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Abstract: The Social Media Intelligence Quotient (SMIQ)'s underlying factorial structure will be extracted, 
and validated, and its psychometric properties will be examined in this study. Self-administered 
questionnaires from the universities that produce the most employable graduates in Malaysia, such as 
Universiti Malaya, Universiti Kebangsaan Malaysia, and Universiti Teknologi Mara, were utilized by the 
researcher to gather the data. It involved 352 final-year students from the Faculty of Business Management. 
To ascertain the factorial structure of the SMIQ, the researcher used the Exploratory Factor Analysis (EFA). 
Additionally, the confirmatory factorial analysis (CFA) was used to evaluate the psychometric characteristics 
of each item to confirm and validate it. A structural model was also developed to measure the nomological 
validity between social media dependency and SMIQ. It revealed that SMIQ is second order with three 
factorial structure constructs and met the psychometric criteria. Thus, the findings have essential 
implications for future research directions and the management of social media skills. 
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1. Introduction and Background 
 
Pathological or excessive internet use (PIU) is now a widely recognized issue affecting people of all ages. This 
claim was supported by Kumar et al. (2019), who described how internet addiction can cause hyperactivity, 
sadness, social phobia, and aggression. As Luaran et al. (2012) pointed out, this phenomenon affects college 
students differently than secondary school students. College students can prioritize their attention better 
than teenagers when using the internet due to their mental maturity and degree of thought. According to Al-
Adwan et al. (2020), students also engage in virtual learning. In the contemporary period, a wide range of 
information sources can be accessed over the internet to download notes, communicate, and do projects. 
Additionally, Garcia et al. (2020) noted how social media and internet use appear to be highly correlated with 
smartphone use since people utilize these platforms to conduct information searches and find solutions to 
their problems.  The Malaysian Communication and Multimedia Commission (2020) announced that 
smartphone saturation in Malaysia reached 98.7% in 2020 during the Movement Control Order (MCO). Every 
household heavily relies on their smartphone to access their social media accounts and browse the internet. 
Since the school was closed for MCO, students must attend virtual classes, and all employees must work from 
home. During this pandemic, most activities, including conferences, seminars, lectures, and the acquisition of 
products and services, are organized online (Isa and Latif, 2020). 
 
Half of the Gen Zs and Millennials surveyed in Deloitte (2023) Digital Media Trends Report said they saw 
online interactions as meaningful alternatives to real-world interactions, and nearly half said they spent more 
time on social media interacting with others than they did offline. Malaysian Communication & Multimedia 
Commission (2023) asserted the extension and quality improvement of 4G coverage, the launch of 5G Single 
Wholesale Network Providers, the availability of 5G, and the sunset of 3G are among the accomplishments of 
Jalinan Digital Negara (JENDELA) in 2021. Therefore, it expedites the number of social media usage in 
Malaysia. Undoubtedly, social media has also become a vital need for businesses since it provides a new and 
inexpensive way to boost brand exposure, reach more followers and stakeholders, and retain public interest 
(Loureiro & Lopes, 2019). A new habit and culture centered on social media must be the millennial 
generation's most popular buzzword (Bettman et al., 2020; Meade, 2013). Technology has transformed 
companies to change their business method in all departments including operational, administration, and 
marketing (Li et al., 2021; Meeker, 2015). Hence, Yost et al. (2021), Guenzi & Nijssen (2021) and Roza (2014) 
postulated social media can accelerate sales volume, and most of the company are seeking the right talent to 
enhance their business performance. 
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Therefore, it is anticipated that the study's results will contribute to changing the unfavorable perception of 
social media dependency through the Media System Dependency (MSD) theory. Li, O'Brien, Snyder and 
Howard (2015) suggested future research should determine the specific activities that students rely on social 
media sites and differentiate the effect of excessive social media use. Nevertheless, there is little empirical 
evidence in the literature that explicitly examines Social Media Intelligence Quotient (SMIQ). Therefore, there 
is a gap in empirically investigating the underlying factors that contribute to the formation of SMIQ. The 
knowledge of the underlying dimensional structure of SMIQ is critical in developing social media literacy, 
social intelligence and online business literacy. 
 
2. Literature Review 
 
As stated by van Deursen and van Dijk (2023), they discovered that IQ has a direct positive effect on 
education, economic, social, and cultural resources, as well as Internet attitude and skills. According to Gondal 
& Husain (2013), intelligent individuals have gained prominence owing to their ability to think critically and 
competently tackle challenges in their own lives. They had the mental capacity to figure out and comprehend 
the issues. People with high IQ scores frequently excel in school and have the necessary skills to adapt 
to social and technological change. This study borrows a well-known media theory, media system 
dependency (MSD), by Ball - Rokeach & DeFleur (1976). MSD theory is related to the factor of media 
dependence and its outcomes. Ball - Rokeach & DeFleur (1989) mentioned understanding, orientation and 
playing for human goals when applying the media. Subsequently, the positive outcomes of social media 
dependency are beneficial to producing more outstanding human capital in Malaysia. Neging, Musa, and 
Wahab (2013) expanded on this theory by including the Personality System to consider how different people 
experience media literacy's impacts in different ways. This theory is relevant for the study because the focus 
is on social media dependency and the effects and determinants are being investigated.  
 
Apart from that, people who use the internet, mobile devices and social media tend to generate Information 
and Communication Technology skills among them (Gutiérrez-Martín & Tyner, 2012). According to Ibrahim, 
Musa & Adam (2016), the findings of the focus group session, persons with online business backgrounds have 
a lot of exposure to social media because they utilize it aggressively to launch and promote their products. 
Luqiu & Kang (2020) explained the MSD theory, presenting a useful analytical tool for traditional media use, 
which can shine a light on the numerous relationships that new media has with its audience. In summary, the 
SMIQ touch points are social media literacy (SML), online business literacy (OBL) and social intelligence (SI). 
Thus, in this paper, the researchers illustrate and confirm the factorial structure of SMIQ and validate the 
psychometric properties of the SMIQ scale. Hence, the researcher provided the measurement scales for SMIQ 
to strengthen the definition of SMIQ. 
 
Social Media Intelligence Quotient (SMIQ): Jenkins (2008) introduced literacy skills in new media usage, 
including play, performance, simulation, multitasking, distributed cognition, collective intelligence, judgment, 
transmedia navigation, networking, negotiation, appropriation, and visualization. According to Jenkins 
(2008), millennials are engaging in more meaningful connections online, especially those who spend more 
time playing games. Their behaviors and routines will change, making them more willing to take chances, 
maintain their competitiveness, and maintain a healthy lifestyle. They dominate the usage of technology in 
classrooms. The game systems have influenced an increasing number of working-class houses. In our post-
digital era, media literacy is essential for conceptualizing, developing, and understanding new kinds of 
intelligence that humans aspire to live harmoniously in the future (Jandri, 2019). Pangrazio & Cardozo-
Gaibisso (2020) remarked in social media literacy, people are able to portray their digital identities on social 
media, utilize social media information and share it with other users and safeguard privacy in media by 
knowing what information to share and with whom.  
 
Meijs et al. (2010) pointed out that social intelligence always has a major effect on popularity since a person 
with high social intelligence can change the group norms, which would impact academic accomplishment in 
the peer group. The most respected students in their colleges were those who excelled academically and were 
also sociable. A person with high social intelligence may also adapt themselves to new and diverse 
cultures (Dong, Koper & Collaço, 2008). In intercultural communications, they are concerned and interested 
in others, empathy and influence for acceptance and adaptation. As defined by Ebrahimpoor, Zahed and 
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Elyasi (2013), social intelligence has three main components; social information processing is the capacity for 
managing emotions. Social awareness includes an understanding of the desires, needs, and feelings of others 
and the application of that knowledge in decision-making and moral judgment. Social skills relate to an 
interest in getting performance judgment. Cultural intelligence was added as a subset of social intelligence by 
Kumar, Rose, and Subramaniam (2008) since it emphasized the cultural aspects that were not included in the 
social intelligence model. 
 
Furthermore, those involved with online businesses spend more time on social media sites for their business 
pages to set up and manage their account and connect directly with their customers. Because of the emerging 
style of marketing through social media, social media is now adequately tied to the business scope. Therefore, 
a person with business abilities should notify social media platforms in running the marketing section on 
HTML, analytics, Microsoft Excel, virtual communication, mobile development, and database creation using 
online apps. Park et al. (2017) provided evidence in favor of the idea that social media users may change the 
information they gather and spark business opportunities to satisfy consumer demand. They are referred to 
as social media entrepreneurs since they identify profitable social media and run their businesses within 
those platforms (Girişimcilii, 2018). Thus, digital literacy has the greatest direct and indirect impact on the 
performance of Small and medium Enterprise (SME) entrepreneurs, providing guidance on performance 
development strategies through digital literacy, including digital business relationships, online facilities, and 
networks, and completing factors shaping SME performance in the digital age (Sariwulan et al., 2020). 
 
Social Media Dependency: Internet Dependency Relations are defined by Patwardhan & Yang (2010) as 
persons who rely on the Internet to achieve their personal objectives in social life. The majority of prior 
research has suggested that internet dependence is comparable to internet addiction and pathological 
internet use. According to Thompson (1996), addiction occurs when individuals do not have their exciting 
desires when they are online. Meanwhile, dependency is defined as the user having a clear and specific goal 
on the internet. Dependence has been characterized by Wang, Lee, and Hua (2014) as the psychological 
impact of addiction. As a result, it suggests that dependence and addiction are not necessarily the same thing 
because high-dependency internet users may utilize the internet as a part of their profession and 
responsibilities rather than seizing the chances in life. 
 
3. Research Methodology 
 
The researchers applied the extant literature review and the methodological procedure suggested by 
Churchill (1979). The researchers designed a research methodology to develop, test and purify a scale to 
measure the SMIQ assessment of value derived as the effect of social media dependency. The SMIQ measures 
the graduates' IQ on social media literacy, social intelligence and online business literacy as the outcomes of 
social media dependency. The scales utilized in this study are the semantic differential scale (7-point scale), 
and the Likert scale (7-point scale: 1 = very strongly disagree to 7 = very strongly agree). The researchers 
organized this research at a few universities such as Universiti Kebangsaan Malaysia (UKM), Universiti 
Malaya (UM) and Universiti Teknologi Mara (UiTM) (Puncak Alam Branch). Apart from that, to help the 
researchers complete this investigation, a unit of analysis is needed because it becomes the target of the 
inquiry, such as individuals, groups, organizations, countries, objects and others (Bhattacherjee, 2012). 
Therefore, the researcher decided on the individual final semester students of UKM, UM and UiTM from the 
Faculty of Business Management for this study. NKEA highlighted the areas of Islamic Finance and Business 
and Science and innovation to enhance the number of quality Islamic finance and business specialists to 
provide the human capital needs of the other NKEAs (ETP, 2011). The researcher chose the graduates as the 
research's respondents to help our government produce great business analysts from those who possess a 
business management background. Indeed, this is important for Business Management students to have 
social media skills to help business practitioners become the leading players in the industries.  
 
4. Results 
 
Demographics Profile of Respondents: Table 1 indicates that females used social media higher than males, 
of which 59.7% are females, and 40.3% are males. Furthermore, the respondents' highest percentage is at age 
23 – 25 years old (52.3%), and the students at age 20 – 22 gained 28.1%. Apart from that, Malay is dominant 
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in the race category, which involves 281 of the respondents (79.8%), followed by Chinese (9.7%), others 
(8%) and Indian (2.6%). The researcher also examined the duration of using social media separated into 
years and hours of using social media per day. 57.7% of respondents used social media for more than five 
years which indicates they were exposed to social media earlier in their life. The majority of the respondents 
use social media more than seven hours a day which represents 36.6% of the total population.  
 
Table 1: Demographic Profiles of Respondent 

Demographic Variables    Frequency            Percentage 

Gender 
Male 142 40.3 

Female 210 59.7 

Age 20-22 99 28.1 

 23-25 184 52.3 

 26-28 56 15.9 

 Above 29 13 3.7 

Race Malay 281 79.8 

 Chinese 34 9.7 

 Indian 9 2.6 

 Others 28 8 

Years using social media Below 1 year 24 6.8 

 1-2 Years 20 5.7 

 2-3 Years 21 6 

 3-4 Years 54 15.3 

 4-5 Years 30 8.5 

 More than 5 years 203 57.7 

Hours using social media Below 1 hour 23 6.5 

 1-3 Hours 57 16.2 

 3-5 Hours 72 20.5 

 5-7 Hours 71 20.2 

 More than 7 hours 129 36.6 

 
Exploratory Factor Analysis: The objective of exploratory factor analysis is to find a set of underlying latent 
constructs, which a group of items might represent. The researchers conducted the exploratory factor 
analysis using maximum likelihood estimation to assess the dimensionality of the scales. The EFA used 
principal components extraction with varimax rotation. It is the most commonly used analytical technique for 
reducing a large item pool to a more manageable set. It is a valuable preliminary analysis when no sufficient 
theory is available to establish the underlying dimensions of a specific construct, as recommended by Gerbing 
and Anderson (1988). The researchers removed the items with low factor loadings (< 0.5) or high cross-
loadings (> 0.3), and EFA was performed again as recommended by Hair et al. (2010). Tables 3, 4 and 5 
proved the EFA value for the measurement items. 
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Table 2: Measurement Items of SMIQ   

Items 
Items 
Label 

Items 
Deleted 

Create a photo collage and compile it together with video clips on my Instagram 
account. SML1 Deleted 

Incorporate a playlist on YouTube to enable others to find all relevant videos on the 
topic of interest.   

SML2 Deleted 

Record lessons and post them to YouTube. SML3 Deleted 
Create interactive videos by adding quizzes and comments to them. SML4 Deleted 
Do collaboration assignments online.  SML5 Deleted 
Enjoy the collaborative activities online (Wikipedia, team games, online fan 
communities, community message boards)  

SML6 Deleted 

Connect and collaborate with others to help me in solving my queries  SML7 Deleted 
Use community boards on Pinterest for group projects to combine the resources in 
one place. 

SML8 Deleted 

Judge online information whether it is correct or not. SML9 Deleted 
Judge and quickly screenshot helpful information. SML10 Deleted 
Gather information from various sources and judge it. SML11 Deleted 
Follow my favorite entertainment across different social media platforms. SML12  
Visit the websites (official or fan-created) of my favorite TV shows, bands, etc.  SML13 Deleted 

Check online if I am curious about something I saw on TV.  SML14  
Learn about my interest in various media (TV, YouTube, Wikipedia, Pinterest, 
Instagram). 

SML15  

Prepare coursework using images, graphs and diagrams. (Slideshare, Google 
Image). 

SML16  

Use information from images, graphs, diagrams and other visual tools.  SML17 Deleted 
Visualize and navigate the location by using Google Maps or Waze. SML18  
Understand things better from videos on YouTube. SML19  

Able to understand other people better. SI1  
Able to predict other people’s behavior from their social media posts. SI2  

Able to evaluate my posts on how social media will make others feel. SI3  
Able to predict how others will react to my posts. SI4  
Comfortable with new friends on my social networking sites. SI5 Deleted 
Able to stay in touch with my friends on social media besides real life. SI6 Deleted 

Able to fit easily in online community conversations. SI7  
Creating a social profile and sending a message to my online friends. SI8  

Creating professional networking all over the world. SI9  
Interacting virtually with people from all over the world. SI10  
Exploring many new things of other cultures around the world. SI11  
More open to other cultures around the world. SI12  
Facebook Analytics is helpful to promote the products/ services to your target 
audience (market targeting). 

OBL1 
 

Facebook Analytics allows marketers to monitor the company page and fans. OBL2  
Google Analytics can track the number of actual visitors visiting your website and 
blog. 

OBL3 
 

Google Analytics can track where visitors come. OBL4  
Google Analytics can track how long the visitors stay on the website. OBL5  
CTR (Clicks/Impressions) is calculated by dividing the number of times the ad is 
shown. 

OBL6 
 

Google Ads will charge fees only if users watch your videos.  (Pay Per Click) OBL7  
Mentioning the price of product or service in the ad text is recommended by Google. OBL8 Deleted 
In setting the FB Ads budget, one can choose the daily budget. OBL9 Deleted 
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Table 3: Exploratory Factor Analysis of Social Media Literacy 

Items Transmedia Visualization 

Follow my favorite entertainment across different social media platforms. .775 

Check online if I am curious about something I saw on TV. .800 
Learn about my interest in various media (TV, YouTube, Wikipedia, 
Pinterest, Instagram) 

.828 

Prepare coursework using images, graphs and diagrams. (Slideshare, 
Google Image) 

.817 

Visualize and navigate the location by using Google Maps or Waze) .786 

Understand things better from videos on YouTube. .773 

Eigenvalues 3.809 

Total variance explained 63.677 

Cronbach's Alpha 0.884 

 
Table 4: Exploratory Factor Analysis for Social Intelligence 

Items Social Intelligence 

Able to understand other people better. .731 

Able to predict other people’s behavior from their social media posts. .695 
Able to evaluate my posts on how social media will make others feel. .768 
Able to predict how others will react to my posts. .678 

Able to fit easily in online community conversations. .754 

Creating a social profile and sending a message to my online friends. .750 
Creating professional networking all over the world. .788 
Interacting virtually with people from all over the world. .653 
Exploring many new things of other cultures around the world. .736 
More open to other cultures around the world. .718 

Eigenvalues 5.301 

Total variance explained 53.011% 

Cronbach's Alpha 0.900 

 
Table 5: Exploratory Factor Analysis for Online Business Literacy 

 Items Online Business Literacy 

Facebook Analytics is helpful to promote the products/ services to your 
target audience (market targeting). 

.870 

Facebook Analytics allows marketers to monitor the company page and fans. .900 

Google Analytics can track the number of actual visitors visiting your website 
and blog. 

.920 

Google Analytics can track where the visitors come from. .920 

Google Analytics can trace how long the visitors stay on the website. .910 

CTR (Clicks/Impressions) is calculated by dividing the number of times the 
ad is shown. 

.840 

Google Ads will charge fees only if users actually watch your videos.  (Pay Per 
Click) 

.820 

Eigenvalues 5.450 

Percentage of variance explained 77.790 

Cronbach's Alpha 0.700 
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The researchers performed the first EFA to assess the factor structure of the SMIQ measurement scale, which 
comprises Social Media Literacy: 19 items, Social Intelligence: 12 items and Online Business Literacy: 10 
items. However, this initial purification exercise resulted in the deletion items failing to fulfil the criteria 
mentioned earlier. The loadings also presented a clean and highly interpretable solution, a ‘simple structure’ 
according to Bitner & Brown (2000). The results reveal social media literacy: Bartlett test of sphericity 
(3736.878 at p = 0.001) and the Kaiser-Mayer-Olkin measure of sampling adequacy (KMO = 0.903), social 
intelligence: Bartlett test of sphericity (1921.231 at p = 0.001) and the Kaiser-Mayer-Olkin measure of 
sampling adequacy (KMO = 0.883), online business literacy: Bartlett test of sphericity (2535.259 at p = 0.001) 
and the Kaiser-Mayer-Olkin measure of sampling adequacy (KMO = 0.918). These indicate that there was a 
sufficient inter-item correlation with the data for performing factor analysis. Sharma (1996) suggests that the 
cut-off level for the Kaiser-Mayer statistic should be greater than 0.8 but that a value of 0.6 is tolerable. 
 
Confirmatory Factor Analysis: Gerbing and Anderson (1988) argued that item-total correlation, alpha 
coefficient, and exploratory factor analysis (EFA) procedures could not ensure the unidimensionality of 
measures, which is an essential requirement of valid measurement. They strongly recommend that a more 
rigorous statistical method refine and confirm the factor structure generated from the initial EFA. 
Confirmatory factor analysis (CFA) is an analytical tool to ascertain the unidimensionality of measures. 
Hence, in line with this suggestion, all the resulting factor structures derived from EFA were tested and 
validated by confirmatory factor analysis (CFA) analytic procedure, which tests a priori factor structure and 
goodness of fit of the resulting solution (Kline, 1998). To achieve an acceptable ratio of observations to 
estimate parameters, it proved necessary to run two separate measurement models: SMIQ and SMD. The first 
measurement model consists of the SMIQ construct, which comprises of three-factor solution. The 
appropriateness of the measurement model described by CFA was assessed using the chi-square statistic, a 
set of relative fit indices. A significant chi-square statistic indicates a lack of fit between the data and the 
model.  
 
However, a highly restrictive test required by chi-square statistic mostly leads to rejection of the proposed 
model. Hence, most researchers will resort to other absolute and relative fit indices to infer the validity of the 
proposed model. The Goodness of Fit Index (GFI) is analogous to squared multiple correlations (R2) in 
multiple regressions. The comparative fit index (CFI) indicates the model's overall fit relative to a null model, 
and the Normed Fit Index (NFI) adjusts for the complexity of the model. These fit measures are close to 0.90, 
the recommended cut-off criterion (Bollen, 1989). Root means square error of approximation (RMSEA) 
indicates the approximation of the observed model to the actual model, with lower RMSEA suggesting a 
better model. The model fit results support a 15-item, 3-dimensional scale for SMIQ. Figure 1 visually 
presents the factorial structure of SMIQ and illustrates each indicator's path coefficient on the corresponding 
factor. The results of the first measurement model are as follows: the fit statistics were χ 2 = 273.156, df = 86, 
χ 2 /df = 3.18, p< 0.001; GFI = 0.902; TLI = 0.930; CFI = 0.941; NFI = 0.920 and RMSEA = 0.079. All indicators 
loaded heavily on the factor/dimension have t-values greater than 7.73 and all standardized coefficients are 
greater than 0.50. The results are illustrated in Figure 1 below.  
 
Table 6 presents the results of the three dimensions of the SMIQ measurement model, including correlation 
matrix, Cronbach’s alpha, composite reliability, and Average Variance Extracted (AVE). Construct reliability 
was also assessed by estimating the AVE, reflecting the overall variance captured by the latent construct and 
Composite Reliability (CR). CR reflects the internal consistency of the construct indicators, while AVE 
demonstrates the amount of variance charged by the construct indicators (Lemke, Clark & Wilson, 2010). All 
CR scores ranging from 0.804 – 0.853 were much higher than the recommended cut-off point of 0.7 
(Olorunniwo, Hsu & Udo, 2006). Thus, each of the factors reliably measured its respective constructs. The 
AVE scores ranged from 0.560 to 0.755, exceeding the recommended cut-off point of 0.5 as suggested by 
Fornell and Larcker (1981). Construct validity was assessed in terms of convergent and discriminant validity. 
Convergent validity is established through high correlations between the measure of interest and other 
measures supposedly measuring the same concept (Aaker, Kumar, Day, 2007). The critical ratio (t-value) of 
the items in the two measurement models exceeds ± 1.96 or ± 2.58 at 0.05 or 0.01 levels, respectively and 
standardized factor loading of 0.5 and above. In the present study, discriminant validity is achieved as the 
correlation coefficients range from 0.048 to 0.869. In addition, for a rigorous test of discriminant validity, the 
AVE of each construct was computed and found to be greater than the squared correlation between the 
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construct and any other constructs in the model (Table 6) as recommended by Fornell and Larcker, (1981). A 
complimentary assessment of discriminant validity determines whether a confidence interval of (± two 
standard errors) around the correlation estimated for each pair of constructs includes one suggested by 
Anderson and Gerbing (1988). The result illustrates that this criterion has been achieved satisfactorily. In 
conclusion, it is reasonable to claim that all the measures used in the study possess good psychometric 
properties. 
 
Figure 1: The Output Path Diagram for SMIQ Measurement Model 

 

Table 6: Correlation and AVE Extracted Estimates of Latent Constructs 
  SMD SMLIT SOINTEL OBLIT 

SMD 0.812    

SMLIT 0.458 0.748   

SOINTEL 0.455 0.572 0.76  

OBLIT 0.048 0.209 0.25 0.869 

CR 0.853 0.864 0.804 0.939 

AVE 0.660 0.560 0.579 0.755 

Cronbach’s Alpha 0.885 0.863 0.798 0.938 

 
Table 5 illustrates the results of the three dimensions of the SMIQ measurement model, including correlation 
matrix, Cronbach’s alpha, composite reliability, and Average Variance Extracted (AVE). Construct reliability 
was also assessed by estimating the AVE, reflecting the overall variance captured by the latent construct and 
Composite Reliability (CR). CR reflects the internal consistency of the construct indicators, while AVE 
demonstrates the amount of variance charged by the construct indicators (Lemke, Clark & Wilson, 2010). All 
CR scores ranging from 0.804 – 0.853 were much higher than the recommended cut-off point of 0.7 
(Olorunniwo, Hsu & Udo, 2006). Thus, each of the factors reliably measured its respective constructs. The 
AVE scores ranged from 0.560 to 0.755, exceeding the recommended cut-off point of 0.5 as suggested by 
Fornell and Larcker (1981). Construct validity was assessed in terms of convergent and discriminant validity. 
Convergent validity is established through high correlations between the measure of interest and other 
measures supposedly measuring the same concept (Aaker, Kumar, Day, 2007). The critical ratio (t-value) of 
the items in the two measurement models exceeds ± 1.96 or ± 2.58 at 0.05 or 0.01 levels, respectively and 

P-Value= 0.000 

RMSEA= 0.079 

GFI= 0.902 

CFI= 0.941 

TLI= 0.930 

NFI= 0.920 

ChiSq/ df= 3.18 
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standardized factor loading of 0.5 and above. In the present study, discriminant validity is achieved as the 
correlation coefficients range from 0.048 to 0.869. In addition, for a rigorous test of discriminant validity, the 
AVE of each construct was computed and found to be greater than the squared correlation between the 
construct and any other constructs in the model (Table 6) as recommended by Fornell and Larcker, (1981). A 
complimentary assessment of discriminant validity determines whether a confidence interval of (± two 
standard errors) around the correlation estimated for each pair of constructs includes one suggested by 
Anderson and Gerbing (1988). The result illustrates that this criterion has been achieved satisfactorily. In 
conclusion, it is reasonable to claim that all the measures used in the study possess good psychometric 
properties. 
 
Testing an Alternative Model: second-order three-factor model of SMIQ: The first-order model of SMIQ 
implies that the three main factors, social media literacy, social intelligence, and online business literacy, are 
correlated but governed by a common latent factor. Alternatively, the SMIQ model may be operationalized as 
a second-order model, of which a higher-order factor governs the three factors, i.e. Social Media Intelligence 
Quotient. The researcher applied Confirmatory factor analysis to assess if the SMIQ model has a higher-order 
construct explained by several related dimensions. This procedure was an effort to achieve strong validity 
and reliability (Browne & Cudek, 1993) (Omar & Musa, 2011). As shown in Figure 2, the second-order 
standardized factor loadings of the SMIQ Model are 0.70 for social media literacy, 0.91 for social intelligence 
and 0.31 for online business literacy. The overall model statistics for the SMIQ second-order model fit well 
with the data. The fit statistics were χ 2 (101) = 294.363, p< 0.001, χ 2 /df = 2.914, GFI = 0.903; TLI = 0.934; 
CFI = 0.945; NFI = 0.919 and RMSEA = 0.074. All indicators loaded heavily on the factor/dimension have t-
values greater than 7.73, and all standardized coefficients are greater than 0.50. The results support a 16-
item, 3- dimensional scale for SMIQ. 
 
Figure 2: Results of Confirmatory Factor Analysis for the Second-Order Three-Factor Model of SMIQ 

 
 
Table 7: Comparison of Overall Fit Indices of Two Models of SMI 

Model χ 2 df χ 2 / df GFI CFI NFI TLI RMSEA ∆ χ 2 
First Order- 3-
factor model 

273.156 86 3.18 0.902 0.941` 0.920 0.930 0.079  

Second Order- 
3-factor model 

294.363 101 2.914 0.903 0.945 0.919 0.934 0.074 16.266 

P-Value= 0.000 

RMSEA= 0.074 

GFI= 0.903 

CFI= 0.945 

TLI= 0.934 

NFI= 0.919 

ChiSq/ df= 2.914 
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Table 7 demonstrates the overall fit indices for the first-order and second-order SMIQ models. The results 
imply that both models fit the data satisfactorily. However, the second-order three-factor model 
outperformed the first-order three-factor model. The χ 2 difference test indicates that the improvement in fit 
between the first-order and second-order three-factor model of SMIQ was statistically significant, ∆ χ 2 
(3)16.266, p<0.001. This result indicates that the second-order model outperformed the first-order model, 
and provides the best representation of data in this study. 
 
Figure 3: Measurement Model for SMD 

 
Figure 3 illustrates the factorial structure of the second measurement model visually. To achieve an 
acceptable ratio of observations to estimate parameters, running a second measurement model for SMD 
proved necessary. The fit indices suggest that the model fits the data well. The SMD measurement model is of 
a two-factor structure consisting of single indicators for social media dependency. All four items loaded 
heavily on their respective factors and the standardized coefficients are more significant than 0.50, above the 
recommended level of 0.5 by Bagozzi and Yi (1988). Therefore, the researchers retained all four items for 
nomological validity assessment using structural equation modelling subsequently. AVE: 0.66, CR: 0.853 and 
Cronbach’s alpha: 0.812. 
 
Figure 4: Nomological Validity Assessment using Structural Equation Modelling 

 
              
The present study relies on its capability to explain the relationship of SMIQ with another construct to 
establish the nomological validity of the SMIQ scale. The researchers provided evidence of the nomological 
validity of the SMIQ scale by testing the structural relationships between SMIQ and the consequence 
construct, SMD. The results of the analysis are presented diagrammatically in Figure 4. The researchers test 
the structural model by transferring the second-order model of SMIQ (Figure 2) to the first-order model via 
the model of “parcelling” (Figure 4). The result was achieved by using composite scores for each dimension, 
calculated by averaging the items measuring each dimension of SMIQ. The results of the overall fit of the 
structural model were good (χ 2 = 327.494, df = 131, χ 2 /df = 2.500, GFI = 0.907; TLI = 0.935; CFI = 0.944; 

P-Value= 0.000 

RMSEA= 0.065 

GFI= 0.907 

CFI= 0.944 

TLI= 0.935 

NFI= 0.911 

ChiSq/ df= 2.500 

P-Value= 0.001 

RMSEA= 0.068 

GFI= 0.982 

CFI= 0.985 

TLI= 0.985 

NFI= 0.982 

ChiSq/ df= 2.764 
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NFI = 0.911 and RMSEA = 0.065. More importantly, the path coefficient for the effect of SMIQ on SMD was 
significant (β = 0.637; t =8.246; p<0.01). The estimates substantiate the nomological validity of SMIQ. 
 
5. Conclusion 
 
In the first step, EFA was used to confirm the latent and composite constructs' unidimensionality, and CFA 
was used to aggregate the items and give evidence of construct dimensionality. According to Anderson & 
Gerbin (1988), CFA was employed to enhance and validate the factorial structure produced by EFA. To 
determine whether the constructs in this study are consistent with the researcher's knowledge of the 
underlying latent construct established during the EFA level, CFA was conducted. The results of this research 
afford three significant contributions. First, EFA illustrates the factor structure or dimensionality of the SMIQ 
construct. Three factors comprised: social media literacy, social intelligence and online business literacy. By 
performing EFA, the researcher refined 23 items of the SMIQ scale from 41 items. CFA provides a more 
rigorous estimation than EFA, suggesting that 8 items have been dropped to improve the model fit. The final 
SMIQ construct comprises 15 items. The 15-item construct is a reliable and valid measure to determine the 
underlying factorial structure of SMIQ. Second, convergent validity and discriminant validity were upheld by 
factor loadings and correlations between CFA model factors. Subsequently, CFA establishes that the second-
order three-factor model of SMIQ provides the best representation of the data in this research inquiry. This 
study provides evidence that the SMIQ construct is multidimensional and of hierarchical structure. 
 
In essence, there is proof that the SMIQ has acceptable psychometric properties and is a multidimensional 
construct that is consistent with the other research. Additionally, SMIQ might be a useful tool for graduates to 
hone their social media skills. Future researchers need to confirm the findings using respondents with varied 
backgrounds and from different geographical locations. In evaluating the experience side of consumption, the 
research design that relies on questionnaires and statistical methods of analysis is frequently criticized. 
Through a qualitative research approach, such as in-depth interviews and focus group discussions in future 
studies, the preliminary investigation may reveal significant insights. Investigating the impact of SMIQ on 
social media influencers through a longitudinal research design is an attractive direction for future study. 
Perhaps, this potential research endeavor could afford more insightful findings. 
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