Measuring Customer Engagement in Social Media

The Uncovered Practice of SMEs in Malaysia

Noraniza Md Jani', Mohd Hafiz Zakaria?, Zulisman Maksom® and Md. Shariff M. Haniff*

123Centre for Advanced

Computing Technology,

Faculty of Information and Communication Technology,

Universiti Teknikal Ma

laysia Melaka, Malaysia

Email: nizajanil973@gmail.com
“Faculty of Business and Management,
Universiti Teknologi MARA (Alor Gajah Campus), Melaka, Malaysia

Abstract—Contemporary marketing metaphors focus on customers
in the brand community, hence measuring customer response on social
media websites is positioned as an influential agenda for businesses.
Measuring customer engagement in the cyber world can provide
prerequisite signals for small businesses looking for long-term
stability. However, previous studies and industry reports indicate a
lack of valuable facts about measuring customer engagement as a
result of social media efforts after advertising and campaign posts.
This paper addresses the shortcomings by conducting a study for
SMEs to identify approaches to measure customers and prospects on
the branded sites they currently practice. The method conducted was a
quantitative survey to uncover the measurement practice of 125 SMEs
in selected states of Malaysia. At the post-descriptive analysis, the
studied items have produced new and meaningful information on
social media usage trends and their measurement initiatives. The
current findings are discussed and expected to contribute to the
knowledge base within the social media domain and industry players.
Finally, two recommendations have generated; first, to support the
progress of a similar study in the future and second, to forward the
facts to the relevant authorities.

Index Terms—social media, measurement, customer engagement,
brand page, SME, Malaysia.

1. Introduction

OCIAL media is the perfect choice for firms to adopt as a

technology that helps brand marketing as well as indicators
to improve their business performance. The platform's ease and
appeal stimulate this application to be embraced and widely
exploited by the corporate world in providing opportunities for
cooperation, participation, interactivity, and engagement. Its
use that is not burdensome in terms of cost and knowledge
causes it to be highly relevant to SMEs [1]. Additionally, this
social technology allows access to a wider potential for
customized or personalized offers [2].

Utilising social media alone without re-evaluating marketing
efforts will not affect the current performance of firms on
digital platforms. Firms have no choice but to practice the social
media measurement as their strategic action with the aim of
creating competitive advantage and business performance [2],
[3]. The measurement process defined in this study covers the
phase of measuring, explaining, and reporting the success of
social media initiatives such as designing and advertising
postings in various forms (text, image, audio, video) in the app
panel to be in line with its objective of use and ultimately the
business mission [4]. It also deals with the selection of
appropriate metrics and producing insights within the format of
reports. The recent marketing metaphor that reaches customer-
centric approach is an important agenda for businesses in order
to evaluate the involvement of customers on branded sites of
social media. As customers and prospects for brands are the
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leading stakeholders in cyber platforms, the need to manage
customer engagement is strongly emphasized by prior studies
[5] - [7] and industry reports [8] - [10].

Metrics are a standard of measurement that serve as an
integral component of accountability by concerning data and
information from the past. [11] asserts that to measure
performance in customer-business interactions, firms rely
heavily on social platform-based metrics. In the usual practice
of the measurement process on social media channels,
quantitative approaches make the practice easy and improperly
unused [12]. The characteristics of social media content that can
be voted, linked, republished, broadcasted, and disseminated
very quickly, have created wealth of information to subscribers
in rates that affect digital metrics [11]. An easy example to take
is when firms run product ads offering free gifts along with
product purchases, these ads will usually attract loyal brand
followers who want to share the benefits of purchasing with
others. They will re-publish the product information with the
modified content. Since they have social network connections
within their own profile page, this invites the product
information to be viral within a fast pace. The affected
audiences will click the like, share, comment and other buttons
on the app interface that calculates digital metrics and then
signal to the brand that their advertising is being addressed.

Businesses should not blindly measure their social media
endeavours without using proper knowledge and techniques.
The Waterfall Strategy developed by [13] shows that the whole
phase involved must be aligned. After establishing a clear
corporate goal and forming a business mission that advocates
the goal, marketing activities will be implemented on social
media channels in accordance with specific plans and tactics.
All activities should be measured by using appropriate metrics
and have been planned in advance. It should be noted that the
issue of measurement practices continues to trigger a debate
between intellectuals and practitioners. They question the
improper attention in using social media effectively by firms
[14], [15]. Moreover, despite worth attention and profuse
development from practitioners, the nascent academic literature
on customer engagement presents the shortcomings particular
in exploratory studies on characteristics that impacting such
concept in the digital platform [16].

The obligation of social media measurement in the small
business landscape, which was limitedly discussed in
academician reviews and industry blueprints in the local
context, is fostering this study to be conducted. Regardless of
business size, sector, and industry groups, the paper focuses on
non-transactional social media measurement activities in the
SME environment situated in Malaysia. In line with the
attention of Asian countries to the SME importance, such
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industries in Malaysia are also gaining recognition. As a major
contributor to the national economic confirming 36.6% of GDP,
65.3% of employment, and 18.6% of exports from overall
contribution [17], evidence shows that SMEs have continued to
expand at a higher rate than large firms. Consequently, SMEs
in Malaysia have been evaluated as appropriate and fair to be
selected as the study population.

With the aim of conducting investigations on measurement
practices and thereby meeting the lack of such reports in the
Malaysian context, this paper aimed at capturing two key
objectives; first, to expose the measurement practices on social
media endeavours by Malaysian SMEs, and secondly, to
understand the metrics and tools utilized for measuring
customers involved in their branded sites. The remainder of this
paper will commence from literature, the next section
elaborates the study methodology, the following presents the
findings as well as discussion, and the final section is a write-
up about the study conclusion and recommendation.

II. LITERATURE REVIEW

A. The sense of measuring customer engagement on social
media

Modern firms are aware that their business life largely
impacted by improvements in marketing techniques on social
media. In this effort, many researchers support the refinement
of metrics to measure the interactive nature of customers and
brand relationships [7], [18], [19]. It is customary for SME
marketers to use tangible metrics that are facilitated by the
presence of the application panel interface in terms of visibility
and traceability [12], [20]. This is one of the speediest ways to
find out about their customers' interest in brands and related
activities. For instance, within the Facebook context, one can
find easily likes, comments, friends, friend requests, post
shared, brand sentiment, trackbacks, page views, brand
mention, number of reach per ads and much more.

In a complicated business-thought, the management will
emphasise on sales revenue, leads conversion, cost reduction,
news feed view, loyalty card membership, just to name a few,
as a way to dig performance insights. Intangible metrics,
notwithstanding, are reflecting non-financial impact and
contemplated difficult to be formulated as it is used to assess
elements that will produce output in the long term [2]. The
examples of crucial intangible metrics, besides advocacy,
customer satisfaction, impact, conversation velocity, and
community growth, are customer engagement. Yet, these
measures are very significant to find outcome values needed by
firms that are looking for better improvement and performance.

Engagements are far the most important in the firm's choice
to measure returns on social media [21]. Considering the
significance, the determination of metrics on customer
engagement is exceedingly essential [22]. Small businesses
running social media marketing initiatives prioritize online
customer relationships and anticipate the movement of their
proactive behaviour on brand sites. In the scope of social media
platform, this study defines customer engagement as customers'
actions who are having brands focus, allow firms to involve
specific interactive experiences within the online community,
consequently build long-term relationships, and create more
meaningful and sustainable interactions between brands, brand
communities, or among customers, being motivated by several
drivers [7].

B. Impact of eWOM as a cause of measurement need

Customarily, community members who communicate about
brands in the social media community are loyal customers, new
and existing customers of products and services, and
information seekers who expect product reviews and
knowledge shared by their peers [23]. This study has a focus on
business-to-customer (B2C) interaction for the community
parties discussed. [24] categorize the building blocks of a brand
community into four relationships: customer-product,
customer-brand, customer-firm, and customer-other customers.
Collaboration between members at various levels has created
the concept of sharing, proposing, and helping to complement
their demands for the brand through a reputable platform called
electronic Word of Mouth (eWOM).

The influence of customers and prospects is very energetic
on social media. It occurs in eWOM when brands and firms are
incapable of controlling the multilateral communication that
occurs [25]. To date, brands and management levels of SMEs
have been overwhelmed by the challenge of truly understanding
the precise mechanisms for measuring customer preferences
and reactions. The presence of eWOM in the brand community
stimulates a variety of digital communications among media
contacts and influences many decisions in engagement, product
interest, and purchasing direction, as well as customer loyalty.
However, brands must provide specific plans and strategies for
managing customers and addressing community attitudes on
brand pages. Because customers can influence each other's
attitudes and behaviours [26], SME marketers should be
attentive and listen to the demands of social media networks to
understand their behaviour in the online community. Some of
the approaches proposed in the following subsections provide
SMEs with the compliance to handle such matters.

C. What should businesses matter with the customer
engagement measurement?

Entrepreneurs in the real-world SME industry concerned
with the results of social media marketing efforts continue to
find the right and cost-effective way to value these relationships
and achieve the desired benefits for them and their customers.
The first and foremost step for SMEs to consider is to set the
firm's online marketing objectives and Key Performance
Indicator (KPI) in place. Some guidelines suggested by
previous researchers and are appropriate for adoption by
marketers who monitor their operations on social media (see
[4], [13]). While SMEs need to adjust the guidelines to
restructure their budgets, technical skills, and related needs,
they are still useful to serve marketers and decision-makers in
SMEs.

Careful selection of channels, methods and tactics in the field
of social media is an essential aspect for SMEs. Using channels
that have the broader reach of potentials and effective methods
such as paid advertising on Facebook, marketers can use voice
tracking and market trend monitoring [27]. Examples of
activities for voice tracking are such as marketers listening to
the customer experience and responding appropriately to the
Facebook brand page. Meanwhile, firms often use analytical
tools in applications, for example, Facebook Insight, to
leverage industry patterns that recognize market strengths and
weaknesses when monitoring trends.

SMEs should have a keen focus on satisfying content
marketing while considering an informative, entertaining, and
engaging post on branded sites [6]. The subject is to address the
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problem of user-generated content that is a great challenge to
marketers in social media. The firm must place a strategic plan
into action by adjusting existing practices across the
communication spectrum in engagement [28]. Uniqueness
characteristics of eWOM have created opportunities for SMEs
to embark techniques such as segmentation and viral marketing.
In the case of segmentation, the proper way of measuring
engagement could lead to ability in filtering the brand’s most
important customers. In consideration of viral marketing,
brands can specify such customers to be influencers to attract
the potential audience as buyers or product users. Normally
these personals have engaged with brands and satisfied with the
products or services consumed.

As the measurement practices used are sufficient to
incorporate strategies in marketing procedures [13], [29], it is
imperative for SMEs to continually map their measurement
practice decisions to their corporate goals and objectives. Past
research found that SMEs do not understand measurement
techniques effectively [30], therefore they must strive to
implement them earnestly and consistently to compete
strategically with competitors in the digital field. Based on the
metric selection, firms are recommended to bring a more
efficient approach to customer measurement through a
combination of qualitative and quantitative measures [31].

IIT. METHODOLOGY

The study aims to explore SMEs' tradition to evaluate
customers online at social media brand sites. In specific, the
sample refers to SMEs in central and southern boundaries of
Peninsular Malaysia that are leveraging digital marketing on
social media using branded pages. The SME Annual Report
2016/17 shows that the focus of overall SME activity in
Malaysia is centered on six states surveyed with 50.8%
representation (Selangor: 19.8%; WP Kuala Lumpur: 14.7%;
Johor: 10.8%; Negeri Sembilan: 3.6%; Malacca: 3.5%; WP
Putrajaya: 0.1%). The conducted preliminary interview with the
officer of SME Corporation Malaysia in the head-quarter office
has confirmed the suitability of the population. Moreover, firms
in this area widely dispersed in terms of size, sector, and
industry type.

While SME Annual Report 2016/17 reports a rise in social
media for brand advertisement, up by a recent percentage of
85.4% (78.20% in 2016, 12.10% in 2014), there was no precise
number of SME using social media for the marketing realm
from the authorized body. Additionally, such studies also do not
report the amount of use of social media by states, leaving the
population under study with no sampling frame. However,
since the study objective focuses on the investigation of the
measurement practices on social media endeavours by
Malaysian SMEs and their metrics utilization on apps
dashboard which requires only descriptive analysis, the absence
of sampling frame is not an issue for data sampling procedures.
Following the recommendation of [32], this study defines its
sampling frame according to the following definition: SMEs
that leverage social media for online marketing and have
designed their corporate pages to interact with the brand
community. Accordingly, the survey was conducted using
convenient sampling concerning [33] who stated that
descriptive analysis requires the minimum 100 respondents.

The questionnaire was quantitatively developed with detailed
reference to the publication of literature, government agency
reports and industry experts. References showcase the diverse
business profiles, ways, and channels of use, as well as the level

ISSN: 2672-7188 Vol.2 No

Social Media: The Uncovered Practice of SMEs in Malaysia

and tools of measurement to be included in the survey
questions. The literature also emphasizes that the most
commonly used form of measurement is the quantitative
measures found on Facebook, Instagram, Twitter, and other
social media channels due to its facilitation features on the
application panel interface. Thus, the information to be asked
has been broken into two parts: 1) the firm’s background
information; 2) the measurement practices since social media
began to be embraced. The procedures were adopted from [34]
and [35] considering research backgrounds, consistency of
questionnaires, formatting and data analysis, and establishing
validity and reliability during the development phase. Four
academicians in the sphere of social media, business, and
marketing have examined the studied variables and found the
suitability of items and scales in addressing the research
questions. In an aim for face validity, two linguists, one English
lecturer and the other Malay, were appointed to validate the
questionnaire items to be accurate and orderly in terms of
grammar, notation and use of statements. Moreover, four
industry spokespeople have also been invited to comment on
the outlined questions. The combination of academic and
practitioners’ side for validity processes have helped to revise
the obscure questions as well as reorganized the complicated
matters and the entire questionnaire format.

In order to enhance the quality of the questionnaire, the
complete set of questions has later administered to 41 SMEs in
terms of obtaining estimable feedback for content review. The
analysis from the pilot study conducted has provided the extent
for the questionnaire improvisation. For the closing step on data
pre-collection stage, the second phase of content validity is
made with an academic expert to achieve the final decision of
the suitability and accuracy of the question. This survey is
conducted in the form of cross-sectional horizons within five
months, from April to October 2018. The dissemination has
done on a consecutive basis via 1) email submission to SMEs
whose profile drawn from the SME Corporation Malaysia
database, 2) face to face request forms to SMEs in selected
metropolitan areas in six states studied. The questionnaires
were followed up using calls, social media and messaging
applications to obtain SME feedback. 125 SME has completed
a set of questionnaires to enable a descriptive analysis solution.
The complete picture of the findings has been determined using
Google Spreadsheets to show demographics of participants, the
channels used, app adoption years, level of measurement
initiatives, tools and metrics as well to evaluate customer
engagement, statistically. The explicit analysis used was
frequency test due to targeting for the examination of
measurement forces among SMEs. Detailed analysis outcome
will present in the next session.

IV. FINDINGS
A. SME Profile

Analysis of the 125 questionnaire forms of SMEs has
provided good information for the knowledge of the study
domain. On average, the distribution of participant groups in
each item surveyed is consistent (or somewhat proportionate)
to the demographics of Malaysian SME issued in SME Annual
Report 2018/19. Micro enterprises and businesses from the
services sector, as expected, formed the largest composition of
SME participants in this study. Compared to small and
medium-sized, micro-groups of firms are at the forefront as
they are easier to set up at low cost, and some basic needs. The
most notable involvement of the services sector in this study
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indicates that this sector is contributing significantly to the
national economy, in line with excerpts from [36] recently
which reveal the highest percentage of this group's contribution
(55%) of GDP.

The study has succeeded in obtaining participants
representing various business ages, where businesses
conducted between 2 and 6 years are the highest (33.60%).
Firms over the 10-year period are also involved, showing
26.40%. Table I details the distribution of 125 SMEs according
to size, sector and year of establishment.

TABLE I
DEMOGRAPHIC OF 125 PARTICIPANTS

Size Frequency Percent
Micro enterprise 65 52.00
Small enterprise 42 33.60
Medium enterprise 18 14.40
Total 125 100.00
Sector Frequency Percent
Services 91 72.80
Manufacturing 29 23.20
Construction 5 4.00
Total 125 100.00
Years of business Frequency Percent
establishment

<2 years 22 17.60
2 - 6 years 42 33.60
6 - 10 years 28 22.40
> 10 years 33 26.40
Total 125 100.00

The most permanent use of channels among firms is
Facebook (55.19%). This finding is in line with the statistics
shown in the publication whether in developed or in emerging
markets like Malaysia (refer [21]). The use of Instagram has
grown in terms of its popularity in a very short time by
becoming the second most important channel for marketing
(24.03%). The outstanding percentages use in Facebook and
Instagram by participants are united with the statistics figured
by [17], having mentioned that most SMEs (85.40%) were
marketing products and services online through platforms such
as Facebook and Instagram. The frequency of Twitter,
however, is unlike in developed countries where almost every
report follows closely behind Facebook. From the participants'
responses, information showed Google Plus was somewhat in
place with 9.09% while Twitter was only 0.65% of frequency
rates. Other channels are less noticeable and details about the
frequency of use of social media can be seen through Table II.

While many of the participants are from SMEs who have
long been in the industry, apparently their marketing
approaches are merely a transformation from conventional to
the online platforms. The arrival of social media among
Malaysian small traders is relatively new and acceptable.
Furthermore, most former businesses take a delayed time
before making the decision to use social media, reflecting cost,
technical, and other rational constraints. The SME Annual
Report 2016/2017 accompanies this finding that the use of
social media for the marketing of firms' products and services
in the first quarter of 2014 was only 12.10%, indicating that
many previous entrepreneurs did not venture into the platform
at that time. Table II illustrates the above statement by declaring
that more than three-quarters of them (81.60%) have not yet
achieved the use of this application in more than six years,
which is contrary to the year of establishment of SMEs in Table
1 display over the same period.

TABLEII
STATISTICS ON SOCIAL MEDIA ADOPTION
Popular channel Most frequent used Percent
Facebook 85 55.19
Instagram 37 24.03
Twitter 1 0.65
Google Plus 14 9.09
LinkedIn 3 1.95
Reddit 1 0.65
Pinterest 2 1.30
Meetup 5 3.25
Others 6 3.90
Total 125 100.00
Adoption years Frequency Percent
<2 years 45 36.00
2 - 6 years 57 45.60
6 - 10 years 10 8.00
> 10 years 13 10.40
Total 125 100.00

B. Statistics on Measuring Customer Engagement

The findings in Table III demonstrated a large number of
Malaysian SMEs (33.60%) are leaving behind the measurement
of customer engagement activities. A total of 14.40% of them
expressed their inability to implement it and hoped it would be
realized in the future based on the importance of this practice
for the benefit of organizational performance. This figure was
not a shock; even social media is observed as a popular
computer-mediated marketing tool because several scholars
have resonated with the same issue regarding the lack of
measurement in firms [4], [37], [38]. The reasons are varying,
some based on strategic concerns in the use of social media in
national [39] and global [14] agendas reviewed in the literature,
industry reports, and in mainstream media. When this happens,
it escalates into more prominent problems, especially among
small businesses that are often associated with insufficient
facilities and technical aspects. Other reasons may originate
from a lack of knowledge of performing measurement activities
due to lack of guidance. It is also conceivable to think of
inadequate time because, as far as this study knows, in general,
SMEs rarely have a specific social media unit, so marketers or
advertisers on social media channels are usually owners and
managers who are obviously overwhelmed with the work of
making decisions.

Description of the results of the study was continued to 79
other firms representing 63.20% of the total participants. From
the point of view of measuring customer engagement, 89.90%
of SMEs place their choices on the top two scales, citing this
element as crucial to their firm. Participants disassociated from
them (36.80%) do not mean to underestimate the importance of
customer service in the cybersphere, but most have various
more basic goals to achieve, primarily for micro-enterprises or
new business age beneath two years. For the present, 62.10%
think they have been successful in assessing customers based
on the metrics that have been used so far. As there are many
indicators for evaluating marketing efforts, SMEs ordinarily
take the easy and low-cost steps by using the items available in
the media panel. In some participants, this trial produced
negative perceptions expressing uncertainty about the outcome
of the measurement effort (35.40%).
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TABLE III
SUCCESS RATE IN MEASURING CUSTOMER ENGAGEMENT

TABLE IV
TooLS AND METRICS FOR MEASURING CUSTOMER ENGAGEMENT

Implementation of measurement Frequency Percent Tools for Cus“.’mer engagement Frequency Percent
- Google Analytics 25 17.20
Yes 79 63.20
Buffer 2 33.60
No LS 33.60 Followerwonk 0 14.40
Not now, but yes for the future 31 14.40 Klout 0 63.30
Total 125 100.00 Quintly 0 3650
The importance of measurement Frequency Percent Facebook Insights 71 49:00
Very important 50 63.30 Instagram Insights 32 22.10
Important 21 26.60 Twitter Analytics 5 3.40
Aver'c.lge 5 6.30 Pinterest Analytics 1 0.70
LCSS_ important 3 3.80 LinkedIn Analytics for Businesses 2 1.40
Not important 0 0.00 Google+ Influence 5 3.40
Total 79 100.00 SumAll 0 0.00
Degree of success Frequency Percent SocialBakers 0 0.00
Very successful 10 12.70 Rival IQ 0 0.00
Successful 39 49.40 Social Report 2 1.40
Uncertain 28 35.40 Other 0 0.00
Seldom 1 1.30 Total 145 100.00
Never 1 1.30 Metrics for customer engagement Frequency Percent
Total 79 100.00 Reach 9.20
Retweet 3 0.90
Comment 53 16.20
SMEs often adopt existing facilities in the panel of social Share 54 16.50
. Tweet 4 1.20
media channels. To evaluate customer engagement, the tools Photo 5 390
that are known to be useful to their assessment efforts on Post 28 8.60
. . Like 56 17.10
Fac.ebook are Facebook In31ghts, on Instagram is Instagram Potential > 060
Insights, and so on. These Insight tools empower marketers, Listed 3 0.90
executives, or management levels to analyze data stored before ;:‘é‘r’ﬂ“’ 133 g-gg
making energetic decisions to attain specific objectives. The Tmpression 6 1.80
data usually sourced from the actions performed by audiences Pin 1 030
. . Click 5 1.50
and customers at the social media dashboards, examples the Accouni Read T 030
clicking of Like and Share. Table IV presents the number of Mention 9 2.80
e . Foll 27 830
uses of these tools based on SME channels utilizing marketing T > 105,00

operations. There are SMEs that apply more than one tool if
their marketers use multiple channels to deal with customer
interactions. This approach is considered more effective by the
participants as each of the different channels will have a
separate segmentation market, so this practice requires different
strategies driven by distinct tools.

The five most important metrics for SMEs to assess their
customer engagement according to priority (rated by
percentage) are Like, Share, Comment, Photo and Reach.
Quantitative-type metrics like these are popular for SME
participants for ease of use. Except for Photo-click buttons, the
results of the other four indicators are consistent with previous
research works (refer [40], [41]). Like, Share, Comment and
Reach are common available activities made by customers and
prospects on posts in the brand’s page administered by firms.
By engaging in Like action, they have shown an interest in the
brand and can serve as an agent of introducing the brand to their
network contacts. Social media can be a great platform for loyal
and satisfied customers to disseminate brand information and
knowledge. At this point, they help to create brand awareness
by using the Share and Comment buttons to spot communities
in the channel network. The comments discussed in this case
refer to positive words impacting a good side about the brand
and being passed on from customers to others. All five metrics,
in general, are theoretically validated as good measures of
customer engagement on social media channels.
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The last session of this paper will elaborate on the conclusion
of the discovery of this analysis decision. Besides, this section
will look through the feasibility to recommend several subjects
from the findings, aiming for future researchers, the authorized
body, as well as to the relevant industry.

V. CONCLUSION AND RECOMMENDATION

The last session of this paper will elaborate on the conclusion
of the discovery of this analysis decision. Besides, this section
will look through the feasibility to recommend several subjects
from the findings, aiming for future researchers, the authorized
body, as well as to the relevant industry. The essential
comparative items from Table I and Table II are the two
conflicting sides between the years of business establishment
and the duration of social media utilisation. Since Facebook's
dispersal occurred only after the last eight years in an
increasingly developed country, long-standing marketers in the
industry faced their approach to being transformed into web-
based and social sites to gain competitive advantage. Malaysian
marketers utilise other channels such as Instagram and Twitter
after Facebook but at a slower pace. This scenario implies how
the use is still growing among SME:s to the date.

The data analysed and presented in Table III and Table IV
reflects the new SME's routine in the digital marketing domain.
On the first side, this group wisely took the opportunity of
social media and its popularity among consumers to enhance
product marketing capabilities. On the second side, SME
management paid attention to assess their online marketing
activities, and the inclination to implement them is expected to
increase according to current technological developments,
current economic fluctuations and the significant challenges of
rivals that sprout all the time. Meanwhile, on the third side, as
SMEs in developing countries, the rapid proliferation of
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applications and social media features barriers to the mastery of
marketers of new techniques introduced drastically. SME looks
comfortable to stay with the old marketing techniques. Perhaps,
they refuse or no longer have the opportunity to integrate it
because of any change later in the future will undoubtedly
involve time and cost. Indeed, SMEs take advantage of social
media for their benefit, often with a minimum strategic plan.

This article would like to highlight two recommendations as
followings. First, as this study is among the first in the customer
engagement measurement aspect in the Malaysian context, it is
valuable to support new knowledge for scholars aimed at
researching a similar domain in the social media area. The
future scholars should apply the findings as the basis to expand
the analytical process for gauging customers in social media
brand pages, such as comparing and reporting effective
measurers in different tools. Scholars also able to use the
knowledge to suggest the formulation for new metrics with the
combination of quantitative and qualitative elements. The
qualitative aspects can be found in customers' comments, for
example, from where applicable text and emoticons are
extracted and analysed, later integrated with quantitative
metrics to shape for the final meaningful metrics.

Second, the findings can enhance the section of SME and
Entrepreneurship Development Programmes in SME Annual
Report released by SME Corporation Malaysia in the upcoming
years. Attached in this section is a subtopic on Innovation and
Technology Adoption which discusses about several
programmes implemented by the Malaysian Government to
reframe the technological competence among SMEs. SME
Corporation Malaysia as a credible agency should append some
related ideas on the basis of the findings’ information into their
future programme of the SME Annual Report. The council
members also can add those results into the Special Highlights
section in the same report.

ACKNOWLEDGMENT

The author would like to thank Human-Centered Computing
and Information Systems Lab (HCC-ISL), Centre for
Advanced Computing Technology (C-ACT), Universiti
Teknikal Malaysia Melaka (UTeM) for providing research
facilities at the time of conduction of this study.

REFERENCES

[1] G. Broekemier, N. N. Chau, and S. Seshadri, “Social media practices
among small business-to-business enterprises,” Small Business Institute®
Journal Small Business Institute®, vol. 11, no. 1, pp. 37-48, 2015.

[2] C. See-Pui Ng, “Factors affecting the business performance of firms
utilizing social media,” 17th Pacific Asia Conference on Information
Systems (PACIS), p. 237, January, 2013.

[3] W. He, H. Wu, G. Yan, V. Akula, and J. Shen, “A novel social media
competitive  analytics framework with sentiment benchmarks,”
Information and Management, vol. 52, no. 7, pp. 801-812, 2015.

[4] B. J. Keegan and J. Rowley, “Management decision evaluation and

decision making in social media marketing”, Management Decision, vol.

55, no. 1, pp. 15-31, 2017.

M. Karpinska-Krakowiak, “Conceptualising and measuring consumer

engagement in social media - implications for personal involvement,”

International Journal of Contemporary Management, vol. 13, no. 1, pp. 49—

65,2014.

F. Kujur and S. Singh, “Engaging customers through online participation

in social networking sites,” Asia Pacific Management Review, vol. 22, no.

1, pp. 16-24,2017.

[7] N. Md Jani, M. H. Zakaria, Z. Zulisman, M. S. M. Haniff, and R.

Mustapha, “Validating Antecedents of Customer Engagement in Social

Networking Sites using Fuzzy Delphi Analysis”, International Journal of

Advanced Computer Science and Applications, 2018.

Social Media Examiner 2015, “Social Media Marketing Industry Report™.

Auvailable at: http://www.socialmediaexaminer.com/report2015/

[5

[6

[8

[9] Marketing Science Institute 2016, “016-2018 Research Priorities®,
Auvailable at: http://www.msi.org/research/2016-2018-research-priorities.

[10] Sime Darby 2016, “Innovating for the Future: Sime Darby Annual Report
2016”. Available at:
http://www.simedarby.com/sites/default/files/annualreport-pdf/sime-
darby-annual-report-2016.pdf.

[11] X. Luo, J. Zhang, and W. Duan, “Social media and firm equity value,”
Information Systems Research, vol. 24, no. 1, pp. 146-163, 2013.

[12] B. Grosser, “What do metrics want? How quantification prescribes social
interaction on Facebook”, Computational Culture, vol. 4, pp. 1-38.

[13]J. Lovett, Social media metrics secrets, 1st ed., Indiana: Wiley Publishing,
Inc., 2011.

[14]R. Effing and T. A. M. Spil, “The social strategy cone: Towards a
framework for evaluating social media strategies,” International Journal of
Information Management, vol. 36, no. 1, pp. 1-8, 2016.

[15]B. Pan and Y. You, “Conceptualizing and measuring online behavior
through social media metrics,” Springer International Publishing, pp. 203-
211,2017.

[16]M. Kang, D.-H. Shin, and T. Gong, “The role of personalization,
engagement, and trust in online communities,” Information Technology &
People, vol. 29, no. 3, pp. 580-596, 2016.

[17] SME Corporation Malaysia. 2016/2017 SME Annual Report (ISSN 1823-
8734). Kuala Lumpur: National SME Development Council (NSDC).

[18] L. L. D. Hollebeek, M. M. S. Glynn, and R. J. R. Brodie, “Consumer brand
engagement in social media: conceptualization, scale development and
validation,” Journal of Interactive Marketing, vol. 8, no. 2, pp. 149-165,
2014.

[19]S. D. Vivek,, S. E. Beatty, and R. M. Morgan, “A generalized
multidimensional scale for measuring customer engagement,” Journal of
Marketing Theory and Practice, vol. 22, no. 4, pp. 401-420, 2014.

[20] V. A. Barger, “An integrated marketing communications perspective on
social media metrics,” International Journal of Integrated Marketing
Communications, pp. 64-76, 2013.

[21] Buffer 2019, State of Social
https://buffer.com/state-of-social-2019#.

[22]M. Angeles Oviedo-Garcia, M. Munoz-Exposito, M. Castellanos-
Verdugo, and M. Sancho-Mejias, “Metric proposal for customer
engagement in Facebook,” Journal of Research in Interactive Marketing,
vol. 8, no. 4, pp. 327-344, 2014.

[23]N. Md Jani, M. H. Zakaria, Z. Zulisman, and M. S. M. Haniff, “Setting
strategies in Social Networking Sites : community-based indicators for
small and medium industries in Malaysia,” Journal of Advanced
Computing Technology and Application, vol. 1, no. 1, pp. 1-7, 2019.

[24]M.R. Habibi, M. Laroche, and M.O. Richard, “The roles of brand
community and community engagement in building brand trust on social
media,” Computers in Human Behavior, vol. 37, pp. 152-161, 2014.

[25]S. Fournier and J. Avery, “The uninvited brand,” Business Horizons,
vol. 54, no. 3, pp. 193-207, 2011.

[26] V. Blazevic, W. Hammedi, I. Garnefeld, R.T. Rust, T. Keiningham, T. W.
Andreassen, N. Donthu, and W. Carl, “Beyond traditional word-of-mouth:
an expanded model of customer-driven influence”, Journal of Service
Management, vol. 24, no. 3, pp. 294-313, 2013.

[27] E. Constantinides, “Foundations of social media marketing,” Procedia-
Social and Behavioral Sciences, vol. 148, pp. 40-57, 2014.

[28] M. Davis, 2018. “My PRSA Publications Converging Business and
Communications Goals for 2019.” Available at:
http://apps.prsa.org/strategiestactics/articles/view/
12409/1164/converging_business_and_communications_goals_for 2#.X
HxuSogzbIU.

[29] K. Peters, Y. Chen, A.M. Kaplan, B. Ognibeni, and K. Pauwels, “Social
media metrics—a framework and guidelines for managing social media,”
Journal of Interactive Marketing, vol. 27, no. 4, pp. 281-298, 2013.

[30] T. Lucas and C. C. Sines, “Marketing strategies to increase sales in small
family-style restaurant businesses,” Journal of Social Media in Society,
vol. 8, no. 1, pp. 55-66, 2019.

[31]N. Md Jani, M. H. Zakaria, Z. Zulisman, and M. S. M. Haniff, “The extent
of social media practices in Malaysian SME: migrating from adoption to
measurement,” Social Sciences Postgraduate International Seminar
(SSPIS) 2017, USM, Pulau Pinang, Malaysia, pp. 36-43. ISBN
9789671544013.

[32] T. L. Tuten and M. R. Solomon, Social media marketing, 3rd ed., London:
Sage, 2018.

[33]J. R. Fraenkel, N. E. Wallen, and H. H. Hyun, How to design and evaluate
research in education, 8th ed., New York: McGraw-Hill, 2012.

[34]R. B. Radhakrishna, “Tips for developing and testing
questionnaires/instruments.”  Journal of Extension. Available at:
https://www.joe.org/joe/2007 february/tt2.php.

[35] A. S. Singh, “Common procedures for development, validity and reliability
of a questionnaire,” International Journal of Economics, Commerce and
Management United Kingdom, vol. V, no. 5, pp. 790-801, 2017.

Report  2019. Available at:

14 ISSN: 2672-7188 Vol.2 No.2 November 2020



Measuring Customer Engagement in Social Media: The Uncovered Practice of SMEs in Malaysia

[36] The Star 2018, “Services sector to be the fastest-growing sector of the
economy,” Available at: https://www.thestar.com.my/business/business-
news/2018/11/03/services-sector-to-be-the-fastestgrowing-sector-of-the-
economy.

[37] W. G. Marzouk, “Usage and effectiveness of social media marketing in
Egypt: an organization perspective,” Jordan Journal of Business
Administration, vol. 12, no. 1, pp. 209-238, 2016.

[38] M. McCann and A. Barlow, “Use and measurement of social media for
SMEs.” Journal of Small Business and Enterprise Development, 22 (2),
pp.273-287, 2015.

[39] SME Master Plan 2012-2020. Available at:
http://www.smecorp.gov.my/index.php/en/resources/2015-12-21-11-07-
06/sme-masterplan/book/11-sme-masterplan-english/3-sme-masterplan.

[40]J. Doherty, Online marketing for small businesses in easy steps: includes
social network marketing, Warwickshire, United Kingdom: In Easy Steps
Limited, 2015.

[41]]). Gutierrez-Cillan, C. Camarero-Izquierdo and R. San Jose-Cabezudo,
“How brand post content contributes to user’s Facebook brand-page
engagement. The experiential route of active participation,” BRQ Business
Research Quarterly, ACEDE, vol. 20, no. 4, pp. 258274, 2017.

ISSN: 2672-7188 Vol.2 No.2 November 2020 15






	00TOC
	01(01-08)
	02(09-16)
	03(17-22)
	04(23-26)
	05(27-32)
	06(33-40)

