉĞĐƚ͖͛ 
             Proxy Name: NBSTATUS (GEM Adult Population Survey 2011 3); 

   ϮϬϵ͘ ͚EƐƚĂďůŝƐŚĞĚ ďƵƐŝŶĞƐƐ ƚŚĂƚ ŝƐ ŽůĚĞƌ ƚŚĂŶ ϰϮ ŵŽŶƚŚƐ͖͛ 
 Proxy Name: ESTBBUSO (GEM Adult Population Survey 2011 209); 

   302. ͚AŶǇ ũŽď ŶŽǁ Žƌ ŝŶ ϱ ǇĞĂƌƐ͛͘ 
 Proxy Name: EB (GEM Adult Population Survey 2011 302). 

 

 

 

 

(Four Proxies for 

Mediator Variables)  

 

OMNEWTEC 

INVORTRY 

OMCOMPET 

INVORLIF 

+ Individual Absorptive Capacity (IAC) 

(Predictor Variable) 
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Figure 5.3 Individual Performance in the SME (IPSME)  

     Three Proxies 

 

 

 

 

 

 

5. 8. 2. 1. Moderating Variables 

Moderation is said to occur when the causal effect of willingness to follow a 

technologically-enabled trend (WFTET) and predisposition toward accepting social media 

as a viable business tool (VBT) influence the direction and/or strength of the relationship 

between individual absorptive capacity (IAC) and individual performance in the SME 

(IPSME). 

5. 8. 2. 1. 1. Individual Absorptive Capacity - Independent Variable: 

First, the independent variable in this research is Individual Absorptive Capacity (IAC). For 

Individual Absorptive Capacity (IAC) this research uses the following two variables as 

proxies:  

i3. ͚DŽ ǇŽƵ ŚĂǀĞ ƚŚĞ ŬŶŽǁůĞĚŐĞ͕ ƐŬŝůůƐ ĂŶĚ ĞǆƉĞƌŝĞŶĐĞ ƌĞƋƵŝƌĞĚ ƚŽ ƐƚĂƌƚ Ă ďƵƐŝŶĞƐƐ͍͛  
             Proxy Name: SUSKILL (GEM Adult Population Survey 2011 3); 

Q2A.  ͚AƌĞ ǇŽƵ͕ ĂůŽŶĞ Žƌ ǁŝƚŚ ŽƚŚĞƌƐ͕ ĐƵƌƌĞŶƚůǇ ƚŚĞ ŽǁŶĞƌ ŽĨ Ă ďƵƐŝŶĞƐƐ ǇŽƵ ŚĞůƉ ŵĂŶĂŐĞ͕  
 self-ĞŵƉůŽǇĞĚ͕ Žƌ ƐĞůůŝŶŐ ĂŶǇ ŐŽŽĚƐ Žƌ ƐĞƌǀŝĐĞƐ ƚŽ ŽƚŚĞƌƐ͍͛ 
 Proxy Name: OMSME (GEM Adult Population Survey 2011 Q2A). 

 

 

 

 

 

 

 

 

Willingness to Follow a Technologically ʹ 

Enabled Trend (WFTET) (Mediator Variable) 

Individual Predisposition Toward Accepting 

Social Media as a Viable Business Tool (VBT) 

(Mediator Variable) 

(Three Proxies for 

Outcome Variable) 

 

NBSTATUS 

ESTBBUSO 

EB 

 

+ 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

100 

 

Figure 5.4. 

Individual Absorptive Capacity 

Two Proxies 

   

             

 

 

 

 

 

 

As mentioned above SUSKILL (GEM Adult Population Survey 2011 3) is proxy for Individual 

AďƐŽƌƉƚŝǀĞ CĂƉĂĐŝƚǇ ;IACͿ͘ IAC ƌĞĨĞƌƐ ƚŽ ƚŚĞ ŝŶĚŝǀŝĚƵĂů͛Ɛ ĞǆƉĞƌŝĞŶĐĞ͕ ŬŶŽǁůĞĚŐĞ͕ ĂŶĚ 

cognition; SUSKILL refers to an individuaů͛Ɛ ŬŶŽǁůĞĚŐĞ͕ ƐŬŝůů ĂŶĚ ĞǆƉĞƌŝĞŶĐĞ ƌĞƋƵŝƌĞĚ ƚŽ 

start a new enterprise (GEM 2011).  

 

5. 8. 2. 1. 2. Willingness to Follow a Technologically - Enabled Trend (WFTET) and 

 Predisposition Toward Accepting Social Media as a Viable Business 

Tool (VBT) 

 

An examination of WFTET, and predisposition toward accepting social media as a VBT, 

and their interaction.  

 

5. 8. 2. 1. 2. 1 Willingness to Follow a Technologically - Enabled Trend (WFTET) ʹ  

  Moderating Variable 

  

Second, Willingness to Follow a Technologically - Enabled Trend (WFTET) is the first of two 

moderating variables in this research. For Willingness to Follow a Technologically - 

Enabled Trend this research uses the following two variables as proxies:   

    ϮGϯ͘ ͚HĂǀĞ ƚŚĞ ƚĞĐŚŶŽůŽŐŝĞƐ Žƌ ƉƌŽĐĞĚƵƌĞƐ ƌĞƋƵŝƌed for this product or service been  

   available for less than a year, or between one to five years, or longer than five  

   ǇĞĂƌƐ͖͛ 
   Proxy name: OMNEWTEC (GEM Adult Population Survey 2011 16); 

 Individual Absorptive Capacity (IAC)      
  (Predictor Variable) 

(Two Proxies for Predictor Variable)  
SUSKILL 
OMSME 
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    ϱWϮ͘ ͚IŶ ƚŚĞ ŶĞǆƚ ϲ ŵŽŶƚŚƐ ǇŽƵ ĂƌĞ ůŝŬĞůǇ ƚŽ ƚƌǇ ƉƌŽĚƵcts or services that use new 

               ƚĞĐŚŶŽůŽŐŝĞƐ ŝŶ ǇŽƵƌ ĚĂŝůǇ ǁŽƌŬ ĨŽƌ ƚŚĞ ĨŝƌƐƚ ƚŝŵĞ͛͘ 
               Proxy name: INVORTRY (GEM Adult Population Survey 2011 37). 

 

Figure 5.5 

Willingness to Follow a 

Technologically-enabled Trend 

Two Proxies 

 

 

 

 

 

 

IŶ ĞǆĂŵŝŶŝŶŐ ŵĞĐŚĂŶŝƐŵƐ ƚŚƌŽƵŐŚ ǁŚŝĐŚ ĂŶ “ME ŽǁŶĞƌ͛Ɛ ŝŶĚŝǀŝĚƵĂů ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ 

translates to individual performance in the SME, several researchers (Ahlin et al., 2014; 

Fischer & Reuber 2011; Sarasvanthy, Dew, Reid & Wiltbank 2008; Cook 2008) emphasise 

that the direct link between what the SME owner thinks she or he can create (cognition) 

and individual performance may be moderated by other variables.  The first moderating 

variable OMNEWTEC (GEM Adult Population Survey 2011 16) is proxy for WFTET  because 

ƚŚĞ ƚĞƌŵ ͚ƚĞĐŚŶŽůŽŐŝĞƐ͛ ĐĂŶ ƌĞĨĞƌ ƚŽ ĞŝƚŚĞƌ ĞŵĞƌŐĞŶƚ Žƌ ǁĞůů-established trends in Web-

based technologies available for consumers to follow, and SME owners are consumers 

who follow those trends.  Also, the strength of belief the entrepreneur seems to have in 

her/his capability to recognize patterns among events, data and experiences (Dane & 

Pratt 2007) could influence her/his willingness to follow a Web-based trend.  Therefore, 

the direct link between individual absorptive capacity and individual performance in the 

SME may be moderated by individual willingness to follow a technologically-enabled 

trend. Examples of technologically-enabled trends would be: Google
+
, Twitter, and 

(Two Proxies for Moderator Variable) 
OMNEWTEC 
INVORTRY 

Willingness to Follow a Technologically-enabled Trend (WFTET) 
                                              (MV) 
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Pinterest (Greenwald 2014).   Hence, the variable, OMNEWTEC (GEM Adult Population 

Survey 2011 16) is one proxy for WFTET.  

INVORTRY (GEM Adult Population Survey 2011 37) is the second proxy for WFTET.  Why? 

Because as Kaplan and Haenlein (2010) point out, the willingness to use new Web-based 

technologies like blogs, Twitter and Facebook in their daily work allows SME owners to 

engage in timely and direct end-consumer contact at relatively low cost and higher levels 

of efficiency than can be achieved with more traditional communication tools (e.g., fax, 

letter).  This leads to consideration of the second moderating variable.  

5. 8. 2. 1. 2. 2 Individual Predisposition Toward Accepting Web-based Technologies 

as a Viable Business Tool (VBT) ʹ Moderating Variable 

  

The second moderating variable in this research is Individual Predisposition Toward 

Accepting Web-based Technologies as a Viable Business Tool (VBT).  Two proxies in the 

GEM database correspond to the concept Individual Predisposition Toward Accepting 

Web-based Technologies as a Viable Business Tool (VBT):  

     2G2. ͚Right now, are there many, few, or no other businesses offering the same 

                ƉƌŽĚƵĐƚƐ Žƌ ƐĞƌǀŝĐĞƐ ƚŽ ǇŽƵƌ ƉŽƚĞŶƚŝĂů ĐƵƐƚŽŵĞƌƐ͖͛ 
    Proxy Name: OMCOMPET (GEM Adult Population Survey 2011 16); 

 

     ϱWϯ͘ ͚IŶ ƚŚĞ ŶĞǆƚ ϲ ŵŽŶƚŚƐ͕ ŶĞǁ ƉƌŽĚƵĐƚƐ ĂŶĚ ƐĞƌǀŝĐĞƐ will improve your working 

       ůŝĨĞ͛͘ 
        Proxy Name: INVORLIF (GEM Adult Population Survey 2011 37). 

 

  
 

Figure 5.6 

Individual Predisposition 

Toward Accepting 

Web-based Technologies  

As a Viable Business Tool                                              

Two Proxies               
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As mentioned above, OMCOMPET and INVORLIF (GEM Adult Population Survey 2011 39, 

50) are the two proxies for VBT.  Why?  Because of the rapid and frequent changes that 

occur in consumer groups, products, and the mix of competitors, SMEs owners might 

benefit from accepting Web-based technologies as a viable business tool.  The frequent 

changes can make it difficult for SME owners to successfully differentiate their 

products/services from competitors offering the same products/services to potential 

customers (Wiggins & Ruefli 2005).  As Larrañeta, Zahra & González (2014) see it, business 

success might depend on the enterprise owner remaining familiar with changing market 

forces and by trying out a range of competitive actions - including the use of social media 

- as this strategy could be part of what drives her/his business success.  So, how might an 

SME owner use social media as a viable business tool in her/his enterprise?  Of the 

numerous options available, the following three suggestions are provided.  First, the SME 

owner could recognize the great value in applying the social media tool and prioritize the 

learning of it, if it is not learned already.  Second, if the SME has a website then use 

retargeting adverts to convert the casual website visitor to client/customer.  Third, 

generate attractive original content and cross-post it on other web-based platforms to 

attract followers and differenƚŝĂƚĞ ƉƌŽĚƵĐƚƐͬƐĞƌǀŝĐĞƐ ĨƌŽŵ ĐŽŵƉĞƚŝƚŽƌƐ͛͘  

The range of choice of web-based technologies could allow SME owners to match their 

capabilities and resources with opportunities for improved individual performance in the 

SME.  Indeed, prior studies (Larrañeta, Zahra & González 2014; Robinson & McDougall 

ϮϬϬϭͿ ƐŚŽǁ ƚŚĂƚ ƐŽŵĞ “ME ŽǁŶĞƌƐ͛ ƉĞƌĐĞƉƚŝŽŶ ŽĨ ŽƉƉŽƌƚƵŶŝƚŝĞƐ ŝƐ Ă ŬĞǇ ƉĞƌƐŽŶĂů 

attribute for pursuing a broad scope of Web-based technology strategies to use as 

strategic business tools in their daily work.  In short, the above discussion implies that 

acceptance of Web-based technologies as a viable business tool may moderate the 
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relationship between individual absorptive capacity and individual performance in the 

SME. This leads to consideration of Individual Performance in the SME, as the dependent 

variable.  

5. 8. 2. 1. 3 Individual Performance in the SME (IPSME) ʹ Dependent Variable 

The dependent variable in this research is Individual Performance in the SME (IPSME). For 

individual performance in the SME this research uses the following three variables as 

proxies: 

     i7. ͚IŶ ǇŽƵƌ ĐŽƵŶƚƌǇ͕ ƚŚŽƐĞ ƐƵĐĐĞƐƐĨƵů Ăƚ ƐƚĂƌƚŝŶŐ Ă ŶĞǁ ďƵƐŝŶĞƐƐ ŚĂǀĞ Ă ŚŝŐŚ ůĞǀĞů ŽĨ  
             ƐƚĂƚƵƐ ĂŶĚ ƌĞƐƉĞĐƚ͖͛ 
  Proxy name: NBSTATUS (GEM Adult Population Survey 2011 3). 

   209. ͚EƐƚĂďůŝƐŚĞĚ ďƵƐŝŶĞƐƐ ƚŚĂƚ ŝƐ ŽůĚĞƌ ƚŚĂŶ ϰϮ ŵŽŶƚŚƐ͖͛ 
  Proxy name: ESTBBUSO (GEM Adult Population Survey 2011 209);   

   302. ͚EB͗ AŶǇ ũŽď ŶŽǁ Žƌ ŝŶ ϱ ǇĞĂƌƐ͖͛ 
  Proxy name: EByyEMP (GEM Adult Population Survey 2011 302). 

Figure 5.7     

Individual Performance 

In the SME 

Three Proxies 

  

       

       

        

 

 

One potential determinant of entrepreneurial success is social legitimization (Levie & 
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Global Individual Level Data 15 Feb 2015.sav [DataSet1], Question 209).  National respect 

for entrepreneurs, as evidĞŶĐĞĚ ďǇ ƉĞŽƉůĞƐ͛ ĂƚƚŝƚƵĚĞƐ ƚŽǁĂƌĚ ƚŚŽƐĞ ǁŚŽ ŚĂǀĞ ŽďƚĂŝŶĞĚ 

personal wealth through entrepreneurial actions, as well as positive publicity and media 

ŽŶ ƚŚĞ ƚŽƉŝĐ͕ ŝƐ ůŝŬĞůǇ ƚŽ ŝŶĨůƵĞŶĐĞ ƉĞŽƉůĞƐ͛ ƉĞƌĐĞƉƚŝŽŶƐ ŽĨ ƚŚĞ ƐŽĐŝĂů ĚĞƐŝƌĂďŝůŝƚǇ ŽĨ 

entrepreneurial actiŽŶƐ ĂŶĚ ƚŽ ŝŶĐƌĞĂƐĞ ƚŚĞ ĞŶƚƌĞƉƌĞŶĞƵƌƐ͛ ƐŽĐŝĂů ƐƚĂƚƵƐ ;ƌĞƉƵƚĂƚŝŽŶͿ͘ 

‘ĞƉƵƚĂƚŝŽŶ ƐƵŵŵĂƌŝǌĞƐ ǁŚĂƚ ŝŶĚŝǀŝĚƵĂůƐ ƐĂǇ ĂďŽƵƚ Ă ƉĞƌƐŽŶ͛Ɛ ƉĂƐƚ ďĞŚĂǀŝŽƵƌƐ ĂŶĚ ŵĂǇ 

be used to forecast future performance or, at least, what others are likely to say about a 

ƉĞƌƐŽŶ͛Ɛ ĨƵƚƵƌe behaviour (Barrick & Mount 1991).  

Entrepreneurs are known to be curious, to speculate, take risks and discover (Hayek 1945; 

Kirzner 1997b).  Why are those personal attributes important; should they be?  Consider 

this: during this process, the entrepreneur interacts with consumers and competitors 

alike and thereby influences perceptions about what others think about her/his character. 

If the influence is positive and good then the perceptions are likely to increase the 

ĞŶƚƌĞƉƌĞŶĞƵƌ͛Ɛ ƌĞƉƵƚĂƚŝŽŶ͘  The increased reputation can translate into increased demand 

by the consumer of products or services from the entrepreneur (Klepper & Sleeper 2005). 

This higher demand of products and services by consumers may lead the SME owner to 

meet the increased market demand by hiring more workers in the SME and thereby 

ŽĨĨĞƌŝŶŐ ĞŵƉůŽǇŵĞŶƚ ƚŽ ƵŶͬƐŬŝůůĞĚ ǁŽƌŬĞƌƐ ĨŽƌ ͚ĂŶǇ ũŽď ŶŽǁ Žƌ ŝŶ ĨŝǀĞ ǇĞĂƌƐ͛ ;EBͿ ;GEM 

Adult Population Survey 2011 302)..  

5. 9. The Processes of Testing for Mediation and Moderation   

Discussion of the logic and process of testing for mediating and moderating variables and 

their respective effects follows below. Mediation methods come next. Moderation 

methods are after.     
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5. 9. 1 Mediation Methods 

Specific to the mediation here in this paper, the following steps will be taken.  First, the 

independent construct is individual absorptive capacity (IAC).  It is measured by two 

binary variables: SUSKILL and OMSME (GEM Adult Population Survey 2011 3, Q2A).  For 

“U“KILL͕ ƌĞƐƉŽŶĚĞŶƚƐ ǁĞƌĞ ĂƐŬĞĚ ͞ĚŽ ǇŽƵ ŚĂǀĞ ƚŚĞ ŬŶŽǁůĞĚŐĞ͕ ƐŬŝůů ĂŶĚ ĞǆƉĞƌŝĞŶĐĞ 

ƌĞƋƵŝƌĞĚ ƚŽ ƐƚĂƌƚ Ă ďƵƐŝŶĞƐƐ͍͟ ;Ibid.).  SUSKILL (Ibid.) is coded as 1 indicating yes and 0 

indicating no. For OMSME (GEM Adult Population Survey, 2011: 13), respondents were 

ĂƐŬĞĚ ͞ĂƌĞ ǇŽƵ͕ ĂůŽŶĞ Žƌ ǁŝƚŚ ŽƚŚĞƌƐ͕ ĐƵƌƌĞŶƚůǇ ƚŚĞ ŽǁŶĞƌ ŽĨ Ă ďƵƐŝŶĞƐƐ ǇŽƵ ŚĞůƉ ŵĂŶĂŐĞ͕ 

self-employed, or selling and goods or serǀŝĐĞƐ ƚŽ ŽƚŚĞƌƐ͍͟ OM“ME ;Ibid.) is coded as 1 

indicating yes and 0 indicating no. This measurement approach is similar to Lambert, 

NĞŐĂƐŚ͕ “ƚŝůůůŵĂŶ͕ OůŵƐƚĞĂĚ ĂŶĚ FŝŶĐŚĂŵ͛Ɛ ;ϮϬϭϮͿ ĂŶĚ ŝƐ ĐŽŶĐĞƉƚƵĂůůǇ ƐƵƉƉŽƌƚĞĚ ďǇ LĂŶĞ͕ 

Koka and Pathak (2006) who point out that there may be antecedents of absorptive 

capacity that are placed at the level of individuals.  Lane, Koka and Pathak (Ibid.) assert 

that these antecedents have been neglected in the literature, and because of this there is 

little knowledge of the effecƚ ŽĨ ŬĞǇ ŝŶĚŝǀŝĚƵĂůƐ͛ ŝŵƉĂĐƚ ŽŶ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ͘  

The literature on antecedents of absorptive capacity is limited due to a lack of studies 

ĚĞƐŝŐŶĞĚ ƚŽ ƵŶĐŽǀĞƌ ĂƐ ƚŽ ŚŽǁ ĂŶ ŝŶĚŝǀŝĚƵĂů͛Ɛ ƉĂƐƚ ĞǆƉĞƌŝĞŶĐĞ͕ ƉĂƐƚ ƌĞůĂƚĞĚ ŬŶŽǁůĞĚŐĞ 

and cognition (learning ʹ up to current) establish individual absorptive capacity.  Lane, 

Koka and Pathak (2006) suggest the absorptive capacity concept requires more research 

that shows how individual level antecedents influence future outcomes.  Specific to the 

research undertaken in this paper, the purpose is two-fold.  The first purpose is to close 

the existing gap in research by establishing the antecedents of absorptive capacity as 

being past experience, past related knowledge, and cognition (learning ʹ up to current). 
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The second purpose is to explore the influence of these antecedents on individual 

performance in the SME (IPSME).  This leads to the next variable. 

The dependent variable is individual performance in the SME (IPSME).  It is measured by 

three variables: NBSTATUS, ESTBBUSO, and EB (GEM Adult Population Survey 2011 3, 

209, 302).  FŽƌ NB“TATU“͕ ƌĞƐƉŽŶĚĞŶƚƐ ǁĞƌĞ ĂƐŬĞĚ ͞ŝŶ ǇŽƵƌ ĐŽƵŶƚƌǇ͕ ĚŽ ƚŚŽƐĞ ƐƵĐĐĞƐƐĨƵů 

Ăƚ ƐƚĂƌƚŝŶŐ Ă ŶĞǁ ďƵƐŝŶĞƐƐ ŚĂǀĞ Ă ŚŝŐŚ ůĞǀĞů ŽĨ ƐƚĂƚƵƐ ĂŶĚ ƌĞƐƉĞĐƚ͍͟ ;GEM AĚƵůƚ 

Population Survey 2011 3).  NBSTATUS (Ibid.) is coded as 1 indicating yes and 0 indicating 

no.  FŽƌ E“TBBU“O͕ ƌĞƐƉŽŶĚĞŶƚƐ ǁĞƌĞ ĂƐŬĞĚ ǁŚĞƚŚĞƌ ƚŚĞŝƌ ďƵƐŝŶĞƐƐ ŝƐ ĂŶ ͞ĞƐƚĂďůŝƐŚĞĚ 

ďƵƐŝŶĞƐƐ ƚŚĂƚ ŝƐ ŽůĚĞƌ ƚŚĂŶ ϰϮ ŵŽŶƚŚƐ͍͟ ;GEM AĚƵůƚ PŽƉƵůĂƚŝŽŶ “ƵƌǀĞǇ ϮϬϭϭ ϮϬϵͿ͘ 

ESTBBUSO (Ibid.) is coded as 1 for yes and 0 for no.  For EB, respondents were asked if 

͞ĂŶǇ ũŽďƐ ŶŽǁ Žƌ ŝŶ ϱ ǇĞĂƌƐ͍͟ ;GEM AĚƵůƚ PŽƉƵůĂƚŝŽŶ “ƵƌǀĞǇ ϮϬϭϭ ϯϬϮͿ͘   EB (Ibid.) is 

coded as 1 indicating yes and 0 indicating no.  

Third, there are two mediating constructs, willingness to follow a technologically-enabled 

trend (WFTET) and predisposition toward accepting social media as a viable business tool 

(VBT).  First, WFTET is measured by two binary variables: OMNEWTEC and INVORTRY 

(GEM Adult Population Survey 2011 18, 36). For OMNEWTEC, respondents were asked 

͞ŚĂǀĞ ƚŚĞ ƚĞĐŚŶŽůŽŐŝĞƐ Žƌ ƉƌŽĐĞĚƵƌĞƐ ƌĞƋƵŝƌĞĚ ĨŽƌ ƚŚŝƐ ƉƌŽĚƵĐƚ Žƌ ƐĞƌǀŝĐĞ ďĞĞŶ ĂǀĂŝůĂďůĞ 

ĨŽƌ ůĞƐƐ ƚŚĂŶ Ă ǇĞĂƌ͕ Žƌ ďĞƚǁĞĞŶ ŽŶĞ ƚŽ ĨŝǀĞ ǇĞĂƌƐ͕ Žƌ ůŽŶŐĞƌ ƚŚĂŶ ĨŝǀĞ ǇĞĂƌƐ͍͟ ;IďŝĚ͘ ϭϴͿ͘  

For INVORTRY (GEM Adult Population Survey 2011 36) respondentƐ ǁĞƌĞ ĂƐŬĞĚ ͞ŝŶ ƚŚĞ 

next 6 months you are likely to try products or services that use new technologies in your 

ĚĂŝůǇ ǁŽƌŬ ĨŽƌ ƚŚĞ ĨŝƌƐƚ ƚŝŵĞ͘͟  INVORTRY (Ibid.) is coded as 1 indicating yes and 0 

indicating no.  This measurement approach is conceptually supported by Lambert, 
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Negash, Stillman, Olmstead & Fincham (2012) who argue that conceptual variables 

ŵĞĂƐƵƌĞĚ Ăƚ ƚŚĞ ŝŶĚŝǀŝĚƵĂů ůĞǀĞů ŵĂǇ ĂĐĐŽƵŶƚ ĨŽƌ ĚŝĨĨĞƌĞŶĐĞƐ ŝŶ ƉĞŽƉůĞ͛Ɛ ďĞŚĂǀŝŽƵƌ͘  

Second, VBT is measured by the variables OMCOMPET and INVORLIF (GEM Adult 

Population Survey 2011 18, 36).  FŽƌ OMCOMPET͕ ƌĞƐƉŽŶĚĞŶƚƐ ǁĞƌĞ ĂƐŬĞĚ ͞ƌŝŐŚƚ ŶŽǁ͕ 

are there many, few, or no other businesses offering the same products or services to 

ǇŽƵƌ ƉŽƚĞŶƚŝĂů ĐƵƐƚŽŵĞƌƐ͍͟ ;GEM AĚƵůƚ PŽƉƵůĂƚŝŽŶ “ƵƌǀĞǇ ϮϬϭϭ ϭϴͿ͘  OMCOMPET (Ibid.) 

is coded as 1 indicating yes and 0 indicating no.      

5. 9. 2 Moderation Methods 

Specific to the moderation here in this paper, the following steps will be taken.  First, the 

independent construct is individual absorptive capacity (IAC). It is measured by one binary 

variable: SUSKILL (GEM Adult Population Survey 2011 3).  ‘ĞƐƉŽŶĚĞŶƚƐ ǁĞƌĞ ĂƐŬĞĚ ͞ĚŽ 

ƚŚĞǇ ŚĂǀĞ ƚŚĞ ŬŶŽǁůĞĚŐĞ͕ ƐŬŝůů ĂŶĚ ĞǆƉĞƌŝĞŶĐĞ ƌĞƋƵŝƌĞĚ ƚŽ ƐƚĂƌƚ Ă ďƵƐŝŶĞƐƐ ;“U“KILLͿ͟ 

(GEM Adult Population Survey 2011 3).  SUSKILL (Ibid.) is coded as 1 indicating yes and 0 

indicating no.  This measurement approach is similar to Lepoutre et al (2013) and is 

conceptually supported by Volberda, Foss and Lyles (2010) who argue that, among other 

outcomes, the absorptive capacity concept requires more research that shows how 

individual level antecedents influence future outcomes such as competitive advantage, 

innovation, and firm performance. 

Second, the dependent construct is individual performance in the SME (IPSME).  It is 

measured by the following three binary variables: NBSTATUS (GEM Adult Population 

Survey 2011 3), ESTBBUSO and EByyEMP (GEM 2011 APS Global Individual Level Data 15 

Feb 2015.sav [DataSet1], Question 209, 302).  FŝƌƐƚ͕ ͞ŝŶ ǇŽƵƌ ĐŽƵŶƚƌǇ͕ ƚŚŽƐĞ ƐƵĐĐĞƐƐĨƵů Ăƚ 

starting a new business have a high level ŽĨ ƐƚĂƚƵƐ ĂŶĚ ƌĞƐƉĞĐƚ ;NB“TATU“Ϳ͟ ;GEM AĚƵůƚ 
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Population Survey 2011 3).  NBSTATUS (Ibid. 3) is coded as 1 indicating yes and 0 

indicating no.  TŚĞ ƐĞĐŽŶĚ ƋƵĞƐƚŝŽŶ͕ ͞ĞƐƚĂďůŝƐŚĞĚ ďƵƐŝŶĞƐƐ ƚŚĂƚ ŝƐ ŽůĚĞƌ ƚŚĂŶ ϰϮ ŵŽŶƚŚƐ 

;E“TBBU“OͿ͟ ;GEM ϮϬϭϭ AP“ GůŽďĂů IŶĚŝǀŝĚual Level Data 15 Feb 2015.sav [DataSet1], 

Question 209) is coded as 1 indicating yes and 0 indicating no.  The third binary variable is 

͞EB͗ ĂŶǇ ũŽď ŶŽǁ Žƌ ŝŶ ϱ ǇĞĂƌƐ ;EBǇǇEMPͿ͟ ;IďŝĚ͘ QƵĞƐƚŝŽŶ ϯϬϮͿ ĂŶĚ ŝƐ ĐŽĚĞĚ ĂƐ ϭ 

indicating year and 0 indicating no.  

Third, the two moderating constructs are: i) willingness to follow a technologically-

enabled trend (WFTET) and ii) individual predisposition toward accepting Web-based 

technologies as a viable business tool (VBT).  WFTET is measured by two items: 

OMNEWTEC and INVORTRY (GEM Adult Population Survey 2011 16, 37).  First, 

ƌĞƐƉŽŶĚĞŶƚƐ ǁĞƌĞ ĂƐŬĞĚ ͞ŚĂǀĞ ƚŚĞ ƚĞĐŚŶŽůŽŐŝĞƐ Žƌ ƉƌŽĐĞĚƵƌĞƐ ƌĞƋƵŝƌĞĚ ĨŽƌ ƚŚŝƐ ƉƌŽĚƵĐƚ 

or service been available for less than a year, between one to five years, or longer than 

five years (OMNEWTECͿ͟ ;IďŝĚ͘ ϭϲͿ͘  OMNEWTEC (Ibid.) is coded as 1 indicating less than a 

year, 2 indicating between one to five years, and 3 indicating longer than five years. 

“ĞĐŽŶĚ͕ ͞ŝŶ ƚŚĞ ŶĞǆƚ ϲ ŵŽŶƚŚƐ ǇŽƵ ĂƌĞ ůŝŬĞůǇ ƚŽ ƚƌǇ ƉƌŽĚƵĐƚƐ Žƌ ƐĞƌǀŝĐĞƐ ƚŚĂƚ ƵƐĞ ŶĞǁ 

technologŝĞƐ ŝŶ ǇŽƵƌ ĚĂŝůǇ ǁŽƌŬ ĨŽƌ ƚŚĞ ĨŝƌƐƚ ƚŝŵĞ ;INVO‘T‘YͿ͟ ;GEM AĚƵůƚ PŽƉƵůĂƚŝŽŶ 

Survey 2011 37) is coded as 1 indicating strongly agree, 2 indicating somewhat agree, 3 

indicating neither agree nor disagree, 4 indicating somewhat disagree, and 5 indicating 

strongly disagree. 

The second moderating construct, individual predisposition toward accepting Web-based 

technologies as a viable business tool (VBT) is measured by two items: OMCOMPET and 

INVORLIF (GEM Adult Population Survey 2011 16, 37).  FŝƌƐƚ͕ ͞ƌŝŐŚƚ ŶŽǁ͕ are there many, 

few, or no other businesses offering the same products or services to your potential 
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ĐƵƐƚŽŵĞƌƐ ;OMCOMPETͿ͟ ;IďŝĚ͘Ϳ ŝƐ ĐŽĚĞĚ ĂƐ ϭ ŝŶĚŝĐĂƚŝŶŐ ŵĂŶǇ ďƵƐŝŶĞƐƐ ĐŽŵƉĞƚŝƚŽƌƐ͕ Ϯ 

indicating few business competitors, and 3 indicating no business competitors.  The 

ƐĞĐŽŶĚ ǀĂƌŝĂďůĞ ͞ŝŶ ƚŚĞ ŶĞǆƚ Ɛŝǆ ŵŽŶƚŚƐ ŶĞǁ ƉƌŽĚƵĐƚƐ ĂŶĚ ƐĞƌǀŝĐĞƐ ǁŝůů ŝŵƉƌŽǀĞ ǇŽƵƌ 

ǁŽƌŬŝŶŐ ůŝĨĞ ;INVO‘LIFͿ͟ ;IďŝĚ͘ ϯϳͿ ŝƐ ĐŽĚĞĚ ĂƐ ϭ ŝŶĚŝĐĂƚŝŶŐ ƐƚƌŽŶŐůǇ ĂŐƌĞĞ͕ Ϯ ŝŶĚŝĐĂƚŝŶŐ 

somewhat agree, 3 indicating neither agree nor disagree, 4 indicating somewhat disagree, 

and 5 indicating strongly disagree.  

5. 9. 3 Results 

The relationship between Individual Absorptive Capacity, Individual Performance in the 

SME, Willingness to Follow a Technologically ʹ Enabled Trend and Individual 

Predisposition TowaƌĚ AĐĐĞƉƚŝŶŐ “ŽĐŝĂů MĞĚŝĂ ĂƐ Ă VŝĂďůĞ BƵƐŝŶĞƐƐ TŽŽů͘  FŝƌƐƚ͕ PĞĂƌƐŽŶ͛Ɛ 

Correlation is run to measure the strength of relationship between SUSKILL, OMSME, 

NBSTATUS, ESTBBUSO, and EB (GEM Adult Population Survey 2011 3, Q2A, 7, 209, 302).  

Second, hierarchical multiple linear regression is deployed to provide the information 

necessary to assess how valid and generalizable the variables are in the models (Fields 

ϮϬϭϱͿ͘   PĞĂƌƐŽŶ͛Ɛ CŽƌƌĞůĂƚŝŽŶ ƌĞƐƵůƚƐ ĂƌĞ ƐŚŽǁŶ ŝŶ TĂďůĞ ϯ͕ ĨŽůůŽǁŝŶŐ͘  
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TĂďůĞ ϱ͘ϯ͗ PĞĂƌƐŽŶ͛Ɛ Correlation 
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1 -.046
*
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.084
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.095
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.049 .014 .009 1.000
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 1 .014 .005 

Sig. (2-

tailed) 

.003 .001 .081 .854 .907 .000 
 

.617 .866 
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Correlation 

.254
*

*
 

-.038 .718
**

 -.073 .015 .014 .014 1 .783
*

*
 

Sig. (2-

tailed) 
.000 .106 .000 .316 .839 .617 .617 

 
.000 
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E
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Pearson 

Correlation 

.202
*

*
 

-.016 .562
**

 .024 -.029 .005 .005 .783
**

 1 

Sig. (2-

tailed) 

.000 .484 .000 .738 .691 .866 .866 .000 
 

N 1956 1857 1996 193 190 1272 1272 2000 2000 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

c. Cannot be computed because at least one of the variables is constant. 
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ϱ͘ ϵ͘ ϯ͘ ϭ   PĞĂƌƐŽŶ͛Ɛ CŽƌƌĞůĂƚŝŽŶ ‘ĞƐƵůƚƐ 

The correlation between SUSKILL and NBSTATUS is -0.046
*
 which indicates a weak-to -

medium strength relationship, considering the statistical significance is at the level of 

0.05, based on a 2-tailed significance test. The correlation between SUSKILL and 

ESTBBUSO is positive and significant at 0.254 which indicates a medium - strength 

relationship, considering the p-value < 0.01. The relationship between SUSKILL and EB is 

positive and significant at .202 but is smaller than SUSKILL and ESTBBUSO at .0.254, with 

the value equals to 0.202. It can be seen that of all the predictors SUSKILL has a higher 

positive correlation (0.254) to ESTBBUSO than either SUSKILL to NBSTATUS (-0.046) or 

SUSKILL to EB (0.202). In general, these variables are not very correlated at all. 

5. 9. 3. 2   Hierarchical Multiple Linear Regression    

Second, hierarchical multiple linear regression estimates the indirect effect and its 

significance on the relationship between the predictor variable(s) (independent 

variable(s)) and the outcome variable (dependent variable). Because a hierarchical 

method is deployed, each set of summary statistics is repeated for each stage in the 

hierarchy and there are, therefore, three models. Model 1 refers to the first stage in the 

hierarchy when only SUSKILL is used as the predictor. Model 2 refers to the second stage 

when two predictors (OMNEWTEC and INVORTRY) are added. Model 3 refers to when the 

final two predictors (OMCOMPET and INVORLIF) are added.  

The first model summary contains the following six variable names: SUSKILL (predictor), 

OMNEWTEC (predictor), INVORTRY (predictor), OMCOMPET (predictor), INVORLIF 

(predictor) and NBSTATUS (dependent). The first model summary is below (Table 4). 
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     Table 5.4: The First Regression Model Summary  

Model Summary
d
 

M
o

d
e

l 

  R 

  R 

Squar

e 

Adjusted R 

Square 

Std. Error of   

the 

Estimate 

 

Change Statistics 

Durbi

n-

Wats

on 

 

 

 

 

R 

Square 

Change 

    F    

Chang

e 

d

f

1 

d

f

2 

Sig. F 

Chang

e 

1 .02

7
a
 

.001 -.006 .450 .001 .110 1 1

5

4 

.741 

 

2 .21

8
b
 

.048 .029 .442 .047 3.745 2 1

5

2 

.026 

 

3 .22

2
c
 

.049 .024 .443 .002 .265 1 1

5

1 

.607 1.96

7 

a. Predictors: (Constant), SUSKILL 

b. Predictors: (Constant), SUSKILL; INVORTRY; OMNEWTEC 

c. Predictors: (Constant), SUSKILL; INVORTRY; OMNEWTEC; OMCOMPET; INVORLIF 

d. Dependent Variable: NBSTATUS 

 

In general, 2% - 3% of the variance between the variables is explained by the model. This 

percentage does not explain any difference. More specifically, based on the negative 

adjusted R
2
 (-.006) and the F value (.110), model 1 is dreadful. 1% of the variation in 

NBSTATUS can be explained by SUSKILL. Also, the negative adjusted R
2
 indicates there is 

not much value in the relationship between SUSKILL and NBSTATUS. Model 2 is a little 

better than model 1, based on the adjusted R
2
 (.029) and the F value (3.745). It explains a 

little value in the relationship between SUSKILL, INVORTRY, OMNEWTEC and NBSTATUS. 

By adding model 3 no value is added to the predictive capability. It loses ground on the 

difference between its adjusted R
2
 (.024) and the F value (.265) compared to the adjusted 

R
2
 of model 2 (.029) and its F value (3.745). Ideally, the Adjusted R

2
 between the models 

should get bigger but such is not the case in this model summary.   
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The second model summary contains the following six variables: SUSKILL (predictor), 

OMNEWTEC (predictor), INVORTRY (predictor), OMCOMPET (predictor), INVORLIF 

(predictor) and ESTBBUSO (dependent). The second model summary is next (Table 5). 

 

Table 5.5: Second Regression Model Summary 

Model Summary
d
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Square 

Std. Error of 
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Estimate 
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.011 .005 .418 .011 1.79
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1 16

7 

.182 

 

2 .2

15
b
 

.046 .029 .413 .036 3.07

8 

2 16

5 

.049 

 

3 .2

60
c
 

.067 .045 .409 .021 3.72

4 

1 16

4 

.055 2.149 

a. Predictors: (Constant), SUSKILL 

b. Predictors: (Constant), SUSKILL, INVORTRY, OMNEWTEC 

c. Predictors: (Constant), SUSKILL, INVORTRY, OMNEWTEC, OMCOMPET, INVORLIF 

d. Dependent Variable: ESTBBUSO 

 

 

Overall, this model explains approximately 4.7% of the variance between the variables. 

Specific to model 1, an abysmal 1.1% of the variation in ESTBBUSO can be explained by 

SUSKILL. By adding WFTET to the model the adjusted R
2 

increased 3.6% which is a 

significant change (in the adjusted R
2
, pvalue <.05). So now, 4.7% of the variation in 

ESTBBUSO can be explained by SUSKILL and WFTET. By adding VBT, no value was added 

to the predictive capability. Based on the model summary, all these variables are not very 

generalizable.    
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The third model summary contains the following six variables: SUSKILL (predictor), 

OMNEWTEC (predictor), INVORTRY (predictor), OMCOMPET (predictor), INVORLIF 

(predictor) and EB (dependent). The third model summary follows next (Table 6).  

 

      Table 5.6: Third Regression Model Summary 
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.006 .000 .501 .006 .999 1 16
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b
 

.016 -.002 .502 .010 .852 2 16
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3 .1

33
c
 

.018 -.006 .503 .002 .260 1 16
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.611 2.18

1 

a. Predictors: (Constant), SUSKILL 

b. Predictors: (Constant), SUSKILL, INVORTRY, OMNEWTEC 

c. Predictors: (Constant), SUSKILL, INVORTRY, OMNEWTEC, OMCOMPET, INVORLIF 

d. Dependent Variable: EB 

 

 

In general, for model 1, 7.7% of the variation in EB can be explained by SUSKILL.  

However, based on the negative adjusted R
2 

(-.002) and the F value (.852), model 2 is 

awful. In model 2, the negative adjusted R
2 

(-.002) and the F value (.852) indicates very 

little in the relationship between EB and SUSKILL can be explained by WFTET. When 

model 3 is added, no value is added to the predictive capability. Model 3 is abysmal. It 

loses ground on the difference between its adjusted R
2
 (-.006) and the F value (.260) 

compared to the adjusted R
2
 of model 2 (-.002) and its F value (.852). A negative adjusted 

R
2
 indicates the model is not good and the variables are not very generalizable (Fields 
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2013). Also, ideally, the adjusted R
2
 between the models should get bigger but such is not 

the case in this model summary. Based on this model summary, models 1, 2, and 3 are 

not significant models (pvalue >.05).  

The implications from all the regression model summaries are three-fold. First, ± 3% of 

variances has been explained. This percentage does not explain any differences between 

the predictor and the dependent variables. This leads to the second implication: 

mediators explain how external physical events take on psychological significance and 

ŵĂǇ ĂĐĐŽƵŶƚ ĨŽƌ ĚŝĨĨĞƌĞŶĐĞƐ ŝŶ ƉĞŽƉůĞ͛Ɛ ďĞŚĂǀŝŽƵƌ͘ AŶĚ ŵĞĚŝĂtors address the 

mechanisms by which an effect occurs and speak to how or why such an effect occurs. In 

order for a variable to mediate the relationship between two variables there should be a 

change in the strength of the relationship between the two variables as a result of the 

inclusion of the mediator. The model summaries indicate a ± 3% change in strength which 

does not explain the difference of the variance so there is no mediation to test. This leads 

to the third implication.  

Third, moderators provide information on the circumstances under which effects are 

present, and moderators specify when certain effects will hold.  Given that moderation is 

demonstrated through a significant interaction between the predictor(s) and moderator 

in a regression, and just ±3% of the variance is explained in the model summaries, there is 

no significant interaction evident. Hence, there is no moderation to test.  

As mentioned earlier, the methods of statistics and qualitative data analysis are viewed as 

complementary paradigms. The next chapter presents the case studies and their findings. 
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 Chapter 6: SME Case Studies 

 
6. 1 Overview of the Chapter  

The chapter proceeds as follows: Sections 6. 2 - 6. 5 contain the presentation of the case 

studies, each with an individual thematic focus on the intersection of theory and real-

world application. This praxis demonstrates solid linkages to the hypotheses H1a-H1c and 

H2 as the SME owners relate their experiences.  It is helpful to note all five SMEs are 

located in County Kent, UK, and the owners have prior experience in using social media 

(and demonstrate Individual Absorptive Capacity) in common. The thematic groups are 

͞WŝƚŚŽƵƚ ‘ĞĂůŝǌŝŶŐ Iƚ͕͟ ͞BƵŝůĚŝŶŐ BůŽĐŬƐ ŽĨ IŶĨůƵĞŶĐĞ͕͟ ĂŶĚ ͞AƚƚĂŝŶŝŶŐ ƚŚĞ UŶĂĐŚŝĞǀĂďůĞ͘͟  

6. 2 Case Study ϭ ͞WŝƚŚŽƵƚ ‘ĞĂůŝǌŝŶŐ Iƚ͟ 

TŚĞ ƚŚĞŵĞ ͞ǁŝƚŚŽƵƚ ƌĞĂůŝǌŝŶŐ ŝƚ͟ ĐŽŶǀĞǇƐ ƚŚĞ ŝĚĞĂ ƚŚĂƚ ďǇ ƌĞůĂƚŝŶŐ ŶĞǁ ŝŶĨŽƌŵĂƚŝŽŶ ƚŽ ƉĂƐƚ 

experience and past related knowledge already stored in their long-term memories SME 

owners can have found meaning in the new information. The term for this cognitive 

ƉƌŽĐĞƐƐ ŝƐ ͚ŵĞĂŶŝŶŐĨƵů ůĞĂƌŶŝŶŐ͛ ;OƌŵƌŽĚ ϮϬϭϰ ϮϬϮͿ ǁŚŝĐŚ ŝƐ ĞŵďĞĚĚĞĚ ŝŶ ĐŽŐŶŝƚŝǀĞ 

ƉƐǇĐŚŽůŽŐǇ͘  ‘ĂŵƐĚĞŶ ;ϭϵϵϯ ϰͿ ƉƵƚ ŝƚ ƚŚŝƐ ǁĂǇ͕ ͞ŵĞĂŶŝŶŐĨƵů ůĞĂƌŶŝŶŐ ŝƐ ƚŚĞ ƉƌŽĐĞƐƐ ŽĨ 

ŐĂŝŶŝŶŐ ŬŶŽǁůĞĚŐĞ Žƌ ĂďŝůŝƚǇ ƚŚƌŽƵŐŚ ƚŚĞ ƵƐĞ ŽĨ ĞǆƉĞƌŝĞŶĐĞ͘͟  This process is sometimes 

ƌĞĨĞƌƌĞĚ ƚŽ ĂƐ ͞ĐŽŵƉƌĞŚĞŶƐŝŽŶ Žƌ ƵŶĚĞƌƐƚĂŶĚŝŶŐ͟ ;OƌŵƌŽĚ ϮϬϭϰ ϮϬϮͿ͘ AŶĚ ĂƐ OƌŵƌŽĚ 

(Ibid.) points out it is not unusual to see learners mentally organizing or elaborating on 

the things they are learning without being consciously aware that they are doing so.  

Meaningful learning appears to facilitate both storage and retrieval of knowledge. For 

instance, Mayer (1996) points out that the information goes in (memory storage) more 

quickly and is remembered (retrieved) more easily when it is organized or elaborated on.  
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There may be a transfer of learning across bodies of knowledge that are organized and 

expressed in similar ways.  As a consequence, experience and/or performance (skill) in 

one area or task may influence and improve skill on some subsequent area or task (Ellis 

1965).  

Specific to this study, meaningful learning on using social media has occurred when SME 

owners associated (linked) the new knowledge with their past experience and past 

related knowledge about using social media. This is consistent with Minbaeva, Pedersen, 

BũƂƌŬŵĂŶ͕ FĞǇ ĂŶĚ PĂƌŬ͛Ɛ ;ϮϬϬϯͿ ĞŵƉŚĂƐŝƐ ŽŶ ƚŚĞ ĐŽŶŶĞĐƚŝŽŶ ďĞƚǁĞĞŶ ƚŚĞ ŝŶĚŝǀŝĚƵĂůƐ͛ 

abilities (education; skills) and their motivation to absorb new knowledge. In situations 

where the SME is a new business, ƚŚĞ ŽǁŶĞƌ͛Ɛ ĚĞƐŝƌĞ ĨŽƌ ǀŝƐŝďŝůŝƚǇ ;DƵƚŽƚ Θ BĞƌŐĞƌŽŶ 

2017) might motivate her/him to take training courses on social media in hope of 

increasing customer interaction, and thus, business revenue. Prior personal familiarity of 

using social media enables the individual to link new knowledge gained from instructional 

courses with existing knowledge had prior to launching the SME. For instance, the owner 

of EventCo (Appendix 4.4 p. 155: NBSTATUS**) linked her prior experience (Appendix 4.2 

p. 150-151: HU-PE/Pre-SME) in using Facebook with the subsequent learning about 

innovative ways of using social media, before launching EventCo. She remarked:  

͞I ũƵƐƚ ƵƐĞĚ FĂĐĞďŽŽŬ ƐŝŶĐĞ ŝƚ ĐĂŵĞ ŽƵƚ͘͘͘͘ĨŽƌ ƐŽĐŝĂů ƉƵƌƉŽƐĞƐ͘ I ǁĞŶƚ ŽŶ ĂƐ ŵĂŶǇ 

courses as possible to understand how to use social media for cross-platform 

application and after the courses, when I started my event consultancy business  

ƚŚƌĞĞ ǇĞĂƌƐ ĂŐŽ͕ ƚŚĂƚ͛Ɛ ǁŚĞŶ I ƌĞĂůůǇ ƐƚĂƌƚĞĚ ƵƐŝŶŐ ƐŽĐŝĂů ŵĞĚŝĂ ƉƌŽĨĞƐƐŝŽŶĂůůǇ͙͘͟   
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6. 2. 1  Antecedents of Individual Absorptive Capacity: Three into One 

Salience in personal experience learning to use various social networking platforms (e.g., 

blogs, Facebook, LinkedIn) has proven influential in the processing and transferring of 

learning new social media skills in the professional lives of many established SME owners. 

This prior experience enables them to link the newly-acquired knowledge of how to use 

new technologies in beneficial ways in their professional lives.  Additionally, depth of 

personal experience using social media platforms (e.g., Skype, Twitter, Video) for cross 

platform application (e.g., Twitter with HootSuite and Klout) is also a key factor in the 

lives of SME owners.    

Ormrod (2014) points out that meaningful learning does not necessarily have to be 

experienced in sequence for the connections to be made between the new information 

and prior knowledge.  In many situations new information reminds learners of something 

they already know, leading them to retrieve the stored knowledge to working memory 

and thereby making connections between data points (Shapiro 2004). For instance, 

salience in experience and knowledge using social media before starting the enterprise 

(Appendix 4.2 p. 150: HU-PK/Pre-SME) proved to be influential in connecting new 

material with existing knowledge for the owner of PRCo, an established business 

(Appendix 4.4 p. 155: ESTBBUSO**):   

Η͙I ŚĂǀĞ ŚĞĂƉƐ ŽĨ ĞǆƉĞƌŝĞŶĐĞ ĂŶĚ ŬŶŽǁůĞĚŐĞ ǁŝƚŚ ƵƐŝŶŐ ƐŽĐŝĂů ŵĞĚŝĂ ďƵƚ I ǁĂƐŶ͛ƚ 

comfortable or familiar with the social media platforms, so before starting my 

busineƐƐ I ǁĞŶƚ ĂŶĚ ŐŽƚ ƚƌĂŝŶĞĚ͘ VĞƌǇ ƋƵŝĐŬůǇ I ƌĞĂůŝǌĞĚ I͛ǀĞ ŬŶŽǁŶ ƚŚŝƐ͕ I 

understand this, now I know how to use these platforms, and I feel highly 

ĐŽŵƉĞƚĞŶƚ ƵƐŝŶŐ ƚŚĞƐĞ ƉůĂƚĨŽƌŵƐ͕ ĚĞǀŝĐĞƐ͕ ĂŶĚ ƚŚĞ ĐŽŶƚĞŶƚ͙͟     
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Meaningful learning is influenced by the individƵĂů͛Ɛ ƉĂƐƚ ĞǆƉĞƌŝĞŶĐĞ ŽĨ ŚĞƌͬŚŝƐ ŽǁŶ 

learning, cognitive processes, and her/his consequential regulation of those processes to 

enhance learning and memory.  As Ormrod (2014) points out, social learning theorists and 

cognitivists alike have portrayed effective learning in a similar manner ʹ as a process of 

setting goals, choosing strategies that are likely to help oneself achieve those goals, and 

then re-ĞǀĂůƵĂƚŝŶŐ ƚŚĞ ƌĞƐƵůƚƐ ŽĨ ŽŶĞ͛Ɛ ĞĨĨŽƌƚƐ ;PĞƚĞƌƐŽŶ ϭϵϴϴ͖ WŝƚƚƌŽĐŬ ϭϵϵϰͿ͘  TŚŝƐ 

ƉƌŽĐĞƐƐ ŝƐ ŬŶŽǁŶ ĂƐ ͞ƐĞůĨ-rĞŐƵůĂƚŝŽŶ͟ ;OƌŵƌŽĚ ϮϬϭϰ ϭϯϴͿ͘ “ĞůĨ-regulation has value in that 

it internally drives one along a measured, measurable arc - and as small goals are 

achieved in service of the larger, this mechanism allows for the data aggregation and 

association that yields meaningful learning.  

Among the outcomes of self-regulation are self-efficacy and intrinsic self-motivation. 

Intrinsically motivated learners are more likely to be cognitively engaged in the task, 

strive for true understanding of the subject matter by engaging in meaningful learning, 

and seek out additional opportunities to pursue the task (Becker, McElvany & 

Kortenbruck 2010).  For instance, the history of pursuing the task of using social media is 

consistent among all SME owners prior to the starting up of their enterprises with one 

exception, found in the owner of established business SalonCo (Appendix 4.3 p. 153; HU-

PE/Pre-SME, HU-PK/Pre-SME, HU-COG; Appendix 4.4 p. 156: ESTBBUSO**).  Below, the 

owner shares his experience in using social media: 

͞I ĚŝĚŶ͛ƚ ŚĂǀĞ ŵƵĐŚ ĞǆƉĞƌŝĞŶĐĞ ƵƐŝŶŐ ŝƚ ďƵƚ I ŬŶĞǁ ĂďŽƵƚ ŝƚ͘ TŚĞƌĞ ǁĂƐ Ă ůĞĂŶŝŶŐ 

ĨƌŽŵ Ă ďŝŐ ĐŽŵƉĂŶǇ͙ĨŽƌ ŵĞ ƚŽ ƚƌǇ ƵƐŝŶŐ ƐŽĐŝĂů ŵĞĚŝĂ ŵŽƌĞ ŝŶ ŵǇ ďƵƐŝŶĞƐƐ͕ ĨŽƌ 

ƉƌŽĨĞƐƐŝŽŶĂů ƵƐĞ͘ I ĚŝĚŶ͛ƚ ǁĂŶƚ ƚŽ͘͘͘I ĨĞůƚ ƉƌĞƐƐƵƌĞ ĨƌŽŵ ƚŚĞ ĐŽŵƉĂŶǇ͘ 

Nevertheless, I went and got well ƚƌĂŝŶĞĚ͘͟ 
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Meaningful learning facilitates problem-solving through restructuring and insight.  Those 

who favor a cognitive understanding (Burns 1995; Köhler 1925) have suggested that prior 

experience and prior related knowledge are important for problem-solving as it involves 

mentally combining and recombining various elements of a problem eventually leading to 

insight and a problem solution.  In other words, experience and knowledge in changing 

the way a problem is perceived (cognitive restructuring) eventually makes the correct 

solution (insight) easy to obtain.  

KƂŚůĞƌ ;ϭϵϮϱͿ ŚĂƐ ƐƵŐŐĞƐƚĞĚ ƚŚĂƚ ďǇ ĂůůŽǁŝŶŐ ŽŶĞ͛Ɛ ƐĞůĨ ƚŽ ƚŚŝŶŬ ĂďŽƵƚ ƉŽƐƐŝďůĞ ƐŽůƵƚŝŽŶƐ 

to the problem, and by arranging the problem elements in various ways, one eventually 

arrives at insight that solves the problem.  For instance, problem-solving experience and 

knowledge gained while at a previous employer proved valuable to the owner of 

GraphicCo, a new business (Appendix 4.4 p. 155).  The GraphicCo owner wanted to 

generate extra sales during what was traditionally a low-revenue period for the company, 

the months of January and February.  The re/combining of various elements of the 

problem and thinking about possible solutions eventually led the owner to a decision 

(Appendix 4.2 p. 150: HU-PE/Pre-SME, HU-PK/Pre-SME, HU-COG), related below:  

͙͞I ǁĂƐ ƚƌǇŝŶŐ ƚŽ ŐĞŶĞƌĂƚĞ ĞǆƚƌĂ ƐĂůĞƐ ŝŶ ŽƵƌ ƋƵŝĞƚ ƚŝŵĞ ǁŚŝĐŚ ŝƐ JĂŶƵĂƌǇ ĂŶĚ 

FĞďƌƵĂƌǇ͙I ǁĂƐ ƚŚŝŶŬŝŶŐ ĂďŽƵƚ Ăůů ƐŽƌƚƐ ŽĨ ƉŽƐƐŝďůĞ ƐŽůƵƚŝŽŶƐ͕ ĂďŽƵƚ ŵǇ ĐůŝĞŶƚ ďĂƐĞ͕ 

about what I have done at my previous job in a ƌĞƚĂŝů ƐƚŽƌĞ ͙Ă ĚĂǇ Žƌ ƚǁŽ ůĂƚĞƌ I 

arrived at the decision to launch a six month social media marketing campaign by 

cross-posting adverts, promotions, and in-ƐƚŽƌĞ ĞǀĞŶƚƐ͙͟          

The above examples highlight how past experience, past related knowledge, and 

cognition link (Appendix 4.2 p. 150: HU-PE/Pre-SME, HU-PK/Pre-SME, HU-COG; GEM 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

122 

 

Proxy: SUSKILL).  Given evidence of a relationship these three factors can be established 

as antecedents of individual absorptive capacity (IAC).  The next few paragraphs explain 

the relationship between individual absorptive capacity (IAC) and individual performance 

in the SME (IPSME) and why this is the case.  

6. 2. 2 Relationship between IAC and IPSME 

One reason for the relationship between IAC and IPSME is because meaningful learning 

can motivate job performance.  Motivation for performing any particular task depends on 

interest in a particular topic or activity that is new, different, or innovative (Ormrod 

ϭϵϵϵͿ͘  MĂŶǇ ŝŶƚĞƌĞƐƚƐ ƉƌŽďĂďůǇ ĐŽŵĞ ĨƌŽŵ ŝŶĚŝǀŝĚƵĂůƐ͛ ƉƌŝŽƌ ĞǆƉĞriences and past related 

knowledge with the topics and activities.   

Cognitive theorists (Nolen 2007; Hidi & Renninger 2006) have proposed that motivation 

for performing a task is a function of two fairly subjective factors.  First, high expectation 

or expectancy; the person expects to succeed. The success will depend not only on the 

ƉĞƌƐŽŶ͛Ɛ ĐƵƌƌĞŶƚ ůĞǀĞů ŽĨ ĂďŝůŝƚǇ ďƵƚ ĂůƐŽ ŽŶ ƚŚĞ ƋƵĂůŝƚǇ ŽĨ ŝŶƐƚƌƵĐƚŝŽŶ͕ ƚŚĞ ĂǀĂŝůĂďŝůŝƚǇ ŽĨ 

resources and support, and the innovation-ŝŶĚŝǀŝĚƵĂů ĐŽŶŐƌƵĞŶĐĞ ;ŝ͘Ğ͕͘ ƚŚĞ ͞Ĩŝƚ͟ ďetween 

the innovation and what the individual wants it to do/how the individual wants to use it) 

(Appendix 4.2 p. 150: IC-FIT͖ AƉƉĞŶĚŝǆ ϰ͘ϰ͗ OǁŶĞƌ͛Ɛ MŽƚŝǀĞƐͿ͘  FŽƌ ŝŶƐƚĂŶĐĞ͕ ƚŚĞ ŽǁŶĞƌ ŽĨ 

EventCo, a new business, relates how her expectancy of success was enhanced by the 

quality of training:  

͙͞ŝŶ ŵǇ ƉƌĞǀŝŽƵƐ ũŽď I͛ǀĞ ƵƐĞĚ ƐŽĐŝĂů ŵĞĚŝĂ ďƵƚ ŶŽƚ ƚŽ ŐŽŽĚ ƌĞƐƵůƚƐ͙ďĞĨŽƌĞ 

starting my own business I wanted to increase my skill on social media in order to 

get good results. A number of years ago I went to a lot of traŝŶŝŶŐ ͘͘͘ IŶ ƚƌĂŝŶŝŶŐ I͛ǀĞ 

ŽďƐĞƌǀĞĚ ƚŚĞ ŝŶƐƚƌƵĐƚŽƌ ĂŶĚ ůĞĂƌŶĞĚ ƐŽŵĞ ŶĞǁ ŬĞǇ ƐƚƌĂƚĞŐŝĞƐ ƚŽ ŐŽŽĚ ƌĞƐƵůƚƐ͙ƚŚĞǇ 
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ǁŽƌŬ ǁĞůů͙ I Ɛƚŝůů ƵƐĞ ƚŚĞŵ ŝŶ ŵǇ ƐŵĂůů ďƵƐŝŶĞƐƐ ĂůŽŶŐ ǁŝƚŚ ƐŽŵĞ ŽƚŚĞƌ ŶĞǁ ŽŶĞƐ I 

ůĞĂƌŶĞĚ ŝŶ Ă ƚƌĂŝŶŝŶŐ ĐŽƵƌƐĞ I ĂƚƚĞŶĚĞĚ ƌĞĐĞŶƚůǇ͘͘͘͟   

Second, and equally important, is value; the person must believe that performing the task 

has direct or indirect benefits ʹ anything from career relevance, to achieving a desired 

goal, or yielding a hedonistic pleasure (for personal enjoyment which produces a 

favorable attitude).  For instance, career relevance seems to be a motivator for all but one 

SME owner (Appendix 4.4 p. 156). Said the owner of SalonCo, an established SME: 

͞IŶŝƚŝĂůůǇ͕ I ĨĞůƚ ƚŚĞƌĞ ǁĂƐ ŶŽ ŐŽŽĚ ƌĞĂƐŽŶ ĨŽƌ ŵĞ ƚŽ ƵƐĞ ƐŽĐŝĂů ŵĞĚŝĂ ŝŶ ŵǇ 

ďƵƐŝŶĞƐƐ͙I ĨĞůƚ ƚŚĞƌĞ ǁĂƐ ŶŽ ǀĂůƵĞ ŝŶ ƵƐŝŶŐ ŝƚ ͙͘I ĚŝĚŶ͛ƚ ĂĐƚƵĂůůǇ ƚŚŝŶŬ ŝƚ ǁŽƵůĚ 

ďĞŶĞĨŝƚ ŵǇ ĐĂƌĞĞƌ͘͟ 

Another motivator is centrality.  Centrality evidences how important, how much of a 

priority and/or how much effort, is the use of social media to the person (Ormrod 2014; 

Miles & Huberman 1994).  Ormrod (2014) has pointed out that intentional learners are 

eager to acquire mastery of the subject matter, and so prioritize it and/or exert 

considerable effort toward mastery.  Also, they bring to the table a variety of self-learning 

and self-regulatory strategies gained from their past experiences.  Lastly, Southerland & 

Sinatra (2003) mention that intentional learners believe the knowledge about a topic 

continues to evolve and improve over time and that acquiring mastery of the subject 

often takes time, effort, and perseverance.  Notice that centrality as a motivator is high 

for most owners and merely a moderate motivator for just one (Appendix 4.4 p. 155).  As 

the owner of a new business, EventCo, stated: 

͞Iƚ ǁĂƐ ŽŶĞ ŽĨ ŵĂŶǇ ƚŚŝŶŐƐ I ǁĂƐ ǁŽƌŬŝŶŐ ŽŶ͘͟  
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Also for one of these career-motivated users, a relationship exists among the variables: 

high centrality and favourable attitudes are also present (Appendix 4.4 p. 155).  The 

owner of CompuCo, an established business mentioned that:  

͞UƐŝŶŐ ƐŽĐŝĂů ŵĞĚŝĂ ŝŶĐƌĞĂƐĞƐ ŵǇ ƌĞƉƵƚĂƚŝŽŶ͕ ŵǇ ŝŶĨůƵĞŶĐĞ͕ ĂŶĚ ŵǇ ďƵƐŝŶĞƐƐ͙ŝƚ͛Ɛ 

my ǀĞŚŝĐůĞ ĨŽƌ ĞŶŐĂŐŝŶŐ ǁŝƚŚ ƉĞŽƉůĞ͙ŝƚ͛Ɛ ĂŶ ĞƐƐĞŶƚŝĂů ƉĂƌƚ ŽĨ ŵǇ ďƵƐŝŶĞƐƐ͙I͛ǀĞ 

always ůŝŬĞĚ ƚŚĞ ŶĞǁ ƚĞĐŚŶŽůŽŐŝĞƐ ďƵƚ I ĚŝĚŶ͛ƚ ĂĐƚƵĂůůǇ ŬŶŽǁ Ă ůŽƚ ĂďŽƵƚ ƐŽĐŝĂů 

media so I ƚŽŽŬ ƐŽŵĞ ƚƌĂŝŶŝŶŐ ŽŶ ŝƚ͖ ŶŽǁ I ŬŶŽǁ ƋƵŝƚĞ Ă ůŽƚ ŵŽƌĞ͘͟ 

Salient points from the above case are as follows: Evidence has been given of how and 

why the three antecedents link (past experience, past related knowledge, and cognition). 

Given this relationship, they are established as antecedents of individual absorptive 

capacity (IAC), the independent variable. Evidence has also been given of why (motives) - 

what causes or originates - the relationship between individual absorptive capacity (IAC) 

and individual performance in the SME (IPSME), the outcome variable.  

The following evidence, from the second case study, shows how that is the case. To get 

favorable attitudes toward IPSME high levels of moderating variables career relevance 

(WFTET) and centrality (VBT) need to be present.  

6. 3  CĂƐĞ “ƚƵĚǇ Ϯ ͞BƵŝůĚŝŶŐ BůŽĐŬƐ ŽĨ IŶĨůƵĞŶĐĞ͟  

TŚĞ ƚŚĞŵĞ ͞ďƵŝůĚŝŶŐ ďůŽĐŬƐ ŽĨ ŝŶĨůƵĞŶĐĞ͟ emerges from the idea that by assigning a high 

valuation to the use of social media, things such as communicating and connecting with 

others ĂŶĚ ƉĞƌƐŽŶĂů ĞĨĨĞĐƚŝǀĞŶĞƐƐ ĐĂŶ ŝŶĐƌĞĂƐĞ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ ŝŶĨůƵĞŶĐĞ͘  IŶĐƌĞĂƐĞĚ 

ŝŶĨůƵĞŶĐĞ ĐĂŶ ůĞĂĚ ƚŽ ŝŶĐƌĞĂƐĞĚ ƌĞƉƵƚĂƚŝŽŶ ǁŚŝĐŚ ĐĂŶ ƉŽƐŝƚŝǀĞůǇ ďĞŶĞĨŝƚ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ 

ĐĂƌĞĞƌ ƌĞůĞǀĂŶĐĞ͘ TŚĞ ƚĞƌŵ ƐƵŐŐĞƐƚĞĚ ĨŽƌ ƚŚĞ ƉƌŽĐĞƐƐ ŽĨ ĂƐƐŝŐŶŝŶŐ ǀĂůƵĂƚŝŽŶ ŝƐ ͞ĐŽŐŶŝƚŝǀĞ-

ŝŶĨůƵĞŶĐĞĚ ǀĂůƵĂƚŝŽŶ͟ ;CVͿ ;AƵƚŚŽƌ͛Ɛ ŽǁŶ ϮϬϭϳͿ ǁŚŝĐŚ ŝƐ ŝŶĨŽƌŵĞĚ ďǇ ƚŚĞ ƚŚĞŽƌĞƚŝĐĂů 
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perspective of cognitive psychology.  What drives an entrepreneur will influence her or 

his willingness to follow a technologically-enabled trend (WFTET).  As Burns (1995) 

emphasizes, it is not at all unusual for individuals to have different needs and concerns at 

different times, and that they have subjective interpretations in different contexts, and it 

is those potentially mutable interpretations that are assigned value by the individuals.   

Davis (1989) points out that an individual will tend to use or not use an application to the 

extent s/he believes it will help the individual perform her/his job better. The term for 

ƚŚĂƚ ŝƐ ͞ƉĞƌĐĞŝǀĞĚ ƵƐĞĨƵůŶĞƐƐ͟ ;DĂǀŝƐ ϭϵϴϵ ϯϮϬͿ͘  TŚis follows from the definition of the 

ǁŽƌĚ ƵƐĞĨƵů͗ ͞ĐĂƉĂďůĞ ŽĨ ďĞŝŶŐ ƵƐĞĚ ĂĚǀĂŶƚĂŐĞŽƵƐůǇ͟ ;OǆĨŽƌĚ DŝĐƚŝŽŶĂƌǇ ϭϵϴϴ ϭϰϰϴͿ͘  

Communicating and connecting with others is one of several perceived beneficial utilities 

of social media technology (Davis 1989). Cook (2008) asserts that it is entirely possible for 

one person to use social media to reach many hundreds or many thousands of other 

people around the world.  Professionally, the use of social media by SME owners helps 

them make connections (e.g., Facebook), develop their business (e.g., LinkedIn), get jobs 

(e.g., gain client accounts, get references from current/former clients), and so forth.  For 

instance, the owner of EventCo and the owner of CompuCo (Appendix 4.4 p. 155) 

perceive the value of social media (Appendix 4.2 p. 150: CV-PV) as a means of connecting 

with individual customers (Appendix 4.5 p. 156).  The owner of CompuCo stated:  

͞I ƵƐĞ TǁŝƚƚĞƌ ĨŽƌ ǀĞƌǇ ĨŽĐƵƐĞĚ ƐŚŽƌƚ ŵĞƐƐĂŐĞƐ ƚŽ Žƌ ĨƌŽŵ ĐůŝĞŶƚƐ Žƌ ŽƚŚĞƌ 

individuals, Facebook to provide professional commentary, and LinkedIn to write 

ŐƵĞƐƚ ďůŽŐƐ ĨŽƌ ŵǇ ĐŽŵŵĞƌĐŝĂů ĐůŝĞŶƚƐ͘͟ 

Personal effectiveness is another perceived usefulness (Appendix 4.2 p. 150: CV-PU**) of 

social media.  At the individual level, if a user (the SME owner) is more productive, more 
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efficient, and more effective at his/her job then the system is high in perceived usefulness 

to that individual.  And, it would make sense that person is willing to use it.  One instance 

of using social media (such as Facebook, Google+, Pinterest and so forth) for increased 

efficiency comes from the owner of a new business, EventCo (Appendix 4.4 p. 155):   

͞I ŚĂĚ ďĞĞŶ ƵƐŝŶŐ ƉƌŝŶƚ ĂĚƐ ǁŚĞŶ I ƐƚĂƌƚĞĚ ŵǇ ďƵƐŝŶĞƐƐ ďƵƚ ŝƚ ǁĂƐŶ͛ƚ ĂƐ ƵƐĞĨƵů ĨŽƌ 

ŚŝŐŚůǇ ƐƉĞĐŝĨŝĐ ŶŝĐŚĞ ŵĂƌŬĞƚŝŶŐ ƐŽ ŶŽǁ I͛ŵ ƵƐŝŶŐ ƐŽĐŝĂů ŵĞĚŝĂ͙͘ ĨŽƌ ƉŽƉ-ƵƉ ĂĚƐ͙͘ 

ĨŽƌ ŵǇ ǁĞďƐŝƚĞ͙͘ƉŽƐƚŝŶŐ ƉŚŽƚŽƐ ŽŶ FĂĐĞďŽŽŬ͙͘ƚŽ TǁŝƚƚĞƌ͙͘ƚŽ GŽŽŐůĞн͙͘ ƐĞŶĚŝŶŐ 

ƉŚŽƚŽƐͬƚĞǆƚŝŶŐ ǁŝƚŚ ĐůŝĞŶƚƐ ĂďŽƵƚ ƚŚĞŝƌ ŽƌĚĞƌƐ͙ŶŽǁ I͛ŵ ŵŽƌĞ ƉƌŽĚƵĐƚŝǀĞ ĂŶĚ 

ĞĨĨŝĐŝĞŶƚ͘͟    

Another example of increased efficiency and effectiveness (Appendix 4.2 p. 150) is given 

by the owner of PRCo, an established SME (Appendix 4.4 p. 155), about following trends 

in new social media:  

͙͞I ĨŽůůŽǁ ƚƌĞŶĚƐ͖ I ŚĂǀĞ ůŝŵŝƚĞĚ ƚŝŵĞ͕ ůŝŵŝƚĞĚ ďƵĚŐĞƚ͕ ĂŶĚ ǁĂŶƚ ƚŽ ŐĞƚ ƚŽ ƉĞŽƉůĞ ĂƐ 

quickly and effectively as possible. So I follow social media trends to see whether 

ŝƚ͛ůů ĞĨĨŝĐŝĞŶƚůǇ ĂŶĚ ĞĨĨĞĐƚŝǀĞůǇ ĚŽ ǁŚĂƚ I ŶĞĞĚ ŝƚ ƚŽ ĚŽ͘ I͛ǀĞ ĨŽƵŶĚ ƚŚĂƚ ƐŽĐŝĂů ŵĞĚŝĂ 

ƐƵĐŚ ĂƐ TǁŝƚƚĞƌ͕ FĂĐĞďŽŽŬ͕ GŽŽŐůĞн͕ YŽƵTƵďĞ͕ ĂŶĚ PŝŶƚĞƌĞƐƚ ĂƌĞ ĂŵĂǌŝŶŐ͊͟ 

 A system high in perceived usefulness is one which the individual has motivation to 

utilize (Rindova, Williams, Petkova & Sever 2005).  Specific to this research, it would make 

ƐĞŶƐĞ ƚŚĂƚ ŵŽƚŝǀĂƚŝŽŶ ĐŽƵůĚ ŝŵƉĂĐƚ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ ǁŝůůŝŶŐŶĞƐƐ ƚŽ ĨŽůůŽǁ Ă 

technologically-enabled trend (WFTET).  Additionally, it would make sense that 

willingness to follow a technologically-ĞŶĂďůĞĚ ƚƌĞŶĚ ĐŽƵůĚ ďƵŝůĚ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ 

reputation in/directly.  The following examples show how the willingness on the part of 

the individual SME owner to follow a technologically-enabled trend (WFTET) links 
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influence and career relevance. First, the owner of a new enterprise, GraphicCo (Appendix 

4.4 p. 155) reports: 

͞I ƵƐĞ ƐŽĐŝĂů ŵĞĚŝĂ ĞǀĞƌǇ ĚĂǇ͙ǁŝƚŚ ŝƚ I Ăŵ ŵŽƌĞ ĞĨĨĞĐƚŝǀĞ ĂŶĚ ƉƌŽĚƵĐƚŝǀĞ͙͘ ĂŶĚ 

ƉƌŽďůĞŵ ƐŽůǀŝŶŐ ĨŽƌ ŵǇ ĐůŝĞŶƚƐ ďĞĐŽŵĞ ĞĂƐŝĞƌ͙͘ŽǀĞƌ ƚŝŵĞ ƚŚŽse things help build 

ŵǇ ŝŶĨůƵĞŶĐĞ ĂŶĚ ŝƚ ŚĞůƉƐ ĚĞǀĞůŽƉ ŵǇ ďƵƐŝŶĞƐƐ͘͟ 

Second, the owner of an established business, SalonCo (Appendix 4.4 p. 156) stated: 

͞I ƵƐĞ ƐŽĐŝĂů ŵĞĚŝĂ Ăƚ ůĞĂƐƚ ϱϬй ŽĨ ĞǀĞƌǇ ǁŽƌŬ ĚĂǇ ďĞĐĂƵƐĞ ŝƚ ŝƐ ƐƵƉĞƌď ĨŽƌ 

ƉƌŽĚƵĐƚŝǀŝƚǇ͕ ŝƚ͛Ɛ ǀĞƌǇ ĞĨĨŝĐŝĞŶƚ ĨŽƌ ƚŝŵĞ ŵĂŶĂŐĞŵĞŶƚ͕ ĂŶĚ ŝƚ͛Ɛ ŵĞĂƐƵƌĂďůĞ͘ I ƵƐĞ ƚŚĞ 

little apps and packages and online tools that generate numbers which show me 

data about my client engagement, span of reach, increased influence, and 

ŝŶĐƌĞĂƐĞĚ ƌĞƉƵƚĂƚŝŽŶ͘  Iƚ͛Ɛ ĂďŽƵƚ ďƵŝůĚŝŶŐ ďůŽĐŬƐ ŽĨ ŝŶĨůƵĞŶĐĞ͕ ƚŚĞǇ ĚŽŶ͛ƚ Ăůů ůĞĂĚ ƚŽ 

sales automatically, they lead to credibility-raising and increased 

ŝŶĨůƵĞŶĐĞ͙͘ǇŽƵ͛ǀĞ ŐŽƚ ƚŽ ďƵŝůĚ ƚŚĂƚ ĂŶĚ ĞĂƌŶ ŝƚ͕ ĂŶĚ ŝƚ ĚŽĞƐŶ͛ƚ ŚĂƉƉĞŶ ŽǀĞƌŶŝŐŚƚ͘͟   

UƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ŝŶĐƌĞĂƐĞƐ ƚŚĞ “ME ŽǁŶĞƌƐ͛ ƐĞůĨ-confidence in having a good grasp of 

ŚŽǁ ďĞƐƚ ƚŽ ƵƐĞ ŝƚ ƚŽ ĂŶƚŝĐŝƉĂƚĞ ƚŚĞŝƌ ĐůŝĞŶƚƐ͛ ŶĞĞĚƐ ĂŶĚ ƐĞƌǀĞ ƚŚĞŝƌ ĐůŝĞŶƚƐ ǁĞůů͘  FŽƌ 

instance, the owner of PRCo (Appendix 4.4 p. 155; Appendix 4.5 p. 156) remarked:  

͞I Ɛŝƚ ĚŽǁŶ ǁŝƚŚ ŝŶĚŝǀŝĚƵĂů ĐůŝĞŶƚƐ ĂŶĚ ĨŝŶĚ ŽƵƚ ǁŚĂƚ ƚŚĞǇ want to achieve, who do 

they want to talk to, what audience do they want to reach, and what market do 

they want to break into.  Afterward, I feel confident knowing how best to use social 

ŵĞĚŝĂ ƚŽ ĚĞůŝǀĞƌ ŽƉƚŝŵĂů ƌĞƐƵůƚƐ ĨŽƌ ƚŚĞŵ͘ Iƚ͛Ɛ ŬĞǇ ƚŽ ŵǇ ĨƵƚƵƌĞ ƐƵĐĐĞƐƐ͘͟   

Relevant details from the above case are as follows:  First, given that individual absorptive 

capacity (IAC) influences individual performance in the SME (IPSME) it would make sense 
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these are positively moderated by willingness to follow a technologically-enabled trend 

(WFTET).  Second, empirical evidence has been given of how and why willingness to 

follow a technologically-enabled trend (WFTET) positively moderates the relationship 

between individual absorptive capacity (IAC) and individual performance in the SME 

(IPSME).  Third, empirical evidence indicates what types of moderators have been 

assigned valuation by the individual SME owners.  Fourth, empirical evidence suggests 

why it is that in order to get favourable attitudes toward individual performance in the 

SMEs (IPSME), high levels of career relevance (WFTET), one of two moderating factors, is 

needed.   

Evidence has also been given of why (motives) the relationship between individual 

absorptive capacity (IAC) and individual performance in the SME (IPSME), the outcome 

ǀĂƌŝĂďůĞ͕ ŝƐ ĚĞŵŽŶƐƚƌĂƚĞĚ ƚŚƌŽƵŐŚ ƚŚĞ ŽǁŶĞƌƐ͛ ƐƚĂƚĞŵĞŶƚƐ͘  

The following evidence, from the final case study, shows how it is the case that in order to 

get favorable attitudes towards individual performance in the SME (IPSME), high levels of 

centrality, the second of two moderating variables, is needed. 

6. 4 CĂƐĞ “ƚƵĚǇ ϯ ͞AƚƚĂŝŶŝŶŐ ƚŚĞ UŶĂĐŚŝĞǀĂďůĞ͟ 

TŚĞ ĨŝŶĂů ƚŚĞŵĞ ĞŶĐĂƉƐƵůĂƚĞƐ ƚŚĞ ŐŽĂůƐ ďĞŚŝŶĚ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ ĂĚĂƉƚŝǀĞ ďĞŚĂǀŝŽur of 

accepting social media as a viable business tool (VBT).  An identified goal is to be highly 

competitive.  One way to attain the distinction of being highly competitive is to 

ĚŝĨĨĞƌĞŶƚŝĂƚĞ ŽŶĞƐĞůĨ ĨƌŽŵ ŽŶĞ͛Ɛ ĐŽŵƉĞƚŝƚŽƌƐ͕ ĂƐ ŵĂŶǇ ŽƚŚĞƌ ďƵƐŝŶĞƐƐĞƐ ŵĂǇ ďĞ ŽĨĨĞƌŝŶŐ 

the same product or service to the same potential customers.  In that kind of competitive 

ďƵƐŝŶĞƐƐ ĞŶǀŝƌŽŶŵĞŶƚ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ ŚŝŐŚ ĐĞŶƚƌĂůŝƚǇ ŽĨ ƵƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ĂƐ Ă ǀŝĂďůĞ 

business tool can be a differentiation.  TŚŝƐ ŵĞĂŶƐ ƚŚĂƚ ƚŚĞ “ME ŽǁŶĞƌ͛Ɛ ƵƐĞ ŽĨ ƐŽĐŝĂů 
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media is a priority, is perceived as an essential business tool, is integrated into the 

business strategy, and is implemented via structured, planned tactics, methods, and 

techniques.  More specifically, how social media is used will be the differentiation.  For 

instance, the owner of an established business PRCo (Appendix 4.4 p. 155) shared her 

strategy for high centrality (Appendix 4.4 p. 155): 

͞I ŚĂǀĞ Ă ďƵƐŝŶĞƐƐ ƉůĂŶ ŝŶ ƉůĂĐĞ ƚŚĂƚ ƐĂǇƐ ͚ǁĞ ǁŝůů ƵƐĞ ƐŽĐŝĂů ŵĞĚŝĂ ŝŶ ƚĞƌŵƐ ŽĨ ŚŽǁ 

we market ourselves and we will offer social media as a service therefore social 

ŵĞĚŝĂ ǁŝůů ŚĞůƉ ĚŝĨĨĞƌĞŶƚŝĂƚĞ ŽƵƌ ŽƌŐĂŶŝǌĂƚŝŽŶ͛͘  “Ž ǁĞ ǁŝůů ƵƐĞ ŝƚ ƐƚƌŽŶŐůǇ ĨŽƌ 

ďƵƐŝŶĞƐƐ ĚĞǀĞůŽƉŵĞŶƚ ƉƵƌƉŽƐĞƐ ƚŽ ĂĐŚŝĞǀĞ ƚŚŽƐĞ ŚŝŐŚ ŵĞƚƌŝĐƐ ƚŚĂƚ ǁĞ͛ǀĞ ƐĞƚ 

ŽƵƌƐĞůǀĞƐ͘͟ 

Other business uses of social media include advertising and marketing, human resources, 

launching new products and services, posting job openings, and tracking metrics.  

Mangold and Faulds (2009) point out that when businesses enter the social media arena 

they carefully craft their message with the marketplace to consistently reflect their 

business values.  More specifically, why social media is used will be a differentiator. As the 

owner of SalonCo (Appendix 4.4 p. 156) commented:  

͞WŚĞƚŚĞƌ ƉĞŽƉůĞ ĐŽŵĞ ŚĞƌĞ ƚŽ ďƵǇ Ă ǀĞƌǇ ŐŽŽĚ ŚĂŝƌ ƉƌŽĚƵĐƚ ǁĞ͛ǀĞ ŶĞǁůǇ ůĂƵŶĐŚĞĚ 

on Social MentiŽŶ͙͘ƐĞĞŶ ŽƵƌ ĂĚǀĞƌƚ ŽŶ FĂĐĞďŽŽŬ ĨŽƌ Ă ŶĞǁ ƐĞƌǀŝĐĞ ǁĞ ŽĨĨĞƌ͙͘Ă ũŽď 

ĂĚǀĞƌƚ ŽŶ ƚŚĞ ƐĂůŽŶ͛Ɛ ǁĞďƐŝƚĞ͕ Žƌ ƉŝĐƚƵƌĞƐ ŽĨ ŚĂŝƌĐƵƚƐ ƉŽƐƚĞĚ ŽŶ IŶƐƚĂŐƌĂŵ͕ Žƌ 

ĂŶǇƚŚŝŶŐ ůŝŬĞ ƚŚĂƚ͕ I͛ǀĞ ŚĂĚ ŝƚ Ăůů ĚĞƐŝŐŶĞĚ ƐŽ ŶŽ ŵĂƚƚĞƌ ǁŚĂƚ ƚŚĞ ƉƵƌƉŽƐĞ͕ ŶŽ 

matter what platform people go through to connect with the salon, it influences 

ƚŚĞŵ ƚŽ ŐĞƚ ŚĞƌĞ͕ ƚŽ ƚŚŝƐ ƐĂůŽŶ͘ Iƚ͛Ɛ ͚Ăůů ƌŽĂĚƐ ůĞĂĚ ƚŽ ŚĞƌĞ͛͘͟       
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The second goal is to keep updated on new social media technologies available so as to 

improve the life of the SME owner.  The notion is that because all these SME owners 

currently use social media (Appendix 4.4 p. 155-156) they must therefore maintain 

ongoing effort (high centrality) to refine their use.  Refinement means fine-tuning 

messaging and use of mechanism options to best fit their business (Choudhary 2012), 

improvement in utilization (Kaplan & Haenlein 2010), continued effort to learn (Ormrod 

2014), continued effort to innovate (Lichtenthaler 2009), to maintain job relevance (Yi, 

Jackson & Park 2006), and remain competitive in their sector of industry (Choudhary 

2012).  Amongst the benefits of refinement are the ability to problem solve when 

obstacles or challenges emerge (Burns 1995) and to improve their professional life 

(Mangold & Faulds 2009). For instance, with regard to using social media to improve 

professional life, the owner of CompuCo (Appendix 4.4 p. 155) stated: 

͞I ƐƵďƐĐƌŝďĞ ƚŽ Ă ĐŽƵƉůĞ ŽĨ ĨƌĞĞ ƐŽĐŝĂů ŵĞĚŝĂ ƐŝƚĞƐ ŽŶ ƚŚĞ IŶƚĞƌŶĞƚ ďĞĐĂƵƐĞ ƚŚĞǇ 

ŵĂŬĞ ŵǇ ǁŽƌŬ ůŝĨĞ ĞĂƐŝĞƌ͙I ŬĞĞƉ ĂŶ ĞǇĞ ŽŶ ŶĞǁ ĚĞǀĞůŽƉŵĞŶƚƐ ĂŶĚ ŶĞǁ ĨĞĂƚƵƌĞƐ 

from FĂĐĞďŽŽŬ ĂŶĚ TǁŝƚƚĞƌ ĂŶĚ PŝŶƚĞƌĞƐƚ ĂŶĚ GŽŽŐůĞн͘͟ 

The third goal is for purposes of collaboration and cooperation.  Cook (2008) pointed out 

that Schopieray (2003) identified cooperation as being focused on the product and 

collaboration on the process, yet that the objective of both being to generate a result that 

is better than what could have been produced alone.  For instance, the owner of the new 

business EventCo (Appendix 4.4 p. 155) reported: 

͞I ĚŽŶ͛ƚ ŚĂǀĞ ĂŶǇ ƉƌŽďůĞŵƐ ǁŝƚŚ ƚĂůŬŝŶŐ ƚŽ ƉĞŽƉůĞ ǁŚŽ ĂƌĞ ŝŶ the same industry as 

ŵǇƐĞůĨ͘ I ĐĂŶ ĂůǁĂǇƐ ĨŝŶĚ Ă ĚŝĨĨĞƌĞŶƚ ĂŶŐůĞ͙͘ǇŽƵ ŬŶŽǁ͕ ǁŚĞƌĞ ǁĞ ĐĂŶ ĐŽůůĂďŽƌĂƚĞ 
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ŽŶ Ă ƉƌŽũĞĐƚ͘ “Ž ƚŚĞ ĨĞĂƌ ŽĨ ĐŽůůĂďŽƌĂƚŝŽŶ ŝƐ ŐŽŶĞ ŽƵƚ ƚŚĞ ǁŝŶĚŽǁ͕ ƌĞĂůůǇ͘ Iƚ͛Ɛ ũƵƐƚ Ă 

ƋƵĞƐƚŝŽŶ ŽĨ ǁŚĞƌĞ ǁĞ͛ůů ŐĞƚ ƚŽŐĞƚŚĞƌ ͛ĐĂƵƐĞ ǁĞ ůŝŬĞ ƚŽ ƐŚĂƌĞ ŽƵƌ ŬŶŽǁůĞĚŐĞ͘͟  

Another new business owner (GraphicCo; Appendix 4.4 p. 155) stated the following: 

͞MǇ ĂƉƉƌŽĂĐŚ ŝƐ ƚŽ ĐŽůůĂďŽƌĂƚĞ ǁŝƚŚ ŵǇ ƚĞĂŵ ĂŶĚ ŵǇ ĐůŝĞŶƚƐ͘ MǇ ƚĞĂŵ ĂƌĞ ĐůĞǀĞƌ 

people. We work well together. We give and receive input, and generally support 

one another on these projects. We stay up-to-date on technology. We are very 

productive and effective to create results by getting input from our clients about 

the graphic design they want. These are important ways I build my professional 

ŝŶĨůƵĞŶĐĞ͘͟ 

Salient details from the above case are as follows:  First, given that individual absorptive 

capacity (IAC) influences individual performance in the SME (IPSME) it would make sense 

that these are positively moderated by willingness to follow a technologically-enabled 

trend (WFTET) and individual predisposition toward accepting social media as a viable 

business tool (VBT).  Second, empirical evidence has been given of why individual use of 

social media as a viable business tool (VBT) positively moderates the relationship 

between individual absorptive capacity (IAC) and individual performance in the SME 

(IPSME).  Empirical evidence indicates that SME owners use the newer social media 

platforms/apps to compete by offering products and services to potential customers in 

better and different ways (VBT) than their competitors (Appendix 4.2 p. 150-151: AB).  

Empirical evidence has been given which indicates perceived usefulness of social media 

ĂŶĚ ƚŚĞ ĂďŝůŝƚǇ ƚŽ ƵƐĞ ŶĞǁĞƌ ƐŽĐŝĂů ŵĞĚŝĂ ƚĞĐŚŶŽůŽŐŝĞƐ ƚŽ ŝŵƉƌŽǀĞ ŽŶĞ͛Ɛ ůŝĨĞ ƉŽƐŝƚŝvely 

moderates the relationship between individual absorptive capacity (IAC) and individual 

performance in SME (IPSME).  
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6. 5 Chapter Summary 

The content of this chapter presents the case studies of three separate thematic points: 

͞WŝƚŚŽƵƚ BĞŝŶŐ AǁĂƌĞ͕͟ ͞BƵŝůĚŝŶŐ BůŽĐŬƐ͕͟ ĂŶĚ ͞AĐŚŝĞǀŝŶŐ ƚŚĞ UŶĂĐŚŝĞǀĂďůĞ͘͟  TŚĞ ĨŽĐƵƐ 

ĂƌŽƵŶĚ ĞĂĐŚ ƚŚĞŵĞ ĂŶĚ ƚŚĞ “ME ŽǁŶĞƌƐ͛ ĂƉƉůŝĐĂƚŝŽŶ͕ ĞǀĞŶ ƵŶǁŝƚƚŝŶŐůǇ͕ ĞƐƚĂďůŝƐŚĞƐ 

linkages to H1a - H1c and H2.  The next chapter will draw conclusions around the 

implication of these findings and the entirety of this research in general.  
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Chapter 7: Discussion and Conclusion 

  

 

7. 1 OVERVIEW OF THE CHAPTER 

This chapter summarizes the findings and results, which contribute practical implications 

to Management literature in numerous ways and have merit for both academics and 

practitioners.  It also examines areas where the research could expand, possible 

directions for future research, and potential applications of the theoretical developments 

found by this research.  

The chapter proceeds as follows: In section 7.2 the four main findings of individual 

absorptive capacity, individual performance in the SME, willingness to follow a 

technologically-enabled trend and individual predisposition toward accepting social 

media as a viable business tool are discussed.  In section 7.3 the four significant 

contributions to literature are highlighted.  These include the relevance of this research to 

public policy on small businesses, why and how individual absorptive capacity influences 

individual performance in the SME, how it is that cognitive-influenced valuation 

influences willingness to follow a technologically-enabled trend, and how it is that 

adaptive behavior influences individual predisposition toward accepting social media as a 

viable business tool.  

Section 7. 4 discusses the limitations of this study and implications of this research.  The 

former includes the sample size and lack of correlation between the data sets while the 

latter centers around small business policy at the local and regional levels.  Section 7. 5 

proposes direction for future research, and in section 7. 6 the conclusion is given. 
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7. 2 DISCUSSION  

This study used a mixed-methods convergent exploratory design to explore why SME 

owners use social media in their daŝůǇ ǁŽƌŬ͘  TŚĞ ƌĞƐĞĂƌĐŚ ŝŶǀĞƐƚŝŐĂƚĞĚ ͚ǁŚǇ ƚŚĞ 

relationship between individual absorptive capacity and individual performance in the 

“ME ĂŶĚ ŚŽǁ ƚŚŝƐ ŝƐ ƚŚĞ ĐĂƐĞ͍͛  MŽƌĞ ƐƉĞĐŝĨŝĐĂůůǇ͕ ƚŚŝƐ ƐƚƵĚǇ ĞǆƉůŽƌĞĚ ƚǁŽ ŝŶƚĞƌĐŽŶŶĞĐƚĞĚ 

concepts: what influence, if any, individual absorptive capacity has on willingness to 

follow a technologically enabled trend, and an individual predisposition to accept social 

media as a viable business tool, leading to improved performance in the SME.  The four 

main findings are discussed below.  

7. 2. 1 INDIVIDUAL ABSORPTIVE CAPACITY  

In this research, absorptive capacity has been examined at the level of the individual, thus 

responding to a call by previous research to examine individual cognition(s), as individual 

cognition(s) is the bĂƐŝƐ ŽĨ Ă Ĩŝƌŵ͛Ɛ ĂďƐŽƌƉƚŝǀĞ ĐĂƉĂĐŝƚǇ ;LĂŶĞ͕ KŽŬĂ Θ PĂƚŚĂŬ ϮϬϬϲͿ͘  IŶ 

addition, individual cognition is a critical internal driver of absorptive capacity (Lane et al. 

2006; Cohen & Levinthal 1990).  This examination at the level of the individual leads to 

the following four points.   

7. 2. 2 PAST EXPERIENCE, PAST RELATED KNOWLEDGE, AND COGNITION AS  

 ANTECEDENTS OF INDIVIDUAL ABSORPTIVE CAPACITY 

First, from an academic point of view, this research proposed individual absorptive 

capacity (IAC) as being composed of the three antecedents: past experience (PE), past 

related knowledge (PK), and cognition (learning ʹ up to the current moment) (COG).  The 

empirical results, found in Chapter 6 (pp. 116 ʹ 119), suggest a direct and positive link 

between PE, PK, and COG.  Given that linkage these three have been established as 
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antecedents of IAC and provides foundational conceptual groundwork for related 

theories. 

7. 2. 3 INDIVIDUAL ABSORPTIVE CAPACITY INFLUENCES INDIVIDUAL PERFORMANCE IN 

THE SME  

Second, this research ĞŵƉŝƌŝĐĂůůǇ ƚĞƐƚĞĚ VŽůďĞƌĚĂ Ğƚ Ăů ;ϮϬϭϬͿ ĂŶĚ CŽŚĞŶ ĂŶĚ LĞǀŝŶƚŚĂů͛Ɛ 

(1990) conceptualization of absorptive capacity at the individual level (IAC) and reinforced 

IAC by showing its influence on individual performance in the SMEs (IPSME).  These 

results highlighted the effect of motivation on meaningful learning and individual job 

performance (Nolen 2007, 1996).  Additionally, high levels of motivation influenced both 

individual success and beneficial outcomes (Hidi & Renninger 2006).   

In the context of SME owners using social media in their daily work lives, these results 

revealed a similarity between both new and established entrepreneurs: they assign a high 

value to the drive for continuous learning and believe it is very important to them for 

attaining goals and for achieving successful project outcomes (Dutot & Bergeron 2017).  

And in a much broader and more general context learning for any individual, regardless of 

the related organizational size, is very important and the drive for it is likely no different 

from any business sector regardless of organizational size (e.g., MNEs, born globals) 

(Dutot & Bergeron 2017).  

 7. 2. 4 WILLINGNESS TO FOLLOW A TECHNOLOGICALLY-ENABLED TREND 

The third suggestion encompasses the theoretical constructs willingness to follow a 

technologically-enabled trend (WFTET) and individual predisposition toward accepting 

social media as a viable business tool (VBT).  These two constructs are situated within 

cognitive psychology and business management and strategy, and this research proposed 
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ĂŶ ŝŶĚŝǀŝĚƵĂů͛Ɛ WFTET ĂŶĚ VBT ŵŝŐŚƚ ƉŽƐŝƚŝǀĞůǇ ŝŶĨůƵĞŶĐĞ ƚŚĞ ƌĞůĂƚŝŽŶƐŚŝƉ ďĞƚǁĞĞŶ IAC 

and IPSME.   

The empirical findings for WFTET suggest the following trifold links to existing theory: 

First, high levels of self-ĞĨĨŝĐĂĐǇ ;AŚůĞŶ͕ DƌŶŽǀƓĞŬ Θ HŝƐrich 2014) and prior training on use 

of social media (Kaplan & Haenlein 2010) positively influenced the relationship between 

IAC and IPSME when the SME owner attended activities, courses, or events in support of 

training on use of new social media technology.  

Second, detecting meaningful patterns or trends in emergent technology (Helfat & 

Peteraf 2014) and personal motivation to learn (Colquitt & Simmering 1998) positively 

influenced the relationship between IAC and IPSME when the SME owner perceived a 

new opportunity to communicate and connect with others (Dutot & Ensley 2006) to 

increase his or her career and industry relevance (Venkatesh & Davis 2000).   

SME owners count communicating and connecting with others (Cook 2008) via social 

media as a means of building reputation and influence (Sarasvanthy & Dew 2008), 

assigning it a perceived usefulness value (Venkatesh & Davis 2000).  SME owners use 

social media, professionally, to make connections (e.g., Facebook) (Tolliday 2017), 

develop their businesses (e.g., LinkedIn) (Burgess, Selitto, Cox, Bureltjens & Bigley 2017), 

get jobs (Sensis 2016), gain client accounts (Michaelidou, Siamagka & Christodoulides), 

get references from former/current clients (e.g., Google+) (Breslauer & Smith 2009), 

launch new products or services (e.g., Social Mention) (Sensis 2016), and so forth.  This 

means it is entirely possible for one entrepreneur to use social media to reach many 

hundreds or many thousands of other people around the world.  

Third, increased efficiencies and effectiveness influenced the relationship between IAC 

and IPSME when SME owners believed their use of social media yielded key performance 
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indicators (essentially meeting their performance expectancy).  SME owners used metrics 

sourced from Google analytics, website traffic, mobile traffic, followers, and retweets to 

measure their social media performance (Durkin et al. 2013); performance expectancy is a 

hallmark of their willingness to follow a technologically-enabled trend (Venkatesh, Thong 

& Xu 2012).  This means SME owners were highly motivated and willing to use social 

media in their daily work because of a held belief that increased efficiency and job 

productivity positively influenced their professional reputation.   

7. 2. 5 INDIVIDUAL PREDISPOSITION TOWARD ACCEPTING SOCIAL MEDIA AS A VIABLE  

 BUSINESS TOOL 

As mentioned above this construct comes from the disciplines of cognitive psychology 

and business management and strategy.  The empirical findings for the construct of 

individual predisposition toward accepting social media as a viable business tool (VBT) 

suggested the following three links to existing theory:  First, high centrality of use of social 

media influenced the relationship between IAC and IPSME when SME owners identified 

being highly competitive as a business goal that would assist them in achieving long-term 

enterprise success (Dutot & Bergeron 2017).  This means SME owners had strong belief in 

the value of incorporating social media as a strategic business tool into their daily work 

for sustainable business success.  In addition, the high centrality of use of social media 

enabled SME owners to perceive and respond more quickly to both customer demands 

and competitor challenges (Gates 1999).  

Second, SME owners consider social media to be an essential differentiator in their 

competitive business environments and thus prioritized its use in their daily lives (Dutot & 

Bergeron 2017).  Additionally, SME owners carefully crafted their message with the 
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marketplace to consistently reflect their business values (Mangold & Faulds 2009); this is 

Ă ƉƵƌƉŽƐĞĨƵů ĚŝĨĨĞƌĞŶƚŝĂƚŽƌ ďĞŚŝŶĚ ƚŚĞ “ME ŽǁŶĞƌƐ͛ ƐŽĐŝĂů ŵĞĚŝĂ ƐƚƌĂƚĞŐǇ ;VĞŶŬĂƚĞƐŚ Ğƚ 

al. 2012).     

Third, SME owners frequently cited business development purposes and functional 

purposes as reasons for using social media in the workplace (Dutot & Bergeron 2017; 

Blanchard 2011).  This means SME owners implemented strong social media use via 

structured planned tactics, methods, techniques and functions.  Structured planned 

tactics included upgrading enterprise IT capability (Davis 1989), while functions included 

advertising, marketing, human resources, launching new products and services, posting 

job openings, and tracking professional metrics (Durkin et al. 2013).    

 7. 3 CONTRIBUTIONS TO LITERATURE  

The contributions to literature are significant for four reasons. First, this research 

explored why SME owners used web-based technologies in their daily work and how this 

use influenced their individual performance in the SME.  This is relevant, as public policy 

in ƐƵƉƉŽƌƚ ŽĨ ĞŵĞƌŐĞŶƚ ĞŶƚƌĞƉƌĞŶĞƵƌŝĂů ŝŶŶŽǀĂƚŝŽŶ ŝƐ ŽĨƚĞŶ ƐŚĂƉĞĚ ďǇ ƚŚĞ ĞŶƚƌĞƉƌĞŶĞƵƌƐ͛ 

use of existing innovations (Acs 2006; GEM 2006) ʹ a self-perpetuating cycle that can 

drive innovation and, potentially, successful economies.  It is important to note that while 

the focus of this research has been at the individual level rather that at the organizational 

level, this research recognizes the important contributions of organizational-level use of 

innovations in the shaping of public policy.  
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7. 3. 1 INDIVIDUAL ABSORPTIVE CAPACITY AND INDIVIDUAL PERFORMANCE IN THE  

 SME 

Second, this research explained the construct absorptive capacity (Cohen & Levinthal 

1990) which derives from the academic discipline of cognitive psychology.  This research 

then established past experience, past related knowledge, and cognition as being 

antecedents of individual absorptive capacity (IAC) (Cohen & Levinthal 1990).  

Additionally, this research empirically tested Volberda et al. (2010) and Cohen and 

LĞǀŝŶƚŚĂů͛Ɛ ;ϭϵϵϬͿ ĐŽŶĐĞƉƚƵĂůization of IAC at the individual level and reinforced it by 

showing influence on individual performance in the SME (IPSME).  Subsequently, this 

research identified several perceived beneficial utilities SME owners have in relation to 

the use of social media.  These included connection, communication, collaboration, and 

cooperation with others (Cook 2008).  

7. 3. 2 COGNITIVE-INFLUENCED VALUATION AND WILLINGNESS TO FOLLOW A  

 TECHNOLOGICALLY-ENABLED TREND 

Third, this research introduced the term cognitive-influenced vĂůƵĂƚŝŽŶ ;CVͿ ;AƵƚŚŽƌ͛Ɛ 

own 2017) from the academic discipline of Cognitive Psychology to explain how it is the 

case that individual SME owners were willing to follow a technologically-enabled trend 

(WFTET).  This study has empirically shown that CV is a significant motivator of learning 

;AƵƚŚŽƌ͛Ɛ ŽǁŶ ϮϬϭϳͿ͘  EŵƉŝƌŝĐĂů ƌĞƐƵůƚƐ ƐŚŽǁ ŝŶĐƌĞĂƐĞĚ ƐĞůĨ-confidence on the part of the 

SME owners when they had a good grasp of how to serve their clients well through use of 

social media.  This study has also shown that individual SME owners assigned a high value 

ƚŽ ƚŚŽƐĞ ƚŚŝŶŐƐ ǁŚŝĐŚ ŵŽƚŝǀĂƚĞĚ ƚŚĞŵ ƚŽ ůĞĂƌŶ͖ ŵŽƚŝǀĞƐ ĂƌĞ ǁŚĂƚ ĚƌŝǀĞ “ME ŽǁŶĞƌƐ͛ 

willingness to follow a technologically-enabled trend.   
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7. 3. 4 ADAPTIVE BEHAVIORS AND VIABLE BUSINESS TOOL 

Fourth, this research introduced the term adaptive bĞŚĂǀŝŽƌƐ ;ABͿ ;AƵƚŚŽƌ͛Ɛ ŽǁŶ ϮϬϭϳͿ 

from the subject area of business management and strategy to explain how SME owners 

adapted their use of social media from low or moderate to high centrality in their 

strategic business practices; individual SME owners used social media as a strategically 

viable business tool (VBT).  This research empirically established the practical actions 

taken by SME owners to use social media daily as a means toward sustainable enterprise 

success.  

7. 4 RESEARCH IMPLICATIONS AND LIMITATIONS  

The implications are threefold.  First, a small business policy implication centers around 

education for, and training on, use of social media by SME owners.  Access to education 

and training on current and/or emergent social media is important for enterprise owners 

in order for them to compete in their industries.  Digital skills matter for knowing how to 

access online data like websites, databases, and social networking sites and without these 

skills many SME owners most likely will experience difficulties in productivity and job 

performance.  This raises an important topic for future research into the specific area of 

small business policy reflecting local factors.   

For instance, local Councils play a crucial role in providing support for entrepreneurs to 

start and grow, which can generate local opportunities as well as creating the potential 

for securing investment in high-quality digital skills training and job opportunities.  In 

order to promote the investment in high-quality digital skills training and creation of job 

opportunities SME owners must become engaged in the shaping of this provision, 

ensuring they have a stronger voice in influencing local policy through clear 
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communication and collaboration.  Research around the variance of shaping policy where 

more-collaborative processes are compared to less- or non-collaborative processes would 

further expand on this theory.  Additionally, studies exploring how and to which 

recipients this access is made available, and the relative short- and long-term levels of 

success, would also broaden the applicable data available for consideration when shaping 

policy.   

Second, another small business policy implication centers on the role of infrastructure 

and Internet connectivity.  Without sufficient network coverage and access to the 

internet to complement their social media skills and tools, the SME owners will most 

likely not experience increased productivity or increased job performance.  They must not 

only be able to access and deploy these skills, but they must be able to reach the target 

audience through the connectivity offered via the internet.  This raises an important topic 

for future research into the area of small business policy reflecting regional factors.   

For instance, many SME owners in the Canterbury area have great infrastructure and fast 

broadband speed, and high social media skills.  In contrast, many SME owners in the 

Tonbridge area have limited infrastructure and slow connectivity, but high social media 

skills.  These two areas may be in the same region but the former is likely to be more 

productive and have increased job performance than the latter.  The relevance of this 

practical regional and local issue cannot be discounted and underscores the importance 

of more SME-led policy, particularly in geographic areas where there is a high interest in 

entrepreneurial ventures but a lack of the infrastructure necessary for success. 

Third, a practical implication that this research has shown in general is that rather than 

one singular social media stream (e.g., Twitter, LinkedIn) being preferred across all sectors 
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and in all situations, a professional will tend to use or not use a technology to the extent 

she or he believes it will help the individual perform her/his job better.  Thus each 

professional will choose the social media tool(s) with the best fit for the current or 

immediate goal(s); one size does not fit all. 

Limitations of this study include the small sample size and the locus of this study being 

County Kent, UK, where a larger sample size and/or a larger collection radius would yield 

additional comparative data.  Further research including these factors would be 

beneficial.  A striking feature of this study has been the lack of correlation between the 

quantitative data and the qualitative data, which could potentially be addressed by the 

above, as well.  Future research with greater correlation between research focus and 

subject matter would also be beneficial and yield additional areas of theoretical 

development. 

 7. 5 DIRECTIONS FOR FUTURE RESEARCH 

Future research will likely include a longitudinal survey.  This will allow for more 

significant exploration and findings of mediating and moderating variables, as well as 

broadening new theoretical models relevant to this topic.  Given the degree to which 

social media and new technological trends emerge, develop, and are applied to the 

business and management sector, greater understanding of their utilization can only be of 

value.  Future research will also have the opportunity to explore a greater amount of 

ŚŝƐƚŽƌŝĐĂů ĚĂƚĂ ŽĨ “ME ŽǁŶĞƌƐ͛ ƵƐĞ ŽĨ ǁĞď-based technology, and particularly those who 

have lived with web-based technology for their entire lives rather than those who 

observed its development and emergence as a business tool within recent decades.  
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7. 6 CONCLUSION 

TŚŝƐ ŝŶŝƚŝĂů ƌĞƐĞĂƌĐŚ ĚĞŵŽŶƐƚƌĂƚĞĚ ƚŚĞ “ME ŽǁŶĞƌƐ͛ ďĞůŝĞĨ ŝŶ ƚŚĞ ĞĨĨŝĐĂĐǇ ŽĨ ǁĞď-based 

technologies as well as exploring the theoretical and historical data that supports this 

belief.  This research demonstrated qualitatively that each SME owner chose the social 

media tool with the best fit for the current or immediate goal(s) rather than one singular 

social media stream being preferred across all sectors and in all situations (Authoƌ͛Ɛ ŽǁŶ 

2017).   

IŶ ĂĚĚŝƚŝŽŶ͕ ƚŚŝƐ ƌĞƐĞĂƌĐŚ ĚĞŵŽŶƐƚƌĂƚĞĚ “ME ŽǁŶĞƌƐ͛ ƵƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ŚĂƐ ĐĂƌĞĞƌ 

ƌĞůĞǀĂŶĐĞ ĂŶĚ ŝĚĞŶƚŝĨŝĞĚ ƐĞǀĞŶ ĚŝĨĨĞƌĞŶƚ ǀĂƌŝĂďůĞƐ ƚŚĂƚ ŝŶĨůƵĞŶĐĞ “ME ŽǁŶĞƌƐ͛ ƵƐĞ ŽĨ 

social media in their daily work lives ʹ both in terms of cognitive value and adaptive 

behavior.  These variables were also empirically shown to influence the practical action(s) 

taken by SME owners to utilize social media as a business tool in their daily lives.   

As a result, this research has not only advanced the topic beyond existing research (from 

organizational-level cognition and usage to the individual-level of cognition and usage) 

but has developed and proven new theoretical groundwork for additional research in this 

topic (IAC, IPSME, CV and WFTET, AB and VBT).  As the use of web-based technologies 

continues to permeate all sectors of the business world and global trade, this topic has 

increasing relevance to academics and practitioners and the potential to act as a tangible 

ŝŶĚŝĐĂƚŽƌ ŽĨ ƚŚĞ ůŝŬĞůŝŚŽŽĚ ŽĨ Ă ďƵƐŝŶĞƐƐ͛ long-term success.   
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Appendix 4.1 

 

Sources of Codes 

1. Research Objective:  

    Why the relationship between individual absorptive capacity (IAC) and individual performance in the SME (IPSME) and how this is 

    the case? 

  

2.  Research Questions:  

     Research Question 1: What influence, if any, has individual absorptive capacity (IAC) on willingness to follow a technologically- 

            enabled trend (WFTET) and individual predisposition toward accepting social media as a viable business tool 

     (VBT) leading to improved individual performance in the SME (IPSME)? 

      

     Research Question 2: What is the process by which IAC impacts IPSME but might be positively moderated by WFTET and VBT?  

3.  Hypotheses:    

      H1.1:    IAC influences willingness to follow a technologically-enabled trend (WFTET) and predisposition toward accepting social  

                   media as a viable business tool (VBT) 

      H1.1a:  Past experience (PE) positively impacts WFTET and VBT 

      H1.1b:  Past related knowledge (PK) positively impacts WFTET and VBT 

      H1.1c:  Cognition (COG) (learning ʹ up to current) positively impacts WFTET and VBT 

      H1.2:    WFTET and VBT positively impact IPSME    

      H2: IAC effects IPSME but might be moderated by WFTET and VBT   

 

4. Conceptual Framework: 

    Mediation:    IAC influences WFTET and VBT; WFTET and VBT influence IPSME.  

    Moderation: IAC influences IPSME but might be moderated by WFTET and VBT. 

 

4. Key Variables:  GEM Proxies: 

     IAC    SUSKILL  

     IPSME  NBSTATUS, ESTBBUSO, EB  

     WFTET  OMNEWTEC, INORGTRY  

     VBT  OMCOMPET, INORGLIF 

 

5. Technology Acceptance Model (Venkatesh & Davis 2000; Davis, Bagozzi & Warshaw 1998) 

     Ease of use 

     Efficiencies  

     Job relevance 

     Output quality 

     Perceived value 

     Perceived usefulness 

     Perceived ease of use 

     Results demonstrability 

  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

169 

 

Appendix A 

 

 

LIST OF ANTECEDENTS, MEDIATING, MODERATING, AND OUTCOME VARIABLES: 

“ME OWNE‘“͛ U“E OF “OCIAL MEDIA 

 

Antecedents (Establishing IAC) Mediating and Moderating Variables (WFTET) and (VBT) Outcomes (IPSME) 

Prior experience OMNEWTEC NBSTATUS 

Prior related knowledge INVORTRY ESTBBUSO 

Cognition (learning-up to current) OMCOMPET EB 

 INVORLIF  

     (Source: Adapted from Miles & Huberman 1994 157) 

 

 

   

 

  

  

  



           

Appendix 4.2    List of Codes 

 

 

History of Usage (Establishes Antecedents of IAC) HU (PRE)                     Chapter   

       

HU: Prior Experience (using social media, pre-SME)   HU-PE/Pre-SME (SUSKILL) **   5 

HU: Prior Related Knowledge (about social media, pre-SME) HU-PK/Pre-SME (SUSKILL) **   5 

HU: Cognition (learning ʹ up to current - on using social HU-COG/Pre-SME (SUSKILL) **   5 

       media pre-SME) (Cognitivism)    

HU: Motivation (using social media, pre-SME)  HU-MOT/Pre-SME     5 
          

External Context    EC             

EC: Industry    EC-IND     5 

EC: Sector     EC-SEC     5 

 

Internal Context    IC             

IC: Type of enterprise    IC-T/E     5 

IC: Innovation-Individual Congruence  IC-FIT     5 

  

Ultimate Outcomes    UO             

UO: SME Status    UO-STAT     5 

        New business; established less than 42 months UO-NBSTATUS**    5 

        Established business; older than 42 months  UO-ESTBBUSO**    5 
 

Cognitive-Influenced Valuation   CV             
CV:  Motives/Motivation    CV-MOT     5          

        Personal (Private motivation)   CV-MOT/PRIV    5 

        Professional (Public motivation)   CV-MOT/PUB     5 

CV: Career Relevance    CV-CR (OMNEWTEC; INVORTRY) **   5 

CV͗ AƚƚŝƚƵĚĞ ;ƵƐĞƌ͛Ɛ ĂƚƚŝƚƵĚĞ ƚŽǁĂƌĚ using social media) CV-A     5 

CV: Metrics used (for measuring the value created) CV-MET     5 

CV: Ease of use (using social media professionally) CV-Ease of Use (EU) (OMNEWTEC; INVORTRY)**   5 

CV: Types of value created (using social media   CV-Perceived Value (PV) (OMNEWTEC; INVORTRY) **  5        

       professionally) 

CV: Types of usefulness (social media, professionally)  CV-Perceived Usefulness (PU) (OMNEWTEC; INVORTRY) **  5               

CV: Types of efficiencies     CV-Efficiencies (E) (OMNEWTEC; INVORTRY) **  5    
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Appendix 4.2    List of Codes continued 

 

Adaptive Behaviours    AB            

AB: Centrality    AB-CENT (OMCOMPET; INVORLIF) **   5 

AB: Goals/Objectives (for your professional use of social AB-Social Media Strategy (SMS) (OMCOMPET; INVORLIF) ** 5  

       media in your SME)            

AB: Tactics/Methods/Techniques (for accomplishing the AB-T/M/T (OMCOMPET; INVORLIF) **  5 

       strategy) 

AB: Types of obstacles/challenges encountered,  AB-OB/CH (OMCOMPET; INVORLIF) **  5 

       professionally 

 

(Source: Adapted from Strauss & Corbin 1994; Miles & Huberman 1994 59-60) 

** GEM Proxies: SUSKILL = IAC; NBSTATUS, ESTBBUSO = IPSME; OMNEWTEC, INVORTRY = WFTET; OMCOMPET, INVORLIF= VBT 



    

Appendix 4.3  

Definitions of Selected Codes 

History of Usage - HIST/PRE-SME  Definition      ___________________ 

HU: Prior Experience Individual experience with using social media before starting the SME, as recounted by the  

HU-PE/Pre-SME (SUSKILL) **  user. 

    (Cohen & Levinthal 1990) 

  

HU: Prior Related Knowledge  Individual knowledge about using social media before starting the SME, as recounted by   

 HU-PK/Pre-SME (SUSKILL) ** the user and suggesting a link to past experience.  

    (Cohen & Levinthal 1990) 
 

   

HU: Cognition (learning ʹ up to current)  Individual learning ʹ up to current, on using social media, before starting the SME, as   

HU-COG/Pre-SME (SUSKILL) **   recounted by user and suggesting a link to (a) past experience and, (b) past related 

knowledge.  

  (Cohen & Levinthal 1990)  

   

HU: Motivation   Personal need for using social media before starting the SME, as recounted by the user   

HU-MOT    and suggesting a private or backstage motive.  
  

External Context ʹ EC 

EC: Industry   Industry in which the SME owner conducts business and indicative of greater  

EC-IND    representation across industries.     
 

EC: Sector    Sector of industry in which the SME owner conducts business and indicative of greater EC-

SEC     representation within sectors.    

 

Internal Context ʹ IC 

IC: Type of enterprise   Divergent companies selected across business disciplines and indicative of greater  

IC-T/E     representation within the industries. 

IC: Innovation-Individual Congruence Perceived congruence between the capabilities of the social media innovation and the job  

IC-FIT      goals of the individual, as recounted by the user.  

    (Venkatesh, Morris, Davis, & Davis 2003; Thompson et al 1991) 

 

Ultimate Outcomes - UO  

UO: SME Status   Type and status of SME. 

UO-STAT  

 

UO-NBSTATUS**    New business; established less than 42 months 

 (GEM Adult Population Survey 2011 Question i7). 

 

UO-ESTBBUSO**   Established business; older than 42 months. 

    (GEM Adult Population Survey 2011 Question 209). 

 

UO-EB**    Any job now or in 5 years. 

    (GEM Adult Population Survey 2011 Question 302). 

 

Cognitive-Influenced Valuation - CV  

CV: Motives/Motivation  Assigning valuation of the motives/motivations which drives an entrepreneur to try  

CV-MOT     out/use a new social media technology, as recounted by the user.      

     (Durkin, McGowan & McKeown 2013)  

 

Personal (Private motivation)  Assigning valuation of those personal private motives/motivations which drive the SME 

CV-MOT/PRIV    owner to try out/use a new social media technology, as recounted by the user (e.g.,  

    hedonic motivation; social influence, self-efficacy, self- image). 

    (Venkatesh, Thong & Xu 2012)  

 

Professional (Public motivation) Assigning valuation of those motives/motivations which drive the entrepreneur to try  

CV-MOT/PUB   out/use a new social media technology in her/his work life, as recounted by the user (e.g., 

hedonic motivation; increased job performance, more efficient at work). 

 

CV: Career Relevance   The degree to which the consequences of using a new social media technology are CV-CR 

(OMNEWTEC; INVORTRY) **  important/relĞǀĂŶƚ ƚŽ ƚŚĞ ƵƐĞƌ͛Ɛ ǁŽƌŬ ůŝĨĞ͕ ĂƐ ƌĞĐŽƵŶƚĞĚ ďǇ ƚŚĞ ƵƐĞƌ ;Ğ͘Ő͕͘ ƚŽ ƌĞƉƵƚĂƚŝŽŶ͕  
    influence). 

 (Venkatesh & Davis 2000 191) 

 

 

 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

173 

 

Appendix 4.3 (continued) 

 

Cognitive-Influenced Valuation - CV  

CV: Metrics used   Key performance indicators measuring the value created from the use of social media  

(for measuring the value created) technologies by the user in the workplace, as recounted by the user (e.g., Google analytics,  

CV-MET  website traffic, mobile traffic, followers, retweets, etc.).  

(Moore & Benbasat 1991 203; Venkatesh & Davis 2000 192; Durkin, McGowan & 

McKeown 2013). 

 

CV: Attitude    AŶ ŝŶĚŝǀŝĚƵĂů͛Ɛ ŽǀĞƌĂůů ŐĞŶĞƌĂůŝǌĞĚ ĨĞĞůŝŶŐƐ ĂƐƐŽĐŝĂƚĞĚ ǁŝƚŚ ƵƐŝŶŐ ƐŽĐŝĂů ŵĞĚŝĂ ƚĞĐŚŶŽůŽŐŝĞƐ 
CV-A       in her/his work life, as recounted by the user (e.g., liking, enjoyment, pleasure, joy  

    associated with using).    

    (Venkatesh, Morris, Davis & Davis 2003 440) 

 

CV: Ease of use   The degree to which the user expects the social media technologies to be easy to use in  

CV-Ease of Use (EU)   her/his work life, as recounted by the user.  

(OMNEWTEC; INVORTRY) **  (Davis, 1989; Davis, Bagozzi, Warshaw 1989 985) 

 

CV: Types of value created   Recognition of the types of value created from incorporating social media technologies  

CV-Perceived Value (PV)   into the work life, as recounted by the user (e.g., increased span of reach, increased  

(OMNEWTEC; INVORTRY) ** influence,  the ability to more cost effectively grow a business; increased value of the 

business as a result of the three points mentioned just prior).    

Gregoire, Barr & Shepherd 2010) 

 

CV: Types of usefulness   PĞƌĐĞƉƚŝŽŶ ƚŚĂƚ ƵƐŝŶŐ ƐƉĞĐŝĨŝĐ ƚǇƉĞƐ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ƚĞĐŚŶŽůŽŐŝĞƐ ǁŝůů ŝŶĐƌĞĂƐĞ ƚŚĞ ƵƐĞƌ͛Ɛ 
CV-Perceived Usefulness (PU)  job performance in the work place, as recounted by the user (e.g., job related productivity,   

(OMNEWTEC; INVORTRY) **  job related effectiveness, job related efficiencies, problem solving)     

    (Venkatesh & Davis 2000 189; Davis, Bagozzi & Warshaw 1989 985).  

    

CV: Types of efficiencies   The type of benefits which using social media technologies provides to the user in the  

CV-Efficiencies (E)   work place, as recounted by the user.     

(OMNEWTEC; INVORTRY) **  (Venkatesh, Thong & Xu 2012 159).  

    

Adaptive Behaviours - AB  

AB: Centrality   The degree to which accepting social media as a viable business tool for long term  

AB-CENT (OMCOMPET; INVORLIF) **  enterprise success and considered a priority in the daily work life of the user, as recounted 

by the user.     

    (Dutot & Bergeron 2017) 

 

AB: Goals/Objectives    The aims and/or purpose(s) behind the decision to incorporate social media as a strategic 

AB-Social Media Strategy (SMS)   business tool into the daily work life of the user, as recounted by the user (e.g., industry 

(OMCOMPET; INVORLIF) **   competitors, strategic orientation, hedonic motivation, etc.). 

     (Dutot & Bergeron 2017; Venkatesh, Thong & Xu 2012 165).  

 

AB: Tactics/Methods/Techniques  The practical action(s) taken in which  social media is used as a strategic business tool in 

AB-T/M/T (OMCOMPET; INVORLIF) **  the daily work life of the user in accomplishing the strategic business plan, as recounted by 

the user. 

(Dutot & Bergeron 2017; Blanchard 2011). 

  

AB: Obstacles/challenges encountered Types of obstacles/challenges from competitors encountered in the daily work life of the 

AB-OB/CH (OMCOMPET; INVORLIF) **  social media user, as recounted by the user (e.g., limited SME resources (e.g., knowledge,  

    time, staff, revenue), limited network resources (e.g., price value; newest social media  

    technologies; customer input/influence).     

(Dutot & Bergeron 2017; Durkin, McGowan & McKeown 2013; Venkatesh, Thong & Xu 

2012)     

 

 

 



           

Appendix 4.4 

CŽŶĐĞƉƚƵĂůůǇ CůƵƐƚĞƌĞĚ MĂƚƌŝǆ͗ ͞IŶ ǀŝǀŽ͟ MŽƚŝǀĞƐ ĂŶĚ AƚƚŝƚƵĚĞƐ ŽĨ “ME OǁŶĞƌƐ͛ UƐĞ ŽĨ “ŽĐŝĂů MĞĚŝĂ͕ CŽƵŶƚǇ KĞŶƚ 

  Research Questions 

 

SME 

Name*  

OǁŶĞƌ͛Ɛ MŽƚŝǀĞƐ ;ƚǇƉĞƐͿ Career Relevance  Centrality 

 

Initial Attitude (towards using social media, 

professionally) 

SME 

Status** 

EventCo Social influence͗ ͞MǇ ĨƌŝĞŶĚƐ ĂŶĚ I ƵƐĞ ŝƚ͘͟ ;PƌĞ-SME; PRIV-MOT) 

Observation, modelling: leaƌŶĞĚ ďǇ ǁĂƚĐŚŝŶŐ ŝŶƐƚƌƵĐƚŽƌ͘ ͞“ŚĞ ŝŵƉƌĞƐƐĞĚ 
ŵĞ͘͟  ;PƌĞ-SME; PRIV-MOT)             

Self-motivation: Learning to use the new social media applications is a 

ǁĂǇ ƚŽ ͞ŬĞĞƉ ŐƌŽǁŝŶŐ͘͟ ;PUB-MOT)  

Vehicle for connecting with 

individual customers. 

Moderate͗ ͞Iƚ ǁĂƐ one of many things 

I ǁĂƐ ǁŽƌŬŝŶŐ ŽŶ͘͟ 

Favourable͗ ͞I ǁĂƐ ĞǆĐŝƚĞĚ ĂďŽƵƚ ŝƚ͘͟  ;ICͿ New Business 

(NBSTATUS) 

In business 

less than 42 

months  

GraphicCo Opportunity, effort justification͗ ͞I ĚŝĚ Ă ĐŚĂƌƚĞƌĞĚ ŝŶƐƚŝƚƵƚĞ ŽĨ ĚŝŐŝƚĂů 
media course and took a diploma. (Pre-SME; PRIV-MOT) 

Self-improvement/motivation͗ ͞I ƵƐĞ ƚŚĞ ĞǆƉĞƌŝĞŶĐĞ͕ ŬŶŽǁůĞĚŐĞ͕ ĂŶĚ 
ůĞĂƌŶŝŶŐ Ăůů ƚŚĞ ƚŝŵĞ͙ĞǀĞƌǇ ĚĂǇ͘͟ ;PUB-MOT) 

Marketing tool͗ ͞I ŶĞĞĚ ƚŽ ƐƚĂǇ Ă ƐƚĞƉ ĂŚĞĂĚ ƐŽ I ĐĂŶ ŽĨĨĞƌ ŵǇ ĐůŝĞŶƚƐ Ă 
ŐŽŽĚ ƐĞƌǀŝĐĞ͘͘͘͟ ;PUB-MOT) 

Ticket to developing the 

business. 

High͗ ͞Iƚ͛Ɛ ƚŚĞ ŵŽƐƚ ŝŵƉŽƌƚĂŶƚ 
ŝŶǀĞƐƚŵĞŶƚ I͛ǀĞ ĞǀĞƌ ŵĂĚĞ͘͟  

 

Neutral/Apprehensive͗ ͞I ǁĂƐ ƵŶĐŽŵĨŽƌƚĂďůĞ ĂŶĚ 
unfamiliar with the platforms so I got trained how to 

use them, while at my previous employment, before I 

ƐĞƚ ƵƉ ŵǇ ĞŶƚĞƌƉƌŝƐĞ͘͟ ;ICͿ 

NBSTATUS  

CompuCo Self-improvement/motivation͗ ƚƌĂŝŶŝŶŐ ĐŽƵƌƐĞƐ ǁĞƌĞ ŽĐĐĂƐŝŽŶƐ ƚŽ ͞ŬĞĞƉ 
ůĞĂƌŶŝŶŐ ĂŶĚ ŐƌŽǁŝŶŐ͘͟ ;PƌĞ-SME; PRIV-MOT) 

Opportunity͗ UƐŝŶŐ ƐŽĐŝĂů ŵĞĚŝĂ ͞ŝŶĐƌĞĂƐĞƐ ŵǇ ƌĞƉƵƚĂƚŝŽŶ͕ ŵǇ 
ŝŶĨůƵĞŶĐĞ͕ ĂŶĚ ŵǇ ďƵƐŝŶĞƐƐ ǀĂůƵĞ͘͟ ;PUB-MOT) 

Vehicle for engaging with 

customers.  

High͗ ͞Iƚ͛Ɛ ĂŶ ĞƐƐĞŶƚŝĂů ƉĂƌƚ ŽĨ ŵǇ 
ďƵƐŝŶĞƐƐ ƐƚƌĂƚĞŐǇ͘͟ 

Favourable͗ ͞I͛ǀĞ ĂůǁĂǇƐ ůŝŬĞĚ ƚŚĞ ŶĞǁ ƚĞĐŚŶŽůŽŐŝĞƐ 
ďƵƚ ĚŝĚŶ͛ƚ ĂĐƚƵĂůůǇ ŬŶŽǁ Ă ůŽƚ ĂďŽƵƚ ƐŽĐŝĂů ŵĞĚŝĂ ƐŽ I 
took some training on it; now I know quite a lot 

ŵŽƌĞ͘͟ ;ICͿ 

Established 

Business 

(ESTBBUSO) 

In business 

more than 42 

months.  

PRCo Self-improvement/motivation͗ ͞I ůŝŬĞ ůĞĂƌŶŝŶŐ ƚŽ ƵƐĞ ŶĞǁ ƚĞĐŚŶŽůŽŐŝĞƐ͘͟ 
(Pre-SME; PRIV-MOT) 

Fit to personal style͗ ͞I ůŝŬĞ ƚŽ ĨŽůůŽǁ ƚƌĞŶĚƐ͘͟ ;P‘IV-MOT; PUB-MOT) 

Business tool͗ ͞I ƚĂŬĞ Ă ƐƚƌĂƚĞŐŝĐ Ăpproach. So everything is connected. 

Key to future success.  High͗ ͞I Ăŵ ƵƐŝŶŐ ŵǇ ƐŬŝůůƐ͕ ĞǆƉĞƌŝĞŶĐĞ͕ 
strategy, content, knowledge, and 

learning to package (social media) 

things up in such a way that makes it 

innovative enough for people to want 

to buy from me, be consulted by me, 

Neutral/Apprehensive: I was not comfortable with the 

social media platforms so I went and got trained; very 

ƋƵŝĐŬůǇ ŝƚ ͚ĐůŝĐŬĞĚ͖͛ ŶŽǁ I ĨĞĞů ƋƵŝƚĞ ƐĞůĨ-confident using 

any of them.͟  ;ICͿ  

ESTBBUSO  
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Iƚ ǁŽƌŬƐ ǁĞůů͘͟ ;PUB-MOT) Žƌ ďĞ ƚƌĂŝŶĞĚ ďǇ ŵĞ͘͟   

SalonCo Pressure͗ ͞ƚŚĞƌĞ ǁĂƐ Ă ůĞĂŶŝŶŐ ĨƌŽŵ Ă ďŝŐ ĐŽŵƉĂŶǇ ;L͛OƌĞĂůͿ͘͟ ;PƌĞ-SME; 

PUB-MOT) 

Self-improvement/motivation͗ ŽĐĐĂƐŝŽŶ ƚŽ ͞ŬĞĞƉ ůĞĂƌŶŝŶŐ͕ ŬĞĞƉ 
ŐƌŽǁŝŶŐ͘͟ ;PUB-MOT) 

Conformity͗ ͞Iƚ ŝƐ ƚŚĞ ǁĂǇ ĨŽƌǁĂƌĚ͙ĨŽƌ ƐŵĂůů ďƵƐŝŶĞƐƐĞƐ ŝƚ͛Ɛ ƚŚĞ ĨƵƚƵƌĞ͘͟ 
(PUB-MOT) 

None at first; later, 

appreciates the visibility 

gained from referrals.   

High͗ ͞BŝŐŐĞƐƚ ƚŚŝŶŐ I͛ǀĞ ĞǀĞƌ ĚŽŶĞ 
ƚŚĂƚ ƐŽŵĞďŽĚǇ ĞůƐĞ ƚŽůĚ ŵĞ ƚŽ ĚŽ͘͟  

Unfavourable, then favourable͗ ͞TŚĞǇ ƐĂŝĚ I ƐŚŽƵůĚ ƚƌǇ 
ŝƚ ďƵƚ I ĚŝĚŶ͛ƚ ǁĂŶƚ ƚŽ͘ NĞǀĞƌƚŚĞůĞƐs I got well trained; 

now I feel like I have a sense of ownership using any 

social media in my business. (IC) 

ESTBBUSO 

     (Adapted from Miles & Huberman 1994 128) 

     *Pseudonymous SME names 

     **GEM Proxy for IPSME 

 

 

For cell entries the coded chunks have been reduced to four kinds of entries: labels (self-motivation/improvement), quotations, short summary phrases, and ratings (favourable/unfavourable) (Miles & Huberman 1994). The 

labels and rating set up comparisons between informants and between cases. The quotations supply some grounded meaning for the material; they put flesh on the rating or label and can be extracted easily for use in the 

analytic text.  

 

 

Appendix 4.4 Supplement 

 

(The summary phrases explain or qualify a rating, usually where tŚĞƌĞ ĂƌĞ ŶŽ ƋƵŽƚĂƚŝŽŶƐ ;ĂƐ ŝŶ ƚŚĞ ͞ĐĂƌĞĞƌ ƌĞůĞǀĂŶĐĞ͟ ĐŽůƵŵŶͿ͘ IŶ ŐĞŶĞƌĂů ŝƚ͛Ɛ Ă ŐŽŽĚ ŝĚĞĂ ƚŽ ĂĚĚ Ă ƐŚŽƌƚ ƋƵŽƚĞ Žƌ ĞǆƉůĂŶĂƚŽƌǇ phrase beside a label or scale, 

otherwise the analyst is tempted to work with general categories that lump together responses that ƌĞĂůůǇ ŵĞĂŶ ĚŝĨĨĞƌĞŶƚ ƚŚŝŶŐƐ ;ĂƐ ĐůĞĂƌůǇ ƐĞĞŶ ŝŶ ƚŚĞ ͞HŝŐŚ͟ ƌĞƐƉŽŶƐĞƐ ŝŶ ƚŚĞ ͞ĐĞŶƚƌĂůŝƚǇ͟ ĐŽůƵŵŶͿ͘ IĨ ůƵŵƉŝŶŐ ĚŽĞƐ ŚĂƉƉĞŶ 
and you are puzzled about something, the qualifying words are easily at hand for quick reference.) 

 

Reading down the columns of Appendix 4.4 gives the reader a thumbnail profile of each informant and provides an initial test of the relationship between responses to the different questions. The informants have been 

ŽƌĚĞƌĞĚ ĂĐĐŽƌĚŝŶŐ ƚŽ ƚŚĞŝƌ ĞŶƚĞƌƉƌŝƐĞ͛Ɛ ŶĂŵĞ ;ƉƐĞƵĚŽŶǇŵŽƵƐͿ͕ ƚŚĞŝƌ ƉĂƐƚ Ğxperience, past related knowledge, and cognition (learning-up to current) on using social media prior to starting their enterprise (Pre-SME), and 

within the group of users an illustrative contrast between motives for using social media by new business owners and motives for using social media by established business owners, and the status of their SME (new 

business; established business) has been included. Also, within the group of users is an illustrative contrast between private motives (List of Codes: PRIV-MOT) and professional motives (List of Codes: PUB-MOT) by both new 

business owners and established business owners. What conclusions might be drawn from Table 5.3? First, in the second column, ͞ƐĞůĨ-motivation/self-ŝŵƉƌŽǀĞŵĞŶƚ͟ ŵŽƚŝǀĞƐ ĂƌĞ ƉƌŽŵŝŶĞŶƚ͘ Aůso a noticeable amount of 

opportunities to use social media are being recognized by users. Second, there is career relevance for all but one SME owner. Third, centrality is high for almost all owners, and moderate for just one. Looking across rows uses 

the tactic of noting relations between variables and it can be seen that, for one of four career-motivated users, a relationship exists among the variables: High centrality and favourable attitudes are also present. But the 

opposite pattern (low career relevance, low centrality, and neutral/unfavourable attitudes) does not apply. In fact, it looks as if some people who are neutral would have been favourable were they not so apprehensive about 

doing well (tactic: finding intervening variables).  

 

Note that, for users, regardless of the age of the enterprise, the modal pattern is self-ŝŵƉƌŽǀĞŵĞŶƚ͕ ŚŝŐŚ ĐĞŶƚƌĂůŝƚǇ͕ ĂŶĚ ŶĞƵƚƌĂů͕ ŽĨƚĞŶ ŵŝǆĞĚ ŝŶŝƚŝĂů ĂƚƚŝƚƵĚĞƐ͖ ƉĞŽƉůĞ ĂƌĞ ďĂĐŬŝŶŐ ŝŶƚŽ ǁŚĂƚ ŵŽƐƚ ĐĂůů ͚ƚŚĞ ŵŽƐƚ ŝŵƉŽƌƚĂŶƚ ƚŚŝŶŐ͛ 
Žƌ ͚ďŝŐŐĞƐƚ ƐƚĞƉ͛ ƚŚĞǇ ŚĂǀĞ ƵŶĚĞƌƚĂŬĞŶ͘  



    

 Appendix B 

 

Qualitative Research: Interview Guide to Steer Interview with SME Managers  

Purpose of the Qualitative Research Interview Guide:  

The purpose of the research interview guide is to indicate the topics and their sequence 

to the interviewer during the interview, with or without detailed questions. Based on the 

degree of structuring, interviews can be divided into three categories: (i) structured 

interviews, (ii) semi-structured interviews and, (iii) unstructured interviews (Fontana & 

Frey, 2005; Kvale, 1996). A structured interview is an interview that has a set of 

predefined questions and the questions would be asked in the same order for all 

respondents. This standardization is intended to minimize the effect of the instrument 

and the interviewer on the research results. Semi-structured interviews are more flexible. 

An interview guide is prepared; but in the course of the interview, the interviewer has a 

certain amount of room to adjust the sequence of the questions to be asked and to add 

questioŶƐ ďĂƐĞĚ ŽŶ ƚŚĞ ĐŽŶƚĞǆƚ ŽĨ ƚŚĞ ƉĂƌƚŝĐŝƉĂŶƚƐ͛ ƌĞƐƉŽŶƐĞƐ͘ TŚĞ ƵŶƐƚƌƵĐƚƵƌĞĚ ŝŶƚĞƌǀŝĞǁ 
technique relies on the social interaction between the interviewer and the interviewee; 

neither the question nor the answer categories are predetermined; the interviewer does 

not impose any a priori (italics original) categorization, which might limit the field of 

inquiry.  

Based on previous studies of SMEs (Padilla-Meléndez, et al., 2013; Compeau & Higgins, 

2013) this current research utilizes the interview guide to conduct semi-structured, face-

to-face interviews with managers in SMEs. The purpose of the interview is to enquire of 

ŝŶĚŝǀŝĚƵĂů ŵĂŶĂŐĞƌƐ͛ ĂďŽƵƚ ƚŚĞŝƌ ƵƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ŝŶ ƚŚĞŝƌ ǁŽƌŬƉůĂĐĞ ŝŶ ŽƌĚĞƌ ƚŽ ĞǆƉůŽƌĞ 
the:  

‘ĞƐĞĂƌĐŚ QƵĞƐƚŝŽŶ͗ ͚IŶ “MEƐ͕ ǁŚĂƚ ĞĨĨĞĐƚ͕ ŝĨ ĂŶǇ, has social media on dynamic 

ĐĂƉĂďŝůŝƚŝĞƐ͍͛  

I.  Briefing/Lead-in 

Thank you 

 

Describe study: I am exploring the relationship between the use of social media by 

managers in the workplace and absorptive capacity. I am trying to understand the factors 

that determine social media usage.   

 

Implications: Certain feelings, thoughts and attitudes may result in higher use of social 

media given certain conditions as perceived by the individual manager. 

 

Why Important: Social media usage is prevalent in organizations. Exploring the research 

ƋƵĞƐƚŝŽŶ ĐŽƵůĚ ůĞĂĚ ƚŽ ƵƐĞĨƵů ƵŶĚĞƌƐƚĂŶĚŝŶŐ ŽĨ ƚŚĞ ĨĂĐƚŽƌƐ ƚŚĂƚ ĚĞƚĞƌŵŝŶĞ ŵĂŶĂŐĞƌƐ͛ ƵƐĞ 
of social media in SMEs. Understanding of those factors could result in the integration of 
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social media into the strategic business objectives. Efficiencies could increase and 

competitive advantage could rise.   

 

Appreciate By soliciting ŵĂŶĂŐĞƌƐ͛ ŝŶƐŝŐŚƚ about use of social media in the workplace, my 

hope is to develop a better and more useful model. This research will use the tools of 

interview, online survey and case study to collect empirical and statistical information. My 

hopes are that the results support the proposed conceptual framework and contribute to 

strategic management theory. 

 

Show knowledge of company based on background reading. 

 

Your responses are confidential. 

 

II͘ TŽĚĂǇ͛Ɛ AŐĞŶĚĂ 

(1)  Will ask you about 20 questions about your use of social media in the workplace.  

(2)  Will ask you to reflect on a specific managerial decision ʹ making experience in 

which you actively took part as observer or user of some type of social 

technological device (i.e., Android, iPad, mobile phone, Netbook, etc.) and some 

type of Internet-based application (i.e., blog, Email, Facebook, Google, Skype, 

Twitter, webcast, etc.) that enabled creation, addition or modification of content 

such that the content enabled the decision ʹ making. Describe your thought 

process, from awareness of the objective to contingency planning, major 

challenges, how overcame, significant learning or insights you gained during the 

process. 

(3) Will close/end the interview. 

 

Part I (parenthetical comments indicate how the data is used) 

(1)     What is your prior knowledge using social media? (H1a)   

(2)     What is your prior experience using social media? (H1b) 

(3)     What is your current use of social media? (H1c) 

(4)     What are your primary reasons for using social media in the workplace? (H1)  

(5)     Do you feel like value is created when you use social media in your workplace? 

          (H1, H2) 

 (6)     Do you feel like you are productive when you use social media in your workplace?  

          (H2) 

 (7)    Do you feel like you are efficient when you use social media in your workplace? 

          (H2) 

 (8)    Do you feel like your organization values your prior knowledge using social media?   

          (H1b)  

 (9)    Do you feel like your organization values your prior experience using social media?  

          (H1a) 

 (10)  Do you feel like your organization values individuals from diverse backgrounds 

          using social media? (H2) 

 (11)  Do you feel like organizational work routines improve when you use social media to  

          accomplish them? (H2) 

 (12)  Do you feel like your organization values your current usage of social media? (H1c) 

 (13)  How does your organization determine value from the information you create when   

   using social media? (H2)  
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  ;ϭϰͿ  DĞƐĐƌŝďĞ ǇŽƵƌ ŽƌŐĂŶŝǌĂƚŝŽŶ͛Ɛ ŽǀĞƌĂůů ƐƵƉƉŽƌƚ ŽĨ ƚŚĞ ƵƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ͘ ;H2) 

  (15)  What major organizational obstacles/challenges? (H2) 

  (16)  How challenges were overcome? (H2) 

  ;ϭϳͿ  DĞƐĐƌŝďĞ ǇŽƵƌ ŽƌŐĂŶŝǌĂƚŝŽŶ͛Ɛ ŽǀĞƌĂůů ĐŽƌƉŽƌĂƚĞ ƐƚƌĂƚĞŐǇ ĨŽƌ ƐŽĐŝĂů ŵĞĚŝĂ͘ (RQ)   

  (18)  Explain the factors that determine your social media usage in the workplace. (RQ) 

  ;ϭϵͿ  DĞƐĐƌŝďĞ ǇŽƵƌ ŽƌŐĂŶŝǌĂƚŝŽŶ͛Ɛ ŝŶŶŽǀĂƚŝǀĞ ĂďŝůŝƚǇ ǁŚĞŶ ƵƐŝŶŐ ƐŽĐŝĂů ŵĞdia. (RQ) 

  (20)  What have been some of the most important things you have learned about using    

   social media in the workplace? (RQ). 

 

Part II  

Please describe a specific managerial decision making experience in which you were 

involved and social media was used to help with the decision. Describe and explain the 

process, from awareness and need recognition, through the process involved, and major 

factors considered. Then the social media implementation: major obstacles overcome, 

surprises, expectations, learning, satisfaction, performance. 

 

 

Part III Closing 

Any further documentation?  Referrals to other executives in your firm or from other 

firms? 

Thank you. 

  

 



    

Appendix C Exploratory Interview Questions for Senior and Mid-Level Managers 

Pre-Interview Contact 

1. Self-introduction and explaining the objective of the study. 

 About 1 hour interview, will be recorded and transcribed. 

 A copy of the transcript can be provided upon request. 

 All levels of confidentiality and anonymity will be maintained. 

 Information discussed will not be for commercial use. 

Flow of Interview 

1. Restating the purpose of the study and reassuring the confidentiality and anonymity 

of the respondent(s). 

2. Invite the respondent to introduce him/herself. 

Please introduce yourself. (Background; Industry experience). 

3. Interview questions [Specific]. 

1. What is your definition of social media? [Establishes understanding]. 

 

2. What are examples of types of social media? [Establishes knowledge base]. 

 

3. Which type(s) do you predominantly use in the work place? [Establishes 

preference]. 

 

4. Absorptive capacity: the ability to recognize the value of new, external 

information, assimilate it, and apply it to commercial ends. Individual absorptive 

capacity includes general knowledge and experience about adaptiveness to 

change, collaboration, deflecting external threats, prior related knowledge, 

diversity of background and innovative capabilities. It may also include knowledge 

of the most recent technological developments in a given field.   

 

1. How does your pre-existing knowledge of innovation make a difference in your 

ease of learning a new innovation?  
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2. How does your absorptive capacity in the workplace make a difference in your 

use of social media? 

 

5. Results demonstrability: degree to which an individual believes that the results of 

using a system are tangible, observable, communicable and the influence, if any, 

of knowledge of actual results of work activities 

. 

1. What effect does an increase in your results demonstrability in the work place 

have on your use of social media? 

 

6. Facilitating conditions: organizational support that facilitates the use of 

Information Technologies (IT), organizational communication, voluntariness 

versus mandatory use of IT; regulatory or ethical compliance. 

 

1. What effect do facilitating conditions have on your use of social media?  

 

2. What effect do facilitating conditions in the work place have on your 

absorptive capacity? 

 

3. What effect do facilitating conditions in the work place have on your results 

demonstrability? 

 

7. Environmental mechanisms: industry competitors, market conditions, consumer 

demands, and so on. 

 

1. What influence do environmental mechanisms have on your absorptive 

capacity? 

 

8. Organizational mechanisms: relationships amongst HR, marketing, manufacturing, 

R&D and other functions within your organization. 

 

1. What results do organizational mechanisms have on your absorptive 

capacity? 
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9. Does your use of social media increase your quality of work? How? [Efficiency].  

1.  Does your use of social media produce the desired results? How do you 

know? [Effectiveness].   

 

10.  How often does your organization measure data generated as a result of your use 

of social media? [Establishes time intervals for longitudinal studies].  

 

11. How often does your organization compare your use of social media to the 

performance growth of the organization?  

 

 

12. What is your opinion towards the strategic integration of social media into the 

strategic business objectives of the organization? 

 

13.  Do you have anything else to share regarding the topic? 

 

(The order of the questions may vary according to the flow of the conversation). 

 

~  End of interview (Thank the respondent) ~  
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Appendix D 

 

Research Terminology 

 

Absorptive Capacity (AC) 

Past experience, knowledge (behaviour) and cognition (learning - up to the current 

moment) ʹ to recognize the value of new information, assimilate it and apply it to 

beneficial commercial ends (Cohen & Levinthal, 1990). 

 

Dynamic Capability (DC) 

Organizational ways to increase growth; processes which organization can use to obtain, 

integrate, reconfigure, and release resources ʹ this leads to new resources and resource 

configuration (Eisenhardt et al., 2009). 

 

Individual Absorptive Capacity (IAC) 

Past use behaviour and current usage of social media (Cohen & Levthal 1990; Lane, Kotha 

& Pathak 2006). 

 

Individual Performance in the Small to Medium Enterprise (IPSME) 

Past use behavior and current usage of social media, influenced by willingness to follow a 

technologically-ĞŶĂďůĞĚ ƚƌĞŶĚ ĂŶĚ ĂŶ ŝŶĚŝǀŝĚƵĂů͛Ɛ ƉƌĞĚŝƐƉŽƐŝƚŝŽŶ ƚŽǁĂƌĚ ĂĐĐĞƉƚŝŶŐ social 

ŵĞĚŝĂ ĂƐ Ă ǀŝĂďůĞ ďƵƐŝŶĞƐƐ ƚŽŽů ;AƵƚŚŽƌ͛Ɛ OǁŶ͕ ϮϬϭϰͿ͘ 

 

Social Media (SM)  

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

Web 2.0 and allow creation and exchange of user-generated content (UGC) (Kaplan & 

Haenlein, 2010). 

 

Social Media Apps 

PƌŽŐƌĂŵƐ ĂŶĚͬŽƌ ƐŽĨƚǁĂƌĞ ĚĞƐŝŐŶĞĚ ĂƐ ŝŶƚĞƌŶĞƚ ;ǁĞďͿ ĂƉƉůŝĐĂƚŝŽŶƐ ƚŚĂƚ ĞŶŚĂŶĐĞ ͞ǀŝƌƚƵĂů 
ƐŽĐŝĂďŝůŝƚǇ͘͟ EǆĂŵƉůĞƐ ŝŶĐůƵĚĞ FĂĐĞďŽŽŬ͕ GŽŽŐůĞ͕ LŝŶŬĞĚIŶ͕ MǇ“ƉĂĐĞ͕ TǁŝƚƚĞƌ͕ ĞƚĐ͘  
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 Appendix E 

Sample Population: SMEs in County Kent, UK 

 

 

Note: Red stars on this sample population map reflect the location of one SME Owner interviewed 

for this research. As discussed in other sections, data from five of the forty interviewees was 

analysed.  
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Appendix F Survey Questionnaire 

1. Absorptive Capacity (AC): 

a. I have no difficulty recognizing the value of social media from external sources.  

b. I believe I could learn to recognize the value of social media from external 

sources. 

c. The social media is apparent to me. 

d. I would have difficulty recognizing why social media may or may not be 

beneficial. 

 

2. Perceived Usefulness (PU): 

a. Using social media improves my performance in my job. 

b. Using social media in my job increases my productivity. 

c. Using social media enhances my effectiveness in my job. 

d. I find social media useful in my job. 

 

3. Perceived Ease of Use (PEOU): 

a. My use of social media is clear and understandable. 

b. Using social media does not require a lot of my mental effort. 

c. I find social media to be easy to use. 

d. I find it easy to get the social media to do what I want. 

 

4. Computer Self-EĨĨŝĐĂĐǇ ;C“EͿ͗ I ĐŽƵůĚ ĐŽŵƉůĞƚĞ ƚŚĞ ũŽď ƵƐŝŶŐ Ă ƐŽĨƚǁĂƌĞ ƉĂĐŬĂŐĞ͙͘ 
a. ͙ŝĨ ƚŚĞƌĞ ǁĂƐ ŶŽ ŽŶĞ ĂƌŽƵŶĚ ƚŽ ƚĞůů ŵĞ ǁŚĂƚ ƚŽ ĚŽ ĂƐ I ŐŽ͘ 
b. ͙ŝĨ I ŚĂĚ ũƵƐƚ ŚĂĚ ƚŚĞ ďƵŝůƚ-in help facility for assistance. 

c. ͙ŝĨ someone showed me how to do it first. 

d. ͙ŝĨ I ŚĂĚ ƵƐĞĚ ƐŝŵŝůĂƌ ƉĂĐŬĂŐĞƐ ďĞĨŽƌĞ ƚŚŝƐ ŽŶĞ ƚŽ ĚŽ ƚŚĞ ƐĂŵĞ ũŽď͘ 
 

5. Perceptions of External Control (PEC): 

a. I have control over using social media. 

b. I have the resources necessary to use social media. 

c. Given the resources, opportunities and knowledge it takes to use social media, 

it would be easy for me to use the social media. 

d. The social media is not compatible with other systems I use.  

 

6. Computer Media Playfulness (CPLAY): The following questions ask you how you 

would characterize yourself when you use computers: 

a. ͙ƐƉŽŶƚĂŶĞŽƵƐ 

b. ͙ĐƌĞĂƚŝǀĞ 

c. ͙͘ƉůĂǇĨƵů 
d. ͙ƵŶŽƌŝŐŝŶĂů 

 

7. Computer Anxiety (CANX):  

a. Computers do not scare me at all. 

b. Working with a computer makes me nervous. 

c. Computers make me feel uncomfortable. 

d. Computers make me feel unesy. 
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8. Perceived Enjoyment (ENJ): 

a. I find using the system to be enjoyable. 

b. The actual process of using the system is pleasant. 

c. I have fun using the system. 

 

9. Subjective Norm (SN): 

a. People who influence my behaviour think that I should use social media. 

b. People who are important to me think that I should use social media. 

c. Other senior and mid-level managers of this firm have been helpful in the use 

of social media. 

d. In general, the organization has supported the use of social media. 

 

10. Voluntariness (VOL): 

a. My use of social media is voluntary. 

b. My supervisor does not require me to use social media (for mid-level manager 

to answer). 

c. Although it might be helpful, using social media is certainly not compulsory in 

my job. 

 

11. Image (IMG):  

a. Senior and mid-level managers in my organization who use the system have 

more prestige than those who do not. 

b. Senior and mid-level managers in my organization who use social media have a 

high profile. 

c. Having social media is a status symbol for senior and mid-level managers in my 

organization. 

 

12. Job Relevance (REL): 

a. In my job as a senior or mid-level manager, using social media is important. 

b. In my job as a senior or mid-level manager, using social media is relevant. 

c. The use of social media is pertinent to my various job-related tasks. 

 

13. Output Quality (OUT): 

a. The quality of the data output I get from using social media is high.      

b. I have no problem using social media with the quality of the data output. 

c. I rate the results from social media to be excellent. 

 

14. Results Demonstrability (RES): 

a. I have no difficulty telling others about the results of using social media. 

b. I believe I could communicate to others the consequences of using social 

media. 

c. The results of using social media are apparent to me. 

d. I would have difficulty explaining why using social media may or may not be 

beneficial. 

 

15. Behavioural Intention (BI):  

a. Assuming I had access to the use of social media, I intend to use it. 
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b. Given that I had access to the use of social media, I predict that I would use it. 

c. I plan to use social media in the next <n> months. 

 

16. Use (USE): 

a. On average, how much time do you spend using social media in your 

workplace each day? 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



           

Appendix G Technology Acceptance Model (TAM) 

  

External Variables          

     

 

 

 

 

 

  

 

 

 

 
                                 Technology Acceptance Model (TAM) (Davis, 1989; Davis, Bagozzi, & Warshaw, 1989)
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Perceived Ease of Use 

Perceived Usefulness 

 

System 
Characteristics 
(Results 
Demonstrability) 

Social Influence 

Facility 
Conditions  
(Organizational 
support that 
facilitates the use 
of IT) 

Individual 
Differences 

   Perceived Usefulness 

Perceived Ease of Use 



    

 

Appendix H         DYNAMIC CAPABILITIES CONCEPTUAL FRAMEWORK 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

    Figure 2: A Refined Model of Absorptive Capacity 

(Todorova & Durisin, 2007, p. 776) 
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Appendix I  Exploratory Interview Questions for Senior and Mid-Level Managers 

Pre-Interview Contact 

2. Self-introduction and explaining the objective of the study. 

 About 1 hour interview, will be recorded and transcribed. 

 A copy of the transcript can be provided upon request. 

 All levels of confidentiality and anonymity will be maintained. 

 Information discussed will not be for commercial use 

Flow of Interview 

4. Restating the purpose of the study and reassuring the confidentiality and anonymity 

of the respondent(s). 

5. Invite the respondent to introduce him/herself. 

Please introduce yourself. (Background; Industry experience). 

6. Interview questions [Specific]. 

14. What is your definition of social media? [Establishes understanding.] 

 

15. What are examples of types of social media? [Establishes knowledge base] 

 

16. Which type(s) do you predominantly use in the work place? 

 

17. Absorptive capacity: the ability to recognize the value of new, external 

information, assimilate it, and apply it to commercial ends. Individual absorptive 

capacity includes general knowledge and experience about adaptiveness to 

change, collaboration, deflecting external threats, prior related knowledge, 

diversity of background and innovative capabilities. It may also include knowledge 

of the most recent technological developments in a given field.   

 

3. How does your pre-existing knowledge of innovation make a difference in your 

ease of learning a new innovation?  
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4. How does your absorptive capacity in the workplace make a difference in your 

use of social media? 

 

18. Results demonstrability: degree to which an individual believes that the results of 

using a system are tangible, observable, communicable and the influence, if any, 

of knowledge of actual results of work activities 

. 

2. What effect does an increase in your results demonstrability in the work place 

have on your use of social media? 

 

19. Facilitating conditions: organizational support that facilitates the use of 

Information Technologies (IT), organizational communication, voluntariness 

versus mandatory use of IT; regulatory or ethical compliance. 

 

4. What effect do facilitating conditions have on your use of social media?  

 

5. What effect do facilitating conditions in the work place have on your 

absorptive capacity? 

 

6. What effect do facilitating conditions in the work place have on your results 

demonstrability? 

 

20. Environmental mechanisms: industry competitors, market conditions, consumer 

demands, and so on. 

 

2. What influence do environmental mechanisms have on your absorptive 

capacity? 

 

21. Organizational mechanisms: relationships amongst HR, marketing, manufacturing, 

R&D and other functions within your organization. 

 

2. What results do organizational mechanisms have on your absorptive 

capacity? 
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22. Does your use of social media increase your quality of work? How? [Efficiency].  

2.  Does your use of social media produce the desired results? How do you 

know? [Effectiveness].   

 

23.  How often does your organization measure data generated as a result of your use 

of social media? [Establishes time intervals for longitudinal studies].  

 

24. How often does your organization compare your use of social media to the 

performance growth of the organization?  

 

 

25. What is your opinion towards the strategic integration of social media into the 

strategic business objectives of the organization? 

 

26.  Do you have anything else to share regarding the topic? 

 

(The order of the questions may vary according to the flow of the conversation). 

 

~  End of interview (Thank the respondent) ~ 

  

  

 

 

 

 

 

 

 

 

 



WHY DO SME OWNERS USE WEB-BASED TECHNOLOGIES? 

 

192 

 

Appendix J 

 

Qualitative Research: Interview Guide to Steer Interview with SME Managers  

 

Purpose of the Qualitative Research Interview Guide:  

The purpose of the research interview guide is to indicate the topics and their sequence 

to the interviewer during the interview, with or without detailed questions. Based on the 

degree of structuring, interviews can be divided into three categories: (i) structured 

interviews, (ii) semi-structured interviews and, (iii) unstructured interviews (Fontana & 

Frey, 2005; Kvale, 1996). A structured interview is an interview that has a set of 

predefined questions and the questions would be asked in the same order for all 

respondents. This standardization is intended to minimize the effect of the instrument 

and the interviewer on the research results. Semi-structured interviews are more flexible. 

An interview guide is prepared; but in the course of the interview, the interviewer has a 

certain amount of room to adjust the sequence of the questions to be asked and to add 

ƋƵĞƐƚŝŽŶƐ ďĂƐĞĚ ŽŶ ƚŚĞ ĐŽŶƚĞǆƚ ŽĨ ƚŚĞ ƉĂƌƚŝĐŝƉĂŶƚƐ͛ ƌĞƐƉŽŶƐĞƐ͘ TŚĞ ƵŶƐƚƌƵĐƚƵƌĞĚ ŝŶƚĞƌǀŝĞǁ 
technique relies on the social interaction between the interviewer and the interviewee; 

neither the question nor the answer categories are predetermined; the interviewer does 

not impose any a priori (italics original) categorization, which might limit the field of 

inquiry.  

Based on previous studies of SMEs (Padilla-Meléndez, et al., 2013; Compeau & Higgins, 

2013) this current research utilizes the interview guide to conduct semi-structured, face-

to-face interviews with managers in SMEs. The purpose of the interview is to enquire of 

indiviĚƵĂů ŵĂŶĂŐĞƌƐ͛ ĂďŽƵƚ ƚŚĞŝƌ ƵƐĞ ŽĨ ƐŽĐŝĂů ŵĞĚŝĂ ŝŶ ƚŚĞŝƌ ǁŽƌŬƉůĂĐĞ ŝŶ ŽƌĚĞƌ ƚŽ ĞǆƉůŽƌĞ 
the:  

‘ĞƐĞĂƌĐŚ QƵĞƐƚŝŽŶ͗ ͚IŶ “MEƐ͕ ǁŚĂƚ ĞĨĨĞĐƚ͕ ŝĨ ĂŶǇ͕ ŚĂƐ ƐŽĐŝĂů ŵĞĚŝĂ ŽŶ ĚǇŶĂŵŝĐ 
ĐĂƉĂďŝůŝƚŝĞƐ͍͛  

I.  Briefing/Lead-in 

Thank you 

 

Describe study: I am exploring the relationship between the use of social media by 

managers in the workplace and absorptive capacity. I am trying to understand the factors 

that determine social media usage.   

 

Implications: Certain feelings, thoughts and attitudes may result in higher use of social 

media given certain conditions as perceived by the individual manager. 
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Why Important: Social media usage is prevalent in organizations. Exploring the research 

ƋƵĞƐƚŝŽŶ ĐŽƵůĚ ůĞĂĚ ƚŽ ƵƐĞĨƵů ƵŶĚĞƌƐƚĂŶĚŝŶŐ ŽĨ ƚŚĞ ĨĂĐƚŽƌƐ ƚŚĂƚ ĚĞƚĞƌŵŝŶĞ ŵĂŶĂŐĞƌƐ͛ ƵƐĞ 
of social media in SMEs. Understanding of those factors could result in the integration of 

social media into the strategic business objectives. Efficiencies could increase and 

competitive advantage could rise.   

 

Appreciate By soliciting ŵĂŶĂŐĞƌƐ͛ ŝŶƐŝŐŚƚ about use of social media in the workplace, my 

hope is to develop a better and more useful model. This research will use the tools of 

interview, online survey and case study to collect empirical and statistical information. My 

hopes are that the results support the proposed conceptual framework and contribute to 

strategic management theory. 

Show knowledge of company based on background reading. 

Your responses are confidential. 

 

II͘ TŽĚĂǇ͛Ɛ AŐĞŶĚĂ 

(1)  Will ask you about 20 questions about your use of social media in the workplace.  

(2)  Will ask you to reflect on a specific managerial decision ʹ making experience in 

which you actively took part as observer or user of some type of social 

technological device (i.e., Android, iPad, mobile phone, Netbook, etc.) and some 

type of Internet-based application (i.e., blog, Email, Facebook, Google, Skype, 

Twitter, webcast, etc.) that enabled creation, addition or modification of content 

such that the content enabled the decision ʹ making. Describe your thought 

process, from awareness of the objective to contingency planning, major 

challenges, how overcame, significant learning or insights you gained during the 

process. 

(3) Will close/end the interview. 

 

Part I (parenthetical comments indicate how the data is used) 

(1)   What is your prior knowledge using social media? (H1a)   

(2)    What is your prior experience using social media? (H1b) 

(3)    What is your current use of social media? (H1c) 

(4)    What are your primary reasons for using social media in the workplace? (H1)  

(5)    Do you feel like value is created when you use social media in your workplace? (H1,   

   H2) 

  (6)    Do you feel like you are productive when you use social media in your workplace?  

           (H2) 

  (7)    Do you feel like you are efficient when you use social media in your workplace? (H2) 

  (8)    Do you feel like your organization values your prior knowledge using social media?   

           (H1b)  

  (9)    Do you feel like your organization values your prior experience using social media?  

           (H1a) 

  (10)  Do you feel like your organization values individuals from diverse backgrounds  

 using social media? (H2) 

  (11)  Do you feel like organizational work routines improve when you use social media to  

           accomplish them? (H2) 

  (12)  Do you feel like your organization values your current usage of social media? (H1c) 

  (13)  How does your organization determine value from the information you create 

            when using social media? (H2)  
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  ;ϭϰͿ  DĞƐĐƌŝďĞ ǇŽƵƌ ŽƌŐĂŶŝǌĂƚŝŽŶ͛Ɛ ŽǀĞƌĂůů ƐƵƉƉŽƌƚ ŽĨ ƚŚĞ ƵƐe of social media. (H2) 

  (15)  What major organizational obstacles/challenges? (H2) 

  (16)  How challenges were overcome? (H2) 

  ;ϭϳͿ  DĞƐĐƌŝďĞ ǇŽƵƌ ŽƌŐĂŶŝǌĂƚŝŽŶ͛Ɛ ŽǀĞƌĂůů ĐŽƌƉŽƌĂƚĞ ƐƚƌĂƚĞŐǇ ĨŽƌ ƐŽĐŝĂů ŵĞĚŝĂ͘ (RQ)   

  (18)  Explain the factors that determine your social media usage in the workplace. (RQ) 

  ;ϭϵͿ  DĞƐĐƌŝďĞ ǇŽƵƌ ŽƌŐĂŶŝǌĂƚŝŽŶ͛Ɛ ŝŶŶŽǀĂƚŝǀĞ ĂďŝůŝƚǇ ǁŚĞŶ ƵƐŝŶŐ ƐŽĐŝĂů ŵĞĚŝĂ͘ ;‘QͿ 
  (20)  What have been some of the most important things you have learned about using    

   social media in the workplace? (RQ). 

 

Part II  

Please describe a specific managerial decision making experience in which you were 

involved and social media was used to help with the decision. Describe and explain the 

process, from awareness and need recognition, through the process involved, and major 

factors considered. Then the social media implementation: major obstacles overcome, 

surprises, expectations, learning, satisfaction, performance. 

 

Part III Closing 

Any further documentation?  Referrals to other executives in your firm or from other 

firms? 

Thank you. 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



           

                  Appendix  K                Hierarchical Multiple Regression Analysis 

                                           DV: NBSTATUS, IV: SUSKILL, Moderator Variables: WFTET and VBT 

 

Descriptive Statistics 

 Mean Std. Deviation N 

Qi7.  In my country, those successful at starting a 

new business have a high level of status and 

respect. 

.72 .448 156 

Qi3.  Do you have the knowledge, skill and 

experience required to start a new business? 

.85 .356 156 

5W2. INNOVATION: In the next 6 months you are 

likely to try products or services that use new 

technologies in your daily work for the first time. 

2.99 1.303 156 

Q2G3.  How long have the technologies or 

procedures required for this product or service 

been available? 

2.88 .365 156 

Q2G2.  Right now, are there many, few, or no other 

businesses offering the same products or services 

to your potential customers? 

1.49 .596 156 

5W3. INNOVATION: In the next 6 months, new 

products and services will improve your working 

life. 

2.99 1.303 156 
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Appendix  L                                               Model Summary
d
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

Durbin-Watson 

R Square 

Change F Change df1 df2 Sig. F Change 

1 .027
a
 .001 -.006 .450 .001 .110 1 154 .741  

2 .218
b
 .048 .029 .442 .047 3.745 2 152 .026  

3 .222
c
 .049 .024 .443 .002 .265 1 151 .607 1.967 

a. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 

b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the 

next 6 months you are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have 

the technologies or procedures required for this product or service been available? 

c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the 

next 6 months you are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have 

the technologies or procedures required for this product or service been available?, Q2G2.  Right now, are there many, few, or no other 

businesses offering the same products or services to your potential customers? 

d. Dependent Variable: Qi7.  In my country, those successful at starting a new business have a high level of status and respect. 

 
   

 

For Model 1, .1% of the variation in NBSTATUS can be explained by SUSKILL.  By adding  

WFTET to the model, the R^2 increased 4.7% (a significant change in R^2, pvalue <.05).   

By adding VBT, no value was added to the predictive capability. 
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Appendix M                                                                       ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .022 1 .022 .110 .74

1
b
 

Residual 31.125 154 .202   

Total 31.147 155    

2 Regression 1.484 3 .495 2.535 .05

9
c
 

Residual 29.663 152 .195   

Total 31.147 155    

3 Regression 1.536 4 .384 1.958 .10

4
d
 

Residual 29.611 151 .196   

Total 31.147 155    

a. Dependent Variable: Qi7.  In my country, those successful at starting a new business have a high level of status and 

respect. 

b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 

c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. 

INNOVATION: In the next 6 months you are likely to try products or services that use new technologies in your daily work 

for the first time., Q2G3.  How long have the technologies or procedures required for this product or service been 

available? 
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d. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. 

INNOVATION: In the next 6 months you are likely to try products or services that use new technologies in your daily work 

for the first time., Q2G3.  How long have the technologies or procedures required for this product or service been 

available?, Q2G2.  Right now, are there many, few, or no other businesses offering the same products or services to your 

potential customers? 

 

 

  The predictors in the models do not have explanatory power as indicated by the F-test in the  

ANOVA Procedure. 
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Appendix N                                                                                                          Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. 

Correlations Collinearity Statistics 

B Std. Error Beta Zero-order Partial Part Tolerance VIF 

1 (Constant) .696 .094  7.421 .000      

Qi3.  Do you have the 

knowledge, skill and 

experience required to 

start a new business? 

.034 .102 .027 .332 .741 .027 .027 .027 1.000 1.000 

2 (Constant) .533 .303  1.758 .081      

Qi3.  Do you have the 

knowledge, skill and 

experience required to 

start a new business? 

.029 .100 .023 .288 .773 .027 .023 .023 .996 1.004 

5W2. INNOVATION: In 

the next 6 months you 

are likely to try products 

or services that use new 

technologies in your 

daily work for the first 

time. 

-.065 .027 -.188 -2.377 .019 -.191 -.189 -.188 .999 1.001 
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Q2G3.  How long have 

the technologies or 

procedures required for 

this product or service 

been available? 

.125 .097 .102 1.287 .200 .109 .104 .102 .996 1.004 

3 (Constant) .463 .333  1.392 .166      

Qi3.  Do you have the 

knowledge, skill and 

experience required to 

start a new business? 

.026 .100 .021 .263 .793 .027 .021 .021 .994 1.006 

5W2. INNOVATION: In 

the next 6 months you 

are likely to try products 

or services that use new 

technologies in your 

daily work for the first 

time. 

-.065 .027 -.188 -2.370 .019 -.191 -.189 -.188 .999 1.001 

Q2G3.  How long have 

the technologies or 

procedures required for 

this product or service 

been available? 

.134 .099 .109 1.353 .178 .109 .109 .107 .966 1.035 
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Q2G2.  Right now, are 

there many, few, or no 

other businesses 

offering the same 

products or services to 

your potential 

customers? 

.031 .061 .042 .515 .607 .023 .042 .041 .969 1.032 

a. Dependent Variable: Qi7.  In my country, those successful at starting a new business have a high level of status and respect. 
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Appendix O            Hierarchical Multiple Linear Regression Analysis 

 DV: ESTBBUSO, IV: SUSKILL, Moderator Variables: WFTET and VBT 

 

Descriptive Statistics 

 Mean Std. Deviation N 

Manages and owns a business that is older than 42 months .78 .419 169 

Qi3.  Do you have the knowledge, skill and experience required to start a new 

business? 

.83 .373 169 

5W2. INNOVATION: In the next 6 months you are likely to try products or services 

that use new technologies in your daily work for the first time. 

3.04 1.295 169 

Q2G3.  How long have the technologies or procedures required for this product or 

service been available? 

2.88 .359 169 

Q2G2.  Right now, are there many, few, or no other businesses offering the same 

products or services to your potential customers? 

1.49 .589 169 

5W3. INNOVATION: In the next 6 months, new products and services will improve 

your working life. 

3.04 1.295 169 
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Appendix P 

Model Summary
d
 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

Change Statistics 

Durbin-Watson R Square Change F Change df1 df2 Sig. F Change 

1 .103
a
 .011 .005 .418 .011 1.794 1 167 .182  

2 .215
b
 .046 .029 .413 .036 3.078 2 165 .049  

3 .260
c
 .067 .045 .409 .021 3.724 1 164 .055 2.149 

a. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 

b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you 

are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures 

required for this product or service been available? 

c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you 

are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures 

required for this product or service been available?, Q2G2.  Right now, are there many, few, or no other businesses offering the same products or services to your 

potential customers? 

d. Dependent Variable: Manages and owns a business that is older than 42 months 

 

For Model 1, 1.1% of the variation in ESTBBUSO can be explained by SUSKILL.  By adding WFTET to the model, the R^2 increased 3.6% (a 

significant change in R^2, pvalue <.05).  Now, 4.7% of the variation in ESTBBUSO can be explained by SUSKILL and WFTET.  By adding VBT, no 

value was added to the predictive capability. 
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Appendix Q 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .313 1 .313 1.794 .182
b
 

Residual 29.143 167 .175   

Total 29.456 168    

2 Regression 1.361 3 .454 2.665 .050
c
 

Residual 28.094 165 .170   

Total 29.456 168    

3 Regression 1.985 4 .496 2.963 .021
d
 

Residual 27.470 164 .168   

Total 29.456 168    

a. Dependent Variable: Manages and owns a business that is older than 42 months 

b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 

c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you are 

likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures required for 

this product or service been available? 

d. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you are 

likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures required for 

this product or service been available?, Q2G2.  Right now, are there many, few, or no other businesses offering the same products or services to your potential 

customers? 

 

For Model 2 and 3 are significant models. The predictors have explanatory power. 5W2 (INNVORGTRY) is a unique incremental predictor of 

ESTBBUSO based on Beta and the p value <.05) 
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Appendix R 

 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. 

Correlations Collinearity Statistics 

B Std. Error Beta 

Zero-

order Partial Part 

Toleranc

e VIF 

1 (Constant) .679 .079  8.595 .000      

Qi3.  Do you have the 

knowledge, skill and 

experience required to 

start a new business? 

.116 .086 .103 1.339 .182 .103 .103 .103 1.000 1.000 

2 (Constant) .689 .274  2.517 .013      

Qi3.  Do you have the 

knowledge, skill and 

experience required to 

start a new business? 

.109 .086 .097 1.272 .205 .103 .099 .097 .994 1.006 

5W2. INNOVATION: In 

the next 6 months you 

are likely to try 

products or services 

that use new 

technologies in your 

daily work for the first 

time. 

-.059 .025 -.181 -2.385 .018 -.183 -.183 -.181 1.000 1.000 
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Q2G3.  How long have 

the technologies or 

procedures required 

for this product or 

service been 

available? 

.060 .089 .052 .677 .500 .060 .053 .051 .994 1.006 

3 (Constant) .931 .299  3.114 .002      

Qi3.  Do you have the 

knowledge, skill and 

experience required to 

start a new business? 

.110 .085 .098 1.295 .197 .103 .101 .098 .994 1.006 

5W2. INNOVATION: In 

the next 6 months you 

are likely to try 

products or services 

that use new 

technologies in your 

daily work for the first 

time. 

-.059 .024 -.181 -2.405 .017 -.183 -.185 -.181 1.000 1.000 

Q2G3.  How long have 

the technologies or 

procedures required 

for this product or 

service been 

available? 

.030 .090 .026 .336 .737 .060 .026 .025 .964 1.037 
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Q2G2.  Right now, are 

there many, few, or no 

other businesses 

offering the same 

products or services to 

your potential 

customers? 

-.105 .054 -.148 -1.930 .055 -.153 -.149 -.146 .970 1.031 

a. Dependent Variable: Manages and owns a business that is older than 42 months 
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Appendix S  Hierarchical Multiple Linear Regression Analysis 

      DV: EByyEMP, IV: SUSKILL, Moderator Variables: WFTET and VBT 

Descriptive Statistics 

 Mean Std. Deviation N 

EB: any jobs now or in 5 years .48 .501 169 

Qi3.  Do you have the knowledge, skill and experience required to 

start a new business? 

.83 .373 169 

5W2. INNOVATION: In the next 6 months you are likely to try 

products or services that use new technologies in your daily work 

for the first time. 

3.04 1.295 169 

Q2G3.  How long have the technologies or procedures required 

for this product or service been available? 

2.88 .359 169 

Q2G2.  Right now, are there many, few, or no other businesses 

offering the same products or services to your potential 

customers? 

1.49 .589 169 
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5W3. INNOVATION: In the next 6 months, new products and 

services will improve your working life. 

3.04 1.295 169 

 

 

Appendix T                                                                               Model Summary
d
 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

Change Statistics 

Durbin-Watson R Square Change F Change df1 df2 Sig. F Change 

1 .077
a
 .006 .000 .501 .006 .999 1 167 .319  

2 .127
b
 .016 -.002 .502 .010 .852 2 165 .429  

3 .133
c
 .018 -.006 .503 .002 .260 1 164 .611 2.181 

a. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 

b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you 

are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures 

required for this product or service been available? 

c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you 

are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures 

required for this product or service been available?, Q2G2.  Right now, are there many, few, or no other businesses offering the same products or services to your 

potential customers? 

d. Dependent Variable: EB: any jobs now or in 5 years 

 

For Model 3, 7.7% of the variation in EByyEMP can be explained by SUSKILL.  By adding WFTET and VBT, no value was added to the predictive 

capability. 
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Appendix U 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .251 1 .251 .999 .319
b
 

Residual 41.927 167 .251   

Total 42.178 168    

2 Regression .679 3 .226 .900 .443
c
 

Residual 41.498 165 .252   

Total 42.178 168    

3 Regression .745 4 .186 .737 .568
d
 

Residual 41.433 164 .253   

Total 42.178 168    

a. Dependent Variable: EB: any jobs now or in 5 years 

b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 

c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months 

you are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or 

procedures required for this product or service been available? 

d. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months 

you are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or 

procedures required for this product or service been available?, Q2G2.  Right now, are there many, few, or no other businesses offering the same products 

or services to your potential customers? 
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Appendix V  Models 1,2, and 3 are not significant models (pvalue >.05) 

 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Correlations 

Collinearity 

Statistics 

B 

Std. 

Error Beta 

Zero-

order 

Parti

al Part 

Tolera

nce VIF 

1 (Constant) .393 .095  4.149 .000      

Qi3.  Do you 

have the 

knowledge, skill 

and experience 

required to 

start a new 

business? 

.104 .104 .077 .999 .319 .077 .077 .077 1.000 1.000 

2 (Constant) .589 .333  1.770 .079      

Qi3.  Do you 

have the 

knowledge, skill 

and experience 

required to 

start a new 

business? 

.104 .104 .077 .999 .319 .077 .078 .077 .994 1.006 
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5W2. 

INNOVATION: 

In the next 6 

months you are 

likely to try 

products or 

services that 

use new 

technologies in 

your daily work 

for the first 

time. 

-.038 .030 -.099 -1.280 .202 -.100 -.099 -.099 1.000 1.000 

Q2G3.  How 

long have the 

technologies or 

procedures 

required for 

this product or 

service been 

available? 

-.028 .108 -.020 -.257 .798 -.014 -.020 -.020 .994 1.006 

3 (Constant) .667 .367  1.817 .071      
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Qi3.  Do you 

have the 

knowledge, skill 

and experience 

required to 

start a new 

business? 

.104 .104 .078 1.000 .319 .077 .078 .077 .994 1.006 

5W2. 

INNOVATION: 

In the next 6 

months you are 

likely to try 

products or 

services that 

use new 

technologies in 

your daily work 

for the first 

time. 

-.038 .030 -.099 -1.278 .203 -.100 -.099 -.099 1.000 1.000 
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Q2G3.  How 

long have the 

technologies or 

procedures 

required for 

this product or 

service been 

available? 

-.038 .110 -.027 -.341 .734 -.014 -.027 -.026 .964 1.037 

Q2G2.  Right 

now, are there 

many, few, or 

no other 

businesses 

offering the 

same products 

or services to 

your potential 

customers? 

-.034 .067 -.040 -.510 .611 -.036 -.040 -.039 .970 1.031 

a. Dependent Variable: EB: any jobs now or in 5 years 



    

 
Appendix W  Analysis 

First, a parametric analysis checked for normality of variables (data) by using a two-way 

analysis of variance (ANOVA) (Fields 2013). The two-way ANOVA assumes that the data is 

normally distributed in each cell of the design. This can be checked using a variety of tests 

and/or graphical methods. This study uses one of the most common numerical methods: 

the Shapiro-Wilk test of normality. Shapiro-Wilk tests the null hypothesis that the 

distribution of the data is equal to a normal distribution (Mat Roni 2014). More 

specifically, Shapiro-Wilk test is run on each moderator variable (proxy) and as there are 

ĨŽƵƌ ƉƌŽǆŝĞƐ ŝŶ ƚŚŝƐ ƐƚƵĚǇ ƚŚĞƌĞ ĂƌĞ ĨŽƵƌ ƌŽǁƐ ;ƐĞĞ TĂďůĞ ϯ ďĞůŽǁͿ͘ IŶ ƚŚĞ ͞“ŝŐ͟ ĐŽůƵŵŶ 

ƵŶĚĞƌ ƚŚĞ ͞“ŚĂƉŝƌŽ-WŝůŬ͟ ĐŽůƵŵŶ ƚŚĞ ƐŝŐŶŝĨŝĐĂŶĐĞ ǀĂůƵĞ ;ŝ͘Ğ͕͘ Ɖ-value) is found for each 

variable.      
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Appendix X         Shapiro ʹ Wilk Test

  

 

The findings show that the assumption of normality for INVORLIF and OMCOMPET 

(proxies for VBT) and OMNEWTEC and INVORTRY (proxies for WFTET) scores are not 

satisfied (p < .05 level), as assessed by Shapiro-WŝůŬ͛Ɛ ƚĞƐƚ ;Ɖф͘ϬϱͿ͘   

To test the strength and direction of the relationships between the variables the results of 

a Pearson correlation is provided in Table 4 below.  
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Appendix Y      PĞĂƌƐŽŶ͛Ɛ CŽƌƌĞůĂƚŝŽŶ 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant)  .679 .079  8.595 .000 

Qi3 (IAC).   .116 .086       .103 1.339 .182 

2 (Constant)  .689 .274  2.517 .013 

Qi3.   (IAC)   .109 .086       .097 1.272 .205 

5W2. (WFTET)    -.059 .025      -.181 -2.385 .018 

Q2G3.(WFTET)    .060 .089       .052 .677 .500 

3 (Constant)  .931 .299  3.114 .002 

Qi3.  (IAC)  .110 .085       .098 1.295 .197 

5W2. (WFTET)   -.059 .024      -.181 -2.405 .017 

Q2G3.(WFTET)     .030 .090       .026 .336 .737 

Q2G2. (VBT)  -.105 .054      -.148 -1.930 .055 

 

 

In Table 4 above, in Model 1 there is no statistical significance between IAC and IPSME. In 

Model 2, there is no statistical significance. In Model 3 at least one predictor has 

explanatory power.  
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Appendix  Z   Hierarchical Multiple Regression  

A hierarchical multiple regression is done to determine if the two moderators 

OMNEWTEC and INVORTRY (proxies for WFTET) and OMCOMPET and INVORLIF (proxies 

for VBT) alter the effect of the independent variable SUSKILL (proxy for IAC) on the 

dependent variables NBSTATUS, ESTBBUSO, and EB (proxies for IPSME). Three regression 

models are described below. To begin, the Appendix below presents the starting model 

summary where NBSTATUS is the dependent variable, SUSKILL is the independent 

variable, and the moderator variables are INVORTRY, OMNEWTEC and OMCOMPET.  

 

Appendix AA    DV: NBSTATUS; IV: SUSKILL; Moderator Variables: INVORTRY, 

                                               OMNEWTEC, and OMCOMPET  

 

 

Next, the Appendix below presents the model where ESTBBUSO is the dependent 

variable, SUSKILL is the independent variable, and INVORTRY, OMNEWTEC and 

OMCOMPET are the moderator variables. 
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Appendix BB     DV: ESTBBUSO; IV: SUSKILL; Moderator Variables: INVORTRY,  

                                              OMNEWTEC, and OMCOMPET 

 

Model Summary
d
 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

Change Statistics 

Durbin-Watson R Square Change F Change df1 df2 Sig. F Change 

1 .103
a
 .011 .005 .418 .011 1.794 1 167 .182  

2 .215
b
 .046 .029 .413 .036 3.078 2 165 .049  

3 .260
c
 .067 .045 .409 .021 3.724 1 164 .055 2.149 

a. Predictors: (Constant), Qi3.  SUSKILL: Do you have the knowledge, skill and experience required to start a new business? 

 

b. Predictors: (Constant), Qi3.  SUSKILL: Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNVORGTRY: In the 

next 6 months you are likely to try products or services that use new technologies in your daily work for the first time, Q2G3. OMNEWTEC: How long 

have the technologies or procedures required for this product or service been available? 

 

c. Predictors: (Constant), Qi3.  SUSKILL: Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNVORGTRY: In  

the next 6 months you are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  OMNEWTEC: How 

long have the technologies or procedures required for this product or service been available?, Q2G2.  OMCOMPET: Right now, are there many, few, 

or no other businesses offering the same products or services to your potential customers? 

d. Dependent Variable: Manages and owns a business that is older than 42 months 

 

 

Next, the Appendix below presents the last model summary where EB is the dependent 

variable, SUSKILL is the independent variable, and INVORTRY, OMNEWTEC, OMCOMPET, 

and INVORLIF are the moderator variables. 

Appendix CC     DV: EB; IV: SUSKILL; Moderator Variables: INVORTRY, 

                                           OMNEWTEC, OMCOMPET, and INVORLIF 

 

 

  Model Summary
d
 

Model  R R Square Adjusted R Square 

Std. Error of 

the 

Estimate 

                                     Change Statistics 

Durbin-Watson R Square Change F Change df1 df2 Sig. F Change 

1 .077
a
 .006 .000 .501 .006 .999 1 167 .319  

2 .127
b
 .016 -.002 .502 .010 .852 2 165 .429  

3 .133
c
 .018 -.006 .503 .002 .260 1 164 .611 2.181 

a. Predictors: (Constant), SUSKILL 

b. Predictors: (Constant), SUSKILL;  INVORTRY; OMNEWTEC 

c. Predictors: (Constant), SUSKILL;  INVORTRY; OMNEWTEC; OMCOMPET; INVORLIF 

d. Dependent Variable: EB: any jobs now or in 5 years 
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Next, an analysis of variance (ANOVA) test is done to determine if a direct relationship 

exists between IAC and IPSME. Table 6 presents the ANOVA model.  

 

 

Appendix DD   DV: ESTBBUSO; IV: SUSKILL; Moderator Variables: INVORTRY,  

    OMNEWTEC, OMCOMPET and INVORLIF    

  

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .313 1 .313 1.794 .182
b
 

Residual 29.143 167 .175   

Total 29.456 168    

2 Regression 1.361 3 .454 2.665 .050
c
 

Residual 28.094 165 .170   

Total 29.456 168    

3 Regression 1.985 4 .496 2.963 .021
d
 

Residual 27.470 164 .168   

Total 29.456 168    

      a. Dependent Variable: ESTBBUSO 

      b. Predictors: (Constant), SUSKILL 

      c. Predictors: (Constant), SUSKILL; INVORTRY; OMNEWTEC;  

      d. Predictors: (Constant), SUSKILL; INVORTRY; OMNEWTEC; OMCOMPET; INVORLIF 

 

 


