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Abstract. This research provides a detailed literary investigation of current literature on social media

and social entrepreneurship. A conceptual framework that depicts the role of social media in social en-

trepreneurship is developed. Furthermore, extensive research on the different technology adoption theo-

ries and frameworkswas conducted to identify key socialmedia factors for social entrepreneurial adoption.

A social media adoption model has been proposed that depicts the adoption steps and integrates the iden-

tiied factors as the key to the adoption process. The analysis shows that intention to return home induces

remittances in terms of amount per year and proportion to income. Having further considered the deter-

minants to return home of workers, income and employment satisfaction seem not to affect their decisions

as hypothesized signiicantly. On the other hand, they are preferably satisied in legal issues, particularly

visa regulations and labor protection, and they became important negative factors of intention to return.

This research provides valuable insights into social media's role in social entrepreneurship and the social

media adoption process in social enterprises. Social entrepreneurs can use the indings of this research to

facilitate the social media adoption process in their entrepreneurial ventures and can be used by academics

for further research.

©2017 The Author. Published by TAF Publishing.

INTRODUCTION

Social Entrepreneurship

Social Entrepreneurship is a simple termwith diversemeanings (Trexler, 2008). The term

“social entrepreneurship”was irst used in the literature in social changes in the 1960s and

1970s (Banks, 1972) and it came into widespread use in the 1980s with the work of Bill

Drayton of Asoka, funding social innovators around the world (Dees, 2007). The concept

of social entrepreneurship has gained popularity especially after the publication of “The

Rise of the Social Entrepreneur” by Charles Leadbeater (cited in Mair and Ignasi 2006). It

was among the irst research works on social entrepreneurship that provides fundamen-

tal theoretical view within the ield.

Although the concept of social entrepreneurship is new, thepractice of social entrepreneur-

ship is far from new. Social entrepreneurs have always existed in our society but with dif-

ferent names, such as humanitarians, philanthropists, reformers, saints, or great leaders

(Bornstein and Susan, 2010). After 1990, the ield started to gain attention from govern-

ments and academics (Dees, 2007).

Currently, social entrepreneurship is being used in a variety of sectors. It has become
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increasingly prominent in the society due to the growing social and environmental prob-

lems. Social entrepreneurship addresses the social problems, such as poverty, inirmity,

illiteracy, environmental destruction, and makes life worth living for many people (Born-

stein and Susan, 2010; Mai and Bui, 2015).

It is distinct from other forms of entrepreneurship as it combines social causes with

business principles. It has been recognized as a new type of entrepreneurship that is pri-

marily focused on generating social wealth rather than creating economic wealth (Dees,

2007). Social entrepreneurship has become an immense tent which includes all kinds of

socially beneicial activities (Martin and Sally, 2007).

Different researchers have interpreted and deined social entrepreneurship in many

different ways. Social entrepreneurship can be deined as a non-proitable practice that

seeks alternative funding strategies, ormanagement schemes to generate social value (Austin

et al.,2006). Social entrepreneurship is referred to as the socially liable initiatives of busi-

nesses engaged in cross-sector partnerships (Sagawa and Eli, 2000). Social entrepreneur-

ship is a means to improve societal problems and catalyze social change (Alvord et al.,

2004). Most existing deinitions on social entrepreneurship are based on the following

two characteristics:

1) Social entrepreneurship combines resources in new ways to create social value.

2) Social entrepreneurship is primarily motivated to generate beneits to society.

Impact of Social Entrepreneurship in the Society

Social entrepreneurship signiicantly contributes to societies by generating social values

and resolving social and environmental issues. Themajor impacts of social entrepreneur-

ship in the society are: (Guo and Wolfgang, 2014).

i. Support during economic recession: During economic downturn, many people suffer

and struggle to remain stable on a reduced income. Social entrepreneurs play critical role

in solving such social problems by providing personal counselling, career counselling and

job training (Guo and Wolfgang, 2014).

ii. Employment Development: Creating opportunities for employment is another major

beneit of social entrepreneurship. Social enterprises create job and employment oppor-

tunity which is a signiicant economic value in itself (Guo and Wolfgang, 2014).

iii. Innovation: Innovation often plays important role in improving social welfare and

promoting development in the society. With the increase in social entrepreneurial activi-

ties, new goods and services are being developed that are handling the issues like crime,

abuse, illiteracy, mental health, and poverty in innovative ways (Guo andWolfgang, 2014).

iv. Equitypromotion: Social entrepreneurshiphelps themost vulnerablepopulation (home-

less, disabled, unemployed people, women facing gender discrimination, at-risk youth) in

the society by providing them training and employment (Jain, 2012).

Social Media

The era of social media probably started when Bruce and Susan Abelson in 1997 found

a social networking site named “Open Diary”, which brought together online diary writ-

ers into one community (Kaplan and Michael, 2010). The advancement in technology and

availability of high speed internet access contributed to the creation of different socialme-

dia applications such as Facebook, Twitter, YouTube, MySpace etc. The formal deinition

of social media requires the clariications of Web 2.0 and User Generated Content (UGC).

The term Web 2.0 was irst used in 2004 to describe the World Wide Web, in a new way

by providing a participatory and collaborative platform for users in which users are able

to modify its contents and applications. The term User Generated Content (UGC) refers to
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different types of media contents that are created by users and are shared over the social

media platforms.

Basedon these clariications ofWeb2.0 andUGC, Socialmedia canbedeinedas a group

of internet-based applications built on the technological foundation ofWeb 2.0 that allows

the creation and exchange of UGC (Kaplan and Michael, 2010). Social media use internet-

based technologies to create interactive platforms bymeans of which people create, share,

discuss, and modify contents.

Social media encompass blogs, discussion boards and chat rooms, email, websites and

forums, and social networking websites. These media are being used extensively to trans-

mit internet-based messages. Social media have become a key factor that inluences vari-

ous aspects of consumer behavior, opinions, attitudes, purchase behavior, communication,

feedback and evaluation (Izhar, 2016; Mangold and David, 2009). Enterprises use social

media tools to connect with their customers more effectively and build a strong relation-

ship with them (Sako, 2012).

As January 2015, the total number of active socialmedia accounts is 222million, which

is 29%of theworld’s total population (Kemp, 2015). Themost dominant socialmedia tool

is Facebook, claiming1.366billion active users as of January2015 followedby theChinese-

language instant messaging software, QQ with 829 million active accounts (Kemp, 2015).

As of the end of 2014, 8 out of 10 enterprises use social media to facilitate their en-

trepreneurial activities while 3 in 5 of them have gained new customers via social media

(Go-Gulf, 2013). The following table presents the statistics of adoption of different social

media tools by enterprises having social media presence.

TABLE 1 . Social Media Adoption in enterprises (Go-Gulf2013)

Social Media Adoption %

Facebook 99%

Twitter 97%

Google+ 70%

Pinterest 69%

Instagram 59%

Social Media Presence of Social Enterprises

The table below shows the summary of some social organizations and their presence in

different social media platforms.

TABLE 2 . Social Media Adoption in enterprises (Go-Gulf 2013)

S. No. Social Enterprise Social Media

Website Social Enterprise Facebook Twitter YouTube

1 Ashoka www.ashoka.org/ facebook.com/AshokaOrg twitter.com/Ashoka (@ashoka) youtube.com. com/user/Ashokavideos

2 Grameen Foundation www.grameenfoundation.org/ https://www.facebook.com/StopPovertyNow https://twitter.com/GrameenFdn (@GrameenFdn) https://www.youtube.com/user/grameen

3 TOMS www.toms.com/ https://www.facebook.com/toms https://twitter.com/toms (@TOMS) https://www.youtube.com/user/tomsshoes

4 B Corporations https://www.bcorporation.net/ https://www.facebook.com/bcorporation https://twitter.com/BCorporation (@Bcorporation) https://www.youtube.com/user/bcorporations

5 SEKEM www.sekem.com https://www.facebook.com/sekemgroup https://twitter.com/sekemgroup (@sekemgroup) https://www.youtube.com/user/sekeminitiative

6 Blue Ventures https://blueventures.org/ https://www.facebook.com/blueventures https://twitter.com/BlueVentures (@BlueVentures) https://www.youtube.com/user/blueventures

7 Send A Cow https://www.sendacow.org/ https://www.facebook.com/sendacow https://twitter.com/SendaCow (@SendaCow) https://www.youtube.com/user/sendacow
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SOCIAL MEDIA IN SOCIAL ENTREPRENEURSHIP

CONCEPTUAL FRAMEWORK

Social Entrepreneurship

Conceptual Framework The following is the research’s conceptual framework that shows

the role of social media in social entrepreneurship.

FIGURE 1 . Social enterprises and their social media presence (Azam et al., 2016)

Social entrepreneurship thrives to solve problems that exist in the society. Figure-1,

posits that adopting social media technology can assist social entrepreneurship to achieve

its social mission. The social media create various opportunities such as effective commu-

nication, crowd sourcing, crowd funding, Customer RelationshipManagement, Innovation

and marketing. Social enterprises can leverage these beneits from social media with the

implementation of effective social media adoption process.

Opportunities of Involvement in Social Media

There are various kinds of opportunities and beneits for an enterprise to take part in so-

cial media. The most common opportunities that social media create for enterprises are

listed below:

i. Communication (Mayo-Smith, 2010).

ii. Social media marketing: (Lukjanska, 2015).

iii. Social Customer Relationship Management (CRM): (Evans, 2010).

iv. Crowdsourcing: (Lukjanska, 2015).

v. Crowdfunding: (Lehner, 2013).

vi. Innovation: (Kotler et al., 2001) and (Evans, 2010).

Social Media Adoption Process for Social Entrepreneurship

Social media are widely adopted by social enterprises to facilitate the diverse activities

and processes in their entrepreneurial ventures although to date the implementation and

adoption of social media into the ventures are still dificult because of the unavailability of

a standard way of effective adoption.

Social media can be a double-edged sword as they come with both opportunities and

risks at the same time (Mortleman, 2011). Enterprises can beneit from the use of social

media tools only if they understand the platform properly and utilize it in the right ways.

Social enterprises should develop and implement a clear and comprehensible social me-

dia adoption process to ensure successful and fruitful adoption of social media strengths
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in their ventures. A successful social media adoption will enable the enterprises to lever-

age the full potential of the imbedded social media technology. A social media adoption

process requires signiicant changes in the structure, process, culture and people of the

enterprises. To date, a theory or method which drives social media technology adoption

process is not available because such adoption still depends on the nature and type of the

enterprise itself and the characteristics of the technology being adopted.

Figure-2 is the research’s proposed socialmedia adoptionprocess thatwebelieve could

be implemented in different social media enterprises. The adoption process may vary

based on the nature and structure of the enterprise and the characteristics of the social

media being adopted.

FIGURE 2 . Social media adoption process (Azam et al., 2016)

Technology Adoption Theories and Frameworks

Based on our extensive research, on different theories and frameworks to igure out the

factors that inluence socialmedia adoption in the social organizations, we posit that there

are different such factors which inluence the social media adoption process. The differ-

ent theories and frameworks discussed below are broadly used to explain the adoption of

technology at irm level. These theories reveal different factors that inluence the adoption

process of technology in organizations. This research is novel in identifying these factors.

Technology-organization-environment (TOE) framework: The TOE framework devel-

oped by Tornatzky and Fleishcher in 1990 serves as a useful framework for the analysis

of technology adoption in organization (Sharif et al., 2015). The TOE framework suggests

that the new technologies’ adoption in the organizations is determined by the inluence

and interaction of the three basic TOE factors. Technology factor incorporates both the

internal and external technologies of the organization. The Organizational context in-

cludes different factors such as irm size and scope, organizational structure, quality of

employees, etc. The Environmental context includes the industry, audience, competitors,

resources, government policies, etc.

Diffusionof innovation theory: Diffusionof InnovationTheorywaspropoundedbyRoger

in 1995. DOI Theory suggests that adoption of social media technology at irm level is

inluenced by the organizational culture, practices, individual needs, innovativeness and

norms of the technology (Rogers, 2003). It has ive signiicant characteristics. They are

relative advantage, compatibility, complexity, and trial ability and observability.

Institutional theory: The institutional theory was irst introduced byWeber in 1946 and

Teo et al. used the institutional theory to investigate the adoption of information technol-

ogy at the irm level (Tan, 2012). It suggests that adoption of technology is motivated by

the social and cultural factors and the external pressures from competitors, trading part-

ners, customers, and government rather than internally driven decision.

Hypotheses and Model

Figure-3 shows the research’s identiied factors and how they interact. We posit that these

factors are integral to the adoption process of social media technology in the social enter-
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prises.

FIGURE 3 . Factors affecting social media technology adoption (Azam et al., 2016)

Technology Factors

Technology Factors describe the technology characteristics that can inluence the adop-

tion process. Based on different theories and frameworks, the technology characteristics

for social media adoption are technology relative advantages, and technology compatibil-

ity.

Relative advantage: Technology beneits refer to the enhanced service quality from the

use of adopted technology. Different socialmedia tools provide different types of function-

ality. The selection of a particular social media tool depends on the comparative beneits

that it provides over other available tools. The higher the level of relative beneits, the

higher the likelihood of adopting the social media tool. Thus, the following hypothesis can

be derived:

H1: Social enterprises are more likely to adopt and use social media tools with compara-

tively higher beneits.

Technology compatibility: The technology compatibility refers to normative compatibil-

ity and operational compatibility (Karahanna et al.,2006). Normative compatibility refers

to the compatibility issues with what the users think about the new technology while the

operational compatibility refers to the compatibility of the new technology with the exist-

ing technology structure of the organization. The organization ismore likely to adopt such

social media tools which are compatible with the people and the processes of the organi-

zation. Thus, the following hypothesis can be derived:

H2: Social enterprises aremore likely to adopt and use socialmedia toolswith better com-

patibility.

Organisational Factors

The organizational factors refer to the organizational characteristics that can inluence

the adoption of social media technology in the organization. The adoption of social media

technology could bring substantial changes in the structure and functions of the social or-

ganizations. Based on above discussed theories and frameworks, the adoption process of

social media is inluenced by different organizational factors. They are the management

support and organizational culture.

Management drive: A supportive topmanagement will facilitate the adoption process by

supporting to overcome the adoption dificulties. The management support will encour-

age employees to adopt the new technology. The management support creates a positive
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environment in the organization and the level of commitment andparticipation among the

employees in the organization will increase (Bruque and José, 2007). Thus, the following

hypothesis can be derived:

H3: Management Drive has a positive impact on the adoption and use of socialmedia tech-

nology in the social enterprises.

Organizational culture: The cultural factors of the organization such as the work struc-

ture, communication structure, policy and standards, control and coordination inluence

the decisions of utilization of the technology in the organization (Melitski et al., 2010).

Different Research works have explored the relationship between organizational culture

and individual adoption of technology in the workplace and have suggested that the cul-

ture in the organization shapes the process of adoption of social media technology in the

organization (Melitski et al., 2010). Thus, based on Melitski et al. (2010) statement, the

following hypothesis can be derived:

H4: Organizational Culture inluences the adoption and use of social media technology in

the social enterprises.

Environmental Factors

Environmental factors reveal the environmental characteristics that can inluence the adop-

tion of social media technology in the organization. The environmental factors include

donors, end users, government support, cultural values and norms.

Donor dependence: Social enterprises always seek the help from the public in the form

of crowd sourcing or crowd funding. Social media due their ease of accessibility from any

part of the world provide a solid platform to communicate and coordinate with the public.

This is vital for the existence and sustainable growth of the social enterprises since the

high proportion of the social enterprise revenues is derived from the public contributions

(Nah and Gregory, 2013). Thus, the following hypothesis can be derived:

H5: The social media adoption in the social enterprise is inluenced by the donor prefer-

ences.

Government policy: Government policies may present both positive and negative oppor-

tunities for the social enterprises thatmay either encourage them to adopt social media or

inhibit them from adopting the technology (Sharif et al., 2015). Social organizations seek

support from the government for their existence and sustainable growth. The policies and

regulations imposed by the government hugely inluence the operational activities of the

social enterprises. Based on Sharif et al. (2015) statement, the following hypothesis can

be derived:

H6: The social media adoption in the social enterprise is inluenced by the government

policy.

Cultural values and norms: The decision of people to adopt technology is also deter-

mined by their perception of other’s behavior towards the technology in the society. Peo-

ple tend to adopt technologies that are accepted by most of the people in their society.

Word of mouth from friends, families, superiors and IT experts play a major role in the

adoption of social media technology (Di Pietro et al., 2012). Thus, the following hypothe-

sis can be derived: H7: The social media adoption in the social organizations is inluenced

by the cultural values and norms in the community.

Conceptual Framework of Social Media Adoption

Based on the understandings of the factors that affect socialmedia adoption process in the

social enterprises, we have developed a conceptual framework which depicts the overall

social media adoption process in the social enterprises. The proposed model is an at-
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tempt to fulil the needs of an effective social media adoption process for the social en-

trepreneurs. The social media adoption process can differ based on the nature and char-

acteristics of the socialmedia and the social enterprise itself. This processmodel can assist

as a basic framework for social media adoption process for social enterprises.

FIGURE 4 . Figure 4: Conceptual model of social media adoption process in social enterprises (Azam et al., 2016)

The abovemodel posits that the social media adoption process in social enterprises in-

volves four distinct phases and the adoption process is inluenced by different factors. The

different stages of adoption process are experimental phase, partial integration, complete

integration and monitor and evaluate. Different activities related to adoption process are

performed in each stage. In the experimental stage, social enterprises experiment with

different social media tools and technologies to understand their behavior and character-

istics. In the partial integration stage, social enterprises start to use socialmedia in certain

functions to support their activities.

In complete integration, social media is well-integrated in every department of the or-

ganization. And in themonitor andevaluate stage, the social enterprisesmonitor the social

media regularly and evaluate their performance. The social media adoption process is in-

luenced by different factors. Different theories and frameworks have been extensively in-

vestigated to determine the key factors that inluence the adoption process. The different

inluential factors that are identiied are relative advantage, technology complexity, man-

agement drive, organizational culture, government policy, donor dependence and cultural

values and norms. Analyzing the key factors during the adoption process is very important

as ignoring these factors can make the adoption process ineffectual. The proposed frame-

work will be a great value for the entrepreneurs, generally social entrepreneurs. They

can use this model as a useful framework for social media adoption process in their en-

trepreneurial ventures.

CONCLUSION

This research work provides valuable insights on the role of social media in social en-

trepreneurship and the social media adoption process in social enterprises. Bothsocial

enterprises and business enterprises seek the assistance of social media to achieve their

mission. Almost all organizations have already adopted or in the process of adoption of so-

cial media technology. The purpose of this paper is to investigate the role of social media
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in social entrepreneurship and formulate amodel that can be used by social enterprises as

a useful framework in their social media adoption process. A detailed research was per-

formed on existing literature and a conceptual framework that depicts the role of social

media in social entrepreneurship was developed. Factors which inluence the adoption

process were clearly identiied in the research.

Westronglybelieve that the indingsof this research canbeusedby social entrepreneurs

to facilitate the social media adoption process in their entrepreneurial ventures and may

also be the ground for further investigation by academics for further research.

LIMITATIONS AND RECOMMENDATIONS

The limitation of the proposed model is that it is designed for social enterprises and may

not be so effective for other enterprises. However, other enterprises can use it as a helpful

reference in their adoption strategy. The research focused on explanatory study on both

domains, future researchers could perform quantitative study to igure out the statistical

analysis of the role of social media in social entrepreneurship. Future researches can also

explore other attributes of social media and social entrepreneurship.
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