
 

 

EXPLORING THE FACTORS INFLUENCING THE 

ENTREPRENEURS PERCEPTION TOWARDS ADOPTION OF 

SOCIAL MEDIA FOR CONDUCTING BUSINESS ACTIVITIES: A 

STUDY ON HARRIS TWEED INDEPENDENT WEAVERS AND 

THEIR SMALL BUSINESSES IN OUTER HEBRIDES 

 

 

 

TOHA M ABBASI 

 

 

 

 

 

A thesis submitted in partial fulfilment of the requirements for the degree 

of Doctor of Philosophy  

 

QUEEN MARGARET UNIVERSITY 

2020 



ii 
 

 

Dedicated to my parents and my husband for always supporting me. 

Alhamdulillah  



iii 
 

Abstract 

 

Small size businesses are at the advantage of growing by adopting social media. Small 

business entrepreneurs have variety of personal components that need to be understood. One 

of such components is to explore what influences the entrepreneurs to adopt digital 

technologies such as social media for business activities. Harris Tweed independent 

entrepreneurs based in the rural island setting of Isle of Lewis and Isle of Harris (Outer 

Hebrides) have been selected for the study to comprehend their perception towards social 

media adoption. Studies in the past have valued the importance of social media adoption 

among the larger organisations and assessed consumer constraints. This study focused on 

the entrepreneurs perception. The study therefore explores the factors influencing the 

independent Harris Tweed entrepreneurs adopting social media for conducting its business 

activities and operations. 

Literature review provides a through comprehension of the existing understanding of social 

media and its adoption. Much of the attention is diverted to the marketing aspects of social 

media. Whereas this study involves all the elements of the business performance on social 

media. Since the beginning of the study, social media transformation for business indulged all 

business operation possibilities such as payments, direct shopping, and customer feedback. 

Social media is not a place for only communication and its contribution for business growth is 

tremendous. The study aimed at exploring the factors influencing the Harris Tweed 

entrepreneurs perception to adopt social media for business, investigate the social media 

platforms used, evaluate the benefits gained using those platforms and understand the 

relationship between the influencing factors.  

Initially, a preliminary qualitative study was conducted among the Harris Tweed entrepreneurs 

group in order to understand their perspectives. It was observed that the entrepreneurs used 

computers and smart phones for their social media business activities. Originally it was 

assumed that the entrepreneurs would be a part of family business, but it was established that 

the entrepreneurs were a dedicated part of first wave individual entrepreneurs. It was also 

noticed that majority of entrepreneurs had migrated to Outer Hebrides in search of opportunity 

and relaxed lifestyle. In addition, all entrepreneurs believed that without social media there 

was no business.  

Furthermore, it is established through adaptive theory methodology and constant comparison 

data analysis that motivation and expectation factors are the key factors (main themes) 

influencing the entrepreneurs to adopt social media for conducting business activities. The 

interrelation of the motivation factors of the entrepreneurs and set of expectation factors 

provides a clear understanding of the entrepreneurs perception. The final model developed is 

inspired by the Technology Acceptance Model by David Davis (1986). It was also found with 

participant follow up that the Harris Tweed entrepreneurs desire to keep on using social media 

for business due to its efficient characteristics and cost-effective features, aiding the 

entrepreneurs to expand into international markets.   
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Definition of Key Concept 

General understanding for Perception: 

The Collins Essential Dictionary defines ‘perception’ as: 

• “Insight ot intuition 

• Way of viewing” 

Oxford English Leaner’s Dictionary describes perception as, “an idea, a belief or an 

image you have as a result of how you see or understand something”. 

Cambridge Dictionary describes ‘perception’ as, “a belief or opinion, often held by 

many people and based on how things seem”. 

  

https://dictionary.cambridge.org/dictionary/english/belief
https://dictionary.cambridge.org/dictionary/english/opinion
https://dictionary.cambridge.org/dictionary/english/held
https://dictionary.cambridge.org/dictionary/english/people
https://dictionary.cambridge.org/dictionary/english/based
https://dictionary.cambridge.org/dictionary/english/seem
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This chapter begins with introducing the Ph.D. thesis by focusing on rural SME 

entrepreneurs and their relationship with social media, used it as a business 

platform among the Harris Tweed entrepreneur community bases in Outer 

Hebrides. Entrepreneurs are responsible to make beneficial decisions for their 

business, select latest equipment and machinery and adopt digital and technology 

platforms as required. This study focuses on covering the concept of modern 

entrepreneurship in rural settings.  

In recent years, the world has witnessed several developments and changes. 

Whether it is infrastructure, manufacturing, textile, food & drinks, or technology; we 

have been a part of many modifications the world has gone through in making it a 

better place to live. Small businesses have a long history since the First World War 

era. Going back 500 years to the Roman period, middle age period and medieval 

period, small and medium businesses were conducted at almost every level and 

those who were not trading individually were working as clerks, government 

workers or working on lands for lords or kings Hunt & Murray, 1999). Small 

businesses were one of the only means for people to survive if they did not prefer 

to work for others. “…Guilds arose out of the need for tradesmen to band together 

to meet the pressure of increasing local and import competition. The guilds were 

associations of masters, and although they tended toward monopoly, they sought 

to regulate competition rather than to abolish it” (Hunt & Murray, 1999). During the 

medieval period, many small businesses undertook their profession from 

unorganized craftsmen to a corporation of organized professionals, dedicating 

individual towns for specific craft and skills. Great Britain experienced the Industrial 

Revolution between 1760-1770 period (although it accounted further in the past), 

with an increase in manufacturing and distributing coal, textile, iron etc. with the 
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use of modern machines and factories (Spear, 2016). Later this period, saw the 

boom in the textile industry specifically to wool as the nation accounted for a larger 

sheep population in 1750 before the great population blast. Scotland was 

considered as one of the most demanded places to study and work in producing 

wool and woolen products as it had five major universities compared to Oxford and 

Cambridge. United Kingdom in Europe was considered as the leading 

manufacturer of wool products during the period and the legacy continued to be 

one of the best until today (Spear, 2016).  

Scotland has a division of various towns, cities, accessible rural areas and remote 

rural areas. These dissections among the land have its own exquisiteness, which 

attracts many individuals and businesses. Rural areas in Scotland make up to 98% 

of the entire landmass. Rural areas are home to one-fifth of the Scottish population 

and have 51,000 small and medium sized businesses (SMEs – less than 250 

employees) (Atterton, 2016). As stated in the report by Jane Atterton (2016), there 

is very limited evidence on the rural sector business – manufacturing, construction, 

and creative industries. To acquire evidence to bridge the gap between the 

information available, it is vital to research on SMEs based in the rural settings.  

“…. evidence gaps remain, including in relation to: the productivity of rural 

businesses; the numbers of unregistered businesses; the routes that individuals 

take into setting up a business and their growth plans, motivations and 

aspirations; disaggregated spatial and sectoral patterns; business size and 

ownership structure and how these impact on relationships with other local 

actors; and innovation … Filling these evidence gaps will ensure that better data 

is available to inform the shape and focus of future policies and programmes and 
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to fully measure the contributions of rural businesses to Scotland’s sustainable 

economic growth.” (ibid) 

 

Despite the increase in the demand of clothing textile labels and luxury fashion 

brands, lays the success heritage history of folklore cloth ‘Harris Tweed’, part of 

the Outer Hebrides culture and tradition since the nineteenth century. This study 

aims to accurately record the thesis via the voice of the individual entrepreneurs 

behind the small textile industry of hand-woven Harris Tweed and how is the 

business transformed with the adoption of technology and digital platforms. The 

cloth unfolds the culture, values, tradition, and heritage story through skilled 

generation of individual weavers, mill workers and authority, who can describe the 

cloth in a custom which unites the people and community (Harley, 2015).  

Small and medium sized businesses are considered as the backbone of any 

country’s economy (Robu, 2013; Fong, 2011). They play an important role in both 

developed and developing country’s economy by generating employment. In the 

UK, small and medium-sized businesses are regarded as a crucial component of 

the country’s economy. As stated by the current Prime Minister of the United 

Kingdom, May Teresa confirmed that small and medium-sized businesses are the 

‘backbone’ of the country and could help the nation to reap the ‘benefit’ from 

leaving (Brexit) from the European Nations (May, 2016) – [May Teresa was the 

PM of the UK while writing this chapter]. In the new era of technological change 

This study employs the entrepreneurs (only individuals) involved in weaving 
Harris Tweed cloth on the Island of Outer Hebrides, spread in different reach of 
the Island. Outer Hebrides is an Island, the community of entrepreneurs 
selected for this study are purely presenting SMEs. The complexity in 
understanding the rural, remote rural and island communities is explained in the 
following chapter, but throughout the thesis and going forward with the term 
rural SMEs is used to standardise its significance.  
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and development, these small and medium-sized business find themselves in a 

very competitive environment. Therefore, these small and medium-sized 

businesses must adopt activities which supports them to progress. Firms adopting 

technology-based business platforms have proved beneficial for small and 

medium sized businesses (Dutot & Bergeron, 2016; Fong, 2011). The Report on 

small firms by Lord Young (2015), is the only document after Bolton’s Report 

(1971), which was requested by the UK Prime Minister to generate insight on the 

small business facts. It confirms, 

“ .. there are 5.2 million small firms in the UK and they account for 48% of 

employment and 33% of private sector turnover”. 

The figures have changed since the last report by Bolton (1971) was generated 

(76,000 small firms in  2010), which assumed the decline or exit of small firms due 

to no support provided to the small firms. Further the report by Lord Young (2015) 

also states, 

“ many factors have affected the environemnt for small firms including tax and 

regulation, but the biggest difference has been the accessibility and mass 

adoption of new technology. Technology has lowered the barriers to entry for 

people from all backgrounds and ages to make business ideas happen, and to 

use mobile and digital devices to find customers, make sales and fund new 

ventures”. 

This clearly indicates the adoption of technology in small firm sector is crucial, but 

it does also indicates that the entrepreneruship attitude among the people is 

growing, which was never seen as fast as it is now.  
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As per statistics in March 2016, 350,410 private businesses were operating in 

Scotland, of which 98.2% (344,103) businesses were small (0 to 49 employees); 

1.1% (3,920) were medium (50 to 249 employees) and 0.7% (2,365) were large 

scale businesses (250 or more employees) (Topics: Key Facts, 2016) . The total 

population in Outer Hebrides in last census 2011 accounted to 20,827 (Island 

Population, 2011). 

In the modern age, the upsurge of internet technology is being progressively 

noticed by the UK government and of which they notice the augmentation of 

economy and competitiveness. The UK government has been encouraging the 

use of broadband for everyone, and especially for small sized rural businesses to 

adopt technological activities, to foster cross border communication and global 

competitiveness (Galloway, 2016). The Scottish government has realized the need 

for 4G signals and broadband in rural areas, to support the outmigration of working 

people and rural businesses. The Scottish Government is responsible for 

broadband facilities in Scotland and the UK government undertakes providing 

mobile 4G responsibilities (Digital connectivity, 2017). It states, 

“… Lack of good broadband means businesses will not move into the area, and 

the slow speed reduce the potential output in one day which is magnified over 

the course of a year. Need more businesses to produce employment, to have 

more people to use the local facilities to make the high street thrive…” 

But there has been very limited support available to develop technology skills in 

rural areas of Scotland. There has been no indication or research as to what 

influences the rural entrepreneurs to adopt technology platforms such as social 

media for business operations/activities. 
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Broadband facility has been made available to the rural areas and small 

businesses, providing an opportunity to connect with local community, friends, 

family, local businesses as well as international businesses. Rural businesses 

benefit with the broadband implementation, by growing locally to nationally and 

thus attracting other businesses from the developed countries due to its 

technological accessibility (Defra, 2003 in Galloway 2016). Whereas Galloway 

(2016), found that technological development such as broadband facility 

implementation cannot entirely be the motive for rural businesses to grow, 

whereas non-technical reasons such as poor infrastructure, transportation and low 

skill availability would act as limitations to small rural businesses to develop or 

attract international businesses. 

Businesses have changed the way they used to operate a decade earlier. In 

today’s world, businesses have access to information and service which seemed 

challenging to retrieve or many times unmanageable. The trading process has 

always involved time management, quality work and effectiveness, which requires 

operative communication in a timely manner. Over the last few decades, 

information, and communication development (ICT) have enhanced the potential 

of economic development and globalization, not only for established businesses 

but also for small businesses despite their geographical nature. Scottish 

government Digital Scotland Superfast Broadband program initiated to provide 

fiber broadband facility to 95% of Scotland households by the end of 2017 (Digital 

connectivity, 2017).  

Researcher’s recent visit to the Isle of Lewis and Harris in March 2017, witnessed 

the ongoing process of the government’s initiative to provide broadband facility to 

businesses and households. 
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The study aims to develop a conceptual model, which will enhance the 

understanding of entrepreneurs perception towards SM adoption in rural areas, 

although it cannot be generalized due to the study sample selected, the researcher 

believes that it will provide great contribution in rural entrepreneurship and social 

media literature.  

The subject in this research will enable others to establish a balanced picture of 

the current state of global social media adoption in rural SMEs from entrepreneurs 

perspective. It also offers a useful means to analyse the kinds of research that 

needs to be pursued to make additional research progress in the related area of 

social media. 

The work presented in this thesis is inspired by and built upon previous research 

on factors influencing social media usage (Moghavvemi et. al, 2015), perception 

towards acceptance or adoption technology (Davis D. , 1989) and studies on SME 

business activities, social media platforms, rural business and technology adoption 

among rural business (Galloway, et. al, 2011; Sakas, Dimitrios & Kavoura, 2015 

and Wamba, 2014).  

The research commenced in September 2015 and since then there have been 

many amendments to the foundation of the research topic. From the researcher’s 

point of view, it is believed that exploring social media business studies is an 

essential research interest that requires further investigation that can generate 

knowledge on the under researched area of social media for rural businesses. 

There have been limited research on impact of social media on SMEs performance 

conducted in certain developed and developing countries such as the US, Africa 

and Malaysia. Studies on broadband and ICT have provided some literature 
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surrounding rural Scotland, but the ICT used platforms such as social media use 

is still an under researched area.   This study aims at bridging the academic gap 

to understand the individual entrepreneur’s perception factors for adopting new 

technological platforms – social media for business operations.  

Individual perception is defined as, “Perception is a mode of apprehending reality 

and experience through the senses, thus enabling discernment of figure, form, 

language, behaviour, and action” (Given, 2008). Perception is also referred as “set 

of processes we use to make sense of the different stimuli we’re presented with. 

our perceptions are based on how we interpret different sensations” (Lumen 

Learning, 2021). Perception is a process of “sequence of steps that begins with 

stimuli in the environment and ends with our interpretation of those stimuli. This 

process is typically unconscious and happens hundreds of thousands of times a 

day. An unconscious process is simply one that happens without awareness or 

intention” (Lumen Learning, 2021). The process starts with selection, organization 

and interpretation. Selection is the first stage in the perception process. It refers to 

“which we attend to some stimuli in our environment and not others”; organization 

refers to “which we mentally arrange stimuli into meaningful and comprehensible 

patterns”; and interpretation refers to “through which we represent and understand 

stimuli” (Lumen Learning).  
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Although, researching on big chip brand such as McDonalds or Burberry are 

stimulating, gaining insight into SMEs is also vital. In today’s world, social media 

has become such an essential part in everyone’s life to communicate or share 

information with family or friends. Not only that, it is also considered free and easily 

accessible for businesses to connect with their customers, thus proving it to be 

cost effective (Fischer and Reuber, 2011). 

The research will be conducted among the independent Harris Tweed weaver 

entrepreneurs and Harris Tweed artist (individual who work along with HT 

weavers) (if suitable) in Outer Hebrides, Scotland. The Harris Tweed industry and 

its weavers play a very crucial role in the economic development of the Outer 

Hebrides. Even though there has been no previous social science research within 

the similar industry, few textile schools and newspaper articles have initiated their 

interest in the manufacturing process of the Harris Tweed fabric (Creative Futures, 

2015). This research is an opportunity to understand and explore rural businesses 

and entrepreneurs perception towards the adoption of technological platforms of 

social media, and how it provides benefits their businesses. 

We have heard about white revolutions, green revolution and now we are in the 

age of digital revolution. According to Kaufman (2012), digital revolution can be 

considered as the Third Industrial Revolution.  

Social media websites, platforms or networks are combined term used to express 

the concept of social media. Social media is born in the digital evolution periods 

and therefore, it can be wisely articulate as the most successful innovativeness of 

technology. 



11 
 

 “In today’s technology driven world, social networking sites have become an 

avenue where retailers can extend their marketing campaigns to a wider range of 

consumers” (Paquette, 2013). 

Social media networks such as Facebook and others have provided a way of 

connection for family and friends, which have improved the efficiency of internet 

advertising (He, Wang, Chen, & Zha, 2015). There have been studies in the past 

which confirms that internet not only maintains relationships between friends and 

family but also create business relationships online (Lewis, Kaufman, Gonzalez, 

Wimmer, & Christakis, 2008). 

Online social media network companies maximise profit through effective 

advertising on their websites. Many companies adopt different social media 

networking platforms in order to reach their customers. Businesses habitually 

adopt diverse ways of advertising on social networking sites.  

However, in spite of the literature available regarding small and medium 

enterprises and their relationship with social networking sites, there is a gap in 

research on the individual entrepreneur factors that influences the adoption of 

social media platforms. There are great potentials for future research in this area 

as social media is an ever developing and crucial tool for businesses in this 

competitive world. 

This chapter further gives an overview on research problem, research objectives 

and the methodology for this thesis.  
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1.1. Study Overview 

The thesis presents the final results and findings of the study on SMEs, exploring 

the individual entrepreneur experience in adopting social media for business 

activities – Harris Tweed independent weavers and Harris Tweed artist in Outer 

Hebrides. 

Selecting an appropriate methodology to study and explore the rural small and 

medium enterprises, and its relation to social media adoption requires careful 

deliberation and consideration. A clear framework is required allowing the 

researcher to follow a sequence of measures of research data collection, select, 

analyse and code to accumulate the findings and present the outcome as per 

researcher’s satisfaction of understanding. Subsequently, the study considers 

designing research paradigm which requires looking at different ontology, 

epistemology, and methodology to investigate the related subject area such 

business, technology and entrepreneurs perception. The discussion on research 

paradigms, ontology and epistemology would give a clear knowledge and 

assumption on the methodology used for this study. Without a clear and precise 

methodology, any study or exploration can be declared as guesswork or 

complicated piece of work (Holborn & Haralambos, 2013). As per existing literature 

on sociology in entrepreneurship and innovation, it is understood that every 

sociological methodology is based on the detailed methods selected for research 

data collection and clear philosophies, upon which the data accumulation is based. 

Bryman (2016) and Holborn & Haralambos (2013) considers such issues as 

epistemology.  

The study attempts to understand the qualitative factors that influence the rural 

entrepreneurs with regards to technology platforms and business advancement. It 
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is understood that there may be external factors which influences business 

development and social media adoption, but the study will focus on individual 

factors which infers that, although similar themes may exist, and specific important 

issues may fluctuate, the combination of these factors will be unique given to that 

of individual entrepreneurs. The philosophies related to this research process 

could be possibly characterised within the discipline of sociology, 

entrepreneurship, and technology platforms, which in turn influences the social 

experiences as the research questions focuses on clarifying the relationship 

between the individual factors that influences the SMEs to adopt social media for 

business activities in rural setting. The researcher understands that it is important 

that the rationale for this study choice is justified so as to meet the basis of the 

research objectives and research questions. The main purpose of this section is 

to view the research paradigm, understand sociology research, ontology, 

epistemology and clear methodology design to undertake data collection in the 

most logical and practical way considering the time and research budget limits.  

This research focuses on rural Harris Tweed business industry and adoption of 

social media platforms as it is believed by the literature that there have been very 

little or no research in this subject area. As this is considered to be an under 

researched study area; exploring, understanding, and classifying the key emerging 

themes of rural SMEs and social media adoption perceptions will enhance ongoing 

knowledge. Thus, as this study focuses on rural areas of Scotland, UK – it aims to 

provide essential understanding and knowledge on specific phenomenon in 

different settings (Creswell, 1998; Holborn & Haralambos, 2013).  

This study will review new studies to understand the concept of SMEs, social 

media, and individual perception towards adopting technology platform of social 
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media. The researcher believes that understanding the perceptions of 

entrepreneurs is essential to the process of this research. This will allow the study 

to develop a basic conceptual framework and conduct field research on 

determinants to be considered. The study does not include focus groups as 

gathering entrepreneurs, managers, and employees at a single time, as it would 

not be possible due to the nature of the business. This study will be incorporating 

in-depth face to face interviews in order to understand individual qualitative 

perception towards their business and derive deep knowledge on social media 

adoption. The study will also compare existing theories or theory determinants and 

new data. This will allow the researcher to accurately code the interviews with 

reassurance. The relationship between the quality research findings will lead to 

the development of a conceptual framework. The methodology selected for this 

study is decided after considering various characteristics of this study. As this 

study only focuses on special community of entrepreneurs based in rural setting 

and their perception towards adoption of social media for their businesses; 

considering the scarcity of social media theory literature available, an exploratory 

study will be conducted. 

Practically this study is not easily generalizable across a wider community or urban 

business population, it is believed that the developed conceptual framework would 

benefit rural businesses in similar geographical situation beyond borders. It may 

also assist to those interested academically to understand the rural market and the 

use of recent technology innovation in small skilled industry. 

The objectives of the study have been grouped into two phases, to justify the 

intention of understanding the background of the study during data collection and 

then generating a conceptual framework. The first phase includes reviewing the 
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background literature of the research, verifying general concepts of this study 

project and selecting a suitable methodology. The second phase consist of 

considering additional literature, data collection and presenting the findings by 

developing a conceptual framework.  Various possibilities were considered before 

arriving at the decision to undertake the study in rural business, such as recent 

study on rural business, internet and ICT studies in the rural setting and 

implementation of social media in SMEs. The reason considering Scottish rural 

SMEs was elicited by the researcher’s personal interest in small business, textile 

business, recent studies on internet in Scottish rural business by Laura Galloway 

(2010, 2011, 2016) and the researcher’s personal work experience in social media 

industry. The study is not limited by the fact that few studies have been done in 

other geographical boundaries, in fact it was considered as an opportunity for the 

researcher to contribute towards the increasing research area of rural businesses, 

technology innovation platforms such as social media and individual perception 

towards social media in rural setting. None of the study reviewed involved 

exploring entrepreneurs perception in adopting social media for business 

activities/operation.  

1.1.1. Statement of Research Problem 

Social media adoption and its acceptance has been a central concern for business 

and academic research interest in recent times (Crammond, Obi Omeihe, & 

Ledger, 2018; Abuhashesh, 2014; Abed, Dwivedi & Williams, 2015). The adoption 

and acceptance of social media as a business tool in SMEs is an ongoing area of 

research (Crammond, Obi Omeihe, & Ledger, 2018; Abuhashesh, 2014; Abed, 

Dwivedi & Williams, 2015; Dahnil, Marzuki, Langgat, & Fabeil, 2014). With the 

introduction of the Web 2.0 and its tools, such as social media platforms, has 
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widened the connectivity capacity for individuals and businesses. Considering that 

social media platform’s has the power to leverage businesses, it cannot be 

ignored. Recent research by Wamba & Carter (2014), indicated that small and 

medium sized organisations have unique characteristics such as firm size, industry 

sector, manager’s age and firm innovativeness - were highly influential factors 

while adopting social media for business in four different countries. Web 2.0 

development has been accredited with the capability to increase sales, improve 

customer relations, increase social-contacts, and improve the recruitment process 

(Jusola, 2010 in Wamba & Carter, 2014). Past studies have focused on 

understanding and demonstrating the importance of social media in business.  

As per researcher it is believed that social media as a technology mechanism for 

businesses need to be academically researched to understand the individual 

perception towards accepting or adopting technology platform such as social 

media. 

1.1.2. Research Objectives and Questions 

Primary aim – Develop a conceptual model to explore the adoption of social media 

platforms for business activities among the independent Harris Tweed businesses 

in rural setting of Outer Hebrides. 

1.1.3. Research Questions 

• What personal/individual factors influences the Harris Tweed weavers to 

adopt social media for their businesses? 
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• What social media platform/s are being adopted by Harris Tweed 

weavers/artists for their small business and how does online platforms 

benefit the entrepreneurs? 

• Do these collective entrepreneurs personal/individual factor/s appropriately 

interrelate to form a social media adoption model? 

The overall aim is to explore and understand the entrepreneurs perception on what 

they believe to influence their decision to adopt social media. The research 

process involves checking the social media platforms mostly used by the 

entrepreneurs and the benefits of using those platforms.  

The conceptual model that will be developed by the end of the study, plans to 

explain the valued personal factors important to the entrepreneurs. The 

interrelation between those factors will generate insight into entrepreneurs 

perception on adoption of social media platforms.  

1.1.3. Research Paradigm 

A research paradigm is crucial, and it consists of the following components – 

ontology, epistemology, methodology and methods. Every researcher has their 

own belief of what constitute knowledge and what is truth. This way, the researcher 

can decide how to investigate the research topic. Social scientists believe that 

paradigm is a way or the researchers thinking, assumptions and belief about the 

society or themselves, and how we view the world around us (Schwandt, 2001). 

Thomas Kuhn (1962) in his monograph (The Structure of Scientific Revolutions) 

has expressed the term ‘paradigm’ as:  
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1. “a precise way of thinking and understanding, shared collectively by a 

group or community of (social) scientists to solve problems in working 

specific fields and 

2. to present the “commitments, beliefs, values, methods, outlooks and so 

forth shared across a discipline” (Schwandt, 2001). 

 

 

Paradigm is considered to be a cluster of beliefs and commands or set of guidance 

that guides the research about what should be researched or studied (according 

to the researcher’s topic of interest), how can the research be conducted and 

design a research process; and finally, how can the final results be interpreted 

(Bryman, 1988). Understanding ontological and epistemological assumptions in 

business research has been formed by Burrell and Morgan (1979) in (Bryman & 

Emma, 2007) upon the four paradigms – ontology, epistemology, methodology 

and methods. The paradigm contains assumptions which can be presented in the 

following manner:  

“Objectivist: there is an external viewpoint from which it is possible to view the 

organisation, which is comprised of consistently real process and structures; or, 

Subjectivist: an organization is a socially constructed product, a label used by 

individuals to make sense of their social experience, so it can be understood only 

from the view-point of individuals who are directly involved in its activities.” 

(Bryman & Emma, 2007). 

The term paradigm can be described as shared or collective world - view that 

represents the commitment, values and belief in a particular manner that 

guides how problems are to be solved (Schwandt, 2001). 
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In this section each of the component considered will be explored and its 

relationship with each other will be explained. Crotty (1998) explains – Ontology is 

a study of being. Ontological assumptions or norms means what reality is, in other 

words what constitutes reality (Scotland, 2012). Ontological consideration means 

that researcher should have the perception of how real the things are and how 

they really work. 

According to Guba & Lincoln (1994), epistemelogy assumption ask questions such 

as, what is the relationship between the would be knower (researcher) and what 

can be known (subject being researched). Epistemological assumptions or norms 

means understanding how knowledge can be created, gathered, organised, 

aquired, interpreted and communicated, it means what is meant to be known.  

According to Crotty (1998), the terms used in a research literature is perplexing 

with paradigms – epistemology, methodology, theoretic perspective and methods 

“thrown together in grab-bag style as if they were all comparable terms”. It is 

suggested that these terms used are different from one another and have their 

own distinct approach or grade levels in decision making in every research design 

and process. Summarising, a researcher or explorer who is investigating or testing 

a theory initially adopts particular epistemology towards the nature of the 

knowledge he believes in (objectivism or subjectivism). The understanding gained 

after adopting a particular stance will guide the entire research process and 

underlying theoretical perspective such as positivist or constructivist. This further 

dictates the methodology to be considered for the study such as grounded theory 

or adaptive theory (Crotty, 1998). Finally, the methodology will direct the 

consideration of particular methods such as interview or observations (ibid). Crotty 

(1998), omits the ontological assumptions from the research paradigm and clarifies 
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it, as there is no distinction between ontology and epistemology – “to talk about 

the construction of meaning is to talk of the construction of meaning reality”. 

(Creswell, 2003; 2009; 2014), based his research design and process on Crotty 

(1998) four components, implies that the decision making of these four elements 

leads to adopting the qualitative, quantitative or mixed method approach. This 

decision primarily depends upon the initial considration of the researcher’s 

approach towards the reality or the nature of the knowledge. The researcher 

beliefs that influential factors are very personal to the entrepreneurs and therefore, 

seeing the reality from entrepreneur’s viewpoint is essential. 

Adaptive theory methodology is consistent with the social constructivist paradigm 

- as it is both objectivist and subjectivist (Layder, 1998; p:141) and suggests that  

“approaches which presuppose that social reality can be understood by 

reference to some single, unifying principle or feature … be abandoned” (Layder, 

1998 p:176). 

Equally, its epistemological consideration is also consistent as it “endorses an 

epistemological position which incorporates both the ‘internal’ subjective point of 

view of social interaction while simultaneously appreciating that such activity 

always takes place in the wider social settings and contextual resources” (Layder, 

1998, p:140). The adaptive theory process uses elements of extant or prior 

theoretical ideas and conceptual models to “refine and readjust the direction of the 

research, lending shape to the constantly emerging research data” (Layder, 1998). 

At the same time, the collection of empirical information and data helps reconfigure 

the theoretical model (or looser arrangements of concepts and ideas)” (Layder, 

1998; p:172). 
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Every research process has its own research paradigm which has its own ontology 

and epistemology assumptions. As all the assumptions or norms are opinions or 

conjecture, it is viewed that none of the philosophical underpinning of every 

different paradigm can neither be empirically proven or not (Scotland, 2012). 

Different researchers and studies have individual views towards the nature of 

knowledge and contain opposing ontological, epistemological and methodological 

views; therefore, different philosophical assumptions underpin their research 

process. All of the social science research has different aims and objectives, thus 

having different approaches such as qualitative or quantitative methods have 

different assumptions towards it. This is further elaborated in the research 

methodology and methods adopted to gather or collect data. Methodology can be 

termed as a plan or strategy behind selecting a particular method or methods to 

collect data (Crotty, 1998 p:3). Thus, it means how, when where and why the data 

is collected and analysed. Selecting appropriate methodology depends on the 

clear ontological and epistemological assumptions underlying a study. Crotty 

(1998 p:3), has termed methods as techniques or a process of collecting research 

data. The range of methods to gather data can include qualitative, quantitative or 

multi prolonged (mixed method) approach. A combination of different methods 

such as open-end questions, interviews, surveys, audio records, video recording, 

observations, focus group, documentary research and interviews can be 

considered during the data gathering process (Layder, 1998). Methods adopted 

for a study can be tracked back through its methodology and epistemology – to an 

ontological assumptions position.  

The constructivism model acknowledged in the previous section as the 

philosophical view (base) for this study adopts and implements “a relativist 
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ontology, a transactional epistemology, and a hermeneutic, dialectic methodology 

… has the commitment to study the world from the point of view of the interacting 

individuals” (Denzin & Lincoln, 2003). 

According to Bryman (2012), researcher’s personal values and experience cannot 

be overlooked or ignored while undertaking a research project. Researcher’s value 

and experience influence the research topic, research questions and the 

methodology chosen for the research to study the research questions. It is stated 

that any academic research requires a path of methodology to reach its objective, 

it must have clear ways to produce or provide the data which can be verified, 

believed (tested) or rejected (Holborn & Haralambos, 2013). Social research 

relates to social scientific research topics and questions such as social policy, 

sociology, human geography and criminology (Bryman, 2016). This study is 

motivated by the changes in the technological world accepted by the businesses, 

as per Bryman’s (2016) social research ideology. Holborn & Haralambos, (2013) 

have suggested that the researcher should be well aware of its own understanding 

to recognize the methods selected for the particular study. The section below 

provides an overview the research paradigm selected for the study, focus of the 

study, ontology, epistemology and methodolgy selected for this research and 

discusses its limitation.  

According to (Schwandt, 1998)  in (Denzin & Lincoln, 2003), the study aims to 

understand the complex world from the entrepreneur’s viewpoint, those who 

experience it and those who live it. This study plans to understand the concept of 

social media adoption from small business entrepreneurs  
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“Proponents of these persuasions share the goal of understanding the complex 

world of lived experience from the point of view of those who live it. This  goal is 

variously spoken of as an abiding concern for the life world, for the emic point of 

view, for understanding meaning, for grasping the actor’s definition of situation, for 

Verstehen. The world of lived reaality and situation-sepcific meanings that 

constitute the general object of investigation is thought to be constructed by social 

actors”(221). 

1.1.4. Focus of this study 

As discussed earlier in this chapter, this research is concerned with understanding 

individual entrepreneur’s perception towards acceptance or adoption of social 

media system in rural settings of Scotland. In the last decade there have been a 

change in how businesses operate with the subscription or addition of online 

presence in the market. The development of technological platforms such as social 

media websites and applications - Facebook, Instagram, Twitter etc. has given a 

new horizon for the businesses whether small or big to expand their audience 

reach. Academic discussions on SMEs and social media have increased in the 

last few years, which has also motivated this study (Kaplan & Haenlein, 2010; 

Moghavvemi, Ainin, Parveen, Jaafar, & Shuib, 2015; Abed, Dwivedi, & Williams, 

2015). The acceptance of social media platforms for business activities have 

certainly raised academic research attention.  

The following terms are considered in this study: 

1. The term entrepreneurs, business owners, users, individuals and self 

employed are used for the sample selected for this study – independent 

Harris Tweed entrepreneurs, Harris Tweed business owners and Harris 
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Tweed artist in rural Scottish islands of Outer hebrides (UK). This study 

only included small businesses as potential participants. 

2. The businesses interviewed considered themselves as self employed, who 

according to the Harris Tweed law have to work alone in their home without 

any help or support from an additional person (for weaving process itself). 

Harris tweed weaver can employ additional person to handle any other 

business activities. There are only 140 weavers (working independently + 

working for the mills) registered as Harris Tweed weavers in the world, who 

can produce hand woven Harris Tweed cloth. 

3. Technology innovation consideration was to expand understanding on the 

adoption of social media platforms for business activities. Information and 

data about other means of platforms used for business activities was also 

requested to get an equiped entrepreneruship capacity of the business 

onwers. 

4. Individual perceptions and entrepreneur perceptions have been used 

interchangebaly – action, specific or general, whose prediction is of 

interest. Perception process “begins with receiving stimuli from the 

environment and ends with our interpretation of those stimuli. This process 

is typically unconscious and happens hundreds of thousands of times a 

day” (Lumen Learning, 2021). Perception is based on all sensation from 

smeel to taste to feel and how are these senses interpretated to 

accommodate our actions.  

5. “Cultural values, needs, beliefs, experiences, expectations, involvement, 

self-concept, and other personal influences all have tremendous bearing 



25 
 

on how we interpret stimuli in our environment” (Lumen Learning, 2021). 

Internal and external factors influence the individual interpretation.  

1.1.5. Methods 

Detailed discussion on the methodology for this study is undertaken in chapter 3, 

but in general the method finally selected for this was decided after careful 

consideration of various factors such as the subject being studied, the location 

selected (rural settings), proximity of the participants and limitation of carrying out 

exploratory study in the rural areas of the UK. 

The research data gathering in rural areas was stimulating and deciding on clear 

methods was very essential. The range of methods and techniques for data 

gathering available for any study includes qualitative or quantitative or combination 

of the two, surveys, in-depth interviews, audio recording, video recording, 

observations, case studies, questionnaires, documentary research and focus 

group (Layder, 1998). The process of gathering data for this study involved three 

stages.  

Firstly, the background of Harris Tweed and its demographics was searched and 

studied by considering government written resources in the UK, population 

evidence in the Isle of Lewis and Harris, internet facility installed service in the 

Outer hebrides and social media presence of Harris Tweed Authority on electronic 

platforms such as Facebook and Instagram was retrieved. The sources didn’t end 

but included provision with the Harris Tweed authority to get insight of weavers 

working independently, using technology such as social media platforms to 

conduct business. The motive was to identify the Harris Tweed industry 



26 
 

independent businesses who work independently without collaborating with the 

mills attached interacting with the customers directly. 

Insight: The independent HT entrepreneurs does not work for the mills. Mills are 

responsible to produce large amount of HT for big companies and large orders. 

There are 140 weavers based on the Island and 121 weavers works for three 

different mills located in Outer Hebrides. Nineteen weavers are registered to 

produced HT, but they don’t work on comission basis with the mills. These 

nineteen weavers have started their own business, following the HT production 

rules. These entrepreneurs works in the same process as other 121 weavers, but 

they sell the final product directly to the customers instead of the mills. The 

weavers working for the mills works on commission based salary, whereas 

independent weavers can enjoy the full profit and work according to their schedule.  

The relationship between these weavers and the mills are very central to the cloth 

production as it binds the making of the Harris Tweed (Haper & McDougall, 2012). 

Without the final inspection from the mills the cloth cannot be stamped as Harris 

Tweed. Therefore the independent weavers with their businesses are a seperated 

community among the Harris Tweed industry. Figure 1 represents the weaving 

process for the independent HT entrepreneurs. 
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Harris Tweed weaving process: 

 

 

Figure 1: Harris Tweed Weaving Process 

Figure created after understanding the concept of independent weavers of Harris 

Tweed, who have set up their own weaving business after getting the fabric 

approved and stamped from the Mills (which is mandatory according to the HT 

Law). The process of independent weaving involves the mills from where the yarn 

is purchased after it has been wrapped. Then, the process of weaving takes place 

at weavers shed or home where they have to weave using the single or double 

loom. The weaved cloth is then taken back to the mills to be inspected, stamped 

and handed back to the weaver. The weaver then can finally sell the cloth to direct 
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customers using different business platforms such as shops, websites and social 

media channels. 

Secondly, few independent weavers were surveyed via internet platforms such as 

social media (Facebook Messenger, Instagram Direct message and even emails) 

to understand and verify their business presence on these platforms. The objective 

of the survery was to classify the business pattern, social media presence and HT 

weavers’ living and working geographical location. The initiative of conducting the 

social media survey gave an opportunity to gather contacts and create potential 

list of participants for this study to collect in-depth information on the Harris Tweed 

independent weavers experience towards adoption of social media as business 

activites.  

Thirdly, interviews were investigated using constant comparison analysis from 

grounded theory, which is regarded as the most appropriate analysis method for 

theory generation or framework development (Charmaz, 2006). Different 

categories were created which were further divided into sub-themes and finally 

creating main themes for conceptual model development to form a social media 

adoption model. 

1.1.6. Philosophy 

The positivist philosophy was first developed and advocated by the fathers of 

sociology Durkheim and Comte during the 19th century in their written work 

(Holborn & Haralambos, 2013). The aim for this section is to understand individual 

perceptions in particular societies according to Durkheim and Comte, who 

advocated the need to study ‘sociology’, it is proposed that social sciences have a 

similar approach to scientific research as sociology is considered to be at the 
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pinnacle of sicentific research (Comte, 1986). According to Comte (1986), a 

positivist belives that the scientific social study should be enough to collect data 

about the subject or phenomenon which can be obeserved and categorized. 

Comte (1986), suggested and believed that internal feelings, motives and emotion 

should not be concerned while conducting sociological study.  Whereas Durkheim 

(1938), who was not a positivist but a sociologist as Comte; argued that customs, 

religons and natural factors should be strongly considered while conducting a 

sociological study. Durkheim (1938), proposed that social facts should be 

considered as things in a samilar manner as natural event of the world as a 

sociologist (Holborn & Haralambos, 2013). The above understanding from the 

preachers of socliology provides an understanding that sociological study is as 

essential as any scientific research. This knowledge developed to accept that 

society is engaged by social factors encompassing internal beliefs such as 

feelings, emotions and motives which could be classified into an objective manner. 

Durkheim (1938) suggests that, social factors motivates individuals to behave in a 

particular manner including facts such as feelings, motives and emotions 

distinguish him from other sociologist. Positivism is believed to be studied by 

classifying the social factors in an objective way and correlation between the social 

facts can cause a strong base in which society’s perception has been established 

(Holborn & Haralambos, 2013). The pattern that emerges from the above 

understanding of positivism is completely based upon inductive methodology, 

collecting data, analysing and then creating theories which could be tested against 

the set of data available to confirm the laws of individual perception as per 

Durkheim and positivist Comte (Holborn & Haralambos, 2013).  
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The laws of human perception is discovered if the social facts have caused a 

particular human perception change (Durkheim, 1938); whereas a positivist Comte 

(1938) believes to achieve laws of human perception, “ …all human societies 

passed through three stages: the theological, the methaphysical and the positive. 

In the first stage humans believed that evensts were caused by the actions of gods; 

in the second, events were held to be caused by abstract forces; in the thrid, 

scientific rationality triumphed, so that scientific lawss formed the basis of 

explanation” (Holborn & Haralambos, 2013; p:881). Thus it is believed by the 

positivists and Durkheim, that the law of human perception is achieved by 

collecting different social factors in the world in a statistical form, analysing those 

factors in a critical manner and reiterating to check the findings in a context format. 

Statistical patterns can study the human perception stimulated by the external 

environmental factors in a consistent and predictable way, without much 

knowledge on what factors shape human perceptional actions (Holborn & 

Haralambos, 2013). Thus, those factors which are observable can be counted as 

knowledge. Factors or phenomenon which cannot be measured by instruments or 

observations can be classified as having no value (Bryman, 1988). In 1959 Karl 

Popper, a modern social scientist disagreed on the inductive methodology, instead 

it was proposed that the deductive approach should be accepted to prove research 

(Holborn & Haralambos, 2013). The deductive approach was first supported by 

Popper in his book ‘The Logic of Scientific Discovery’ (1959), that reverses the 

inductive approach of collecting, analysing and developing a theory; starting with 

a theory or a hypothesis and testing it against the evidence available (Holborn & 

Haralambos, 2013). Scientific research can be tested in laboratory experiments, 

which could be proven or falsified upon assumptions or hypothesis created. Social 
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research can be conducted by collecting data from the field, understanding and 

analysing it and confirming the developed theory by comparing it to the findings 

that will make a difference in individual perception for their business. Laboratory 

experiements are accepted in some social science research such as psychology; 

not many sociologist considers in their research. According to Holborn & 

Haralambos (2013), laboratory experiment results may vary as compared to the 

external environment as people may have different reactions to natural 

environment setting as an independent variable. Whereas, Bryman (2016), points 

that sociology cannot influence independent variables which are involved in the 

study. Understanding and experiencing human perception such as feelings, 

motives and emotions in an social environment setting would interpret differently 

compared to laboratory experiments (Holborn & Haralambos, 2013; Layder, 1998). 

As this study explores entrepreneur perception and how they relate with digital 

technology, it intends to understand individual experience in verbal context. 

 

Figure 2: Research Approach (Creswell, 2014) 
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This study focuses on the entrepreneurs  personal factors that influences the 

adoption of social media for business activities – Harris Tweed independent 

weavers in Outer Hebrides. Given that there may be evidence of external factors 

that influences the adoption of social media (Moghavvemi, Ainin, Parveen, Jaafar. 

& Shuib, 2015, Abed, Dwivedi, & Williams, 2015); this study is unique as it studies 

only entrepreneurs personal perception by visiting the Technology Acceptance 

Model. This study proposes a conceptual model extended by TAM model layout. 

The Technology Acceptance Model developed by David Davis (1989), is widely 

used to understand the the individual factors to adopt technology for personal use. 

The Tam model has been widely studied among academic researchers 

(Venkatesh & Davis, 2000). The usage of prior knowledge, reviewing literature and 

data collection has guided the data analysis process, thus resulting in the formation 

of the conceptual model (figure 36). 

This inimitability does not adapt to the modernist or natural-science understanding 

that the knowledge is observale and measurable. Therefore, a methodology 

required for this research need not only observe and measure situations or 

phenomena but create a complete understanding of the situation and subject being 

studied. This can be achieved by undertstanding individual perceptions of the 

phenomena and the meaning attached to the situation – individual perception 

towards adoption of social media and its relationship to the business (fig.2). 

1.1.7. Postpositivist 

The term postpositivist was generated after the thinking of positivist. According to 

Phillips and Burbules (2000) in Creswell (2014), postpositivist challenges the 

traditional concept of true knowledge and believes that the researcher cannot and 

should not be positive about the knowledge claimed while studying human 
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perception and actions. In postpositivism, the researcher commence the research 

by adopting a theory, collecting the information in the form of data that will support 

or refute the theory applied. Further, if the reseaercher is not satisfied, then the 

process can be revised and reconducted by collecting more data (Creswell, 2014). 

According to Phlillips and Burbules (2000) in Creswell (2014), postpositivism is 

more applicable for quantitative studies rather than qualitative studies. As this 

study concentrates on understanding the individual entrepreneur’s perception in 

adoptng internet platform such as social media in rural island business, this 

philosophical view would not be applicable.  

1.1.8. Constructivist worldview 

The term constructivism or social constructivism was developed by Mannheim  in 

‘The Social Construction of Reality’ by Berger and Luekmann’s (1967); and Lincoln 

and Guba’s (1985) Naturalistic Inquiry in Creswell (2014). It is believed that the 

social constructivist, pursue understanding of the surrounding world in which they 

work and live with developing subjective meaning of their experience, which is 

directed towards certain things or objects. Social constructivist explores the 

complex meaning of the object being researched rather than assuming or 

narrowing it to a sub-category or small ideas (Creswell, 2014). Social constructivist 

view point is to understand the knowledge developed from the participants 

perception rather than its own interpretation. Constructivist desire to use open-end 

questions inquiry with the participants to get in depth understanding from the 

particpants point of view by typically forging into general interactions and 

discussions. Habitually these subjective meanings are discussed culturally, 

archaeologically and socially. The researcher intends to understand the meaning 

of the object from the participants view instead of starting with theory testing (as 
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postpositivist), simultaneously generating a meaning or theory (Creswell, 2014). It 

is established that individuals create meaning as they engage with the world, 

human beings create meaning from the interactive world based on the historical 

and social perspective which comes from the culture that the world evolves in 

(Crotty, 1998). The researcher also interprets meaning according to their own 

experiences and background (Crotty, 1998). This research will generate or 

develop conceptual model based upon the personal interaction with the 

partcipants, with its general meaning generated in a social form. Constructivist 

researchers “.. address the processes of interaction among participants …focus of 

specific context in which people live and work, in order to understand the historical 

and cultural settings of the participants’’ (Creswell, 2009).  

The study intends to interpret the meaning participants have about the world, not 

such as postpositivism – commencing with a theory, instead produce inquiry that 

develops a theory or the meaning during the process. Crotty (1998), proposed 

several assumpations while discussing constructivism. First, that meanings are 

constructed while engaging in the world the constructivist researcher wants to 

interpret and that, qualitative researchers’ intends to use open-end questions to 

allow the interviewee or participants to freely share their view. Second, that human 

being engages in the world (settings) and understand it based upon their historical 

and cultural experience they had. Therefore, the qualitative researcher tries and 

seek to understand the meaning of the participants world by visiting them and 

gathering information themselves personally. The researcher also interpert the 

findings, which is shaped by the researcher’s own experience and background 

understanding. Third and last, that the basic interpretation of the meaning out of 

their world is always social, understanding arising from the interaction with the 
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participants. This process of constructivism approach is highly inductive in nature, 

where the researcher generates meaning from the data collected. Constructivism 

and interpretativism are very related concepts which believes in understadning the 

world with how others experience it. A constructivist research will differ its value 

from a positivist researcher, which believes in the nature of the reality - counts it 

as knowledge, sources and actual research process. As discussed earlier, 

constructivism can be traced back to the study of human self awareness and 

consciousness by Edmund Husserl’s philosophy (Kawulich, 2012).  

This research will clearly adopt a constructivist qualitative study, as understanding 

the meaning of the object being studied has to be understood from the human 

experience view by understanding the meaning derived from the data generated 

by the participants (Crotty, 1998; Creswell, 2014).  

This research also adopts the relativist onotology, transactional epistemology and 

hermeneutic, dialectic methodology (Guba & Lincoln, 1994) explained below in 

section 1.2. 

1.1.9. Ontology 

It is a question of reality one or many. Social constructivist reseachers would 

believe that reality is socially constructed (Creswell, 2014). Constructivist finds 

reality different from individual to individual and believe that there are many 

intangible and social reality that are created by individual’s own experience as they 

construct it (Creswell, 2014). Relativist ontologology is that the reality is subjective 

and it is different from individual to other individuals (Guba & Lincoln, 1994). Reality 

is what is in our mind and oruselves and senses. Without understanding and 

consciousness, the world will be without any meaning. According to Crotty (1998, 
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p:43), reality is when consciousness engages with the present objects which are 

already present with a meaning. Reality emerges from individuals, and it can be 

varied. Thus, reality is created by understanding individuals through their 

constructed language and own experience. These characteristics of a 

constructivist are opposing to positivist, which assumes that reality is external and 

tangible. Reality can be individual or grouped, varied on the settings and research 

objectives. This belief and assumption of the researcher has built into a systematic 

research process.  

1.1.10. Epistemology 

Epistemology is the relation between the researcher and what can be researched. 

Crotty (1998,p:8), explains epistemology as “how we know what we know” and 

Guba & Lincoln (1994) explains epistemology as “the nature of the relationship 

between the knower and what can be known”. It is concerned with what knowledge 

can be known by the researcher. According to Crotty (1998), epistemology is 

related to ontology, “study of being”. According to a social constructivist, reality is 

created socially by the individual and their experiences and it diffres from one 

individual to another (Kawulich, 2012). Knowledge created or gained is 

constructed from individuals’ own belief system or experience. As constructivists 

believes knowledge is subjective and that; it is bound by the human mind set and 

human own world experience. The truth lies and differs from each inidividual and 

within their experience. “Statements on what is true or false are, therefore, culture 

bound, historically and context dependent, although some may be universal. 

Within this context, communities’ stories, belief systems and claims of spiritual and 

earth connections find space as legitimate knowledge” (Kawulich, 2012). 
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According to Guba and Lincoln (1994), a constructivist study is relativist, 

transactional and subjectivist. Hugly & Sayward (1987, p:278), explains the 

relativist stance as “there is no objective truth to be known” with an emphasis on 

the diveristy of the known interpretation to be and can be applied to the world. 

Berlin (1987), explains the truth that arises from the interaction between the 

elements of some verbal situation, and that it is the result of these interactions and 

individuals constructed realities (from own experience or thoughts). Subjectivist 

stance in a research means that, the researcher has to construct an impression 

from the understanding and experience of the research participants which is 

unknown until an interaction accurs (Ratner, 2008). The constrcutivist approach 

adopted by Glaser and Strauss (1967) and Strauss and Corbin (1998); in the 

concept of Grounded theory differes from the one discussed above. The approach 

explains the ontology and epistemology, where the researcher’s role is to discover 

or construct the truth that emerges from the object under investigation. Charmaz 

(2006), grounded theory research design is consistent with the constructivist 

ontology and epistemology by,  

“placing priority on the phenomena of the study and seeing both data and 

analysis as created from shared experiences and relationships with participants 

and other sources.” 

According to Guba & Lincoln (1985), such research to be relativist, transactional 

and subjectivist, few implications requires to be considered: 

1. “multiple constructed realities tht can be studied holistically; inquiry into 

these multiple realisities will inevitably diverge (each inquiry raises more 

questions than it answers)” 
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2. ‘human’ should be the primary instructment for collecting data from as 

collecting data from not human instrument would have no intercactions to 

reveal truth and experience (p:37) 

3. “the knower and the known are inspeparable” – the researcher should be 

based in their natural setting as “realities are wholes that cannot be 

understood in isolation from their contexts” (p:39) 

4. The researcher is the main and most important instrument for data 

collection and gathering, to understand, observe and interprate the lived in 

individual experience of the participants – “every act of observation 

influences what is seen” (p:39). 

This indicate that the research participants (individual entrepreneurs) are very 

important and they are the co-producer in the research process.  

Thus, a clear ontology and epistemological stance can develop a suitable 

methodology discussed below. 

1.2. Methodology Consideration 

The purpose of this constructivist research is to understand and explore HT 

entrepreneurs experiences towards the adoption of social media. A constructivist 

researcher believes in social reality and investigates the truth that lies in the social 

world. The interview settings of this study will be conducted in the natural setting 

of the HT entrepreneurs – home or work place. As this study attempts to develop 

An example of tree by Crotty (2006), of epistemological stance in a social 

constructivist study described in Scotland (2012), 

 “We need to remind ourselves here that it is human beings who have 

constructed it as a tree, given it the name, and attributed to it the associations 

we make with trees.” 
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a conceptual model to contribute and enhance the knowledge in understanding 

the SME individual perception, research questions has to be open and broad; non-

directional and descriptive (Creswell, 2003). Accessing the study site is the first 

step towards recognising the data sample, which is important and any sensitive 

issues arising should be addressed (Kawulich, 2012). Denzin & Lincoln (2003), 

states that building trust, comfort, rapport and a genuine communication pattern 

with the sample or participants is very essential to get the meaning of their 

understanding from their own view. There are several qualitative research designs 

including case study, phenomenology, ethnography and grounded theory – 

therefore, data gathering can be depended on the choice of the research design 

selected for the purpose of the study; whether theory testing or developing 

(Creswell, 2003). The research design selected for this study is discussed below 

and detailed in Chapter 3. 

1.2.1. Adaptive Theory Approach 

Byman (1988) has discussed that quanititative studies requires the clear 

identification of hypothesis and or theory which can be tested, approved or 

disapproved by the researcher conducting empirical data gathering in the study. 

Whereas, Glaser and Strauss (1967), in their grounded theory concept proposed 

the concept of theory or hypothesis generation emerging from the data gathered 

during the research process. By the mid 1960’s, qualitative researches in sociology 

were considered losing its ground in the United States, whereas the quantitative 

researches gained dominance and quantitative methodologists controlled over 

journal editor boards, departments and funding bodies (Charmaz, 2006). Glasser 

and Strauss (1998) grounded theory concept operates with a constructivist or 

humanist tradition which suggest the thought that sociology cannot model around 
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natural sciences (Layder, 1998). Glaser and Strauss (1967), defined the concept 

of grounded theory in the following components in Charmaz (2006) as: 

• “Instantaneous involvement in data collection and data analysis. 

• Creating logical codes and categories from data collected, not from 

predetermined analytically deduced theories. 

• Using the constant comparative method - involves making evaluations 

during each stage of data analysis. 

• Proceeding with theory generation or development during each step of the 

data collection and analysis. 

• Memo writing to intricate sets or categories, stipulate their properties, 

outline the relationships between categories and identify gaps. 

• Sampling must be aimed towards theory generation or construction and 

not for population representativeness. 

• Conducting the literature review once independent data analysis is 

developed”. 

Creswell (1998), does not acknowledge similar approach explanation and 

phenomena for qualitative study, as it limits the power of explanatory researches 

to be studied at its determined potential. Adaptive theory approach proposed by 

Layder (1998), can address the above limitation in which prior or extant theoratical 

concepts can guide the pattern of the developing data. Adaptive theory discards 

the grounded theory component of rejecting general theory, which impoverishes 

its descriptive potential. Adaptive theory refers as “it combines an emphasis on 

prior theoretical ideas and models which feed into and guide research while at the 
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same time attending to the generation of theory from the ongoing analysis of data’’ 

(Layder, 1998 p:19).  

One of the important elements of a constructive grounded theory is that, the 

researcher commence the study without any prior concept or preconcieved 

notions, nor any theory to test; but the researchers do have some ‘sensitising 

concepts’ according to Blumer (1969), which are general sets of interesting topic 

understanding in Dickson-Swift et, al., (2007).  Layder (1998 p:101) refers to the 

term sensitising concepts as “background concepts” – which are immensely 

important in developing a new conceptual model or a theory. These initial 

background concepts have the ability to “provide grounded theorists with such 

points of departure for developing, rather than limiting, their ideas” (Charmaz, 

1995).  According to Layder (1998 p:38), “… adaptive part of the term is meant to 

suggest that the theory both adapts to, or shaped by, incoming evidence at the 

same time as the data themselves are filetered through (and adapted to) the extant 

theoritical materials that are relevant and at hand”.  

From the above explanation, it is understood that, the grounded theory approach 

by Glaser and Strauss (1967) rejects the consideration of general theories or prior 

theory or its elements in a research project. Whereas ‘Adaptive theory’ by Layder 

(1998) embraces attention to the existing theories which develops in combination 

of the research project, appreciate the theory which exists prior to the research 

such as general theory or any attributed assumptions.  

This research adopts ‘Adaptive Theory’ by Layder (1998), as it allows the 

researcher to include attention to the general theories and existing knowledge of 

rural businesses, social media platforms and perception towards adopting it for 
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businesses operations; to be explored in the under researched area of rural 

businesses – Independent weavers business of Harris Tweed in Outer Hebrides. 

The study considers analysing secondary information in the form of existing 

literature on rural business, entrepreneurs, SMEs, social media and technology for 

business. The researcher has grouped topics that have been explored in the 

available literature into following steps:  

1. Secondary information study on rural/island small and medium enterprises 

in general, technology innovation and island businesses. 

2. Deductive data analysis on factors influencing SMEs business activities 

and adoption of social media. 

3. Secondary data identification on business strategies by SMEs, rural/island 

businesses technology consideration and social media adoption.  

4. Review of extant theories that underpin the study and methodology 

consideration to be incorporated in the process of the study. 

5. Development of the conceptual framework – influential factors, social 

media platforms and explore social benefits. 

6. Additional literature to be reviewed after data collection and before 

conceptual model development. 

7. Concluding by providing recommendations to enable clear understanding 

and assistance on the use of social media for business survival. 

1.2.2. Qualitative Research Concept 

Any study conducted have to provide credible and realiable material in order to 

represent what the world has to present and in the most accurate manner. It is 

very essential for the researcher to consider dealing with credibility during 
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designing the study and not after data has been collected. According to Yin (2016), 

there are four subchoices proposed to strenghten the credibility and validity of the 

research data collected. Yin (2016), emphasis on relativist, realist and pragmatist 

orientation of the study approach. The four sub categories proposed by Yin (2016) 

are Trustworthiness, Triangulation, Validity and Rival – thinking. According to 

Stenbacka (2001), reliability, validity, carefulness and generalizability are the 

elements of quality concepts in a qualitative study. It is highly recommended and 

advised that any study conducted should apply these quality concepts towards its 

discussion, in both qualitative and quantitative studies.  

1.2.3. Trustworthiness 

The researcher is the one who develops and maintain trust in the research. 

According to Yin (2016), every section of the research work has to demonstrate 

authenticity. Authenticity refers to providing sound sources of the data collected 

from your fieldwork. Lincoln & Guba (1985) in Yin (2016), has expressed the 

requirement of prolonged engagement to deal with trustworthiness during their 

stuidies. Ethnographic studies require the understanding of the people and culture 

in which the research is conducted and thus investing time would lead to 

contextualizing what is being researched. Such understanding of prolonged 

engagement can only be developed by spending time with the participants during 

field research and not by blitzkrieg or hurried field work as mention by Van Maanen 

(2011) in Yin (2016). 

1.2.4. Triangulation 

Triangulation has been studied for many years in qualitative studies as well as 

exploratory research and sociology studies (Lincoln, 2011; Patton, 2002a) in Yin 

(2016). The second way or procedure to strengthen the credibility of the study is 
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triangulation, which seeks a minimum of three ways of verifying a research 

procedure, data collection and findings. Patton (2002a, p. 247) in Yin (2016) has 

explained triangulation in four points as stated below: 

1. data sources: (data triangulation) 

2. investigator/s who have worked on similar study: researcher triangulation 

3. theory triangulation 

4. methodology: methodological triangulation 

Triangulation verifies the data or information in the study by validating it from 

different resources. Any data collected can be validated from direct observation 

such as witnessing an event, verbal report that is an event that is verbally informed 

to you by a resource and a document sources, that is, someone writes about the 

event that you witnessed and is verbally mentioned to you. It is not necessary that 

the data collected has to be validated from various different sources, it can also be 

validated from three different documents authenticating that, the event has taken 

place. Many qualitative studies also involves data collected in different languages 

other than English. One of the ways to verify that English was used to translate the 

data is by providing the original language data collected in the form of written or 

audio collection or translating data side by side in English (Valdes, 1996) in (Yin, 

2016).  

1.2.5. Validity  

Stenbacka (2001), explained validity by questioning if “the intended object of 

measurement actually is measured”. This question when practically used has often 

proven not useful. The aim of qualitative research is not to measure the subject 



45 
 

but to understand the typical phenomenon or differentiate the phenomenon from 

others. Maxwell (2013, p. 122), has highlighted several options to reach validity 

as, “the correctness or credibility of a description, conclusion, explanation, 

interpretation, or other sort of account”. Maxwell (2009), has offered a seven step 

strategy for Validity in qualitative research (pp. 244–245 in Yin, 2016). 

i. “Intensive long-term [field] involvement—to produce a complete and 

indepth understanding of field situations, including the opportunity to make 

repeated observations and interviews”;  

ii. “‘Rich’ data—to cover fully the field observations and interviews with 

detailed and varied data”;  

iii. “Respondent validation—to obtain feedback from the people studied, to 

lessen the misinterpretation of their self-reported behaviors and views”;  

iv. “Search for discrepant evidence and negative cases—to test rival or 

competing explanations”;  

v. “Triangulation—to collect converging evidence from different sources”;  

vi. “Quasi-statistics—to use actual numbers instead of adjectives, such as 

when claiming something is ‘typical’, ‘rare’ or .prevalent’; and”  

vii. “Comparison—to compare explicitly the results across different settings, 

groups, or events”.  

Qualitative research validity, from the perspective of the researcher is that the 

phenomenon being examined is accurately represented in the final conclusion of 

the study. The validity aspect of the study is based on examining the accuracy of 

the finding from the viewpoint of the participants, readers and the researcher 

(Creswell, 2014). 
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1.2.6. Rival Thinking or Explanations 

Yin (2016), has described rival thinking or explanation as not only alternative to 

data interpretations, but rivals to the research initial findings and constructing new 

findings by challenging one or more rivals. If one of the rival is more credible than 

your original interpretations, then the original interpretation have to be rejected or 

eleminated. By doing so, the researcher can strengthen the validity of the research 

as recognising that, the rival will reject the original interpretation. This can also 

systematically rationalise the base objective of the research by accepting or 

rejecting each rivals during the study process (Yin, 2000) in (Yin, 2011). It is also 

suggested (ibid), that the researcher might certainly make assumptions in the initial 

stage of the research which could include the subject of research or settings or 

particpants to be questioned, but in conducting the research and getting in depth, 

it may be realised that other sources or settings would deliver better findings and 

appropriate results. Researchers consciously search to strengthen their study by 

seeking for different rivals throughout the process of the study. This is the case 

with the analysis method selected for this research which is constant comparison 

analysis (CCA) – which allows the researcher to go back and forth with the data 

collected, add new sub-themes and interpret correctly. 

“The desired orientation to rival thinking by researchers assumes greater 

importance than merely stipulating one or more rival explanations at the conclusion 

of your study” (Yin, 2011). Continual sceptism attitude throughout the research 

process should validate and strengthen the findings. This should involve the 

researcher asking the following questions:  

• “Whether events and actions are as they appear to be;  
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• Whether participants are giving their most candid responses when talking 

with you; and  

• Whether your own original assumptions about a topic and its features were 

indeed correct.” (Yin, 2011) 

1.2.7. Research Limitations 

This is an exploratory study to understand why individuals (entrepreneurs) adopt 

social media for their business operation/activities in rural setting. Harris Tweed 

weavers are the main subject participants (textile manufacturing industry). 

Qualitative study and constructivist paradigm have certain limitations to them. As 

compared to quantitative research, qualitative studies cannot be proven or 

measured statistically. These researches largely rely on the data collected from 

the participants and interpreted by the researcher (keeping the participants 

perception in consideration at all time). Qualitative research cannot rely on large 

number of samples, whereas quantitative researches can rely on large random 

samples and conduct statistical or arithmetical correlation to produce and validate 

the findings which are reliable and can be generalised among wider population 

(Creswell, 2014; Maxwell, 2013). The research purely excludes the external 

motivational factors such as environmental and political reasons to adopt social 

media, while it focuses on understanding the social and individual perception of 

using technological platforms of social media for entrepreneurship activities. Thus, 

this limits the study by rejecting urban businesses, large companies and given 

factors (external) as a part of the study and believes that the sample size would 

not be statistically relevant to other similar studies. To enhance the validity and 

reliability of the research, interview transcripts, initial stage analysis, sample 

specification and visual observation are inserted (keeping all identity such as name 
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and photograph excluded). It is understood that the nature of qualitative studies is 

often unrepresentative and has implication or issue of generalisability with the 

findings on a wider sample of population. Thus, considering adaptive theory for 

this research along with constant comparative method for data analysis provides 

exploration of particular phenomena or individual perception and not identify 

universal truths (Layder, 1998). 
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1.2.8. Thesis Content 

The adaptive theory methodology outlined above has implications for the literature 

review process, sample selection and size, data collection, data organisation, data 

analysis, researcher’s role, and extent to which the new conceptual model/theory 

developed can be generalised. Chapter 2 overview literature related to SMEs, 

entrepreneurship, technological and digital innovation, and social media. The 

chapter overall discuss SMEs in the UK, rural SMEs, entrepreneurship in rural 

Scotland, importance of digital entrepreneurship, innovation and entrepreneurship, 

technology role in rural SMEs, social media, its advantages, and challenges. The 

fieldwork is presented in Chapter 4 – Research Participant Profile analysis. 

Chapter 3 – Methodology and Methods Applied, presents detailed methodology 

and methods applied in the study.  

The methodology adopted demands an initial literature review and subject 

understanding, extant theories and topics related to the study. The methodology 

allows the researcher to include theory or its determinants, related to the study at 

any time of the research. The findings are information are grouped into different 

sub-headings. After conducting fieldwork, the new information was reviewed, and 

related topics were explored. These new topics were discussed in Chapter 5 – 

Additional LR. Chapter 5 discusses the determinants of the theoretical model TAM 

in detail and its role in the study. the combined knowledge generated from Chapter 

4 and Chapter 5 are explored and presented in Chapter 6 – Research Findings 

and Discussion. The research questions are answered, and new emerging themes 

are discussed. The emerging sub-themes and main themes are used to develop 

the final conceptual model, which is presented in Chapter 7 – Conceptual Model 

Development. Finally, recommendation and conclusion to the study is presented 
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in Chapter 8 – Conclusion and Recommendation. The document is summarised 

by reference and appendix at the very end. 
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Chapter 2: Literature Review 
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 2.1.1. Small Medium Enterprises in the United Kingdom 
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 2.2.1. Entrepreneurship in Rural Scotland 

 2.2.2. Importance of Digital Entrepreneurship 

 2.2.3. Innovation and Entrepreneurship 

2.3. Technological and Digital Innovation 

 2.3.1. Role of Technological Innovations in Rural SMEs 

 2.3.2. Social Media as Digital Innovation Platform 

2.4. SMEs and Social Media 

 2.4.1. Adoption of Social Media in the United Kingdom 

 2.4.2. Benefit of Social Media Adoption for SMEs 

 2.4.3. Challenges of adopting Social Media for SMEs  
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The following chapter of the study reviewed the relevant research in the area of 

Small Medium Enterprises (SMEs), entrepreneurship, technology innovation 

platforms and adoption of the social media, especially rural SMEs. In order to fulfil 

the specified aims and objectives of the study, the following chapter has been split 

into the different sub-headings. The first section of this chapter will define the 

significance of the Small Medium Enterprises. The second section of the proposed 

study consists of the critical awareness of entrepreneurship and innovation. The 

third section outlines the importance of the adoption of technology and defines the 

several aspects of the usage of the latest technology, it’s important to both SMEs 

and social media. The fourth section defines the significance of SMEs and social 

media and underpins the different strategies on how social media is proving out to 

be beneficial for the SMEs. Moreover, this section also classifies the paradox 

which can prove out to be demoralizing for the SMEs. 

2.1. Small Medium Enterprises  

 

SMEs is an acronym for Small and medium-sized enterprises. SMEs are 

considered to be non-subsidiary and independent firms. The amount or number of 

employees vary from country-to-country. In the context of the European countries 

the frequent limit of the employees who are working in SMEs is 250 employees. 

Whereas on the other hand, some of the Asian countries can employ 200 

employees for their SMEs (Guidice, et al., 2017). 

Moreover, apart from the number or quantity of the employees, financial assets 

also define the scale of the firms operations. According to the new SME definition 

a company is considered to be a medium-sized enterprise, if their financial assets 

are no more than 50 million Euros. A company is considered as a small enterprise 
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if the firm employs 50 or less than 50 employees or the worth of the financial assets 

of a company is no more than 10 million Euros (Muller, Gagliardi, Caliandro, Bohn, 

& Klitou, 2014). Furthermore, a firm is considered as micro, if the firm employs ten 

or less than 10 people and the worth of its financial assets of the company sums 

up to two million euros. According to Rahman, Ullah, & Thompson, (2018) the 

development of the small medium enterprises not only play an essential role for 

the development of the businesses but at the same time, it also plays a major role 

for the economic growth of the country. Globalization has gained growth 

perspective, leading to the increase in small business contributing tremendously 

to the economy. 

It is further noticed that in developed countries such as in the United Kingdom, 

SMEs are contributing more than forty-five percent of GDP on average (Rahman, 

Ullah, & Thompson, 2018). Moreover, the role of SMEs is crucial especially, where 

the employment rate is quite on the lower side. Small businesses not only provide 

employment to experienced employees, new starters also benefit by gaining some 

experience working for small businesses. Therefore, the increase in overall 

employment rate contributes to the country’s economy. 

According to Ardic, Mylenko, & Saltane, (2011), small and medium sized business 

contribute at least fifty percent of the total employment. A study conducted by 

Borden, Coles, & Shaw (2017), on the statistics of both SMEs and large-scale 

organisations, it concluded that the SMEs had an increase in employment rate by 

1.9 percent, whereas, the larger organisation only differed the increase in 

employment by 0.8 percent between 2003 and 2008. On the basis of these 

statistics, it can be stated that in terms of providing jobs and creating revenue for 
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the economic development of the country, the role of the SMEs is significant as 

compared to larger companies.  

According to Blackburn & Smallbone, (2008) in (Brown & Mawson, 2015), it has 

been observed that SMEs have proven to be more innovative as compared to 

larger organisations. SMEs in developed countries such as US, UK, China and 

other European countries, follow a niche strategy of providing quality goods and 

products to their customers, maintain good customer relationship and adopt 

technology. As per Dunne and Malone (2016), due to the financial crisis, most of 

the affected countries suffered as a result of the bankruptcy of the financial 

institutions which caused an increase in the unemployment rate. Moreover, in 

order to overcome the consequences of the financial crisis, the policymakers of 

the affected countries including the United Kingdom required to create 

employment opportunities for their people. As a result, policymakers of the United 

Kingdom decided to put their core focus on the development and growth of the 

SMES. It is assumed that supporting the SME sector allows the formation of a 

country’s economy and create more employment, helping the citizens to improve 

their living standard.  

2.1.1. SMEs in the United Kingdom 

 

Small businesses are the backbone of the United Kingdom economy. SMEs drive 

growth, open new markets and creates new employment opportunities in the 

country. SMEs are likely to encourage innovation, produce innovative ideas and 

adopt new development (Young, 2015). Representing 99.9 % of the total 

businesses, SMEs overall are good for the United Kingdom (Hardoon, 2015). 
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Therefore, the role of SMEs in the western economies and especially in the UK 

economy has gained continuous importance over the past few decades (Steffen, 

2005; Young, 2015). The UK government is engaged in improving environment for 

SMEs. According to the Young Report (2015), the SME sector increased with an 

impressive figure of 760000 firms between 2010 and 2015. In addition, the 30.8 

million individuals were registered as working for SMEs and 48% of employment 

recorded from the private sector between 2010 and 2015 (Young, 2015). The 

increasing demand of engaging in small and medium-sized businesses made the 

UK rank 4th in the world as an entrepreneurial country and most popular in Europe.  

This portrays the capability of the UK as the most attracted entrepreneurial nation 

with speedy increase in self-employment and generating employment. SMEs 

defines the perception of an individual desire to work for own self, to create 

employment and the ability to contribute to the society. This reflects the 

enthusiasm and flexibility that is uprising in the UK economy, with people’s mindset 

of less likeliness working for other organisation as compared to few decades back 

(Bolton J. , 1971). The concept of small and medium businesses is changing. The 

government policy and support for individual SMEs is improving, providing 

opportunity rather than necessity for entrepreneurs (Young, 2015).  

Small firms are often recognized for generating employment and economic 

development, some studies suggest that SMEs role in promoting the nation’s 

economic development is over played Parker (2001) in (Thompson, Williams, & 

Thomas, 2013) due to the lack of consideration of job destruction during the 

business formation (Davis et al., 1996) in (Thompson, Williams, & Thomas, 2013). 

But, at the same time SME formation creates self-employment. 
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It is understood that the opportunities for SMEs entrepreneurs allows themselves 

to compile their lifestyle with priorities. Often small and medium-sized businesses 

are local businesses which aspires to have good company name, provide for their 

families, and earn livelihood. Most of the small businesses are not growth oriented 

(Thompson, Brooksbank, Jones-Evans, & Kwong, 2007), therefore they remain 

small and local. Growth is one of the most important determinants of SMEs survival 

(Huggins et al., 2012) in (Thompson, Williams & Thomas, 2013). Skills, knowledge 

and experiences within the firm determines the capability of the firm to grow and 

succeed. Therefore, learning new information and skills from validated sources 

can promote the ability of the firm to expand or grow (Blackburn et al., 2008) in 

(Thompson, Williams & Thomas, 2013). Thus, learning, education and gaining 

information is found as successful elements in determining the survival and growth 

of the businesses.  

United Kingdom is one of the best places in the world for entrepreneurs. The 

government schemes and support to encourage individuals with entrepreneurial 

mindset is effectively impacting the growth of small businesses. SMEs included 

businesses and individuals ranging from self-employed to employing less than ten 

individuals. Self-employment in the UK has gained immense importance since the 

year 2010. In 2014 the populous survey indicated an increase in numbers of self-

employed to 84% (Young, 2015), indicating the lifestyle intention of the individuals 

with working preference accumulates between personal life and other interests. 

Self-employment also indicates the choice of working part time due to many 

unidentified individual purposes. 27% of the businesses started between 2008-

2012 preferred escaping employment mishaps (Young, 2015). Self-employment 

consists of people working for themselves, equipped with skills, special knowledge 
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and experience. Self-employment labour market forms a part of SMEs if referred 

to the European SMEs definition (2005). Self-employed entrepreneurs form a vital 

part of the UK market, providing services to the clients with their unique skills, 

knowledge and experience. 

This indicates the aspiration for starting a new business and transforming complete 

lifestyle into an entrepreneurial way. UK has seen young individuals escaping 

employment and adopting entrepreneurship as the way of living. According to the 

Young Report (2015), new generation of individuals ranging between the ages of 

18-24 years are likely to adopt entrepreneurship as a lifestyle in the coming few 

years. Young individuals are likely to be influenced by many factors adopting 

entrepreneurship as a lifestyle. Often, the new and young entrepreneurs start small 

and aspire to grow by grasping opportunities specially technology (Young, 2015). 

The motivation to start a business depends on various determinants surrounding 

the individual including economic status of the country, skills and experience, 

family business tradition, support from the locality, government, opportunities and 

the entrepreneur’s perception, attitude and interest for business development 

(Papulova & Papula, 2015). Researches have also agreed on business setups 

motivated based on gender. Female entrepreneurs are more likely to start a 

business to balance work and family life, whereas male entrepreneurs are less 

likely to stress on work life balance (Maes, Leroy, & Sels, 2013; Papulova & 

Papula, 2015). In addition to individual’s motive to start small businesses, the UK 

government supports them in the form of national campaigns inspiring new 

individuals to be involved in enterpreneurship successfully launched in early 2011. 

UK government support in the form of information, advice and business incubators 

located in the country, that benefits the new businesses to seek guidance 
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regarding finance, loans, technology, market reach and production (Young, 2015). 

Apart from that the UK government’s initiative to spread successful small 

businesses case study benefitted by the government’s schemes to new 

businesses illustrates the growth opportunity in the country. 

In the years between 2011 and 2015, the UK governemnt’s initiative towards 

broadband facility revealed the increase in home-based small businesses. Digital 

businesses and online businesses also seen an increase in the UK (Young, 2015). 

Therefore, studies on digital and online entrepreneurship is also expanding, 

requiring detail investigation on udnerstanding the entrepreneurs perception and 

capabilities to transform the business into digital space. Digital transformation 

insitgated by the involvemnt of e-commerce platforms such as websites and social 

media platforms led to the successful revolution for SMEs (Li, Su, Zhang, & Mao, 

2016). In the UK, internet and technology represents £19 billion of small business 

opportunities with transformative effect on the SMEs to trade, get loans, secure 

funding, reach target market, export and connect to networks (Young, 2015). Thus, 

the concept of SMEs is changing from the traditional way of trading to the techno 

savy environment with social media being effectively accessible from phone, 

allowing entrepreneurs to reach its target customers instantly and acquire flexible 

online business support (Young, 2015). 

2.1.2. Rural SMEs 

 

Although there has been an increased interest in rural enterprises and 

entrepreneurship, very little has been written to understand the concept of rural 

entrepreneurship and modern technology-based platforms. The study explores the 

Harris Tweed entrepreneurs based in the Outer Hebrides. Even though the Outer 
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Hebrides is an island, the community setting imitates rural environment. The 

culture, problems and economic development of the rural businesses are different 

and exaggerated compared to other established businesses. As discussed, UK is 

one of the most favourable nation when it comes to entrepreneurial activities. 

According to the reports 99% of the small and medium businesses in Scotland are 

in rural settings (Copus, 2016).  

Although, rurality is difficult to define, academic revelation on rurality and rural 

areas is divided into two categories (Townsend, Sathiaseelan, Fairhust, & Wallace, 

2013): rural areas as a geographical region and rurality as a social description. 

Rural areas form a major part on the UK. Rurality as regional is often discussed in 

terms of distance to urban areas, population, and density. Whereas rurality as 

social description is often relied on rural beliefs, attitude and lifestyle (Keating and 

Philips, 2008) in (Townsend, Sathiaseelan, Fairhust, & Wallace, 2013). In 2007, it 

was discovered that over 30 definitions for urban-rural area were used across the 

UK (Office for National Statistics, 2011). Definitions for rurality differs across 

regional and national managemnt bodies..   

In England and Wales, rural areas and settlement are ones with less than 10,000 

inhabitants with access to infrastructure such as post offices, shops, schools and 

hospitals (Defra, 2011). Whereas, in Scotland the government uses rural definition 

by samplling population below 3000 and describes the level of remotness on the 

basis on urban settlements (Scottish Government, 2012). The rural areas in 

England and Wales makes up 10.3 % of the population, and in Scotland it is 

estimated that 18.1% population lives in rural areas, with 11.6% lives in accessible 

rural areas, 3.4% in remote rural areas and 3.1% lives in very remote locations in 

2011 (Townsend, Sathiaseelan, Fairhust, & Wallace, 2013). 
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SMEs are a key element in the on-going diversification process, especially for rural 

development in Scotland. Scotland consists of a number of towns, accessible rural 

areas, cities and remote rural areas. These dismemberments on Scotland have 

their own exquisiteness that fascinates and attracts many businesses, tourists, and 

individuals. As per the Business in Scotland 2016 (2016), in Scotland 

approximately 350,410 SMEs operated in the year 2016. Out of those 350,410 

SMEs, 98.2% of the companies were small with forty-nine or less than forty-nine 

employees. Moreover, only 1.1% that is 3,920 were medium-sized businesses, in 

which 249 or less than 249 individuals are employed. Out of those 350,410 SMEs, 

only 0.7% companies were working on the larger scale. Majority of the SMEs are 

settled in the rural areas of Scotland. 

Similarly, to the overall SMEs in the United Kingdom, Scottish SMEs work in a 

cross-cultural and diverse range of sectors, from traditional land management 

activities such as agriculture, forestry, tourism industry, creative services like 

graphic design, web, photography and the production of the high-tech niche 

products (Business in Scotland 2016, 2016). Researchers have found that the 

positive attitude of the entrepreneurs in the rural settings of the Scotland have led 

to SMEs growth (Mochrie, Galloway, & Donnelly, 2006). Especially, in the rural 

areas of Scotland, the role of the service sector activities is significant. However, 

the core focus of the majority of the SMEs which are operating in the rural areas 

of Scotland is on the marine-based actives such as, fishing and farming (Copus, 

2016). Moreover, after the recent developments in the rural SMEs, the businesses 

and policymakers of Scotland and the businesses shareholders have focused on 

the development of their hospitality sectors and to present the soft image of their 

rural areas through walking, cycling, hoteling, and other outdoor pursuits (Burnett 
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& Danson, 2017). Such measures and steps promote relaxed and comfortable life 

for the people. Scottish islands and rural locations have gained specific identity 

and popularity for producing natural and environmentally friendly products in the 

eyes of the global community. This in return led to an increase in tourism and boost 

small local businesses to grow (Burnett & Danson, 2017). The policymakers in 

Scotland are encouraging the concept of rural entrepreneurship among the 

community as well for the world to view it as a specialised and knowledgeable 

small business community. In 2005, the Scottish government plan for rural areas 

noted as below,  

“a unique resource with significant long-term potential as places to live and work. 

This special potential is replicated in only a few places in northern Europe and, 

arguably, nowhere else on this scale in the UK. Future lifestyle changes and 

technological development may well increase the demand for living and working 

in rural areas” (Scottish-Office, 2005). 

 

Figure 3: Inter Departmental Business Register, as at March 2017 (Using Scottish 

Government Urban Rural Classification 2016) (Rural Scotland: Key Facts 2018, 

2018) 

Figure 3 represents that the SMEs employing between 0 and 249 employees 

account for two-third of the businesses in the Scottish remote rural areas, 
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compared to the accessible rural areas with 59% and around only a third of the 

rest of Scotland. Microbusinesses are the most evident working firms in the remote 

rural areas of Scotland with 37% of occupation, followed by 31% in the accessible 

rural areas with only 13% in the rest of the Scotland. This narrows the attention to 

the uprising aspiration of individuals to set-up small and micro businesses 

including self-employment.  

Rural Scotland is undergoing transformation and resilience of the communities 

(Steiner & Attertone, 2014). Small businesses in the rural setting faces challenges 

in the economic climate making it difficult for individuals to sustain continuous 

livelihood due to migration, ageing pattern, advancement of technology, consumer 

demand, supply and globalisation. On the other hand, it does not only create 

challenges for the businesses but also opportunities arising due to overall 

changes. Small businesses are at the advantage of coping with the changing 

market circumstance (Steiner & Atterton, 2014; Atterton & Affleck, 2010). The 

small businesses in the rural areas relying on unique products are at ease to reach 

their target market using communication technologies and finding a niche market. 

Studies by Galloway (2010, 2011 & 2016) presents the internet accessibility and 

acceptancy in the rural Scotland, where this study bridges the gap of 

understanding the acceptance of social media to conduct business in the rural 

Scottish settlings. As presented in fig. 10, the fact that the highest number of small 

and micro businesses are located in the remote and rural areas indicates that the 

individual possesses entrepreneurial characteristics which if polished with 

opportunities and skills can develop into successful businesses.  

In the following section, the importance of SME entrepreneurship in general and 

in rural Scotland is explained in detailed. 
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2.2 Entrepreneurship 

In the previous section the concept of SME in Scotland and how entrepreneurship 

lifestyle has dominant presence in the rural settings is explained. Lifestyle 

entrepreneurship is primarily adopted in rural areas of Scotland (Galloway, 2006). 

The study of entrepreneurship has progressed significantly, showing greater 

research breadth, depth, and consistency. Entrepreneurship is a universally 

adapted term, which requires no clarification or explanation. Although it’s a global 

term, various scholars have defined it according to different interpretations. 

Onuoha (2007), defined entrepreneurship as “is the practice of starting new 

organizations or revitalizing mature organizations, particularly new businesses 

generally in response to identified opportunities”, whereas Schumpeter (1965) 

defined entrepreneurs as “individuals who exploit market opportunity through 

technical and/or organizational innovation”. Hisrich (1990) argued that an 

entrepreneur is characterized as “someone who demonstrates initiative and 

creative thinking, is able to organize social and economic mechanisms to turn 

resources and situations to practical account and accepts risk and failure”. Authors 

Frank H. Knight (1921) and Peter Drucker (1970) defended entrepreneurship as 

“entrepreneurship is about taking risk”. Whereas, Bolton and Thompson (2000) 

have defined an entrepreneur as “a person who habitually creates and innovates 

to build something of recognized value around perceived opportunities”. 

Understanding of entrepreneurship depends on the situation from which an 

individual believes the drive for business. Entrepreneurship scholar Schumpeter’s 

understanding of an entrepreneur fits with the foundation of this study. The 

participants involved in this study are entrepreneurs equipped with location and 

community tradition of weaving combined with the technology opportunity. Such 
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entrepreneurs are opportunists, risk bearers, creative, experimentative with 

innovation and such entrepreneurs are aware of the advantages associated with 

the skill and business platforms (Eroglu & Picak, 2011). 

The willingness and capability to create, develop, manage, and organize a venture 

can be summed as entrepreneurship. The basic comprehension of 

entrepreneurship is the journey of starting and running a business. According to 

the economist, the term entrepreneurship has been combined with labour, land, 

capital, and natural resources which can play an essential role in producing a profit 

(Abed, Dwivedi, & Williams, 2015). With the passage of time, the entrepreneurial 

determination can be characterized as by risk-taking and innovation, and this is to 

justify why the entrepreneurial attitude have started to define the ability of nation 

in terms of achieving their socio-economic goals. The entrepreneurial spirit is also 

providing an extra edge to a nation in terms of competing with their competitors. 

As entrepreneurship can simply be defined as running a business, however, there 

is a difference between entrepreneur and business owner. As per Kerr, Kerr, & Xu 

(2017), entrepreneurship is a mindset and attitude of the individuals on how they 

act and think. Entrepreneurship is all about tackling the issues in a more competent 

manner and thinking out of the box, which can create extraordinary scenarios all 

together for the businesses and the societies. Moreover, entrepreneurs inject 

strength which guides the businesses to continue towards their goals while tackling 

the difficulties and risks at the same time (Bergek, Jacobson, Carisson, Lindmark, 

& Rickne, 2008). 

Entrepreneurship involves accepting challenges and opportunities. One such 

opportunity identified as the internet has been proven as a beneficial instrument 

for SME entrepreneurs. Internet implementation is an entrepreneurs personal 
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decision and choice. The length of internet usage also defines the entrepreneur’s 

necessity to implement it. A study by Galloway, Sanders and Deakins (2011), 

verified the importance of internet portals (website, emails, etc.) in rural areas of 

Scotland for small and medium-sized businesses. The study claimed the usage of 

internet among the rural business community to increase local awareness whereas 

even slightly contributing to attract external market reach. Similarly, the concept of 

internet usage has expanded to various meta communication channels such as 

social media platforms encouraging entrepreneurs to transform the business 

tradition and reach external markets.  

Laura Galloway, Sanders and Deakins (2011) argue that to be a successful 

entrepreneur, it is necessary for an individual to have sufficient skills, confidence 

and they must be self-motivated. Whereas it is understood that small and medium 

sized entrepreneurs set their own rules accommodating the business requirement 

and without any pressure faced as large-scale businesses. This entrepreneurial 

quality indeed helps the businesses to move forward without mandatory set of 

rules (Burnett & Danson, 2017), which in comparison to large-scale organisation 

is a challenge. Entrepreneurship has proven to provide and create employment in 

the country, contribute to the sustainable growth of the economy and generate 

wealth accompanied by the government meaningful policies and support 

especially in the rural areas of the UK (Adeoye, 2015). 

As witnessed, SMEs in developing nations are proving to be the main and 

significant engine for creating jobs, poverty reduction and income growth. As a 

result of this, policymakers of the developed countries like the United Kingdom, 

USA and others have started to consider entrepreneurship as a crucial element for 

the economic development of their country. According to the Organization for 
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Economic Cooperation and Economic Development (OECD, 2016), 

entrepreneurship plays an essential role in terms of the economic growth and job 

creation for the countries. Europe accounted for 26 million individuals unemployed 

in the year 2014, for which a Business Tool introduced by the OECD to create 

awareness among the individuals to regain employment by the means of self-

employment and creating small businesses was introduced.  As a consequence of 

this, it can be examined that entrepreneurship has not only allowed the countries 

to develop their socio-economic infrastructure but at the same time, 

entrepreneurship is playing an essential role in terms of providing job opportunities 

to the people (Camara & Moyano-Fuentes, 2007). 

Moreover, policymakers of the developed countries providing support and 

incentives to the entrepreneurs will encourage the individuals to take more risks in 

new ventures. However, cultural diversity is also proving to be a big concern 

because cultural differences can make entrepreneurship more or less rewarding 

personally. For instance, a community which concurs the highest position with 

regards to the organizations which are at the top of hierarchical position can 

discourage entrepreneurship. Whereas policy or culture which concurs a high 

position to the self-made entrepreneurs are more likely to motivate or encourage 

entrepreneurship (Burnett & Danson, 2017). Whereas intangible culture 

transferred from one generation to other in a small local community offer potential 

growth for the entrepreneurs as a solution but also offers challenges in the form of 

external market reach, limited or no technology access, ICT accessibility and lack 

of synergy between the markets (Throsby, 2015). 

Summary: As with the passage of time, the role of the entrepreneurs in the socio-

development of the country has been increased, as a result of this, it is necessary 
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for the policymakers and legislative bodies of the countries to make sure that they 

have defined a different strategy for the entrepreneurs which will help them to 

enhance their skills and create a comfortable atmosphere for business operations. 

For instance, it is necessary for the policymakers in the UK to provide sufficient 

knowledge to the new and small-sized entrepreneurs supporting them to be 

familiar with the fact of requirements for starting a new business or growing an 

existing business or not, and the type of resources are necessary for business 

activities. After getting sufficient training from the institutes, entrepreneurs can find 

themselves in a position from where they familiarise with the different strategic 

aspects of business creation including cooperativeness and inclusion of the larger 

entrepreneurs’ community motivating to support each other. However, it is 

established that the entrepreneurs show more significant results working in a 

collaboration with other like-minded individuals, as compared to the entrepreneurs 

who work individually (Mottiar, 2013). Studies related to collaborations and team 

partnership have generated information supporting entrepreneurship. Majority of 

the businesses included in the study by Durkin, McGowan, & McKweown (2013), 

confirmed that creative ideas, innovation and business growth are outcomes of 

entrepreneurs partnered or collaborated with like-minded individuals. 

Summarising the literature discussed above, it is understood that entrepreneurship 

can be framed as sole traders, self-employed and partners coming together for a 

single purpose of business. As per Young (2015) report, SME formation has 

subsequently increased and improved the self-employed entrepreneurs in the UK. 

The SMEs have a significant role to play in developing rural areas economy.  
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2.2.1. Entrepreneurship in Rural Scotland  

Most part of Scotland is predominantly rural in which a number of small 

communities live and work (Burnett & Danson, 2017; Thompson, Atterton, Barnes, 

& Harcus, 2018). Large number of entrepreneurs in rural Scotland can be 

described as lifestyle entrepreneurs (Galloway, 2006). Researchers have defined 

lifestyle entrepreneurship as those individuals who operate business around their 

personal lives, personal choices, values, beliefs, passion, and interest (Ewing 

Marion Kauffman Foundation, 2004; Henricks, 2002) in (Marcketti & Niehm, 2009). 

This definition above encompassed the individual, the business enterprise, and 

the motivation for starting the business. Rural Scotland forms an important 

component of Scotland’s economy as a nation with majority of the activities 

surrounding farming, tourism, forestry, food and drinks, and renewable energy 

industry. Nature and related industry are found to be the essential elements of rural 

Scotland. Tourism accounts to largely contribute to Scotland’s economy, inviting a 

huge number of tourists from all over the world to visit Scotland. It was found that 

the food and drink industry is the most demanding sector with significant impact 

on the nation’s economy and extending its international market reach (Thomson, 

Atterton, Barnes, & Harcus, 2018). Private sector business contributes largely to 

Scotland’s economy by not only creating more employment opportunities, but even 

stabilising the local community reducing outward migration and unemployment 

(Steiner & Atterton, 2015). Due to the lack of natural entrepreneurs in rural 

Scotland, less hectic lifestyle motivates individual to adopt entrepreneurship. 

In the year 2017, the total number of rural businesses accounted for over 52,000 

firms in the Scotland, generating a workforce of approximately 300,000 individuals, 

producing over £38 billion income (Thompson, Atterton, Barnes, & Harcus, 2018). 
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This does create a sense of entrepreneurship awareness among the rural areas 

leading to employment creation and economic development (Camara & Moyano-

Fuentes, 2007). Studies in the past have identified the importance of researching 

rural entrepreneurship and promoting the rural areas as entrepreneurial zones, in 

addition to the challenges faced by rural SMEs, which are different and 

exaggerated as compared to urban SMEs (Burnett & Danson, 2017; Smallbone, 

Welter, & Ateljevic, 2014; Danson & Burnett, 2014). The SME configuration in the 

rural areas of Scotland comprises various entrepreneurial activities mostly as 

micro and small scale businesses. It is assumed that majority of these small 

ventures are family owned businesses in rural Scotland. In 2017, 79% of the small 

and medium sized businesses were family owned ventures in the very remote rural 

location of Scotland; with 77% of the SMEs were family owned businesses in 

accessible rural locations (Thomson, Atterton, Barnes, & Harcus, 2018). Further 

to this, majority of the buisnesses are micro and indeed some with no employees. 

40% of the private sector businesses in rural Scotland accounted for no employees 

(i.e. self-employed entrepreneurship in 2017), with 74% of total remote and 

accessible SMEs employed 10 or less individuals, and large businesses 

accounted for 53% in remote rural and accessible rural SMEs (Thomson, Atterton, 

Barnes, & Harcus, 2018). It is assumed that small family owned businesses are 

key players in creating employment and transferring the family business lifetsyle 

from one generation to another, thus promoting the SME culture. 

The Scottish Government emphasise the importance of digital transformation for 

the SMEs, both in rural and urban areas. 46% of the rural households are 

supposed to have access to superfast broadband service (Digital Scotland, 2017). 
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“ECONOMIC SUCCESS DEMANDS THAT OUR ABILITY TO BENEFIT FROM 
DIGITAL IS NOT LIMITED BY WHERE WE CHOSE TO LIVE OR WORK” 

(Digital-Scotland, 2017). 

Entrepreneurs have gained focus from Scotland’s policymakers. Their importance 

is visible and the contribution to the nation’s economy is recognisable. A study by 

Galloway (2007) on rural Scotland, established that the implementation and uptake 

of broadband in rural SMEs is not advisable due to the lack of awareness and 

understanding in the business community. Whereas, between 2007 and 2017 the 

importance of broadband and internet seen an increase in the number of new small 

and home-based businesses (Galloway, 2016; Kapasi & Galloway, 2016).  

The broadband expectation is on the increase and the government’s policy to place 

internet facility in the rural areas of Scotland is on the rise. The platforms offered 

using internet and broadband facility in the general environment is beneficial for 

businesses, creating connectivity and communication among the user and 

audiences. It is assumed that ICT and technology is rapidly beneficial, prominent 

for the growing world, where the case of rural businesses in Scotland face the 

disadvantage of ICT accessibility and clear implementation but have the 

advantage of ICT platforms due to the remoteness characteristics leading to 

benefit edge for the entrepreneurs (Burnett & Danson, 2017). Adopting ICT and 

clear strategy requires awareness and education, which has to be a two-way 

contribution. One, the government is responsible for introducing beneficial 

technological platforms to the rural entrepreneurs and second, the entrepreneurs 

individually require understanding the benefits of a suitable ICT or technological 

platform appropriate for the business operations.  

According to a study by Ritchie (2005), the report observed the demand for 

entrepreneurship education, which is a widely studied topic across Scottish 
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Universities in Scotland. The entrepreneurship program studied in research report, 

supported business creation with the prevalence of a better ecosystem among the 

entrepreneurs. It is assumed that students with diverse educational backgrounds 

and experiences encounter many entrepreneurial opportunities. Further, some of 

the best examples include a rich learning source and a proper guidance for those 

wanting to strengthen their own entrepreneurial ecosystems. In students ranging 

from graduate to undergraduate level and from undergraduate to postgraduate 

level, the chief factors identified were enterprise education and entrepreneurial 

mind-sets. An umbrella organisation, called The Entrepreneurial Scotland provides 

opportunities to individual and entrepreneurs in the ecosystem to encourage the 

education and training for entrepreneurship in Scotland. Additionally, such 

opportunities, institutes and initiatives also provide clear signals for channels and 

other chances for talented and deserving individuals and students (Entrepreneurial 

Scotland, 2017). While entrepreneurial growth is observable in Scotland’s rural 

SMEs, it is assumed that most entrepreneurs have been attracted to business by 

lifestyle factors rather than growth aspirations (Burnett & Danson, 2017). An 

increased effort by educational institute or authorities may help these 

entrepreneurs to effectively manage their business, understand their role and 

create a lifetime entrepreneurship lifestyle (Marcketti & Niehm, 2009). 

In a study conducted by Atterton and Thompson (2015), it was explored that the 

policies in Scotland are believed to be moulded to guide the economic engagement 

and entrepreneurship among the older stakeholders of the business. It is 

suggested that the evaluation and the contribution of these policies are found to 

be significant, changing the mindset of entrepreneurs to adopt technological 

marketing to attract geographically attracted consumers. Thus, summarising the 
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discussion with the requirement to explore the relation of Scottish rural SMEs, 

entrepreneurs, and opportunities to operate business. 

Additionally, monitoring the variations based on the rural business communities 

like the social, political, and economic shifts is suggested based on the social shifts 

that were prevalent in the rural economy in a frequent way. 

2.2.2. Importance of Digital entrepreneurship  

Entrepreneurial firms and individuals behind these endeavours are in vogue 

everywhere. The term entrepreneurship is not a new one and various research 

dating from the 18th century have a significant impact towards knowledge 

contribution (Kerr, Kerr, & Xu, 2017).  Entrepreneurship plays a remarkable role in 

any country especially; the United Kingdom is considered one of the most 

entrepreneurial preferred locations not only in Europe but all over the world. The 

transition from entrepreneurship to digital entrepreneurship has been witnessed in 

recent times. The transition period has been so organic and natural that the 

entrepreneurs transformed their business model by including more digital and 

technological system creating smooth business functions and benefitting the 

businesses (Turuk, 2018). The European Union has seen a rise in SMEs adopting 

digital platforms. OECD (2012) explained the digital economy - “enables and 

executes the trade of goods and services through electronic commerce on the 

Internet”. Whereas Deloitte (2016) describes to digital economy as “the economic 

activity that results from billions of everyday online connections among people, 

businesses, devices, data, and processes. The backbone of the digital economy 

is hyper connectivity which means growing interconnectedness of people, 

organisations, and machines that results from the Internet, mobile technology and 

the Internet of things (IoT)”. Digital economy is the new economy and have to be 
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accepted by the countries, promoted by the countries and supported by the 

countries. As discussed earlier, SMEs have an advantage by using technology due 

to its characteristics and therefore digital entrepreneurs must be endorsed to 

generate economic advancement.   

Digital entrepreneurship can be understood as, “a subcategory of 

entrepreneurship in which some or all of what would be physical in a traditional 

organization has been digitized” (Hull, Hung, & Hair, 2006). Therefore, digital 

entrepreneurship involves entrepreneurship, involving digital goods or services, 

digital distribution, a digital marketplace, digitally oriented workplace or some 

combination of these. Such entrepreneurial activity relies on ICT and technology-

oriented systems. Digital entrepreneurship most commonly refers to “the process 

of creating a new or novel Internet enabled/delivered business, product or service. 

This definition includes both start-ups – bringing a new digital product or service to 

market – but also the digital transformation of an existing business activity inside 

a firm or the public sector” (Welsum, 2016). Davidson and Vaast (2010) in Turuk 

(2018) explains digital entrepreneurship as a practice of pursuing “new venture 

opportunities presented by new media and internet technologies”. Digital 

entrepreneurs require constant ICT support, access to technology systems such 

as computer, smart phones or tablets and appropriate skills to operate the 

combination of ICT and a digital system. Therefore, the need to study digital 

entrepreneurs is essential. It is evident that every individual entrepreneur, small 

and medium sized entrepreneurs and large organisations are attracted to the 

digital concept of entrepreneurship. Thus, businesses without digital inclusion 

strive to operate and survive.  
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Small and medium-sized businesses, especially micro-small businesses are often 

turned towards the adoption of ICT platforms including websites, emails and online 

sales platforms such as eBay and Amazon. The geographic location of Outer 

Hebrides in Scotland has been termed as culturally backwaters and unfavourable 

economies, with less economic contribution since ages (Burnett & Danson, 2017). 

Thus, entrepreneurs based in such locations, surviving on local communities for 

livelihood have to transform their business model to the digital entrepreneurship 

model to survive, reduce outward migration and create more local employments. 

The increasing importance of digital entrepreneurship is essential and recognized 

by many countries including the United Kingdom. Young’s report (2015) has 

emphasised the importance of digital entrepreneurship, adoption of broadband, 

implementation of social media for business, usage of online sales platforms and 

involvement of digital equipped systems for SMEs. Although, every firm differs on 

their mission and objective, it is advised that digital entrepreneurship should be 

included in an organic way with entrepreneurs’ interest and without any 

unwarranted pressure. 

Digital entrepreneurship refers to entrepreneurship, with an involvement of various 

digital and technology business aspects. Entrepreneurs can form digital strategies 

including marketing, finance, HR and sales using online platforms. Duspara, 

Knežević & Duspara (2016), emphasize the importance of implementing startegies 

leading to the sustainable development and competitiveness based on the new 

technologies, research and development, knowledeg and investments, supporting 

small and medium sized businesses to enhance their business ideas. The use of 

digital technologies and platforms by the SMEs can not only boost local and 

economic growth but reduce outward migration by generating employment (The 
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Boston Consulting Group, 2013). It is evident that digital and technology usage 

benefit the small and meidum sized businesses by increasing sales, creating 

marketing campaigns and reaching customer (Moghavvemi, Ainin, Parveen, 

Jaafar, & Shuib, 2015), but at the same time it also rewards the local economy and 

indirectly the nation’s economy. Welsum (2016) explains that using the term digital 

entrepreneruship “may level the playing field in certain sectors, creating 

opportunities to work from remote areas, at different hours, from the home, or on 

the go. It can play an important role in promoting gender equality and social and 

economic inclusion, stimulate local development, and contribute to sustainable 

development, especially when new technologies are combined with the availability 

of open and public data.” (p.1).  

This study concentrates on understanding and exploring the individual influential 

factors of SME entrepreneurs adoption of social media for business 

activities/operations. Social media is not new and have been around for over a 

decade. The main aim of social media platforms was and is to increase 

communication between users. Over the time the realisation to use such efficient 

platforms for business activities have gained importance, without thorough 

understanding, a clear strategy and guidance. Along with the time, social media 

business strategies have also gained significant importance among the 

academics, speakers, researchers, marketers, individual vloggers, bloggers and 

entrepreneurs. The requirement to promote digital strategies gained presence and 

still the need to adopt clear digital strategies is in process. It is believed although, 

the awareness to adopt clear digital strategies are up and running but due to the 

nature and characteristics of every business and every entrepreneur, it is difficult 

to note down a single digital strategy model. Technology produced systems “such 
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as mobile and social solutions, cloud computing, data analytics, digitisation of 

manufacturing, including digital technologies for the design, prototyping and 

testing of industrial products, as well as collaborative technologies, offer a new 

range of opportunities for business services in the knowledge economy” 

(European Commission, 2016). 

To summarise, the requirement to create awareness among SME entrepreneurs 

to view digital entrepreneurship as a mandatory model is necessary. Digital 

entrepreneurship education must be promoted from the early learning period in 

universities and institutes. This will inevitably generate a sense of recognition 

among the students and learners to view digital entrepreneurship as the way 

forward, resulting in easier connectivity among local businesses, international 

customers, more business opportunities and an improved economy. The role of 

the policy makers in the United Kingdom and Scottish government in creating 

conditions for the development of digital enterprise model is vital. Government 

departments responsible for handling entrepreneurship education should make it 

a priority to motivate SME entrepreneurs, new entrepreneurs, students and 

learners to adopt digital technologies as a part of their business model. The policy 

makers should also work towards implementation of digital platforms, improve 

digital entrepreneurs’ policies, introduce employment benefits and support 

entrepreneurs in the digital environment. The entrepreneur sample selected for 

this study are based in the rural part of Outer Hebrides. The SMEs require 

thorough support to make digital entrepreneurship a general and common 

platform, regular monitoring must be conducted, clear strategies must be 

implemented, and entrepreneurs must be provided with training.  
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As discussed earlier, every entrepreneurship various from one another, and 

therefore understanding entrepreneurs perception is critical. Thus, the researcher 

seeks to study entrepreneurs perception towards adoption of social media 

entrepreneurship.  

2.2.3. Innovation and Entrepreneurship 

According to the Schumpeterian tradition, the entrepreneur is the hero of dynamic 

entrepreneurship. The world is a complex and dynamic place in which 

entrepreneurship and innovation plays a combined decisive role for a country’s 

economic development. As stated by Sledzik (2013) that according to Joseph Alois 

Schumpeter “carrying out innovations is the only function which is fundamental in 

history”. This emphasizes the importance of innovation adaption among the 

entrepreneurs. Innovation is not always innovating new ideas and producing 

products, it also refers to the adaption of existing innovation and newness by 

entrepreneurs. In this study, technology innovation and digital innovation has been 

used to generalise the understanding of social media platforms. It is believed that 

social media is a part of the digital innovation and the revolution started more than 

a decade ago in the business context. Schumpeter in (Sledzik, 2013) notes the 

importance of innovation and entrepreneurship relationship, when the strongest 

economy in the world is facing financial crisis and debt crisis. The term ‘innovation’ 

has been used confusingly in many meaningful ways, when suited. Schumpeter in 

his earlier view described the historical development of the economy driven by 

innovation as, 

“1. launch of a new product or a new species of already known product.  

2. application of new methods of production or sales of a product (not yet proven 
in the industry).  
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3. opening of a new market (the market for which a branch of the industry was not 
yet represented).  

4. acquiring of new sources of supply of raw material or semi-finished goods.  

5. new industry structure such as the creation or destruction of a monopoly 
position.” (Sledzik, 2013) 

Further, Schumpeter divides the innovation process in four dimensions as 

invention, innovation, diffusion and imitation. In general reference for this study, 

invention refers to scientific results and outcomes, innovation refers to the adaption 

of existing invention or combination of technology systems, diffusion refers to the 

actual adaption and implementation of the invention or system and imitation refers 

to following similar pathways as others. Whereas, Schumpeter’s analysis that the 

invention phase and earlier innovation have very less impact on the society, whilst 

the diffusion and imitation phase have a greater impact on the society and 

economy (Sledkik, 2013). Summarising it as, invention and innovation process are 

less likely to be known among the entrepreneurs whereas, actual diffusion of the 

process leads to imitation by others considering the benefits and profit generated 

from the system diffusion. 

Usually, entrepreneurs define and create new combinations such as new markets, 

new products, new forms of organizations and new materials. There is not much 

difference between entrepreneurship and innovation, and this is the only reason 

why both entrepreneurship and innovation are considered as replacements of 

each other according to Schumpeter’s entrepreneurship theory (Sledzik, 2013). 

The innovative activities structure is further fundamentally distinguished as 

Schumpeter Mark I and Schumpeter II. Two major patterns are highlighted by 

Schumpeter as, the first one is characterised by ‘creative destruction’ with the 

technological entry used by the new small firm entrepreneurs in Nelson and Winter 
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(1982) and Kamien and Schwartz (1982) in The theory of economic development 

by Schumpeter, 1934 (Malerba & Orsenigo, 1996). The second pattern of 

innovative process is labelled as Schumpeter II in Capitalism, socialism and 

democracy by Schumpeter (1942), Malerba & Orsenigo, (1996). It is described as 

significance of the industrial research and development laboratory for 

technological innovation and the key role played by the large firms (Malerba & 

Orsenigo, 1996; Sledzik, 2013). This pattern is characterised by the ‘creative 

accumulation’ by the popularity and existence of the large organisation which 

causes barriers for new and small firms market entry. In other words, 

Schumpeterian Mark I and Mark II patterns are also referred to widening and 

deepening patterns. Widening pattern of innovative activities refers to continuous 

expansion through the entry of new innovative firms and reduction of technological 

benefits of the established firm, whereas, deepening patterns of innovative 

activities refer to the dominance of some established firms which are continuously 

innovative through the use of technology advantages and capabilities. In this 

study, the entrepreneurs capabilities are explored relating to the adaption of social 

media, its platform and benefits. The accumulation is believed to provide results 

forming a conceptual model. according to Schumpeter Mark I, it is the responsibility 

of the enterprises and entrepreneurs to innovate new ideas which can play an 

essential role in the development of the businesses and entrepreneurship at the 

same time. Whereas, according to Schumpeter Mark II, it depends on the nature 

of the entrepreneurs that how creative and innovative they are (Malerba & 

Orsenigo, 1996). As a result of this, it can be understood that some entrepreneurs 

are more innovative and creative as compared to the other entrepreneurs 

(Kuratko, 2005; Gerba, 2012).  
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With the help of entrepreneurship and innovation, entrepreneurs are in a position 

from where they can create and develop new ideas into their services, products, 

businesses, and new inventions. One of the greatest examples of innovation and 

entrepreneurship is Mark Zuckerberg, founder and visionary of Facebook. The 

platform Facebook was created in 2008 with a vision to create communication 

between the students of Harvard University, which spread to many parts of the 

world ultimately also serving as a business platform (Facebook, 2017). It is 

understood that Facebook has more database than Google. Although, the 

innovative digital platform started as a campus forum, without any anticipation to 

be transformed as the most popular social media platform to date. The 

innovativeness of the entrepreneur combined with other entrepreneurial traits 

including the continuous invention using computer coding system forming 

innovative characteristics of an entrepreneur.  

Entrepreneurship and Innovation are known as one of the vital and significant 

aspects of ensuring strong economic and social development. With the passage 

of time, governments around the world have started putting their core focus in 

terms of providing sufficient relief to their entrepreneurs. According to the 

policymakers of the developed countries such as United Kingdom, entrepreneurs 

are the ones who bring and create unique business ideas, industries, models, and 

most importantly jobs. According to the report presented in (Scottish-Government, 

2016), it was found that innovative SMEs were more likely to export outside the 

UK as compared to the non-innovative SMEs in the rural areas. It was also 

reported that innovative SMEs were aware of available government business 

support as compared to the non-innovative SMEs, with innovative SMEs having 

their own company websites as compared to the others. It is evident that rural 
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SMEs in Scotland are aware of the benefits attached to innovative 

entrepreneurship.  

2.3. Technological and Digital Innovation  

Technological innovation is a concept which has earned a remarkable growth in 

the field of scientific innovation. Technological innovation is a term most likely to 

be used in computer research, ICT research and computer behavior research. 

Increase in the awareness of technology advancements and innovative systems 

are benefitting business researchers allowing them to contribute to this research 

area. SMEs are aware of the technology and innovative platforms available and 

accessible for business use. As earlier discussed, Schumpeterian innovation 

theory, mainly refers to technology innovative activities. Innovation is considered 

as a key driver of productivity, promote long-term growth and guide solving social 

challenges in a cost- effective way (OECD, 2015a). Small and medium sized 

businesses are capable of incurring and involving cost-effective way for business 

growth. Innovation is understood to be the core of SMEs growth strategies; the 

more innovative activities, the more productivity is resulted. It can generate higher 

rates of employment, higher wages, better working conditions and reduction of 

outward migration and inequalities (OECD, 2018). Technology development and 

digitalisation such as the introduction of social media platforms for business 

prospects and online retail platforms offers opportunities to innovate and grow. 

Thus, digitalisation hastens the dissemination of knowledge and allows the 

enabling of new business model, which assists the SMEs to scale quickly, with 

skilled employees, preserve tangible assets or modelled as the geographic 

footprint (OECD, 2017c). 
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The research conducted by Nicholas (2012) explored the developments in 

technology in Britain over the past 140 years trying to highlight the chief inclinations 

observed in the patterns of innovation and patent registrations. The key 

component helping in the development was identified to be ‘technology’ and the 

history of Britain thus provided the perceptive of declination in its position as one 

of the dominant industrial nations of the 19th century. Moreover, it was found that 

rather than deteriorating or falling weak in its inventory stages, Britain rather 

excelled in its inventory tradition and in basic sciences. Britain also had the 

provision of institutional mechanisms which were prevalent in supporting the 

inventions. However, owing to the expense and awkwardness in implementation 

of the patent laws in Britain, it was criticized and acted as a burden on innovation. 

Since the early 1970s, the country has witnessed the improvement in innovation 

quality and productivity (Nicholas, 2012). 

Innovation is regarded as the fundamental driving force of economic growth and 

profitability in the UK, according to the Organisation for Economic Co-operation 

and Development (2018). The major focus of the industrial strategy by the UK 

government for the development of boundaries of knowledge which in turn helped 

in exploiting new technologies. The report suggests that the research process in 

the United Kingdom is related to the establishment of the research in public sector, 

investors of the research, and research and technology organisations with respect 

to the solar system. Innovative model such as social media technology developed 

in the United States of America. It is also noticed that imitation of social media 

models has been adapted in the United Kingdom, but largely most of the innovation 

models are developed outside the UK. The establishment of the silicon-valley in 
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the USA have led to the development of many innovative systems and platforms 

contributing to the various businesses.  

An innovation study by Smallbone and North (1999), stated the advantages of 

technology and innovative business models for rural SMEs. Although, it is believed 

that the user’s understanding and acceptance for technology and innovative 

business model have changed, it has changed for the betterment as per time 

course. Technology advancement has encouraged the SMEs based in remote 

rural, accessible rural and urban areas to explore innovative platforms and adopt 

innovative business models. (Smallbone & North,1999). Moreover, putting forth 

new ideologies and skill building for economic breakthrough of the region has been 

observed to have double the establishments of rural SMEs.   

Innovation is also driven by the participation of people and their collaboration 

towards technical understanding for the research. Talent, passion and skills drive 

to identify the more profitable opportunities and later, the development of the 

products and services. Development capabilities of research institutions and 

businesses, skills of science, technology, engineering and mathematics (STEM) is 

significant. Although, it is understood that such research institutes can be 

established in urban and accessible locations, but the outcomes of these research 

centres can benefit rural reach and rural SMEs (Innovation Report, 2014). 

Innovation is considered as the engine of economic growth and improved living 

standards. The benefits of innovation such as ICT development have not only 

benefitted individuals but also businesses.  
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Harris Tweed entrepreneurs have adopted an innovative business model, although 

it requires to establish further skill development, implementation of innovative 

platforms and explore the practical benefit (Innovation Report, 2014). 

2.3.1. Role of Technological Innovations in Rural SMEs 

The use of ICT and its forum for businesses except of its size and location is found 

to be very crucial and offers potential (Galloway and Mochrie, 2004). The uptake 

of ICT forums (platforms) was realised to be costly for rural SMEs in earlier 

research due to the nature of the internet and its forum evolement (Galloway and 

Mochrie, 2004). Whereas currently, platforms such as social media is a cost 

effective and accessible with the availibility of internet. Literature reports that the 

ide of ICT is advanatages for rural SMEs in various forms such as access to local 

and extended market, access to resources, imrpoved productivity and social 

networking (Zinkhan, 2001; Baourakis et al., 2002; Buhalis and Main, 1998; 

Smallbone et al. 2002) in (Galloway & Mochrie, 2004). Technological innovation 

as a component of ICT has presented great possibility for rural SMEs.  

Technological innovation is very critical and a key factor for a firm’s 

competitiveness and growth (OECD, 2015a). Technological innovation is 

inevitable for established and new firms looking to develop and maintain a 

competitive advantage over others to enter a market (Hanadi & Aruna, 2013). This 

study emphasizes to understand the social media adoption factors among the 

Harris Tweed entrepreneurs community. This requires looking into the literature, 

justifying the role played by technology innovations from the SME context. 

Developed nations such as the United Kingdom retain their competitive advantage 

in the fast-growing sector as compared to developing countries. United Kingdom 

is a favourable place for entrepreneurial activities. The growing numbers of SMEs 
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since 2010 and 2015 has made it evident that entrepreneurship is being 

considered for work lifestyle (Young, 2015).  

Around 51,000 businesses were registered as private sector businesses in the 

year 2015 in remote and accessible rural Scotland (Turner & Atterton, 2015). In 

2018, Outer Hebrides accounted for 1,255 registered businesses with employment 

of 7,160 individuals. Various sectors account for the registered businesses in the 

Outer Hebrides, with two industries contributing the largest were Professional 

Scientific & Technical Activities and Construction industries (Socio Economic 

Update No 39, 2018). Harris Tweed entrepreneurs are a very small community 

based in the Outer Hebrides. The HT entrepreneurs are believed to be first wave 

entrepreneurs transforming the traditional business retail model to an innovative 

business model, by using social media platforms.  

Technology facilities can bridge the gap between rural SMEs and customers. Even 

though technology platforms are commonly used among the developed urban 

based businesses, rural SMEs faces issues related to accessibly, affordability, 

skills, asset cost and connectivity (Burnett & Danson, 2017). A small survey 

conducted among the rural based business in Scotland found that, the technology 

linked growth barriers were real, problematic and lacked immediate solution 

(Ismail, 2017). The same survey also resulted in Doug Gurr (UK country manager 

for Amazon) claiming that,   

“The research finds that rural businesses are typically family-run, home-based, 

owned by people aged over 55 years old and employing fewer than ten people – 

exactly the type of businesses that can gain from using digital technology to 

expand their productivity,” 
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and, 

“Every day, we see digital technology levelling the playing field between 

businesses operating in urban and rural parts of the country, whether that’s 

exporting locally produced goods or using cloud computing to scale their 

business.” (ibid) 

Even though, there is evidence for rural SMEs and the technology advantages but 

many of these theories have not been applied to the rural SMEs context. This study 

will focus on bridging that gap. Technology adoption in rural SMEs is a growing 

area of interest for researchers in developed and developing countries. 

Technology importance and adoption is crucial for small and medium sized 

businesses in the private sector (Manimala, Mathew, Vijay, & Devi, 2012; Atterton, 

2016; Deloitte, 2016; OECD, 2018). 

Internet introduction has supported website production and implementation as a 

new mode of communication for businesses and other institutes. Various 

characteristics of websites using internet facilities allowed millions of businesses 

to format communication platforms to interact with customers and encourage 

sales. Communication technology innovation allow social networking between 

society. It enables to overcome geographical barriers and allows interaction of 

societies living at distances (Lorna, Caitlin, & John, 2015). Social networking 

platforms, using internet has given birth to social media and other online retail 

business platforms. Studies have gone beyond internet research based on 

geographical location, but it is understood that the rural SMEs in Scotland are still 

competing without complete internet supply and installation. Past studies 

concentrating on the communication technologies in rural context holds a different 
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view (Galloway and Mochrie, 2004; Galloway, 2007; Galloway, Sanders, Deakins, 

2011). One of the papers by Wilson, Wallace and Farrington, ‘A virtual geography 

of the Scottish islands’ discussed in Lorna, Caitlin and John (2015) discussed the 

usage of digital connectivity on the island as an interactive platform locally, with 

other island and mainland afield. It was established that rural enterprises using 

digital connectivity is important for rural development, reducing unemployment, 

controlling outward migration and communicating with outer world. Outer Hebrides 

is one of the habitant locations allowing individuals to travel between mainland 

such as Glasgow and Outer Hebrides. Transport facilities to the Outer Hebrides is 

facilitated through air and sea. It is believed that regular ferries and airplanes are 

used to commute between the locations. Even though, the transport infrastructure 

has been in place, it is important that communication platforms are prioritised to 

reduce further barriers and lost business opportunities.  

Technology innovation support for rural enterprises in an important element for 

complete rural development, welcome new businesses and retain rural 

employment. SMEs success and economical contribution is widely appreciated, 

but it is believed that less is comparatively done to overcome their problems. Often 

rural SMEs survival and expansion issues are overlooked, ignored and diverted to 

accommodate large businesses.  thus, digital and technological innovations and 

solution could help rural SMEs to overcome their survival and expansion barriers 

(Lorna, Caitlin, & John, 2015).  

The concept of online shopping and online retail is not new, not even for rural 

communities. But it is understood that rural online business lacks the 

encouragement and motivation from government and entrepreneurs. Rural SMEs 

shops and stores often act as community place for locals as socialising hubs. Due 
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to the small number of populations, the locals are believed to confined and enjoy 

social gatherings at local shops whether coffee shops, grocery shops or skill 

classes. Rural SMEs offers local employment, opportunity for locals to interacts 

and create a social network. Whereas, online shopping has changed the concept 

of rural shops and furthered the rural societies with various quality products which 

were not available. The rural SMEs face challenges in evolving into a digital 

business but it is believed to release the pressure of competition from other online 

businesses and provide similar products at lower prices (Lorna, Caitlin, & John, 

2015). Therefore, technology involvement has been mandatory for rural SMEs 

improving the standard of living for the local society, employing technology skilled 

individuals, retaining rural customers, attracting more businesses to collaborate 

and reducing the cost of physical presence.  

Considering the developed countries like the United Kingdom, the latest 

technologies is advantageous for the SMEs instead of the business size and 

geographic location, and they provide an essential medium to play a role for re-

engineering which is associated with the social and economic factors of the 

country.  

The policymakers in the UK have emphasised the importance of technology 

innovation for SMEs and rural communities to sustain, grow and stabilise the local 

economy (Lorna, Caitlin, & John, 2015; Young, 2015). Scottish government has 

prioritised encouraging ICT adoption and digital technology platforms in rural areas 

(Scottish-Government, 2016). Social media as digital technology platform is widely 

used among the SME communities in urban as well as rural areas. Social media 

popularity has widened its uptake mainly among small businesses community 
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which mainly endure on cost effective business process (Moghavvemi, Ainin, 

Parveen, Jaafar. & Shuib, 2015). 

2.3.2. Social Media as Digital Platform  

Social media is a computer-based technology innovation or digital innovation 

introduced to share ideas, promote communication, and exchange information 

(Kaplan & Haenlien, 2010). Everyone who thinks that social media is a ‘cool’ word, 

should understand the opportunities and challenges that is attached with it. In 

today’s world it is difficult to categorize exactly what social media is and what it is 

not. Earlier computer-based technology developed over decades ago was 

websites and email facilities (Abed, Dwivedi, & Williams, 2015). In the last ten 

years the world has witnessed an evolution in the way technology is rapidly 

changing.  Andreas Kaplan and Michael Haenlein (2010) define social media as 

"a group of Internet-based applications that build on the ideological and 

technological foundations of Web 2.0, and that allow the creation and exchange 

of user-generated content." 

About a decade ago, Kaplan and Haenlein addressed the understanding of social 

media and its evolution. Social media ten years ago was different to what it is now, 

but its potential for businesses was studied. The evolution is not surprising. Internet 

was introduced as a platform to exchange software data, news and messages with 

each other as Bulletin Board System, later in the mid-nineties saw the development 

of webpages and e-commerce websites such as eBay in 1995 and Amazon in 

1994 (Kaplan & Haenlein, 2010) and gained popularity when dot com bubble burst 

in early 2000. Even though the platform characteristics have changed over the 

time, the purpose remained the same. Social media has been around since over 

two decades but under different names. Social media such as Facebook, 

https://en.wikipedia.org/wiki/Web_2.0
https://en.wikipedia.org/wiki/User-generated_content
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YouTube, Twitter, Instagram, Snapchat or Google Plus are a part of the technology 

evolution. The characteristics of the technology innovation such as webpages, 

websites and emails which purposed mainly the exchange of information, news 

and messages which is similar to what social media pages platforms intend. 

Although, the purpose of the previously developed technology platforms were 

similar to technology platforms that we have now, the virtual advanced 

characteristics of social media platforms fundamentally differs which makes them 

completely different to the ones developed as earlier as BBS in 1970s (Kaplan & 

Haenlein, 2010).  

The general definition of social media discussed above needs to be further 

distinguished and categorized. Often people relate to the term social media with 

Facebook, which is acceptable but social media is a platform which promotes 

communication, interaction and information sharing. With this understanding social 

media requires to be categorized further to create better knowledge. Although, 

most of us as individual would agree that social media is Facebook, YouTube or 

Instagram; there is no defined classification which categorise these platforms 

under different categories. This should be further researched and investigated, and 

digital platforms should be categorized systematically.  Also, it is noticed that due 

to the ever-evolving technology, new platforms are introduced and appear on 

computers or smartphones spaces every day. Therefore, it is important to take 

account of new and upcoming platforms under classification (Kaplan & Haenlein, 

2010).  

Digital innovation involves changing the market trends by using up to date 

technology to enhance product, services and traditional model of activities. 

Although, social media is a digital innovation based on technology development 
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combined with human intelligence; its rapid changing characteristics and increase 

in demand are overwhelming. Kaplan and Haenlein (2010) had classified the social 

media based on social presence theory (Short, Williams & Christie, 1976) and 

Media Rich Theory by Daft and Lengel (1986). Social presence theory refers that 

media differs in the degree of ‘social presence’ which is explained as visual, 

acoustic and physical contact that is created between two communication partners 

(Kaplan & Haenlein, 2010).  

 “Social presence is influenced by the intimacy (interpersonal vs mediated) and 

immediacy (asynchronous vs. synchronous) of the medium, and can be expected 

to be lower for mediated (e.g., telephone conversation) than interpersonal (e.g., 

face-to-face discussion) and for asynchronous (e.g., e-mail) than synchronous 

(e.g., live chat) communications. The higher the social presence, the larger the 

social influence that the communication partners have on each other’s behavior.”  

 

Thus, greater social presence leads to higher influence on the communicating 

parties involved both ways. The concept of media richness has been explained as 

“that the goal of any communication is the resolution of ambiguity and the reduction 

of uncertainty” (ibid). In social media context it can classified as the platform based 

on the richness of the media and amount of social presence it allows.  

The ubiquitous use of social media today and critical role of technology innovation 

in economic growth and development necessitates the understanding of social 

media as an essential medium for SMEs. The concept of social media is providing 

as a virtual channel to exchange information and communication not only on 

individually basis but organisation context (Asio & Khorasani, 2015). Digital firms 

and start-ups can grow massively at faster rate and scale immediately with 

entrepreneurs creating temporary monopolies with limited investments (Huang, 
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Henfridsson, Liu, & Newell, 2017; Kurz, 2017). Social media is very popular among 

the generation Y, who are constantly living in a virtual world. Apart from that, the 

elder generation has adopted social media to stay in contact with family and friends 

living in far location. This has encouraged the use of social media for day to day 

activities. The social media characteristics of exchanging information, creating 

communication and social networks has the power to combine difference culture, 

skills, expertise and perception helping small business to innovate (Asio & 

Khorasani, 2015).  

Social media is a digital innovation which has positively impacted small and 

medium sized businesses. The use of technology such as computers, digital 

platforms or virtual platforms has become a common practice in day to day work 

practices for organisations, allowing organisation of every size to operate business 

activities anytime and from anywhere (Bacon & Mackinnon, 2016). Past literature 

has revealed that the use of social media for business activities is divided for 

various activities such as marketing, sales, communication, product and service 

promotion, problem solving resolution medium, feedback platforms, information 

sharing, customer service, innovation, human resources and driving culture 

change among societies (Moghavvemi, Ainin, Parveen, Jaafar, & Shuib, 2015). 

Social media platform such as Facebook has been determinedly and successfully 

used as a communication platform to interact with customers, collaborate with 

other companies and support internal workforce communication (Meske & 

Stieglitz, 2013).  

It is important to understand that social media is evolving rapidly without prior 

notice, which is impacting businesses to benefit or to strive. As the customer 

demand to the changes in the society increases, the supply force is believed to 
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meet the demand constantly with changing innovative technology. Mainly, the 

advent of ICT technologies has necessitated the use of social media technologies 

into SME work practices (Asio & Khorasani, 2015). The demand of the cost-

effective business measures and innovative technologies are increasing from SME 

context and the government is promoting the technology implementation and 

creating pathway to innovate SMEs (Scottish-Government, 2016; Young, 2015).  

Social media as a technology platform enables individual exchanging knowledge 

to construct developed platforms where information is socially mediated. Different 

social media platforms includes social networks pages such as Facebook and 

LinkedIn, microblogging pages such as Twitter, cloud-computing websites such as 

Google drive and Dropbox ; and picture sharing platform such as Instagram and 

Snapchat (Asio & Khorasani, 2015). The advantage of various social media 

platforms ranges from individual creativity to group creativity. Group creativity can 

be termed as large organisation effort to use different social media platforms for 

particular business activities whereas, individual entrepreneurs use social media 

platforms using their creativity particularly one platform at a time. Social media is 

also used as social learning platform which promotes information sharing, 

exchanging information and creating communication between two or more users 

(Asio & Khorasani, 2015). Thus, social media is not only profit-making technology 

platform but also promote learning and spreading of knowledge to a large number 

of audiences. This defines the characteristics of social media as beneficial for small 

sized businesses, which strives to reach large audiences without investment and 

personal outreach.  

Although, small and medium businesses are the backbone of the UK economy; 

they experience limitations and expect challenges in adopting technology. In rural 
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areas, the policy of providing internet facility is still under development, this can 

transform the way small and medium businesses operate, communicate and 

conduct business. Technology platforms such as social media has played an 

important role for SMEs as a marketing communication medium for businesses in 

a very short period of time (Dahnil, Marzuki, Langgat & Fabeil, 2014).  

According to Kuan & Chau (2001), small and medium businesses do not only 

contribute to the nation’s GDP (Gross Domestic Product) in the United States, but 

are one of the major producers of innovation technology. Whereas in Europe, 99.8 

percent of the businesses are of small and medium sized – which creates two-third 

of the Europe’s turnover and creates employment for local people (Carayannis et 

al., 2006) in Danhil et al., (2014). Small and medium businesses not only provide 

benefits to the local and the nation economy; but provide better standard of living, 

provided livelihood to family members and contribute in maintaining sustanibility 

towards the social and economic environment (Samujh, 2011). Technology plays 

a major role in the development of the business and connecting customers with 

these businesses.  

Social media acceptance, adoption and usage has been in demand, providing 

communication assistance to small and medium-sized businesses; this has 

encouraged the SMEs and academic researchers to undertake research which 

would allow better knowledge and understanding of factors influencing 

entrepreneurs (Abed, Dwivedi, & Williams,2015; Kaplan & Haenlein, 2010; 

Moghavvemi, Ainin, Parveen, Jaafar, & Shuib, 2015) . Adoption in this study refers 

to the acceptance and usage of social media as a continuous process of operating 

business. Due to social media platforms’ technological nature, it aggregates 

adoption and using query; but its user-friendly feature has made it comprehensible 
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for people of all ages and businesses. Although, SMEs experiences acceptance 

and adoption of social media challenges, implementing clear and concise adoption 

decision with strategies does have constructive impact on the business (Abed, 

Dwivedi, & Williams, 2015). It allows the business to change the way it operates 

and expand its reach to audiences all around the globe (Danhil et al., 2014). Even 

though it has benefit for the businesses, the perception of an entrepreneur towards 

adopting social media for business activities in SMEs is still unknown and under 

researched. The purpose of this study is to review academic literature on the 

perception towards adoption of social media in rural settings, importance of 

technology, importance on social media and entrepreneur’s relation with social 

media. Even though digital innovative platforms have significant impact on SMEs, 

the rate on generating employment and overall quality of life is still under radar 

(Ciriello, Richter, & Schwabe, 2018). 

The next section explains the concept of social media from SME context. 

2.4. SMEs and Social Media 

Social media is an integral part of everyday life for communicating and 

sharing information. the characteristics of social media is efficiently spread to 

benefit the user, keeping the user’s acceptance at priority. As discussed earlier 

social media can be categorised separately, but the motive of the digital platforms 

remains interactivity and communication. Social media is deemed to be free with 

condition of accessibility met and easy to use if the system or platform is 

understood or learned (Batrinca & Treleaven, 2014) and therefore the social media 

platforms are highly useful not only for individuals but businesses of all sizes. This 

is especially beneficial to small and medium sized enterprises that may not have 

the financial backing or technical expertise required for other, more traditional, 
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technical solutions as social media create business value for SMEs (Stockdale, 

Ahmed, & Helena, 2012). In recent years social media has become an integral part 

of everyday life with year-on-year growth in the number of individual and business 

users. At the time of writing, Facebook has 901 million monthly active users 

(Facebook, 2019); Twitter has 140 million users (Twitter, 2019), LinkedIn has 161 

million members worldwide (Linkdin, 2019) and Instagram with 500 million active 

users (Instagram, 2019). Social media technology is accessible anywhere with 

internet availability. Therefore, businesses would be imprudent to ignore the 

growing number of people who regularly and frequently use social media platforms 

routinely with the subsequent value and potential of this to create business 

opportunities. There has been a remarkable impact found of social media, and the 

small or medium-sized organizations have gained a remarkable benefit by using 

such platforms for marketing, finance, data collection and even HR (Kaplan & 

Haenlein, 2010; Moghavvemi, Ainin, Parveen, Jaafar, & Shuib, 2015). Social 

media provides some new opportunities for the small and medium-sized 

organizations by which they can gain a stable place in the market as well as they 

can induce some new development techniques to survive in the current 

competitive market (Stockdale, Ahmed, & Helena, 2012). 

Although, social media and SMEs have established relationship, but the underlying 

concept of adoption is still debatable and questionable due to the nature of 

entrepreneurs personal approach, size, and objective of the business. 

2.4.1. Adoption of Social Media in the United Kingdom 

According to Young’s report (2015), SMEs should increase the use of social media 

for business activities. The advice for SMEs to use social media for business 
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purpose defines the importance and benefits it has, which can support the SMEs 

to survive, sustain and grow.  

Social media platforms such as Facebook, Twitter, WhatsApp, Instagram, 

YouTube, Google plus, LinkedIn, Snapchat; are established for personal use. But 

the opportunistic demand from the businesses have transformed the social media 

characteristics to business use. Social media platforms are now used by 

businesses of all size for competitive edge (Pradatini, 2011) for various use such 

as sharing new, sharing information, customer communication and promoting 

products and services (Oji, Iwu, & Tengeh, 2017). Leung (2012) in Oji et. al. (2017) 

found that Facebook in particular has changed the audiences way of 

communicating with each other virtually in the United States of America, which 

supports the businesses to attract new customers and retain their customer base.  

In the beginning of 2017, approximately 39 million users were registered using 

social media websites (Facebook, YouTube, Instagram etc) with an expectation to 

be increased to 42 million by the end of the year (Statista, 2017). This establishes 

that a large number of adult users are social media users including individuals and 

businesses. It is assumed that calculating active social media business pages is 

difficult as majority of the individual conduct business using their personal social 

media pages. Although social media websites such as Facebook have specific 

designed business pages for ventures to operate, the adoption is assumed to be 

still under process. The United Kingdom witnessed increase in SMEs between 

2010-2015 (Young, 2015). UK is the third largest e-commerce economy in the 

world in 2016, with the government valuing online business contribution at 586 

billion British pounds in the year 2016 (Sabanoglu, 2020). Value of online and e-

commerce business in the United Kingdom is estimated to increase to 67.38 billion 
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British pounds in 2017 and accounted for a 16.5% business share in the total 

turnover by 2017 (Sabanoglu, 2020). It is estimated that the UK will lead as online 

shopping retailer with 93% of the internet users online shopping habit. Social 

media has changed its approach from a communication platform to business 

platform. The characteristics of social media is changing rapidly and so it the 

adoption experience. Individual and SMEs are increasingly evolving with the 

technology changes and thus, the adoption of social media seems to increase. 

According to the Young’s Report (2015) it was found that majority of the small 

businesses were not trading online due to the lack of capability using the digital 

tools and appreciating the opportunity and continuous evolving nature of the 

technology. It is also due to that the SMEs lack appointing digital skilled manpower. 

The SMEs do find it difficult to adopt digital platforms due to few reasons discussed 

in existing literature (Moghavvemi, Ainin, Parveen, Jaafar, & Shuib, 2015; Dahnil, 

Marzuki, Langgat, & Fabeil, 2014).  

Technology and digital platforms are having a transformative effect on small 

businesses to trade, export, social network, and finance. Effective use of 

technology and the internet can lower the business cost, create more effective 

working atmosphere, and allow businesses to reach more audiences and 

customers (Galloway, Sanders, & Deakins, 2011). Government statistics and 

research suggested the internet represents approximately a £19 billion for SMEs 

in the UK with high street shops showing decline in urbans location in 2013 (Young, 

2015). In the year 2014, online retail sales witnessed a growth by fourteen percent 

to £104 billion according to e-retail trade association the IMRG (Young, 2015). It 

is therefore believed that the potential of online traders and businesses have a 

positive impact on small and medium sized businesses. And the rural communities 
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and businesses can also see the benefit of using online platforms and social media 

pages.  

In the UK, there are a number of entrepreneurs working for stimulating an 

awareness among the people to start their own business and use online platforms. 

According to previous studies, small and medium sized enterprises are adopting 

social media for making their business successful and in the United Kingdom social 

media is used for increasing the employment rate in small and medium sized 

organizations, and more refined tools can be gained by the use of social media as 

this is considered the sufficient medium to advertise a product or service and a 

noticeable ratio of buyers can be found on social media in the UK and across the 

borders (Young, 2015; Smallbone & North, 1999; Moghavvemi, Ainin, Parveen, 

Jaafar, & Shuib, 2015). The study by Moghavvemi, et. al. (2015) has highly 

inspired this study which demonstrates the influence of SME on social media 

adoption and its impact on the business. The results validate that Facebook have 

a positive impact on financial and non-financial performance SMEs such as 

marketing cost reduction, improves customer service and customer relations, easy 

information accessibility. Some of the immediate factors found to influence the 

SME to adopt social media were found to be as Facebook compatibility, 

interactivity of the social media page design and effectiveness of the social media 

platforms.  A study in the UK found that majority of the businesses uses social 

networking sites to optimise their brand awareness objective and attract new 

customers. the study also found that the SMEs increased their marketing 

expenditure on social networking sites, highlighting the importance of online sites 

in B2B context (Michaelidou, Nina, Nikoletta, & George, 2019). 
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The use of social media in small and medium-sized organizations are segregated 

in different departments and all the division is made on the basis of their 

functionality and the applications by which the firms can perform their operations, 

depending on the size of the firm. It can be observed that the small and medium-

sized organizations operating in the United Kingdom have implemented social 

media as a significant part of their business and have considered as an empirical 

model in their development processes. Most studies have concentrated on the 

marketing aspect of social media pages, but due to the technology change and its 

characteristics, business can now operate completely using only social media 

pages while adding additional digital platforms to it. Such as the development and 

introduction of digital payments have reduced the cash purchasing perception; 

similarly, using digital payment platforms can assist SMEs to operate only using 

social media platforms (DELOITTE, 2018).  

To summarize, it can be understood that adoption of social media has increased, 

not only in large organisation but also small sized firms. The adoption of social 

media is based on firms size, objectives and other aspects important to the 

organisation. Majority of the studies in the past have focused on interpreting 

collective ideas of social media from the SME whereas this study precisely 

concentrates on the individual perception of social media adoption for business 

activities. It is assumed that individual decision maker and entrepreneur have 

personal perception towards social media concept (Meske & Steglitz, 2013) and 

geographical borders altogether makes a significant difference in the social media 

adoption approach.   
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2.4.2. Benefit of social media adoption for SMEs 

The dramatic growth and adoption of the internet has led to the advent of the two 

most important phenomena: online search engine and social media platforms. For 

businesses social media is considered as a new communication channel 

endorsing digital trading between customers and companies, allowing direct 

interaction (Wardati & Mahendrawati, 2019).  

As far as benefits of social media for small and medium-sized enterprise is 

concerned, there are evidence from past studies and statistics available. Social 

media actively and consistently assist achieving business goals for SMEs allowing 

businesses to use its business-friendly characteristics. The digital medium has 

allowed the transformation the traditional way of retailing and purchasing to quick 

and convenient experience. The social media network is believed to increase 

online sales, B2B socialising, business marketing, digital word of mouth, virtual 

shopping experience and recognising competitive market. Thus, online audiences 

and customers eWOM (electronic word of mouth) has positive impact on business 

performance (Nieto, Hernandez-Maesto, & Munoz-Gallego, 2014). 

Social media is an effective virtual platform allowing reliable, updates and current 

statistics and information (Tajividi & Karaimi, 2017). Similarly, social media also 

assist companies to effectively and openly communicate customer needs and 

interact in a proactive manner (Tajudeen, Parveen, Jaafar, & Ainin, 2018). The 

open flexible and user-friendly characteristics of social media makes the platforms 

open and easy for organisation of all sizes. Small and medium-sized businesses 

often lack enough capital and manpower, which act as barrier in business growth. 

Social media is accessible from computers, smartphones, and other electronic 

gadgets, allowing SMEs to ease their operational pattern and reduce business 
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cost. Thus, the companies have understood the potential benefits of the growing 

demand of social media platform for business activities including marketing 

products and services, branding company identity and promoting sales more 

widely and globally (Robert, Obi Omeihe, Murray, & Ledger, 2018). Social media 

usage for personal and professional use is increasing every year. The demand 

side of social media is growing, as well as various social media platforms are 

increasing. Social media platforms have become a part of our daily lives which has 

increased virtual communication and interaction to another level (Wardati & 

Mahendrawati, 2019). This changing nature of customers using online platforms 

have made companies positively think about implementing social media into 

business practice. Small and medium-sized businesses have benefitted using 

social media characteristics and tools to market products on wider scale, create 

social media strategies and create social media skill related jobs in companies 

(Virtanen, Bjork, & Sjostrom, 2017).  

Chi (2011), describes social media marketing (SMM) as a  

“Connection between brands and consumers, [whereas] offering a personal 

channel and currency for user centred networking and social interaction”. 

A study by Wardati and Mahendrawati (2019), explored studies concerning social 

media impact on SMEs. The following table is adapted from the study to spread 

clear understanding of past research covering social media platforms impact on 

SMEs. 
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Type of Industry Type of Social 
Media 

Country The Impact of Social 
Media usage in SMEs 

SMEs Website UK, Denmark, 
Ireland, 
Malaysia, Italy 

Improving relationships 
with customers.  
Improving marketing 
accessibility. 
Reach stakeholders. 
Minimizing costs. 
Improving creativity. 
Gathering feedback from 
customers. 
Expand communication 
with customers. 
Build corporate brand. 
Support sales. 
Improving innovation 
process. 
Improving customer 
service. 
 

Fashion or 
Garment 
retailers 

Facebook, Twitter, 
Pinterest, LinkedIn 

UK, Italy Improving relationship 
and company ROI. 
Gathering feedback from 
customers.  

Manufacturing 
companies 

No specific social 
media 

UK Improving interaction, 
collaboration and 
networking between 
stakeholder 

Hotels Facebook, Twitter, 
Pinterest, LinkedIn 

UK, Saudi 
Arabia 

Improving marketing 
effectiveness. 
Improving 
innovativeness and 
branding. 

 

Figure 4: Impact of social media in SMEs 

The various activities presented in the figure 4 above are proved and established 

in previous studies, this verifies the importance and benefit social media has for 

SMEs. SMEs are believed to have added value to their business by implementing 

social media platforms. Although, social media have proven benefit for SMEs, the 

researcher believes that exploring the first most important aspect is to understand 

entrepreneurs personal perception towards adopting social media. Influential 

factors may have different benefits to business.  
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This study focuses on exploring the combined activities of business practice and 

not particular business activities.  

The Ultimate digital marketing strategies include an element of social media that 

persistently augment the success rate of Small Medium Enterprises in the market. 

Customers using social media for browsing and purchasing can deliberately be 

persuaded towards buying goods and services when they are informed about their 

salient features on the social media. Customers are believed to make inquiries of 

their own and place orders, arrange payment methods using social media platform, 

provide feedback on the products and customer service received. Positive 

feedback and comments about a company can led to positive eWOM, creating 

more awareness and boosting sales.  As a result, Small Medium Enterprises 

predominantly avail the benefit and prove their existence by enhancing selling ratio 

to the optimum level (Schiederig, Tietze, & Herstatt, 2012). One of the other 

benefits of social media platforms and websites to marketers and entrepreneurs is 

gathering range marketing data including the data on satisfaction with a service or 

product; data on features for future products, the data on degrees of brand loyalty 

and price sensitivity; data on unexpected markets for or uses of products; data on 

competitors for different products; and data on changes in consumer attitudes over 

time (Schiederig, Tietze, & Herstatt, 2012). As a result, social media offers 

companies a variety of ways to reach consumers, communicate with them, and 

measure their browsing and purchasing activities. It is also found that business 

values lie primarily in the field of customer engagement and that the SMEs’ 

realisation of benefits is strongly influenced by their ability to connect with their 

customers. In addition, social media produced significant benefits for companies 
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by continuous communication and maintaining long-term contact with the end 

users (Granger & Reiter, 2015).  

As social media platforms are becoming the main sources of information and news 

for many customers, it is highly advised that companies alight he use of various 

social media platforms and tools to increase activities among audiences and 

expand its reach (Kaplan & Haenlein, 2010). 

Social media is categorised into various platforms including social media websites 

and applications. Companies and entrepreneurs investing in social media 

business application requires uniform usage of all platforms maintaining consistent 

content on all platforms (Kabani, 2013). The consistency between the social media 

platforms create trust among the audiences of information uniformity and 

propagates companies message. Social media websites and application such as 

Facebook, Snapchat, Instagram etc, are considered to be very useful for SMEs, 

allowing companies to reach global market in quick span of time (Crammond, Obi 

Omeihe, & Ledger, 2018). 

A study in Kenya by Waithaka, Muturi and Nyabuto in 2014 established that 

Facebook and Twitter have positive impact on improving business and customer 

communication. Constant communication between the businesses and customers 

creates trust, loyalty and sales. The study also confirmed that social media 

platforms are cost effective usage wise as compared to other business oriented 

digital platforms. Whereas another study conducted in Kenya by Kimani (2014) in 

(Oji, Iwu, & Tengeh, 2017) also confirmed that social media platforms Facebook 

and Twitter were the most used platforms for SME growth activities, allowing 

businesses to share company information to their virtual audiences. The study also 
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confirmed that Facebook and Twitter are useful to promote product and services 

and receive customer feedback to improve customer service. Apart from that, the 

study also confirmed that social media platforms are useful for business brand 

awareness, tracking client experience and generate effective communication. 

Whereas study by Jagongo & Mogaka (2013) and Moghavvemi et.al. (2015) found 

that social media offers reaching wider market beyond borders, allowing 

businesses to create profit with significant return on investment (ROI). Whereas a 

study in South Africa by Khan and Karodia (2013) significantly revealed social 

media usefulness for SMEs. The study established that social media platforms is 

an effective marketing tool, public relation tool, effective promotion and awareness 

tool and creates long term customer relations.  

It appeared that most SMEs have adopted social media platforms for their 

marketing objectives. Besides this it is found that Twitter (website and application) 

is a critical platform, especially for the companies influence consumer opinion and 

intake feedback. The adoption of social network marketing is strongly affected by 

social influences from competitors, experts, and customers. On the other hand, 

SMEs are not making full use of these tools. SMEs could employ these various 

instruments in order to improve customer relations, market their products, and 

enhance internal operations. The low cost and potential of social media among 

customers makes it extremely attractive for SMEs (Asio & Khorasani, 2015; Dahnil, 

Marzuki, Langgat, & Fabeil, 2014; Moghavvemi, Ainin, Parveen, Jaafar, & Shuib, 

2015). 

Through social media platforms, one of the benefits companies are likely to 

accomplish is that they can receive customers’ feedback. Small Medium 

Enterprises can easily determine and identify the needs of the customers digitally 
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(Crammond, Obi Omeihe, & Ledger, 2018). On the other hand, Small Medium 

Enterprises are most likely to be recognized through the audience available 

digitally by creating different blogs, giving information relating to their product and 

reaching audiences. Consistency and constant content creation on social media 

allow the SMEs to indirectly increase market more products and services, brand 

awareness and generate sales (Dahnil, Marzuki, Langgat, & Fabeil, 2014; 

Moghavvemi, Ainin, Parveen, Jaafar, & Shuib, 2015). Moreover, social media 

platforms Facebook is found to be very useful and beneficial for small start-ups 

marketing strategy, creating electronic word of mouth and effective customer 

communication (Sharma & Bharathi, 2013). Social media awareness among start-

ups and SMEs is found to have positive impact on entrepreneurs to create 

business opportunities and prospects (Park, Sung, & Im, 2017). Improper and 

inconsistent social media strategies have led to business failure and lack of 

opportunities (Akula, 2015). Proper and consistent social media strategies not only 

creates marketing and communication strategy but also funding opportunity for 

start-ups and small medium-sized businesses (Akula, 2015). It is established that 

start-ups use social media for funding, marketing, and communicating initially, 

which in later stages are found to be established as small companies. Social media 

is a useful and opportunity creating medium for companies of all sizes, but clear 

strategy is the key to its success.  

Businesses use social media to gain business value (Stockdale, Ahmed, & Helena, 

2012). Business values lie primarily in the field of customer engagement. SMEs 

realization of benefits is strongly influenced by their ability to connect with their 

customers and provide information and knowledge to increase reputation and 

create trust to gain a competitive advantage. While investigating how small 
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businesses use social media to work collaboratively with other small businesses, 

it has been found that the benefits from the use of social media are categorized as 

internal operational efficiency, external communications, lifestyle benefits, 

enhanced capability, and enhanced service offerings (Barnes, et al., 2012). Social 

Media benefits SMEs in building their brand before entering global market and 

thereby creating internationalising opportunity.  

Social media not only benefits business to create communication and sales, it also 

creates awareness and promotes the use of other electronic platforms using 

eWOM (Abed, Dwivedi, & Williams, 2015). Companies often use social media to 

create brand image initially before entering large market. Incorporating social 

media tools has led to elevated collaboration and improved knowledge 

management among internal companies members. Social media is helpful in many 

domains such as attaining potential customers, listening to product and service-

related issues, creating extensive business networks, managing company 

reputation, developing customer trust and loyalty and gathering marketing 

intelligence (Moghavvemi, Ainin, Parveen, Jaafar, & Shuib, 2015).  

Another study by Fischer & Reuber (2011) posited that social interaction plays an 

important role in any size of enterprise. The study established that many sites like 

Facebook, YouTube and Twitter, are being adopted by a large number of 

entrepreneurs for their businesses. The study found that many entrepreneurs tend 

to deploy these techniques for the benefits of their effective businesses. The aim 

of that study was to examine the impact on effectual processes of the type of social 

interaction that is afforded through the adoption of Twitter. The study has also 

found that interaction among the entrepreneurs can be enhanced with a greater 

range of people with social media’s aid, like using Twitter.  
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Therefore, it is understood that social media is important for SMEs and its benefit 

have value generating capacity. Thus, it is believed that understanding the 

entrepreneur’s perception before exploring the benefits is essential.  

2.4.3. Challenges of adopting social media for SMEs 

 

Social media platforms have many advantages characteristics beneficial for SMEs 

performance. At the same time, it believed that SMEs faces barriers and 

challenges while adopting and implementing it. The challenges are mostly faced 

by the business users trying to implement ICT tools and platforms without 

understanding and learning its basics (Durkin, McGowan, & McKweown, 2013). 

The challenges often lead to wrong tactics adoption and ultimately failure of social 

media strategy (Coleman, 2017).  

Previous research has shown that ICT platform adoption in rural SMEs is still low, 

therefore it creates challenges for businesses to adopt social media (Hoque, Saif, 

Albar, & Bao, 2015; Price, Shutt, & Sellick, 2018). There are issues and challenges 

that may relate to the social media adoption. Whereas large organisations are well 

equipped with capital and skilled human resources to adopt ICT platforms such as 

social media (Cesaroni & Consoli, 2015). The difference between SMEs and large 

organisations in adopting social media platforms are evident (Tarute & Gatautis, 

2014).  

Social media adoption is challenging for SMEs in different ways for different 

entrepreneurs. In most of the cases, social media campaigns do not give fruitful 

results such as enhancing the product description physically and its benefits to the 

customers due to its virtual presence (Coleman, 2017). The most highlighting 

aspect in which SMEs are likely to face challenge is time investment factor. The 
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operating of social media platforms effectively requires precision and accuracy, 

without which it may have negative impact on business performance (Abed, 

Dwivedi, & Williams, 2015; Cesaroni & Consoli, 2015). 

From financial context, SMEs are less likely to risk their resources to adopt ICT 

platforms such as social media as compared to larger organisations (Haller and 

Siedschlag, 2011). Financial resources are required to be invested in by 

technology-based systems, enabling broadband and paying for social media paid 

tools. Therefore, it might be the case where SMEs are cautious and finds it 

expensive invest securing ICT platforms (Ghobakhloo, Arias-Aranda and Benitez-

Amado, 2011). Although, the literature provides evidence that SMEs inhibits from 

investing in new technologies and ICT platforms due to expenditure (Carcary & 

Conway, 2014); at the same time SMEs are also considered risk takes (Bharati 

and Chaudhury, 2015). 

Social media tools are highly beneficial for businesses. The role played by social 

media platforms in business reach and expansion is very evident (Dahnil, Marzuki, 

Langgat, & Fabeil, 2014). Apart from that social media is highly compatible for 

business marketing and promoting strategies (Moghavvemi, Ainin, Parveen, 

Jaafar, & Shuib, 2015). At the same time, SMEs without prior social media 

knowledge or skills struggles to use the platforms for business gains. It is 

understood that SMEs can face basic disadvantages of implementing wrong social 

media techniques such as correct analytical techniques, consistency and correct 

business content (Coleman, 2015; Dominguez, 2017). 

For any entrepreneurship, it is important to build trust among its customers. Once 

it is fragmented, it will produce detrimental outcomes for the business (Bosworth 
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& Atterton, 2012). Jones, Simmons, Packham, Beynon-Davies, and Pickernell 

(2014), in their paper argues that because of size and resource issues, micro 

enterprises cannot be studied in the same spectra as the larger SMEs and they 

‘would be expected to exhibit unique attitudes and strategic responses towards 

ICT adoption’ (p.28). Barnes et al. (2012) established that small businesses are 

not like big businesses. Jones, Simmons, Packham, Beynon-Davies, and 

Pickernell (2014), also pointed out that the role of the owner is more significant in 

a micro enterprise than in their larger counterparts. Entrepreneurs are responsible 

for taking decision to implement social media techniques.  

Challenges that are faced by SMEs in terms of social media adoption is the 

negative publicity on the platforms (Coleman, 2015). This is possible due to any 

mistake and discrepancy in communicating details to the customers (Beier & 

Wagner, 2016). Thus, SMEs facing such challenges can stop from using social 

media in future for business use. Other challenges faced by the SMEs are low 

business returns, lack of business social media strategy, lack of social media skills 

and knowledge, less numbers of social media followers/audiences, data privacy 

and protection (Beier & Wagner, 2016).  

Smith, Szongott, Henne, & Voigt, (2012), suggested that privacy issues concerned 

with social media platforms can cause major identity theft problems for SMEs. 

Many entrepreneurs are naïve in adopting social media platforms without prior 

knowledge, such behaviour can be harmful if privacy is not taken under 

consideration. The amount of usercreated media files uploaded using internet to 

the web is widely expanding swiftly and it is beyond human capabilities to 

scrutinize through all the files impacting privacy. Thus, privacy is a major concern 

for SMEs using social media and other ICT platforms without knowledge and skills. 
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Social media has beneficial and challenges to it. SMEs wanting to survive and 

grow should adopt social media and overcome challenges by learning social media 

skills.  

  



113 
 

This chapter highlighted the literature reviewed forming the basis of the research. 

It is vital for any research to understand the background stance, seek the gap and 

continue the findings to bridge the gap. This chapter covered understanding on 

small and medium business in the UK, entrepreneurship in the Scotland and the 

benefit and challenge to adopt social media. 

The following chapter continues expanding rich and varied information on the 

extreme important subject in this research, the participants. Detailed information 

about the participants is displayed in line with the research question of the study. 
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Chapter 3: Methodology and Methods Applied 
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3.1. Introduction 

 

This thesis presents the conceptual model developed by understanding the 

interaction of the individual factors for adopting social media for business in rural 

SMEs. Studies in the past have given importance to understand the 

implementation of broadband and ICT in rural Scotland (Galloway, Sanders, & 

Deakins, 2011), but no academic research have explained the unanswerable 

question – why individual entrepreneurs in rural SMEs adopt social media for 

business activities and what it the importance of these platforms for their 

businesses? 

Rural micro and small businesses have been very essential to the Scottish 

economy. The researcher finds it enthralling to explore the individual mind set and 

personal beliefs while adopting social media for business activities rather exploring 

external factors. Chapter 1 has outlined and justified the constructivist philosophy 

adopted for this research and enables the understanding of the selection of small 

businesses as a potential research population. Such philosophical approach is 

suitable to understand the cultural, social and historical perceptions of the 

population selected for this research and validates the research questions. Further 

in chapter one, the researcher raised additional number of suggestions on the 

methodology, qualitative approach and introduction to adaptive theory. Selecting 

appropriate research methodology to explore the interaction of personal factors 

influencing entrepreneurs for adopting social media for business activities requires 

careful consideration. This study requires a methodology that supports 

conceptual/theoretical model generation. The decision to select the appropriate 

sample, research designs, instrument to collect fieldwork data, methods used, 
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organising data and analysing the data requires a clear acceptable framework. It 

is understood that, in order to answer the research questions, it is vital to construct 

meaning from the participants (humans) as they engage with the lived world 

(natural settings) they are interpreting (Crotty, 1998; Creswell, 2014). 

Subsequently, designing a clear methodology for this study requires considering 

an applicable research paradigm, ontology, epistemology and methods used to 

collect data in investigating the background of entrepreneurship, technology 

innovation and social media. 

Glaser and Strauss (1967), discovered ‘Grounded Theory’ which helps sociologist 

to generate theory from the data collected in a systematic manner. According to 

Glaser and Strauss (1967), “… discovery of theory from data – which we call 

grounded theory – is a major task confronting sociology today, for, as well shall try 

to show, such a theory fits empirical situations, and is understandable to 

sociologists and layman alike.” “Most important, it works – provides us with 

relevant predictions, explanations, interpretations and applications.” (ibid) 

Layder (1998), has disagreements with Grounded theory process proposed by 

Glaser and Strauss (1967). With its in-built limitations, Layder (1998) firstly points 

that grounded theory rejects the contribution of any general theory, which simply 

depletes its explanatory scope potential in an inflexible and superfluous manner. 

Any research is believed to be backed or supported by some background theories 

or general theories, without any appropriate material of the subject being 

researched, it is understood that important general information is avoided or 

neglected. “Such a waste of good theoretical ideas can be avoided and the overall 

goal of cumulative knowledge (rather than disparate and isolated fragments) can 

be served by accommodating general theory” (Layder, 1998). 
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Secondly, grounded theory is acclaimed to be moral towards depicting the lived 

experiences of the people and the subjective meaning of the people, it avoids 

giving appreciation towards social, structural or systemic aspects of society. 

Layder (1998), believes that grounded theory is epistemologically (validity of 

knowledge) and ontologically (its view of social reality) focused on rejecting the 

“existence of phenomena” that are simply exceptional such as markets, forms of 

domination and bureaucracies.  

Therefore, adaptive theory proposed by Layder (1998), is adopted in this research 

to develop a conceptual model to provide a better understanding from the empirical 

research – explore the interaction of internal factors influencing entrepreneurs to 

adopt social media for business activities in rural Scottish SMEs, within the Harris 

Tweed weavers community.  

This chapter further explains detailed methodology and methods adopted in this 

study. Qualitative approach and adaptive theory is explained in detail. The role of 

theory generation (conceptual model) in social science – business research using 

adaptive theory approach is outlined below. Relation between extant theory, 

empirical research and adaptive theory is described with the help of the framework 

proposed by Layder (1998). Further in this chapter, implications of this research 

are explained – with the research process outlined explained in a model format 

adopted for this study. The research process model expands into different stages, 

which is explained in clear steps. The model unfolds the idea of the research 

process undertaken from selecting methodology, sensitising concepts, to initial 

literature review included, fieldwork experience (Outer Hebrides), data collection, 

analysis technique, review of second stage literature, theory generation, findings 

and discussions. Thus, chapter two assesses the research in relation to the 
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research subject, field work trustworthiness, confirmability, dependability and 

generalisability from the findings and conclusion drawn out of it. This chapter 

explains the research process and its credibility to achieve its aim of understanding 

the interrelation between factors influencing the entrepreneurs adopting social 

media by Harris Tweed weavers in for business activities.     

3.2. Methodology Applied 

As discussed earlier, this study attempts to understand the qualitative factors that 

influences the HT weavers to adopt technology and digital platforms such as social 

media, explore the interrelation between the influential factors and develop a 

conceptual model to provide better understanding of the adoption process.  

3.2.1. Qualitative Method Approach 

The researcher believes that it is essential to explore the individual perceptions on 

adopting technological platforms (social media) for the same. Thus, these factors 

are argued to be in the following main categories – influential factors for adopting 

social media, personal background, skill and business background. Thus, this 

study is considered to be more qualitative rather than quantitative or mixed. 

This section of the chapter discusses the rationale for adopting the qualitative 

approach, adaptive theory by Derek Layder (1998) - suitable methodology and 

methods for business research. 

3.2.2. Adaptive Theory 

The study as discussed in the above sections clears the fact that the researcher 

believes that the intangible, quantitative and abstract nature of the area to be 

researched makes it inappropriate for a scientific as well as quantitative research 

approach. Whereas this study edges more towards the qualitative, constructivist 
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and social approach to understand the personal perception of all the HT 

entrepreneurs as participants and their true belief in adopting social media for their 

business.  

Grounded theory is one of the four qualitative research approaches designed to 

study social sciences and human perception. It is developed by Glaser & Strauss 

(1967), while studying the awareness of dying. The other forms of qualitative 

designs are ethnography, case study and phenomenological study. Further, the 

grounded theory was revised by (Corbin & Strauss, 1990) which emphasised on 

the constant comparative analysis method. This qualitative approach undertakes 

constant comparative analysis, its limitation and trustworthiness issues. Glaser 

and Strauss (1967) believed that theory can be developed from emerging data if 

the data is systematically analysed. The grounded theory design has been 

popularly used in many qualitative studies, starting from nursing to psychology and 

now in business and social sciences. 

In adopting such an approach which identifies and supports the combination of 

qualitative and inductive approach, it contrasts the adoption of the quantitative and 

deductive approach to explore the desired study research questions by 

discovering different motives and form mutual themes. This study supports the 

constructivist philosophical view which therefore draws on the understanding of  

“to understand this world of meaning one (researcher) must interpret it. The 

enquirer (researcher) must elucidate the process of meaning construction and 

clarify what and how meanings are embodied in the language and actions of 

social actors (participants)” (Schwandt, 1998, p:222). 
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To understand the participants’ view, perception or understanding – the researcher 

should watch and listen carefully to interpret clear understanding. The enquirer 

must also “watch, listen, ask, record, and examine” (Schwandt, 1998). It can be 

seen as bicolour, “deploying whatever strategies, methods, or empirical materials 

are at hand … what is available in the context, and what the researcher can do in 

that setting” (Denzin and Lincoln, 2003, p:6). 

Grounded theory developed by Glaser and Strauss (1967), acknowledges the 

development of new theory or conceptual framework without prior knowledge or 

extant theory to be considered while collecting new data. Several conceptual 

models developed has used grounded theory approach which has been a 

dominant paradigm for social studies (Hughes & Jones, 1999). This was later 

questioned by Strauss & Corbin (1990), which considers prior or extant theory after 

the conclusion of empirical data collection work. 

As mentioned in chapter 1, this study considers adaptive theory by Derek Layder 

(1998). Adaptive Theory is contrasting to the grounded theory. Glaser & Strauss, 

(1967) believes that prior or general knowledge or theories has no value, whereas 

adaptive theory reflect the opposite. This  

“should be regarded as ‘networks’ or ‘integrated clustering’ of concepts, 

propositions and ‘world-views’ (and) theory construction (should) always be 

undertaken against a background of more general underlying assumptions” 

(Layder, 1998). 

The researcher then is allowed to benchmark against prior knowledge, research 

constantly as: 
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“recognising the importance of actors’ (participant) meaning and in some way 

incorporating them in research” (Layder, 1998). 

The methodological approach considered for this study aims to develop a 

conceptual model by understanding the existing theory or its elements and 

comparing it continuously with the emergent data to form a new conceptual model. 

The existing literature is reviewed and considered in the process to form questions 

which can be organised to provide sensible findings (Layder, 1998). Further, 

investigating and exploring fieldwork questions are developed into considerable 

concepts which are theoretically appropriate and provide a valid starting point for 

the researcher (Layder, 1998). As such concepts and descriptions are developed, 

they then act as “sensitizing devices” (Layder, 1998) which help the construction 

of theoretical concepts and data management.  

Layder (1998, p:166), mode of theory generation: 

.. it “rests on the twin employment of, and the subsequent interaction between, 

extant, or ‘prior’ theoretical materials and emergent data from ongoing research. 

The dual approach ensures that extant or prior concepts and theory both shape 

and inform the analysis of data which emanates from ongoing research at the 

very same time that the emergent data itself shapes and moulds the existing 

theoretical materials. it is the dialectical interplay between these and the fusion 

that it entails which in turn produces the synthetic form of adaptive theory." 

Layder (1998:167), has described the relationship between theory and data as 

“continuous circuit of influence and effects”. As opposed to grounded theory which 

rejects any formal or general theory, adaptive theory provides a link between prior 

or general theory or extant theory and empirical data gathered from the fieldwork. 
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Thereby continuously validating the extant theory with the empirical data collected 

(fig. 3). This cyclical process is presented in the following figure 5 below: 

 

Figure 5: Relations between extant theory, emergent data and adaptive theory 

(Layder, 1998, p:167) 

The limitation to grounded theory can be addressed by adopting an adaptive theory 

method which allows prior theoretical models to suggest patterns to develop 

emergent data. Layder’s (1998) adaptive theory method suggests that existing 

models or theories can guide the analytical process to develop new understanding 

which are clearer to identify factors on particular sample selected by the 

researcher. Also, the researcher is encouraged to acknowledge their past 

experience on the subject under question by addressing various categorizes upon 

which to build new understanding by collecting data from the population selected 

(Layder, 1998). 

Adaptive theory method “attempts to combine an emphasis on prior theoretical 

ideas and models which feed into and guide research while at the same time 

attending to the generation of theory from the ongoing analysis of data” (Layder, 
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1998: 19). In practice “theory both adapts to, or is shaped by, incoming evidence 

at the same time as the data themselves are filtered through (and adapted to) the 

extant theoretical materials that are relevant and at hand” (Layder, 1998: 38). 

Even though grounded theory methodology approach provides a significant base 

for theory building, Layder’s (1998) adaptive theory suggests that in order to 

develop an effective theory it must “draw on other approaches to research as well 

as forms of general theory so that it may secure more sophisticated and 

comprehensive grounded theories” (Layder, 1993: 51) 

Adaptive theory methodology is reliable with the constructivist paradigm as it is 

considered both objective and subjectivist (Layder, 1998: 141) and suggests that 

“approaches which presuppose that social reality can be understood by reference 

to some single, unifying principle or feature … be abandoned” (Layder, 1998: 176-

7). Also, its epistemological stance is similarly consistent as it “endorses an 

epistemological position which incorporates both the ‘internal’ subjective point of 

view of social interaction while simultaneously appreciating that such activity 

always takes place in the wider social settings and contextual resources” (Layder, 

1998: 140).  

The adaptive theory process uses elements of prior theoretical ideas (in this study 

TAM) and conceptual models to “refine and readjust the direction of the research, 

lending shape to the constantly emerging research data. At the same time, the 

collection of empirical information and data helps reconfigure the theoretical model 

(or looser arrangements of concepts and ideas)” (Layder, 1998: 172). 

Data collected that does not correspond to existing theories or model guide and 

provides the base upon which the researcher builds new understanding, identifies 
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different categories and develop new conceptual model or theory. Adaptive theory 

is appropriate for research which “attends to the interweaving of system elements 

(settings and contexts of activity) with the micro-features (interpersonal 

encounters) of social life” (Layder, 1998: 144).  

Therefore, it is the adaptive theory approach that has been adopted in this study, 

which allows the existing knowledge of the SME characteristics, social media 

business research (system elements) and understandings of adoption factors 

(micro-features) to be explored in never researched setting of Harris Tweed 

weavers small businesses in Outer Hebrides. 

3.2.3. Business – Social Science Research and Adaptive Theory 

Business research are conducted for some reasons. Academics conduct business 

research when a gap between the literature being studied is developed or when th 

ey feel there is a question needed to be asked. Organization conduct research in 

many situations such as testing products, research and development, 

understanding consumers or understanding technology. Bryman (2014), stated 

that: 

“Business research is situated in the context of social science disciplines, such 

as sociology, psychology, anthropology, and economics, which inform the study 

of business and is specific fields which includes marketing, HRM, strategy, 

organizational perception, accounting and finance, industrial relations, and 

operational research.” (Pg. 19) 

It is understood that there should be ‘something’ which should pin the undertaking 

of the research. This study is motivated by researcher’s personal experiences with 

working in social media industry, where the need to explore the personal and 
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individual view in adoption of such platforms was found to be interesting and 

essential. The existing literature by Lofland (1995) in Bryman (2014), argues that 

personal biography has an essential role to play in a business research project. 

Other researchers have also linked their research project derived out of their 

personal experiences such as Bryman (1995,1996) difficult experience with the 

press at Disney led to his research within social science in mass media (Bryman, 

2014). 

Bolton Report (1971), states that the small business sector in the UK was on a 

decline and would doom out of business creating unemployment due to the lack of 

support available. Whereas, this study has developed an understanding from 

Young’s Report on small firms 2010 – 2015 (Young, 2015), that small firms in the 

UK have achieved the opposite from the Bolton Report (1971), that there are 5.2 

million small businesses in 2015 in the UK and have created 48% of employment 

with 33% private sector turnover. The report firmly supports and states: 

“the biggest difference has been the accessibility and mass adoption of new 

technology. Technology has lowered the barriers to entry for people from all 

backgrounds and ages to make a business idea happen, and to use mobile and 

digital devices to find customers, make sales and fund new ventures” (Young, 

2015). 

It is noted that due to the adoption of digital and technology platforms, there have 

been immense change in the attitude and culture towards entrepreneurship and 

thus the interrelation between technology and entrepreneurship is visible. This has 

led to an increased number of small firms by 760,000 since 2010 in Young’s Report 

(2015). The report emphasises and clearly states various qualitative case studies 
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on different aspects of the support required availability of including internet 

technology support. But no case study explained the reasons for small firms in 

rural locations where internet is still a matter of negligence and no skill support 

available to train the local residents.  Study by Sanders, Galloway, & Deakins 

(2010), found that rural small business in Scotland considers that internet portal is 

resourceful and worthwhile, “rural SME (internet) users appear to be simply 

concerned with the practicality of gaining a presence that will positively associate 

them with a location or community interest”. Galloway, Sanders, & Deakins (2011), 

adds that Scottish rural business utilization of internet portal not only should target 

external markets but also focus on local markets,  

“while perhaps less exciting, the long-term benefits of ICT-enabled trade within 

local rural communities is as important as gave been the benefits of off-line trade 

to local rural communities prior to internet diffusion”. 

It was later established that Scottish small firms have expanded or diversified into 

external local market and have voided the notion that rural businesses are based 

on locally oriented markets. As per understanding, the Scottish small businesses 

tend to have sales depending on their geographic locations and social network 

contacts. Anderson & Jack (2002), states that every location or rural social network 

have uniqueness to themselves which leads to attract external markets, not only 

to increase sales but to market themselves, conduct advertisements and build 

brands. 

Building on this earlier study it is understood that technology and internet-based 

platforms such as social media plays an essential role for rural Scottish SMEs and 

their growth. 
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3.2.4. Research Design and Research Process 

To answer this study’s research questions considered in this thesis, it is necessary 

to view and understand the qualitative stance and characteristics to define a clear 

research process design. Adaptive theory methodology is an approach which 

considers extant theory, includes the emergent data to develop categories and link 

adaptive theory. This process requires a clear, systematic research design as the 

data gathering and analysis is simultaneously conducted hand in hand through the 

data gathering process as suggested by Glaser & Strauss (1967). Such a 

qualitative approach which develops a theory or a model, would benefit by 

exploring and understanding the research problem or finding a gap in the literature, 

understand the philosophical underpinnings, construct a methodology, collect data 

and evaluate it. Creswell (2002), has explained below the characteristics for a 

qualitative research approach: 

 

Figure 6: Qualitative Approach, Creswell (2002) 

Creswell (2002, 2003), has also classified further characteristics of qualitative 

research that takes place in a natural setting (home or workplace): 
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- “The researcher often goes to the site of the participants to conduct the 

research” – This research was conducted in Isle of Lewis and Harris at the 

business workshop or home (if they worked from home). 

- “Qualitative research uses multiple methods that are interactive and 

humanistic. The methods of data collection are growing, and they 

increasingly involve active participation by participants and sensitivity to the 

participants in the study” – Data was collected via face to face interview, 

many of the participants allowed to be audio taped and some allowed to be 

videotaped, where as some were not happy to video-taped. Memos were 

notes separately while audio taping. 

- “Qualitative research is emergent rather than tightly prefigured. Several 

aspects emerge during a qualitative study. The research questions may 

change and be refined as the inquirer learns what to ask and to whom it 

should be asked” – Constant comparison analysis is used for this study 

which allows the researcher to be more open to reject or add new coding 

or sub categories if they are more relevant and can offer deep 

understanding. 

- Qualitative research is fundamentally interpretive – the data collected is 

interpreted by understanding the interviewees perception. This is because, 

the data gathered has to be presented from the individual point of view and 

experience rather than the researcher’s personal experience. 

The qualitative research is broad and aims to provide deep understanding of the 

research problem by analysing the complete social phenomenon. If the study is 

more interactive, broad, complex and surrounding the objectives, the better is the 

qualitative study. “The qualitative researcher adopts and uses one or more 
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strategies of inquiry as a guide for the procedures in the qualitative study” 

(Hossain, 2011).  

A pure qualitative study adopted by Donnell and Cummins (1999), to study small 

and medium enterprises networking decisions on their marketing strategy 

suggested and designed a research process which supports theory development 

approach such as grounded theory. As this study opposes Glasers and Strauss 

(1967) concept of having no pre-assumptions or conceptions prior study, it 

considers the constant comparison method which is a part of grounded theory. As 

the adaptive theory by Layder (1998), acknowledges prior theory or extant theory, 

emergent data by sampling and data gathering, and continuous process of 

systematic theory generation. These factors accumulated by Layder (1998), are 

included or proposed by the research design process suggested by Donnell and 

Cummins (1999), during their research experience studying SME. 

“The use of a variety of qualitative techniques will help to achieve a wider and 

more in-depth understanding of the concept under study ….. will allow the 

interactive dimensions of the owner-managers of SMEs within their natural 

setting ….. integrative variety of methods can be used to suit the purpose of the 

research, and to develop and build on understanding as the research progresses 

over time. By using a variety of methods, each should contribute some increased 

understanding of the issue, thereby allowing the next research stage to build on 

previous learning and knowledge.” (O'Donnell & Cummins, 1999) . 

 

The concept of qualitative research as described by Donnell and Cummins (1999), 

supports the characteristics of qualitative research proposed by Creswell (2003). 
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Thus, this validates the adoption of adaptive theory with the qualitative research 

approach.  

Adaptive theory acknowledges extant theory in the view of researcher’s personal 

understanding of the subject or topic undertaken for research and relevant 

literature available (Layder, 1989). Categories and sub-categories from existing 

literature are interlinked and compared to develop a conceptual model which 

guides its way to the development of the research theory development or 

conceptual framework. This process helps the researcher to improve the 

understanding, research subject and identify any gap in the literature. This 

conceptual model helps the researcher to collect more data by the appropriate 

methods and data analysis. This can be termed as emergent data research 

(Layder, 1998; Creswell, 2014). During a theory development or a conceptual 

framework development process, data collection and data analysis are concurrent 

and co-exist. The data has to be initially coded and analysed before the data 

gathering process ends. This method was introduced by Glaser and Strauss 

(1967), during the formation of grounded theory. As identified in the adaptive 

theory approach, it uses multiple stages of collecting, redefining and grouping the 

data; similar to the concept of grounded theory proposed by Glaser and Strauss 

(1967). This study adopts such a method to analyse the data proposed by Strauss 

and Corbin (1990), which requires constant comparison and theoretical sampling 

to generate or develop a new conceptual model.  

The research process design has been adopted and modified from the O’Donnell 

and Cummins (1999) research design process based on SMEs and Layder (1998) 

research process based on adaptive theory approach (fig.7). 
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Figure 7: Adopted research process model  
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The discussion on the research design and process are presented in the figure (5). 

This chapter focuses on the sensitising concepts developed during the literature 

review, development of interview questions, research population identification, 

data sampling and method, data collection, presentation of findings, new emerging 

themes or concepts and theory generation. These conceptual steps lay the details 

of this research process. Adaptive theory adopted in this study essentially is 

directed by the theoretical concepts. These sensitising perceptions provides a 

starting point for the researcher to explore the potential of the research. Layder 

(1998), defines this process of exploring prior or extant theory to develop new 

emerging theory in the entire research process. This research as in Figure (5) 

provides the clear steps the researcher has undertaken in this study. Step 1 – 3, 

displays clear understanding of the research by the prior knowledge or experience, 

literature review and identify the gap in the literature or a problem. With better 

understanding of existing literature and identifying issues, the researcher can 

consider appropriate research methodology and approach (step 4). This allows the 

researcher to form a conceptual framework based on the prior theoretical model 

or concepts, which in turn develops a framework for empirical design tool in step 

5. After a careful methodological stance consideration, fieldwork and constant data 

analysis process can be undertaken (step 6-7). As the study process progresses, 

new emergent data or concepts guide the researcher to form new themes or sub-

themes which expands the theoretical framework developed in step 8-9 and 

develops until considerate level of understanding is reached (10). In the final stage 

(10-11), a theory or conceptual model is developed, reaching required 

understanding, and adding knowledge to existing literature. Although the adaptive 

theory provides systematic process to develop new knowledge, its nature allowing 
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the researcher to acknowledge prior experience can create bias results while data 

collection and analysing process. 

Understanding Harris Tweed as a brand, their tradition, the production process 

and separate weaving business; was gained from a series of craft market 

attendance, interviews with the artist working with Harris Tweed and email 

communication with the Harris Tweed Authority (HTA) members. Based on this 

prior knowledge of social media, perception towards its acceptance and insights 

gained from the communication with the member of the HTA industry; moulded the 

development of the broad sensitising concepts and development of the base 

conceptual framework which lead to research framework, sample population 

identification and sample population selection process explained in this chapter.  

The initial literature that is presented in (Chapter 3) covers the following subjects: 

SME business, social media and its definition, SME and social media relation, 

social media platforms, its benefits and challenges faced by SMEs and the role of 

technology innovation. The review of initial literature leads to the identification that 

social media is important for SMEs, but the adoption process is an issue. Factors 

that emerged during the process were perceived usefulness (PU) and perceived 

ease of use (PEOU), which is explained in Chapter 5. Further findings indicated 

the emergence of new themes during the data analyses process which is 

described in Chapter 4and 6. During the process, the second stage of additional 

literature review is presented in Chapter 5 covering technology adoption model 

(TAM) as categories important to new emergent themes. This theoretical model 

was neither tested nor implemented in the study, but the perceived usefulness 

(PU) and perceived ease of use (PEOU) elements were used to define and applied 

as sub-themes while developing the final model. These sub-themes along with 
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emerging new sub-themes were categorized together to form the main themes. 

The range of initial factors that developed during the fieldwork findings 

summarised in the development of an initial conceptual model. This model is 

further refined until required knowledge is gained. The fieldwork was based on the 

assumptions that PU and PEOU were two of the other key determinants, any new 

themes developed was considered as other determinants or factors influencing 

individual perception towards adoption of social media for business. 

3.2.5. Induction and Deduction reasoning in Qualitative research 

Induction and deduction processes can be perceived as different reasoning 

processes to data analysis, not always suggested by specific research paradigms. 

Induction and deduction processes can construct a valid start point for analysis of 

the empirical data. Generalization can be made using one or a combination of 

these processes. From a data analysis perspective deduction moves from theory 

to data, whereas induction moves from data to theory. The main purpose of this 

section is to explore the prospects of using induction and deduction reasoning and 

its implication outcome of the analysis. One of the major assumptions regarding a 

qualitative research process is that they emerge from the scientific explanation and 

models in need for hypothesis testing. Hypothesis is based on the use of existing 

theory which is validated depending on the empirical data confirmation. Hypothesis 

if not validated is just an imaginative concept (Bendassolli, 2013). 

Adaptive theory engages both inductive and deductive reasoning. The 

implementation of reasoning depends on the circumstances in order to formulate 

theory. Instead of a single reasoning process of analysis the researcher may adopt 

multiple degrees of reasoning to validate the research and empirical data (Layder, 

1998).  
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3.2.5a. Deductive reasoning process 

According to Silva (2013), enquiry in general paradigms underpinning any social 

scientific method consists of both deductive and inductive platforms. Role played 

by inductive and deductive processes will depend on the uniqueness and 

requirements of the research. Irrespective of the influence of both procedures, it is 

understood that there will be shared interdependence rather than single procedure 

influence (Layder, 1998). Inductive reasoning is to explore and understand 

individual explanations to adopt social media for business purposes. Deductive 

approach promotes the study with an assumption or hypothesis, which is tested to 

be true or false. The main purpose of inductive reasoning approach for qualitative 

data is to assist the research findings to emerge from significant and dominant 

themes that are inherent in the raw data collected, without any methodology 

restraints. Whereas in deductive approach, which are theory or hypotheses testing 

research, concepts and main themes are often reframed or obscured because of 

the pre-assumptions during the data collection and data analysis procedure 

conducted by the researcher.  

3.2.5 b. Inductive reasoning process 

The inductive approach is a popular reasoning process in qualitative studies. Many 

social science studies including management and psychology came much later in 

history, after inductive research in medicine, biology and physics (Locke, 2007). 

Inductive approach is a methodical procedure for analysing qualitative data in 

which the analysis is mostly likely to be directed by detailed evaluation objectives. 

This study implements inductive approach by primarily reading raw available data 

(literature review) and data collected to develop ideas, concepts, sub-themes, 

themes or conceptual model through data interpretation. This concept of inductive 
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data analysis is parallel to the idea of inductive reasoning laid by Strauss and 

Corbin’s (1998), “The researcher begins with an area of study and allows the 

theory to emerge from the data” (p. 12). Whereas deductive reasoning refers to 

the analysis that compares and test whether the collected raw data are parallel 

with existing theories, assumptions and hypotheses constructed by a researcher. 

The creation of understanding while conducting deductive reasoning is 

comparatively to test by prior expectations or norms. Inductive approach uses data 

to derive to themes or models. This research employs inductive and deductive 

analysis as supported by Layder (1998). 

Qualitative research which includes studies related to understanding individual’s 

perception, psychology or consciousness, human feelings or intentions cannot be 

measured by the physics or mathematical methods. Therefore, this research 

employs methods such as deduction or induction reasoning in order to produce 

theoretical/conceptual model without pretending the existence of false theories 

(Locke, 2007). To be specific, developing some inductive theories takes many 

years.  

3.3. Method Applied 

 

A qualitative study aiming to produce a new conceptual model or theory requires 

accurate research methods guiding the data collection process (Creswell, 2014). 

The following sections presents an overview of method and population selection 

process starting with clearing ethics from the university until collecting final data 

and restoring it for research work.  
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3.3.1. Ethical Consideration 

 

First step before the commencement of data gathering a researcher is required to 

clear ethics from their institute. According to Resnik (1998) research ethics are the 

common characteristics for researchers’ relations with participants. The very first 

step before sorting out study sample and contacting participants, the researcher is 

required an ethics approval from the University. Before the research began, ethical 

approval was awarded by Queen Margaret University ethics committee. The ethic 

committee reviewed the ethical form submitted to them with research plans and 

ideas. Once the ethics was approved, the researcher began to contact and 

approach potential participants. The participants were provided with the approved 

ethic form, which helped building confidence and trust among them and participate 

in the study comfortably.  

Participants were informed that there is no compulsion to participate in the study 

and their contribution was voluntary. They were also informed that they can 

withdraw from the study at any time and that their data will be destroyed if they 

require. The participants in the study participated voluntary and there was no 

means of negotiation between the researcher and participants.  

The participants were assured that their information will only be used by the 

researcher for their study purpose. The study does not intend to harm or hurt 

anyone involved in the process. All participants personal information was 

protected, and number codes were used to hide their identity. They were also 

assured that the study will not include their business name or address, instead will 

only use broad location for description purpose. Therefore, participant’s well-being 
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and interest were taken under consideration and all efforts were made to keep the 

interviews informal.  

During the interview process, it was made sure that interview location was safe 

and comfortable for the researcher and the participant. The researcher also 

assured the participants that their personal space such as home or office will not 

be used unless agreed by the participants. All the essential information was 

provided to the participants to avoid any misunderstanding between the parties 

involved. The most important step was to assure that the participants had no 

pressure during the interview process.  

During the interview process the researcher made sure to note down key and 

interesting words separately. Those were checked with the participants to make 

sure the information was correct. The participants were informed about the storage 

of data in line with the Queen Margaret University data protection act.  

Ethics are central to any research. Researcher requires to take care of various 

ethical issues during the study which involves human participants (Parveen & 

Showkat, 2017). Research dealing with human participants and their personal data 

are considered to be highly sensitive in nature.  

Ethics are usually associated as rules or norms that are to be followed or 

distinguish between right and wrong. David (2020) has defined ethics as “norms 

for conduct that distinguish between acceptable and unacceptable behavior”. In 

order to conduct systematic research project, it is important to understand the 

value of ethical consideration. There are several reasons as to why it is important 

to adhere to ethical norms in any research project. David (2020) suggests that 

firstly, “norms promote the aims of research, such as knowledge, truth, and 

https://www.niehs.nih.gov/about/strategicplan/index.cfm
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avoidance of error. For example, prohibitions against fabricating, falsifying, or 

misrepresenting research data promote the truth and minimize error”. Secondly, 

“since research often involves a great deal of cooperation and coordination among 

many different people in different disciplines and institutions, ethical standards 

promote the values that are essential to collaborative work, such as trust, 

accountability, mutual respect, and fairness”. It is understood that no researcher 

would allow their research contribution or work credit to be shared without 

knowledge or falsely be copied by someone individual. Third, “many of the ethical 

norms help to ensure that researchers can be held accountable to the public”. If a 

research project is public funded, the research is answerable and accountable o 

the public. Fourth, “ethical norms in research also help to build public support for 

research”. External individuals are more likely to invest (time and money) into 

projects which are more trustworthy any quality. Lastly, “many of the norms of 

research promote a variety of other important moral and social values, such as 

social responsibility, human rights, animal welfare, compliance with the law, and 

public health and safety. Ethical lapses in research can significantly harm human 

and animal subjects, students, and the public” (David, 2020). 

These five important updated stances on ethical norms by David (2020) have been 

abided in this study and the researcher has taken full responsibility to keep the 

data secured and considers ethics as own liability. Ethical consideration has been 

acknowledged at every step of the data collection, data analysis and transcribing 

process.  

 

 

https://ori.hhs.gov/federal-research-misconduct-policy
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3.3.2. Participants Contacting Process – Outer Hebrides 

 

After receiving ethical approval from Queen Margaret University, researcher 

moved onto contacting participants for the study. The data collection and 

participant enquiry process commenced in March 2016, by contacting the 

participants using electronic communication platform to check the relevance of the 

research objectives and research questions considered. A semi-structured 

telephone interview was conducted with one participant (entrepreneur) to confirm 

their availability and enquire about their accessibility to internet and social media. 

The following topics were covered during the conversation: Business profile, 

internet facility and the concept of using of social media for business. The 

participant was recommended by one of the Edinburgh craft market members 

involved in selling Harris Tweed products. 

Following the telephonic and email conversations, it was considered to approach 

the other participants using SM platform and emails, to verify their usage of social 

media. Given that there was not much previous information or statistics available 

on Harris Tweed weavers business available (accept HT website), the sample 

selection process was therefore based on entrepreneurs agreement for the study.  

It was observed that there were twenty - two social media business pages setup 

on Facebook under the name of Harris Tweed and Harris Tweed weavers. All 

twenty-two SM business pages were contacted using Facebook Messenger and 

few emails, that were provided on their Facebook page. It was found that all 

twenty-two pages on Facebook under Harris Tweed name were not entrepreneurs. 

Eight out of twenty-two participants replied back their interest in the study and 

confirmed of having weaving business. Two respondents denied taking part in the 
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study. There were no responses from others who were contacted, and their 

Facebook page was not active. Although everyone contacted were not available 

to meet due to personal commitments and only two out of the initial eight 

participants agreed to meet in April 2016. This process provided an opportunity for 

the researcher to get some background information about their perception on 

social media and its importance for the businesses.  

During the visit to the Outer Hebrides, it was found that the community of 

independent weavers’ business was comparatively very small than the weavers 

working for the mills, these independent weavers did not have much information 

about their local competitors (accept their neighbours if any), the weavers did not 

appreciate the support available for small businesses and these business had 

international customers. 

Essentially, the initial literature review, sensitising concepts and insights into the 

SME definition, leads to the development of the research population. The research 

sample was guided by the background communication with the Harris Tweed 

Authority, Harris Tweed artist at craft market in Edinburgh and through direct 

contact using social media platforms.  

Harris Tweed weavers and artist (individual uses HT to produce first-hand luxury 

products working along with the weavers), play an important role in the economy 

of Outer Hebrides. [This research uses rural settings as a term to define Outer 

Hebrides setting]. The definition of rurality is defined by the classification of 

Scottish Urban Rural Classification.  
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Figure 8: Accessible Rural  (Defining Scotland by Rurality, 2016) 

According to the 2016 facts, the population in the Outer Hebrides was 26,900. 

There was a major decline of 0.6% between the year 2015-2016 (Comhairle nan 

Eilean Siar, 2016). The decline in population has been due to natural causes of 

death and intentional cause of migration. This decline in the population does have 

a significant effect on the economy of the Outer Hebrides. According to the report, 

the largest place on Outer Hebrides is Stornoway with a population of up to 8000 

people. It is considered as the most ‘urban’ place in Outer Hebrides. The remaining 

population is scattered over the areas of the island (ibid). During the visit to the 

Outer Hebrides in 2016, it was discovered that the population has declined since 

the last figure and accounts to 19,000 in numbers. The other fact of Outer Hebrides 

is the growing numbers of aged group member. This is demonstrated in the figure 

9 below: 

 

 

 

 

 

Figure 9: Outer Hebrides population demographic (Comhairle nan Eilean Siar, 

2016) 
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This shows that the population on the island is aging, and the island have seen the 

highest number of aged people in 2016. Demographically, the people on the island 

of Outer Hebrides is ageing. The decline in the age group (30-44) represented a 

decline of 3.6% between 2006-2016. Whereas, the age group 65-74 category, had 

the highest increase in aged population - total increase of 13.3% in 2016 from 

10.9% in 2006. The reason to consider age dimension in research sampling was 

identified during the initial background communication with the HTA members. As 

this study focused on the adoption of technology, it was assumed that the ageing 

population would not comply with the adoption of technology. Instead, the findings 

were different.  

The population has been on decline due to untold reasons. The figure 10 below 

explains the decline in population during the last census and before: 

 

Figure 10: Outer Hebrides Population change (Comhairle nan Eilean Siar, 2016). 

According to data available by the Small Business Survery 2015, presented in 

(Atterton, 2016) is as follows: 
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• “87% of accessible rural and 81% of remote rural SMEs were 

microbusinesses (with 1-9 employees); 11% of SMEs in accessible rural 

areas were small businesses (10-49 employees) compared to 18% in 

remote rural areas.  

• Family-owned businesses were more prevalent in rural areas than in urban 

areas (79% of SMEs in remote rural areas and 77% in accessible rural 

areas).  

• Home-based businesses were also more prevalent in rural areas than in 

urban areas (43% in accessible rural areas compared to 40% in remote 

rural areas and 17% in the rest of Scotland). 

• Majority-led businesses by women were more prevalent in urban areas 

than in rural areas (22% and 15% respectively). 

• Accessible rural areas had the highest proportion of SMEs who exported 

outside the UK (14% compared to 12% in the rest of Scotland and 8% in 

remote rural areas).  

• A higher proportion of SMEs were innovators in urban areas than in rural 

areas (45% and 33% respectively); however, within the rural category, a 

higher proportion of SMEs were innovators within remote rural areas (41%) 

than in accessible rural areas (28%).  

• A higher proportion of SMEs in accessible rural areas offered training to 

employees (69%) compared to SMEs in the rest of Scotland (60%) and in 

remote rural areas (52%).  

• Remote rural areas had the lowest proportion of SMEs which reported 

having their own website (57% compared to 63% in accessible rural areas 

and 70% in the rest of Scotland). 
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• A higher proportion of rural SMEs had applied for finance (30%) than SMEs 

in urban areas (15%); this finance was usually in the form of a bank 

overdraft or loan and a higher proportion of rural SMEs reported that this 

was for working capital/cash flow than urban businesses (66% and 48% 

respectively). 

• A higher proportion of rural SMEs reported employment and turnover 

growth in the last 12 months than urban SMEs (22% and 20% respectively); 

a lower proportion of rural SMEs (13%) reported a decrease in employment 

and turnover compared to urban SMEs (16%).” 

Despite the fact that the highlighted the key differences between urban and rural 

firms, it suggested that continuous support and intervention will shape the firms 

differently. Even though the number of businesses in Scotland are well defined are 

supported, some parts of rural Outer Hebrides differs at numerous level. Outer 

Hebrides is an island which is connected by sea to the mainland and requires good 

connectivity to sustain. Decline in the number of population and ageing population 

does affect the economy in many ways. Some of them are as described in the 

report of Outer Hebrides Housing Need and Demand Assessment 2017-2022 are 

as follows: 

• “We have a greater dependency on the public sector: 42.2% of jobs in the 

Outer Hebrides are in the public sector, compared with 30.7% for Scotland 

(NOMIS / BRES public / private sector data 2014).  

• A significant number of jobs are in tourism related activities, mainly 

accommodation.  
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• Fewer people in the Outer Hebrides have full time jobs: 64.3% compared 

with 67.5% in Scotland (NOMIS / BRES public / private sector data 2014).  

• More people in the Outer Hebrides are self-employed: 11.6% in the Outer 

Hebrides compared with 8.0% in Scotland (NOMIS / BRES public / private 

sector data Jul 2014-Jun 2015).  

• At 15.5%, a significantly higher number of employees in the Outer Hebrides 

have a skilled trade occupation compared to many other areas of Scotland 

which stood at 11.3% (NOMIS / BRES public / private sector data Jul 2014-

Jun 2015).” 

After careful considertion of the location and subject area of interest, lack of 

information available on the micro business, rising self employment and home 

based business in Outer Hebrides and that rural area mainly recognised for 

farming and fishing sector research; Harris tweed industry was selected for this 

study (fig.11).  
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Figure 11: Outer Hebrides Map showing final theoretical sampling – Isle of Lewis 

and Isle of Harris. 

The visit to Outer Hebrides reviewed some key elements which helped the 

researcher to re-design its data collecting approach. 

1. Number of HT weavers working for themselves and catering to 

international clients were very few and were operating business on their 

preferences (many of them were on holidays during the first visit). This 

made it very difficult to collect data at once due to the nature of the 

individual business and entrepreneurs. It was then decided to conduct the 

data collection during the late autumn when the weavers were back to 

Outer Hebrides from holidays.  
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2. Initially, interviewing two participants in Outer Hebrides did lead to some 

recommendations and introduction to other weavers who were 

independent weavers but are not using social media for their business. It 

was impossible to contact these businesses and were located outside 

researcher’s reach. Secondly, these businesses could only be contacted 

by telephone or required visiting them to their workplace. The 

entrepreneurs of these businesses were aged (65-68years) and had no 

interest in running the business for longer term. They also showed no 

interest in the study as it did not meet the research criteria and personal 

understanding. Therefore, it was decided not to include any such sample 

or businesses which were not present on social media. 

This process provided an opportunity for the researcher to gain better insight into 

capturing better answers to the research objectives. The two in-depth interviews 

conducted were included in the final sample and the information collected from the 

interviews were used to understand the background of the research. The results 

from these interviews allowed the researcher to review some of the perceptions 

towards technology literature and re-designed the interview questions considering 

the time and effort put into it by the participants. This initial visit to the Outer 

Hebrides and meeting the weavers’ community did provide clear understanding to 

the researcher and validated the research sample. 

3.3.2. Data Sampling – Theoretical Sampling 

 

Choosing a clear sample of people for interviews or events to observe is a key 

element of any study. Derek Layder (1998) has divided data sampling into two 

broad categories in social research. 
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1. Probability or random data sampling: this type of sampling is selected 

randomly, and the population statistically represents a wider group of 

samples being studied under random circumstances. The researcher uses 

this type of data sampling while using quantitative data analysis approach 

and can generalize the findings on the basis that it can equally provide 

chance to wider population (or universe) has a similar chance to be 

selected as sample. This type of sampling is also acceptable with surveys, 

fixed questionnaires and have great amount of existing knowledge 

available about the sample being studied or under research, so that a 

random sample can be selected or drawn.  

2. The second type of technique is non-probability data sampling. This type 

of sampling does not estimate the probability of unites of the population 

being studied, in fact no necessary that all the elements including people 

would be studied. It is also referred to purposive data sampling as its power 

lies in selected information rich cases to study by in-depth interviews. 

According to Patton (1990) in Layder (1998), “observes information rich 

cases are those from which one can learn a great deal about the issues of 

central importance to the purpose of the study”. 

Such type of sampling is associated with the qualitative data analysis 

method culled from in-depth interviews.  

According to Layder (1998), the researcher gathers or collects data from the 

sample selected till the point the researcher believes they have enough answers 

to the research questions or develop or test a theory. “The researcher stops 

gathering information (expanding the sample size) at the point when no new 

information or theoretical ideas are appearing in the data (the interviews or 
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observations or documentary analyses). The validity, meaningfulness and insights 

gained from qualitative inquiry using purposive samples have more to do with the 

information richness of the cases selected (time periods, people or events) and 

the observational and analytical capabilities of the researcher than with the sample 

size.” (p: 46) 

The Adaptive theory research process is based on the concept of grounded theory 

developed by Glaser & Strauss (1967). Glaser and Strauss (1967), developed the 

purposive sampling  strategy of theoretical sampling. This strategy of sampling 

data derives from the understanding that the gathered data gives rise to theory 

development and the sample considered should be adjusted according the 

researcher’s required knowledge reached, and that if no new themes emerges. 

“Theoretical sampling means seeking pertinent data to develop your emerging 

theory. The main purpose of theoretical sampling is to elaborate and refine the 

categories constituting your theory… conduct theoretical sampling by sampling to 

dvelop the properties of your category(ies) until new properties emerge” (Charmaz, 

2006). Theoretical sampling, in short, relates to only conceptual or theoretical 

development (emerging themes). It is not about the representing events, 

population, settings or increasing the statistical generalizability of the research 

findings. However, it is noted by Layder (1998, p. 47), “Glaser and Strauss’s 

formulation neglects the role of prior theory (general, substantive, hypothesis-

testing, and so on) in the research process and it is this which the adaptive 

approach wants to draw in and include within its terms of reference”. According to 

the adaptive theory approach by Layder (1998), it is viewed that, the approach 

proposed by Glaser and Strauss (1967) is a ‘unremittingly empiricist and inductive 

premise’ that gives rise to theory from the data collected and the sample can be 
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adjusted according to how new theory is shaped. Whereas, adaptive theory 

considers that “..this (process) generally underestimates the significance of prior 

theory in research in terms of both its productive and constructive roles in shaping 

data in relation to preconceived explanatory models (or schemas, or even single 

concepts), as well as the manner in which it can respond and ‘adapt’ to incoming 

data” (p:47). Moreover, “grounded theory approach represents the waste of good 

theory” (ibid). Theoretical approach by adaptive theory allows the researcher to 

sample data on the basis on new people or events or setting; through the collective 

nature of prior theoretical knowledge, incoming data and analysis of the data 

gathered. Thus, this theoretical sampling approach dictated by Layder (1998, p: 

47), is adopted for this research based on the prior knowledge of the social media, 

preconceived concepts of individual perception towards social media acceptance 

and limited knowledge of the population being studied.  

3.3.3. Final Research Sample selected 

 

As this study aims at exploring the factors that influences the adoption of social 

media in SMEs, the exploring factors are individual perceptions that drives the 

individual to adopt social media for business. These factors can be external, but 

as this study research in the rural setting – it would be pivotal to understand the 

individual beliefs as the external factors such as geographic location can highly 

influence any business on the Outer Hebrides.  

The initial study conducted with two participants and literature review suggested 

that the adaption of social media is highly influenced by the internal factors rather 

than external factors. Although, some of the external factors did have indirect 

influence on the individual perceptions on adopting social media for business, but 
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again those were not significant for the study. As discussed earlier, lack of 

weavers’ information available on the database, access to the participants was 

difficult. Eight businesses that initially responded back on Facebook to participate 

in the study were still interested but availability and travelling to the Outer Hebrides 

was an issue for the researcher due to the travel concerns.  

Fourteen other people that were contacted had no progress, later only five 

responses replied back with no interest in the study and declined participation due 

to: time restraints, travelling, not interested, thought the researcher was a member 

of media and complaint of disturbance during weaving. At this stage, the 

researcher has eight participants from earlier contacts and nine other responses 

were still waiting to respond. Due, to summer holidays it was bought to the 

researcher’s knowledge that many of the businesses operate half summer and that 

they travel during the other half due to the nature of their work demand.  

Fundamentally, the type of approach selected for this study was essential for the 

researcher to constantly collect data and analyse simultaneously – constant 

comparison analysis. In order to facilitate this study with the Harris Tweed business 

industry, the recommendation method of contacting participants was used. This 

method is called snowball sampling (Bryman & Emma, 2007). According to 

Bryman & Emma, this method arises when a researcher uses recommendations 

for other participants from an initial group of people or an individual interviewed 

(2007, p. 200). This method is highly purposive and popular in qualitative research, 

as the researcher uses the recommendations to arrange contacts with other 

participants. This type of sampling is purely not a random sampling, as the 

sampling is guided by theoretical sampling discussed by Glaser and Strauss 

(1967). Snowball sampling is more convenient to qualitative researches, as it 
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focuses on human relations and their connection (J.S.Coleman, 1958) in (Bryman 

& Emma, 2007). This technique was use for gathering participants. Information 

was collected from the other participants and local weaver and shops – who work 

along with these independent weavers. Using this recommendations and 

introduction, access was gained to some more participants and the interview 

process proceeded. The duration of data collection was over a period of eleven 

months, as accessing the participants was found difficult, but it was possible. The 

data analysis process was thus prolonged.  

As there are one hundred and forty independent weavers registered as Harris 

Tweed weavers in the entire world, only nineteen weavers are registered as self-

employed business. This information was gained from the Harris Tweed Authority 

(HTA) who are a separate entity on the Outer Hebrides – that protects and 

promotes Harris Tweed as a brand nationally and internationally. The sample 

selected was developed to include individual entrepreneurs or managers (if any) 

or an individual who operates social media for business in the Harris Tweed 

industry (if any). Additionally, more participants were introduced by the 

interviewing method. This data sampling included two individuals. This process of 

collecting data continued until no new theoretical concepts emerged or new 

categories were found. Finally, the process of data sampling included thirteen 

individual entrepreneurs on the Outer Hebrides – Isle of Lewis and Harris as shown 

in the table below:
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Table 1: Final research sample selected for this study 

Participant Age  Birthplace Business 
location 

Position Business 
age 

Social media 
usage period for 
Business 

Personal 
social 
media 
usage 

Prior 
experience 
using e-
platform 

Social Media 
platform in 
use 

P1 25 Outer 
Hebrides 

Isle of 
Lewis/town 

Founder and 
Owner 

3 years 3 years Yes  Yes  Facebook & 
Instagram 

P2 27 Outer 
Hebrides 

Isle of 
Lewis/town 

Owner 14 months 3 years Yes  Yes  Facebook & 
Instagram 

P3 51 England Harris/village Owner, 
Managing 
Director 

1 year 1 year Yes  Yes  Facebook 

P4 47 England  Harris/ village Founder  2 years 2 years No  Yes Facebook 

P5 43 Outer 
Hebrides 

Isle of 
Lewis/village  

Owner  5 years 3 years No  Yes Facebook & 
Instagram 

P6 52 Outer 
Hebrides  

Isle of Lewis/ 
Village 

Owner  8 months 8 months No  No  Facebook 

P7 31 England  Isle of Lewis/ 
town 

Business 
owner  

6 years 4 years No  Yes  Facebook & 
Instagram 

P8 56 England Isle of Lewis/ 
village 

Owner  4 years 3 years No Yes  Facebook  

P9 61 England Isle of Lewis/ 
village 

Founder and 
owner 

5 years 1 year No  No  Facebook & 
Instagram 

P10 43 England Harris/ village Founder and 
owner 

4 years 4 years No  Yes (minimum) Facebook & 
Instagram  

P11 26 Outer 
Hebrides 

Harris/ village Sole Trader 5 years 3 years No  Yes  Facebook & 
Instagram 

P12 63 England  Harris/ village Founder and 
Owner 

2 years 2 years No Yes  Facebook 

P13 31 England Isle of 
Lewis/village 

Founder and 
Owner  

6 months 6 months No  Yes  Facebook 
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3.4. Data Collection and Data analysis 

 

Initial interviews with two participants were conducted in Outer Hebrides in March 

2017. The interviewees recommended other participants, which then were contacted 

in the course of time. Due to the non-availability of the participants in March 2017, 

the data collection process was postponed until the participants availability. The data 

collection process commenced in August 2017 until January 2018 – three trips to 

Outer Hebrides. The study has considered constant comparison data analysis 

approach, which requires theoretical sampling and constant data analysis after each 

interview; this lengthened the time of the data collection process. Timescale, as 

planned formerly was altered due the nature of the data gathering and data analysis 

process. 

Data in a qualitative research can be collected in many forms including interviews, 

observation, textual or visual analysis (videos or books), surveys, focus-groups, 

documentary research (Gill, Stewart, Treasure, & Chadwick, 2008; Layder, 1998, p. 

42). A researcher can adopt single or multiple methods of gathering data. Layder 

(1998, p. 42), described the collective method of using different data gathering 

method as ‘multi-prolonged strategy’. “.. there is no reason to suppose that all 

considerations discussed … as they apply to purely theoretical matters, do not apply 

both to the choice and subsequent employment of methods and techniques used to 

gather data during research (ibid). The adaptive theory approach encourages the use 

of multi-prolonged method of data collection “to maximize the potential for theory 

generation” (p. 42).  
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This study focuses to develop a conceptual model by interacting with participants. 

Thus, interviews were selected as data collection method. But it was essential to 

review other methods that could be beneficial for the study.  

Focus group method of data collection are used for generating information on shared 

views and to understand the meaning that lies behind those collective views. (Gill, 

Stewart, Treasure, & Chadwick, 2008). This method is used to encourage group 

discussion on a particular topic for study. The criteria suggested for using focus 

groups include (Gill, et.al, 2008): 

• “As a standalone method, for research relating to group norms, meanings and 

processes  

• In a multi-method design, to explore a topic or collect group language or 

narratives to be used in later stages  

• To clarify, extend, qualify or challenge data collected through other methods  

• To feedback results to research participants” (p:293) 

Therefore, focus groups were not considered in this study; firstly - as the data 

collection process was conducted at different periods and lastly, the research clearly 

aims to understand individual experiences. 

Field notes and memo writing was considered in this study. The notes were collected 

on visiting the weavers workshops, entering any useful information such as their 

name and business name, workshop setting, any member involvements and 

availability of any electronic system such as computer, laptops or mobile phones 

around them. This information was found useful later during the data analysis 

process, as it made it easier for the researcher to recollect any incident in the 

transcript notes with the field notes.  
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Field notes did lead to some observations during the visit to the participants workshop 

or home. It was observed that all workshops were very close by to the participants 

home. The internet connectivity was shared between home and workshop. Some of 

the participants used laptops and mobile phones in their workshop, whereas some 

used computers. Later observations made were, participants numbers of followers on 

the social media platform they used – which encouraged to compare their popularity 

and usage age of social media.  

3.4.1. Interviews 

 

Finally, in-depth interviews were selected in this study. Interviews are the most 

preferred technique used for qualitative research (Bryman & Emma, 2007). In-depth 

interview is a type of interview technique that is used for qualitative research. The in-

depth interview technique involves conducting rigorous and intensive individual 

interviews, especially with small number of participants to explore and understand 

their perspective on a particular program or experience (Boyce & Neale, 2006; Pacho, 

2015). This technique of in-depth interview is useful to gather information about 

individual perceptions, thoughts or explore the issues in detail. It is most useful to 

provide a complete picture of what is the individual’s experience when adopting a 

program and that this technique can be used among focus groups, if the individual is 

not comfortable to respond openly. Similarly, this technique is used to collect 

information to compare different opinions from every participant to refine questions or 

interview a topic for coming interviews (Boyce & Neale, 2006; Pacho, 2015). This 

technique of qualitative research interview is compatible with the social adaptive 

theory approach, as it approves the understanding of exploring individual perception 
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towards adopting social media and thus, develop new interview topics to be added 

for following participants.  

Bryman and Emma (2007) explained that qualitative interviews can be majorly divided 

into two forms: structured and semi-structured interviews. Structured interviews are 

more specifically designed to answer specific questions the researchers have 

designed, example - what is program name and its module? Whereas semi-structured 

interviews are more open and have a list of question guide to be followed, allowing 

the participants to be flexible in responding, for example - Can you elaborate your 

program experience? The benefit of semi-structured interviews is to provide the 

participants an opportunity to answer freely without any interference. The participants 

are allowed to talk on the interview topic (Appendix 2) spontaneously, at the same 

time the researcher can pick on information that is not in the interview list and ask 

further questions on it (ibid. p. 474). Semi-structured interviews are more like 

conversations. 

The interviews earlier conducted encouraged and aid the researcher to re-design the 

interview process. Some of the participants were interested in the study due to the no 

previous exposure to any interviews, which motivated them to participate in the study. 

The participants through snowball approach were contacted three to four months prior 

organising a particular day for interview. Some of them were reluctant initially, as they 

were never exposed to giving interviews and the fact that, they were small businesses 

in a rural setting. The interviews were negotiated with all the participants with non-

monetary terms and a formal date was set in their diary to avoid any disturbance or 

inconvenience. Finally, thirteen participants agreed to participate in the study. 
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Interviews conducted with the participants were in their loom shed (workshop) or 

home. Before commencing the interviews, an information (Appendix 3) and a consent 

form (Appendix 4) was presented to them with the researcher’s contact information, 

supervisory team contact information and university information. It also contained 

brief information about the research and the topic of discussion. One copy was signed 

and kept by each member involved in the interview process – researcher and the 

participant. 

On the average, each interview conducted lasted for 20- 25 minutes. Some of the 

interviews did last longer due to the interruption by their family, pets, or visit by 

customers. The researcher was informed by the participants that, they will not be 

weaving at the time of the interview, to avoid disturbances which would delay the 

interview process. One particular interview had to be continued for two separate days 

due to the participant’s personal reason, it was agreed before we commenced the 

interview. All efforts were made to build trust and rapport with the participants, to 

provide a comfortable atmosphere rather than an intimidating one. Every participant 

was given a thank you letter by the end of the interview and in exchange to this some 

of the participants gifted handmade Harris Tweed souvenirs to the researcher. 

All of the interviews were conducted face-to-face, as decided earlier by the 

researcher. The data collected from the participants were complied with the 

theoretical sampling method required for constant comparison analysis. The 

interviews conducted were semi-structured around the research topic. The 

researcher also asked the participants closed questions such as name, age, business 

name, education, country of birth, nationality and social media usage. These 

questions led to answers which developed new topics. The participants were allowed 

to express their views freely on every new topic that emerged from previous 
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interviewee. This supported the research methodology approach, where new topics 

emerged from the participants individual experience was immediately noted and 

added in the interview topic for next participant.  

Qualitative in-depth data collection is a lengthy process. Whatever collection method 

used for data gathering such as face to face interviews, case studies or focus group; 

the interview process will generate a large amount of information (Sutton & Austin, 

2015). Data provided by the participants about their response to the interview topic 

can be recorded in a different manner such as hand - written records, audio records 

or video recording. This study selected audio record to participant’s response during 

the interview. Immediate field notes were also recorded, to make the transcription 

process easier and informative. Every interview was transcribed before data analysis 

could begin (Sutton & Austin, 2015). Sub-themes or sub-categories were formed with 

the help of the field notes collected during the interview and added to the next 

interview list. The process of adding new interview topics ended when no new 

categories were generated.   

All thirteen interviews were audio taped. One participant did show reluctance as she 

was concerned about her voice not being good enough to hear later. Participant later 

understood the process of the study and agreed to audio record her interview. The 

participants agreed to audio taped the interviews, prior permission was taken, process 

was explained to the participants and no compulsion was imposed. One particular 

interview was interrupted by a family member, who was involved in using social media 

– he was asked if he could contribute on the discussion of the topic later; he declined 

as he was not available due to his work commitments.  
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3.4.2. Coding 

 

The process of qualitative data analysis involves uninterruptedly understanding 

participants interview and making meaning out of it (Creswell, 2014). The process of 

coding starts while interviewing participant’s. Transcribed interviews set up 

foundation for organising interview data for analysis. Coding is a start to finish 

process, line by line, section by section, within interviews, comparing interview and 

incident by incident coding, push the researcher to fulfil two main criteria of constant 

comparison analysis that is relevance and fit (Charmaz, 2006). Layder (1998), has 

proposed ‘Pre-coding’ and ‘Provisional coding’. Pre-coding is explained as 

“underlying parts of the text or putting an asterisk by certain sections of text in order 

to highlight their importance or relevance” and provisional coding is explained as, 

“labels or names to indicate parts of the transcript which triggered some association 

with a particular concept, category or idea” (Layder, 1998, p. 53). This type of manual 

coding allows the researcher to develop rich codes and categories. Thus, this study 

adopts the manual coding process, complimenting the constant comparison analysis 

method. It is believed that the study which generates rich codes and transforming 

them into categories crystalizing respondents’ personal experience contributes well 

to the empirical world (Charmaz, 2006, p.54). At the same time, the researcher 

decided to selectively choose extracts from the interviews and leave bulk part of each 

interviews to be un-transcribed. The un-transcribed interviews were kept recorded on 

the audio tape just in case it was required at later stage of the study. Such steps are 

only possible at earlier stages of the data analysis, when the researcher is aware of 

the emerging codes (Layder, 1998, p. 53). The next step is to generate categories 

and classify them into groups. Combining and comparing various categories within 
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one interview and comparing them to other interviews creates clear concepts or sub-

themes. This step is termed as ‘open coding’ by Glaser and Strauss (1967). The view 

of Glaser and Strauss (1967) ‘open coding’ stress it as the only preliminary way of 

analysing data, whereas Layder (1998) view it differently. Pre-coding or provisional 

coding allows the researcher to keep a theory or presuppositions in mind while 

analysing data. Whereas, grounded theory proposes operating with a ‘clean slate’ 

precondition while analysing data. This might lead the researcher to inappropriately 

code data without any boundary and include more interviews without any relevance. 

The idea of open coding promotes the researcher to follow more closed and restricted 

type of research proceeds. This is called as ‘axial-coding’ by Glaser and Strauss 

(1967). Whereas pre-coding and provisional coding allows the researcher to generate 

codes with a theory or concept in mind, assisting the formation of authentic 

categories. Thus, the search for new codes or concepts are in line with the existing 

theoretical concepts or relevancies. This refers to, “theoretical ‘openness’ is 

dialogically combined with assumptions about the relevance of extant material 

(concepts, frameworks categories) in the service of further theoretical generation” 

(Layder, 1998, p. 55).  

The categories developed from combining codes offers insightful analytic 

understanding that construes current happenings and guides development of a 

relationship between implied process. Careful and timely coding did guide the 

researcher to avoid any personal motives or fears on influencing the participants’ 

views and recorded data. This study used transcribed interviews entirely from thirteen 

participants and memos for coding. Memos were collected in the form of written notes 

while interviewing every participant. Some of the memos were in the form of written 

notes whereas, some were in the form of diagrams. It guided shaping the coding 



163 
 

process. This method of manual coding (Appendix 5) where transcription of recorded 

data combined with memos provided better understanding which would generally be 

missed. It also provided deeper understanding of the entire interview experience. The 

qualitative interviews collected in the form of recorded tapes, can be preserved until 

the coding session is satisfactorily finished. Transcribed interviews and memos do 

have special benefits. The codes generated in the first reading has to be finalised 

once after every interview is transcribed. Re-coding is not supported in this study, to 

avoid complication and time consumption. Generally, the data transcribed can 

generate several codes which can cause code trauma for a new or an experienced 

researcher. In order to avoid such episodes, the researcher decided to generate 

codes only related to the research question and also code any interesting views 

related to the objective of the study. Remaining unwanted data was rejected for 

coding. At a very early stage from the initial interviews, it was noted that the concepts 

while reading the transcription of interviews pointed towards an existing theory. The 

existing theory was not considered to be implemented to the study prior to the data 

collected to avoid any pre-assumptions dominating the participants’ views. Concepts 

generated during the process was compared within single interview, which then was 

compared with another interview. This led to generating clear codes, without any 

cluster of unwanted concepts. These clear codes contributed to developing new ideas 

and better understanding of the study’s findings.  

Section by section coding helped carve concepts and see the familiarity in fresh light. 

It also aided to discover patterns and differences. Once saturation was reached, the 

researcher decided to take a step back and stop collecting any more data.  

Descriptive interview sketch of participant 1 & 8 after manual coding have been 

inserted below.  
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Personal information Born and brought up in England. 51 years – Married 
Education – Schooling in grammar school and degree 
in Maths. ‘A’ level in physiotherapy. Worked as 
Physiotherapist with NHS for 10+ years in England. 
Couple decided to have different life – moved to Outer 
Hebrides 10 years ago for land and animals. Croft 
business – various animals – no heavy income. No 
jobs in the village or island. Struggling to fit in the 
community. Family of six – 2 sons and 2 daughters-in-
law. 
 
 

Business practice and 
experience 

No prior business experience – crofting business (not 
anymore). Learned weaving from husband – 4 years 
of independent business – aims to expand, but not 
very sure. Learning new skills as Harris Tweed 
industry is Fragile  

Motivation for business No jobs in the village – no community support – 
struggling to have steady income (only husband 
earning) – passion to standout in the community – be 
successful and apply educational knowledge – home 
based business (avoid rental and travelling 
expenses). No business strategy model – Entire 
business based on Facebook  

Prior e-technology experience Used computers in hospitals – hospital equipment – 
training by hospitals on specific program – never used 
social media personally – experience using emails on 
computer. Using social media for business for 3 years 

Perceived usefulness - Social 
media useful for business 

Comparison with failed webpage – SM is very 
‘essential’ for business – 
Wasting time with visitors on door who don’t buy, 
therefore selling through only ‘Facebook’ – trustworthy 
and genuine buyer 
International clients – all contacts from Facebook 
Updating internet connectivity benefits business on 
social media 
Don’t use traditional medium to promote or market 
business, finds Facebook cost effective 
8000 followers on Facebook – sense of pride and 
believes people ‘try and copy’ her business operating 
style  

Perceived ease of use – Using 
Social media is effortless for 
business 

Initially paid for promotion – was difficult  
Finds Facebook easy to use – if tips and tools 
provided on business page (effortless characteristic 
depends on training) 
Finds Instagram confusing to use 
 

Social Media benefits Local people have no interest in buying Harris tweed 
No other medium to operate business activities – 
surviving through social media platform  
No awareness of training program in the village – self-
taught and satisfied 
Use Facebook to communicate – engage customers – 
predominantly don’t push sales – compare to other 
selling pages such as eBay (finds it unreliable) or Etsy 
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Interview sketch- Participant 8 

The interview sketch demonstrates two different participant interviews and their views 

on using social media as business platform. It was decided by the researcher to insert 

interview sketches of only two random participant and not all interviews to maintain 

privacy of the interviews collected.  

  

(no target audience) – don’t require an employee (cost 
effective) 
Reach customers – 60% in Scotland (mainland), 30 % 
international (Australia, New Zealand, Germany) – 10 
% locals and visitors  
 

Future use of Social Media for 
business 

Plans to learn and use Instagram to increase audience 
– but will surely be using Facebook. 
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Interview sketch: Participant 1 

  

Personal Information Born and raised in Outer Hebrides – 25 
years – unmarried. Schooling on the island- 
degree in music from Edinburgh – homesick 
and returned back to island and Scottish 
culture. Gaelic is first language - lives alone 
– have best friend living nearby  

Business practice and experience Worked as musician in Edinburgh and in 
island community centre (3 to 4 years) – no 
one in family weaved – music is culture but 
not career on the island. Learned from 
neighbour and weaving course– selling on 
island in craft market and business was slow 
– worked part time in community centre for 
initially 3 years. 6 years into business in 
total. 

Motivation for business Interest in island culture, course availability 
– learning new skills to earn extra income. 
New wave of weavers wanted – especially 
younger people – work from home. 
Didn’t wanted to leave the island and home 
to work anywhere else. 

Prior e-technology experience Used social media for personal use in 
Edinburgh. Learned through friends and ‘it 
was a casual process’ – had a personal 
account – not anymore. Found it distracting. 
Using social media for business for 3 years. 

Perceived usefulness – Social media 
useful for business 

Best friend advised to use social media for 
business.  
Improves business performance and 
visibility.  
Customer opinion and request enhance 
business productivity.  
Didn’t believe in training. 

Perceived ease of use – using social 
media is effortless for business 

Prior personal use made it easier to use 
social media – using business page on 
Facebook and Instagram was ‘tricky’ but 
necessary for the type of skilled business. 
Age and prior experience – easy to set up 
and interact with audience. 

Social media benefit Create a unique image – sell heritage rather 
than a product. 
Spending less on marketing – never used 
flyers and pamphlets since using SM.  
Local customers and international clients 
from Japan also contact the business using 
social media. 

Future use of social media for business Plans to expand product range into women 
clothing and home furniture.  
Confidence in the usage of Social media by 
applying knowledge. 
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3.4.3. Constant Comparative Analysis Method (CCA) 

 

Generally, in this world individual’s accept sensory facts and knowledge as certain 

truth as it indicates a level of withstanding or challenging it. This sensory fact or 

information accepted as truth by individuals is termed as empirical knowledge, 

whereas non-empirical facts or knowledge on the other hand has been extensively 

recognized within the circle of philosophical methods as it explains and validates 

sensory facts or knowledge independence (Williams, 2007; Mohajan, 2018). The 

existing knowledge or assumptions and empirical facts or knowledge supports the 

research methods adopted. The fundamental principles of these knowledge of facts 

are considered as underpinnings for qualitative research method.  

Researchers often propose a minimum of one research question for the area of 

research interest. These questions vary from what, how and why. For example: “How 

much progress did TAM make over the past eighteen years (1986-2003)? • What are 

the findings and discoveries of TAM research?” (Lee, Kozar, & Larsen, 2003; Lai, 

2017). The three common approaches to research are qualitative, quantitative, and 

mixed methods. The approach for the study depends upon the anticipated type of 

outcome the researcher is expecting to answer the research questions. These 

answers or data collected can be numeric, tables, experiences, observations, videos 

etc. Researchers adopting a quantitative approach would prefer collecting numeric 

data, a qualitative researcher may adopt questions more in expressive or textual 

format such as open-end questions or closed end questions whereas in some studies, 

the researcher adopts both types of approach including numeric as well as expressive 

or textual format of questions.  
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Qualitative research is a holistic or all-inclusive approach that involves exploring and 

discovering. Qualitative approach is a process of forming new learnings and 

developing new understanding throughout the process. According to Creswell (2014), 

qualitative research unfolds a model that sets itself in naturalistic setting allowing the 

researcher to involve themselves in the natural process of developing detailed level 

of understanding including actual experiences. This study investigates the social 

phenomenon being studied from participant’s perspective. Different researchers 

applying different qualitative techniques have melodramatic effect on those research 

strategies explored.  

Leedy & Ormrod (2001) in (Bhawna & Gobind, 2015) has defined research 

methodology as “the general approach the researcher takes in carrying out the 

research project” (p. 14). Often, quantitative research involves the collection of data 

from the participant’s that, the collected information can be quantified to statistical 

treatment to support “alternate knowledge claims” (Creswell, 2003, p.153). Initially, 

quantitative research originated during the research phase of physical science in 

physics and chemistry. Quantitative researchers often use numerical and 

mathematical tables to analyse their data. Additionally, researchers apply inquiry 

methods to acknowledge the numerical data collected (Creswell, 2002, 2007, 2014).  

Constant comparison analysis method was established during the development of 

grounded theory by Glaser and Strauss (1967); Fram, (2013). Grounded theory 

mainly developed as an inductive research approach for theory development, 

challenging the orthodox method of deductive research approach allowing 

researchers to collect and analyse data for the emergence of new theory and 

understanding. Theoretical analysis and coding were introduced by Glaser and 

Strauss (1967); Fram (2013). Kathy Charmaz (2006) view on grounded theory and 
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constant comparative data analysis differs from the classic Glaser and Strauss (1967) 

grounded theory. Constant comparative data analysis requires comparisons at every 

level of the analytical research work. It starts with comparing data within data to find 

similarities and distinguish the difference. For instance, an interview section data is 

compared with the other interview section including statements and atmosphere, 

which is then compared to the other interview sections statements and atmosphere. 

Continuous comparisons help the researcher making the coding simple. 

Observations are also compared. Same interview conducted on two different days 

can be compared, the situation of both days can be compared, and the attitude tone 

of the participants can be compared. Experiences gained during the data collection 

can be compared with different participants (Charmaz, 2006).  

According to the researcher’s understanding, personal assumptions should not be 

completely dismissed, while noting down the codes. Any memos or notes collected 

can be used to ease the coding process and connecting any incident useful for the 

rich data analysis. During the coding process as explained in detail in chapter 3, 

noting down any interesting information or meaningful guide to the process. The data 

is interpreted according to researcher’s understanding. Personal idea may rest on 

clandestine meanings and actions that have certainly not yet surfaced. Such kind of 

perceptions forms another set of idea or guide codes. The analytical data that the 

researcher observed in the data is a combined contribution of the researcher’s 

previous understanding (Glaser & Strauss, 1967; Layder, 1998). Rather presenting 

own understanding and perspective as complete truth, it should be merged with the 

participant’s view. This will generate more rich understanding and expose clear 

concepts. The repertoire of assuming concepts and then codes gives rise to 

understand participant’s perception. Summoning these range of concepts in new 
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developed codes led the researcher to prejudge the situation and understanding the 

situation (Layder, 1998). Also, avoiding prejudging participant’s view compared to 

agree or deny with researcher’s view, rejects complications. Instead, looking for 

participant’s view and opinion before judging them with the researcher’s own 

assumptions, may not complicate the setting but also generate confusing concepts 

and less attractive codes (Charmaz, 2006). Observing the research world through 

participant’s eyes and understanding their perception grows fresh and new insights. 

Thus, allowing the selection of concise codes which fits well with the data without any 

misperception. 

According to the Layder(1998) and Glaser & Strauss (1967), the coding process is 

considered time consuming only when the data collection is handled in a difficult 

manner. The coding process for this study follows a simple guidance provided by 

experts Kathy Charmaz (2006) and Derek Layder (1998). As explained above, 

comparing data while collecting data summarizes the coding process efficiently. 

Coding constantly relies on solid data collected. The data collected, questioning the 

research objective depends on how and what is recorded. This study used the audio 

recording concept to record the data, taking notes and making memos. The qualitative 

rich data collected along with the memos, creates a significant coding process. Many 

qualitative researcher’s adopts coding from the notes rather than transcribed 

interviews (Charmaz, 2006). This describes that there is not right or wrong manner to 

be followed on what to be coded and how substantial data, notes and memos helps 

generating solid codes and categories. This process also guides the researcher to 

collect the important elements and reject any extra information not required. The 

benefit of recording the participant clearly and making memos, further captures 

respondents’ perception and view. The combined nature of well recorded data; notes 
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and memos ultimately result in linking the interview experiences for the researcher. 

Therefore, making the comparison process smooth.  

3.4.4. Data Analysis Process 

 

The final data sample for the study was thirteen members of the Harris Tweed 

weaving business community. The audio taped interviews were listened to 

immediately after completing each interview. Interviewing, listening to audio records, 

combining along with fieldnotes and its transcription was a time-consuming process. 

It was intended to transcribe one interview at a time, conduct initial coding which could 

produce related concepts or new categories to be included in the interview topic. This 

process of constant comparison was developed by Glaser & Strauss (1967), to 

develop concepts from the data gathered by coding and analysing it at the same time. 

This method, “combines systematic data collection, coding, and analysis with 

theoretical sampling in order to generate theory that is integrated, close to the data, 

and expressed in a form clear enough for further testing” (Conrad, Neumann, 

Haworth, & Scott, 1993, p. 280) in (Kolb, 2012). This process of constantly comparing 

within and between interviews are explained in four steps by Glaser & Strauss (1967, 

p:105). 

1. “Comparing incidents applicable to each category” – the researcher starts 

coding each section from the interview topic into different categories as 

possible and select new categories that emerge.  

2. “Integrating categories and their properties” – the researcher starts moves 

from comparing interview section to section and starts comparing between the 

concepts that emerge from the initial section. 



172 
 

3. “delimiting the theory” – the researcher may notice certain consistencies 

during analysing interview sections and can formulate a theory with a small 

set of rich level concepts. 

4. “writing the theory” – finally, the researcher holds the data coded, set of 

memos and a theory. The categories developed then can be combined to form 

major categories or major themes which can be presented in a form of new 

theory.  

The benefit of constant comparison method in qualitative research is that it starts with 

general data, constant comparison develops new categories and develops a new 

theory. The process of developing a theoretical or a conceptual model requires clear 

understanding of coding and categorizing. The coding concepts proposed by Glaser 

and Strauss (1967) are open coding and axial coding. Open coding as advocated in 

grounded theory allows the researcher to generate as many codes as possible 

without any prior theoretical assumptions, which could be reduced further in the 

formulation of further data gathering and analysis. Axial coding occurs when the initial 

open-coding concept are exposed to the new data collected. The researcher can 

identify specific categories which would play an important role in answering the 

research question. Operating with a ‘clean slate’ process is considered as a crucial 

precondition in the grounded theory approach to develop a theory.  

The Adaptive theory approach adopted for this study promotes a less inflexible coding 

process, which is parallel to the process by Glaser and Strauss (1967). Transcription 

of qualitative interviews are time consuming and difficult to manage (Layder, 1998 

p:52). The process of data management can be minimised by “applying labels to 

particular extracts from the interviews in order to be able to identify them as belonging 

to various descriptive or analytic categories” (p:52). The approach promotes the use 
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of “primitive pre-coding devices, such as underlying parts of the text or putting an 

asterisk by certain sections of text in order to highlight their importance or relevance”, 

as well as the use of “provisional code labels or names to indicate parts of the 

transcript which triggered some association with a particular concept, category or 

idea” (ibid). This process of ‘Pre-coding’ or ‘Provisional coding’ has resemblance to 

the ‘open-coding’ advocated by Glaser and Strauss (1967), which varies from 

Layder’s view as, “the search for new codes and concepts goes on in tandem with 

the use of extant theoretical assumptions” (Layder, 1998 p:55). It also differs in terms 

of ‘axial-coding’. Axial – coding according to Glaser and Strauss (1967), involves the 

researcher to read the interview transcripts and aim at identifying relationship 

between core themes and themes.  

Pre-coding may develop provisional codes which can be confirmed in the on-going 

process of data collection and data analysis. The process of coding is “impossible to 

start literally with a ‘clean slate’” and that the “objective of theory generation is 

enhanced if one starts with some (more or less systematic) prior theoretical ideas 

since they help to both organize the data and stimulate the process of theoretical 

thinking” (Layer, 1998 p:54).  The concept of pre-coding is performed by labelling or 

putting an asterisk across the interview sections, even though these labelling does 

not confirm prominent concepts but helps the researcher to accumulate these 

concepts into a formulated concept. Thus, by applying this type of coding method 

proposed by Layder (1967), the interchange relation of “theoretical ideas ensure that 

a truly comprehensive accumulation of theoretical knowledge occurs or is at least a 

possible outcome of this kind of strategy”. Whereas, with grounded theory approach, 

very certain limited accumulation is possible and permitted as it is deceived “within 
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the parameters of emergent theory and other so-called formal theories which have 

been grounded in the same manner (Layder, 1998 p:56).  

 

Chapter 2 presented a detailed literature review on the subjects under question 

leading to create an understanding of the gap in the knowledge. Chapter 4 presents 

detail participants profile involved in the study. 
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Chapter 4: Research Participant Profile Analysis 

4.1. Participant Personal Background 

4.1.1. Age bracket 

4.1.2. Education 

4.1.3. Residency Pattern 

        4.2. Participants Business Experience and Business Skills 

4.2.1. Business Experience and Business Training  

4.2.2. E-Business Strategy  

        4.3. Social Media Interest 

4.3.1. Social Media Platform use 

4.3.2. Social Media Skills  

4.3.3. Advantage of using social media platforms for business and future use 

of social media 

4.4. Business Growth Strategy 

4.4.1. Reaching International Markets 

4.4.2. Family and friend’s inclusion, succession and technology support 

4.5. Follow up Observation 2018 
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4.1. Participants Personal Background 

 

Participants selected for this study are based in the Outer Hebrides, UK. A unique 

group of individuals were selected as participants, keeping in mind to gather rich 

data towards the under researched area of SME adoption of social media for 

conducting business activities/operations. Harris Tweed weavers were selected 

as participants, as explained in Chapter 3.  

Participants were asked to provide some general information about themselves 

such as their age, education, where were they born, their relationship with Outer 

Hebrides, weaving skills and their work life pattern. This information was vital from 

the research context, to understand the respondent’s authority and role played in 

the business. All the respondent’s had interesting information to share. Personal 

details such as their name and business name were not included in the thesis. 

Whereas, their names were noted down in the memos for reference purpose. 

One specific common interest the participant’s shared was the art to weave. 

Interviews varied from one respondent to another, depending on the length of 

information they were ready to exchange.  

The information was audio-taped with participant’s consent, and interesting 

details were noted as memos. Data table 2 below presents a final sample of the 

participants details.
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Table 2: Participants details 

Participant 

number 

Age bracket Birthplace  Education  Island 

residency 

pattern  

First language 

1 21-25 Outer Hebrides Music Higher studies (island) Islander  English 

2 26-30 Outer Hebrides Fashion Masters (Glasgow) Islander  English 

3 51-55 England Nursing Diploma (England) Residency 

holder 

English 

4 46-50 England Textile degree (Liverpool) Residency 

holder 

English 

5 41-45 Outer Hebrides Masters Marketing 

(Edinburgh) 

Islander  English 

6 51-55 Outer Hebrides College Arts (island) Islander  Gaelic 

7 31-35 England College (England) Residency 

holder 

English 

8 56-60 England Physiotherapy Degree 

(England) 

Residency 

holder 

English 

9 61-65 England Secondary education 

(Yorkshire) 

Residency 

holder 

English 

10 41-45 England A levels (Yorkshire) Residency 

holder 

English 

11 26-30 Outer Hebrides Undergraduate Childcare 

(Island) 

Islander  English 

12 61-65 England Schooling (London) Residency 

holder 

English 

13 31-35 Outer Hebrides Undergraduate Marketing 

(Edinburgh) 

Residency 

holder 

English  
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4.1.1. Age Bracket 

The participants in the study owned their businesses. All the participants were skilled 

weavers and based in different locations of Outer Hebrides. The respondents age 

varied between 21 and 65 years. It was noted that only five participants were above 

the fifty-year age bracket. There was no particular age pattern found as assumed.  

The main job task for these entrepreneurs was found to be weaving. Only three 

participants were under the age of thirty. P1, P2 and P11 are under a very young age 

bracket whereas P7 and P13 are under the age of thirty-five. P3, P4, P5, P6, P8, P9, 

P10 and P12 are between the mature adult age of thirty – six and sixty – five. Age 

was considered to be essential to understand the interest towards the use of social 

media. The mix ratio of different ages does portray a unique picture of their business 

importance and that the entrepreneurs of all ages are turning towards maximising 

every opportunity such as social media platforms.  

Participant number Age bracket Position 

1 21-25 Founder and Owner 

2 26-30 Owner 

3 51-55 Owner, Managing Director 

4 46-50 Founder 

5 41-45 Owner 

6 51-55 Owner 

7 31-35 Business owner 

8 56-60 Owner 

9 61-65 Founder and owner 

10 41-45 Founder and owner 

11 26-30 Sole Trader 

12 61-65 Founder and Owner 

13 31-35 Founder and Owner 

 

Table 3: Age bracket 

The respondents varied on the position they hold in the company. Due to the nature 

of the business being very small, often respondents termed themselves with different 
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identity. P1, P4, P9, P10, P12 and P13 were called themselves ‘founders’. Founders 

are individuals who generate the idea to start a business. Cambridge dictionary 

defines a founder as ‘someone who establishes an organization’. P2, P3, P5, P6, P7 

and P8 termed as business owners or managing director. P11 called themselves a 

sole trader. Whether the individuals refer themselves as sole trader, founder or owner 

of the business, it is understood to be summed up as entrepreneurs.  

In response to age and the business position, participants comments were as below: 

“ .. and I am 25 years also well I am social media handler for the company, and 

anything related to HT education is my responsibility. I am even working on HT app. 

I travel to places to educate people about HT.” (P1. 5:7) 

“… This is not my company, but I am the only weaver who runs this, the owner of the 

company is too old to weave huge amounts of orders and handle everything. So now 

I work for her from my home” (P1. 28:30) 

“…. So now, I work for her as well as I have some private customers of my own. I am 

being greedy ha ha” (P1. 54:55) 

Participant 1 expressed of owning their business and working for another weaver too. 

Participant 1 can see the opportunity of having own business. 

“… I always knew that I want to work myself, something creative. I am the owner of 

my business. I have my business for three years in which I was working part time for 

two years (other job) and part time weaving (business)” (P11. 10:12) 

Participant 11 expressed of having their own business and the creativeness passion 

behind it. 
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In case of the weavers and their businesses, it was required to understand the 

position held by the individuals. The position of the weaver decided the authority of 

the business and the decision to adopt social media platforms.  

Findings from the data collected, indicate that a varied age group of people are now 

involved in the old tradition of HT weaving. This does specify the growing interest 

towards the skills of weaving. Secondly parallel to the age attraction towards weaving 

Harris Tweed, it also indicates that the mixture of different age groups involved 

undertaking entrepreneurship. The positions held by each individual does explain the 

confidence in their business and turn out to be opportunity seeking entrepreneurs. 

These businesses mainly operate online using social media platforms. Though, the 

businesses operate online, the individual entrepreneurs are accountable for 

maintaining business standards and other business responsibilities.  

4.1.2. Education 

Social media is a modern technology and digital innovation platform. It is considered 

to be the most popular and known online platform used by majority of the people in 

the world. Social media is used for communication, marketing, sharing information, 

creating brand awareness and other activities. It was essential to comprehend 

participants understanding on entrepreneurship and its relationship with social media 

adoption.  

Social media provides an opportunity to present an individual or a company in virtual 

format. Virtual format is a transparent platform, used to communicate, seek 

information and generate information. This operation requires acknowledging, 

understanding and implementing some steps to complete the user profile on social 

media. Entrepreneurship education in this research context is considered to be an 
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important aspect. Entrepreneurship education refers to business studies or business 

course comprehend by the participants.  

Entrepreneurship education and social media education assist the entrepreneurs to 

form an operative business platform. The benefit of a variety of participant’s 

information provides interesting data. All the participants in the study have no 

entrepreneurship related education or social media education. Most of the HT 

entrepreneurs were educated to degree level. Some of the participant’s studied 

creative subjects, few studied interesting subjects and others had basic education 

(table 4). A group of weavers expressed interest in creative studies. P1, P2, P4, P5 

and P13 had education background in marketing and textiles. P1 studied Music 

(creative), P2 studied Fashion (creative), P4 studied Textile (creative), P5 studied 

marketing and P13 studied marketing. Still, the lack of entrepreneurship education 

and social media education would somehow require the participants to acquire online 

entrepreneurship training and courses in future for business survival.  



182 
 

 

Table 4: Education and language 

None of the participant specialised in entrepreneurial education or training. Whereas 

P3, P6, P7, P8, P9, P10, P11 and P12 formally educated in general studies. These 

group of participants had no knowledge or skills connected to textiles or social media 

reason being basic unrelated education. 
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“I did my degree in textiles and specialised in woven textile ...”  (P4. 5:6)  

“I graduated in 1998 in textile from Manchester University. We did study some textile 

prints on computers those days, mainly hand work but yeah still. Err…. My first 

language is English and did my education in English. I find Gaelic a little difficult to 

learn.” (P4. 10:13) 

Participant 4 expressed their interest in creative studies and therefore studied textiles. 

Textile subject can find similarity with the HT designs and processing. 

“I studied my higher school here and then went to Glasgow Caledonian University to 

study fashion marketing. I haven’t studied beyond and hmm don’t think so I have that 

time ..” (P2.5:7) 

Although, most of these participants studied basic courses except P2 and P4, the 

education courses of all the participants was accounted to be different from that of 

weaving. P2 and P4 particularly studied fashion and textiles, which are directly related 

to the weaving industry. Having existing knowledge in the field of textile and fashion 

helped the participants to understand the textile and fashion market, but it is believed 

that some social media business knowledge is essential for online businesses.  

 “I did not study much just secondary education. Then later in life I was working as 

curator and that’s what I was doing before weaving.” (P9. 3:5) 

There has always been an integral relation between entrepreneurship education and 

entrepreneurship practice. Research by Dickson, Solomon, & Weaver, (2008) 

suggested a strong evidence supporting the relationship between education and 

entrepreneurial adoption and success. Raposo & Paco (2011), suggested that 

entrepreneurship education is vital and that the countries should adopt programmes 
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to improve enterpreneruial skills and competences in their offical school. Education 

is an essential starting step to develop an individual’s thinking process, opening 

career options, creating confidence, feel of independence and laying path towards 

choosing their field. It is one of the important stimulating factors for entrepreneruship 

due to various reasons (Reynolds, Hay & Camp,1999; Sanchez, 2010a) in Raposo & 

Paco (2011). In the context of Harris Tweed entrepreneurs’, education plays a role in 

shaping them as entreprenerus with general and specific knowledge in the field of 

their business. Education has a long linkage with entreprenership and entrepreneurial 

activities. Entrepreneurs perceive opportunities and develop opportunities with 

knowledge, hereby widening the horizon of their career and making reasonable 

career choices. 

“The changing world of work and the increasing aspiration towards starting a business 

poses a challenge for our education system to which some still have to recognise. 

Schools, colleges and universities are responsible for equipping young people with 

the skills they need to succeed in life. At one time this meant the ability to work as 

part of a team in a large organisation; today working in a small company or for yourself 

requires quite different skills. More small firms mean that there is greater churn in the 

labour market, leading to portfolio careers.” (Young, 2015). 

A report by Lord Young in 2015, emphasized the importance of embedding enterprise 

understanding in education. The report also suggest that, inserting enterprise 

education in young people would benefit improving their lives, choosing correct career 

path and life decisions. In this study’s context, the age group of the participants varies 

between 21 and 65 years. Earlier the HT industry was dominent by the older age 

group weavers, due to the lack of awareness and opportunity now available such as 

technology and social media, more young entrepreneurs have adopted weaving and 
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social media business pathway. Between 2010 and 2015 Lord Young noted the 

opporunity of enterprise education among young people and found that young people 

aged between 18 – 24 years are more likely to be inclined towards setting up their 

own business.  

Majority of the participants in this study also belong to a modest age group. This 

explains that young people are more inclined towards working for themselves, taking 

own decisions and gaining new knowledge through skill training, to provide a better 

working lifestyle choice for themselves. 

  

Figure 12: Young Entreprneurs (Young, 2015) 

Figure 12 presents that young individuals in the UK are likely to take entrepreneurship 

as working lifetsyle chocie. The number of young entrepreneurs increased to 12.1% 

in 2012-2013 compared to that of 6.5% in 2008-2010. The research finding explains 

that no participants belonged to an entrepreneurial family background. These SME 
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entrepreneurs are the first wave of entrepreneurs running social media business, with 

their own skills, knowledge, training and capability. The concept of family tradition or 

family  managed weaving business was not brought up by the participants. The 

entreprneurs were equipped with weaving knowledge but there was no evidence 

related to entrepreneruship education or training prior to the businesses setup.  

P2 expressed insight on the some importance of social media and education.  

“But I think if I was in university today, then social media would have been a big thing 

in my course definitely” (P2. 152:153) 

Although, mixed aged individuals are involved in managing the business, there was 

no evidence for social media skills and business education. The youngest 

entrepreneur belongs to the age group between 21-25 years with basic schooling and 

previous childcare education background. New research, supports the basis of social 

media importance in higher education and among the students (Al-Mukhaini, Al-

Qayoudhi, & Al-Badi, 2014). Social media has been found to be an effective learning 

tool for students among the average age of 22 years, considering the fast sharing of 

information, increasing motivation with the combination of lessons and multimedia 

tools, continuous repeatition of the lessons as social media stores lessons and videos 

for long sessions, promotes co-operative studies among students and effective 

communication with the respective teachers (Bal & Bicen, 2017). 

In summarising the context of the participants, there is no link between education and 

entrepreneurs using social media for business. Harris Tweed entrepreneurs were 

found not born entrepreneurs, rather entreprenerus with skills and social media 

business opportunities. Therefore, it is understood that entrepreneurs education had 
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no impact on influencing them to adopt social media for conducting business 

activities. 

4.1.3. Residency Pattern   

Residency importance in context to this study refers to the living status by location of 

the Harris Tweed businesses. The businesses are spread over the geographic 

boundaries of the the Outer Hebrides Island mainly Isle of Harris and Isle of Lewis. 

Isle of Harris and Isle of Lewis are a part of Outer Hebrides, with rural community 

settings. According to the UK Parliament - Harris Tweed Act, the Tweed cloth has to 

be woven on the island in the weaver’s home, wherever they are based and undergo 

a process of genuine checking and stamping. Table 5 presents the residency pattern 

of the participants. 

The definition of Harris Tweed contained in the Harris Tweed Act of 1993 clearly 

defines Harris Tweed as follows: 

“Handwoven by the islanders at their homes in the Outer Hebrides, finished in the 

Outer Hebrides, and made from pure virgin wool dyed and spun in the Outer 

Hebrides.” (Harris Tweed, 2019) 

Participant number Originally from Island residency pattern 

P1 Outer Hebrides Islander 

P2 Outer Hebrides Islander 

P3 England Residency holder 

P4 England Residency holder 

P5 Outer Hebrides Islander 

P6 Outer Hebrides Islander 

P7 England Residency holder 

P8 England Residency holder 

P9 England Residency holder 
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P10 England Residency holder 

P11 Outer Hebrides Islander 

P12 England Residency holder 

P13 Outer Hebrides Residency holder 

Table 5: Participants residency 

The set of individual entrepreneurs belong to various geographic locations, all from 

within the UK. Majority of the entrepreneurs migrated from other places outside Outer 

Hebrides. P3, P4, P7, P8, P9, P10 and P12 were originally from different places in 

England and not locals by birth. According to the Harris Tweed act, Harris Tweed has 

to be woven at weaver’s home and the weaver should be a local. P3, P4, P7, P8, P9, 

P10 and P12 relocation from England to Outer Hebrides in need of work opportunity 

required them to own a loom shed to weave the cloth.  

“… we like it. I like it because of the textile, landscape and also, I wanted children out 

of the city.” (P4. 17:18) 

“Hmm… when we were looking to buy a house here it was difficult to find a house. It 

was the head teacher or the deputy of the school who guided us about the community 

and where to live. It was my youngest one who said that he loves this and wants to 

live in Harris. We then got an update from the agent about this house on sale, we 

jumped on the ferry and met the owner. The fact that this was her croft and she was 

happy for us to have it. Yeah it was nice welcoming, and we felt good. We did fear if 

we would be welcomed or not.” (P4. 22:27) 

“… and I was born on Isle of Lewis and lived in North Lewis in the house were family 

croft was and as I am the only child, I was assigned the entire croft. When we decided 

to get married, we decided to build a house here” (P6.4:7) 
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P1, P2, P3, P4, P5, P6, P7, P8, P9, P10, P11, P12 and P13 live and work on the 

island. All the participants are believed to permanently settled in Outer Hebrides, by 

investing time and money in weaving business. 

“…it has been three and half years on the island and we like it. It is our home.” (P4.17) 

“It has been ten years on island along with my family … We moved to the island for 

crofts and animals, that is it.” (P9.5:8)  

“I have been weaving for five years. I moved to Outer Hebrides five years back and 

got into weaving because I was laid off from HSBC bank with other three thousand 

people.” (P13.3:5) 

The purpose of P4 and P9 are different on the basis of the kind of lifestyle and work 

opportunity, whereas P13 pointed the need to move to the island. However, the 

participants intention to move to the island were permanent and with an impression 

to make the livelihoods promising. As quoted by P13, it is indicated that the 

opportunity to build a sustainable work life on the island motivated P13 to move to 

island. The expression by P9 defines the lack of job opportunity and relaxed life, 

promoted the weaving business idea. Although not many participants believe that 

lifestyle inspires them to adopt business, lifestyle entrepreneurship is not a dominant 

factor among these participants. 

“Then I came to know about Harris Tweed and that they were employing new 

weavers, erm, I found someone who was leaving the island and had a loom, he was 

moving down under. I came up here on the island and decided that this is where I 

want to live and earn.” (P13.7:10) 
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 “There was not much opportunity here. No, nothing so I went and learned weaving. 

I did a course on Harris. The course was full up and suddenly at the last moment four 

people dropped off. They advertised about it here in Lewis, I saw that and applied for 

it and went Harris every day for three months.” (P9.11:14) 

Residency pattern of P9 moving from England to Island was to experience more of a 

relaxed life and breed animals to survive in the community. The opportunity to learn 

to weave changed the residing pattern to permanent including buying a house and 

planned for loom shed. Although, the locals benefits from society support, it was 

assumed that new migrated settlement of individuals are more motivated to learn new 

activities including entrepreneurial activities and compete with others to survive in the 

new environment (Smith, Tang, & Miguel, 2012). None of the participants migrated 

from outside the UK.  

“I would say, we have moved so far and want to do better in our lives. You have to be 

aware of how technology is changing and how it can help or be beneficial to your 

business.” (P3.85:86) 

P3 expressed that the relocation and residing move to the island requires them to be 

more open to opportunities which benefits them and their business. This summarise 

the combination of need to learn, willingness to train themselves with new skills and 

adopt activities which assist entrepreneurs to achieve compete and inspire. 

The findings from this section indicates that an islander entrepreneur and relocated 

entrepreneur are influenced by the lifestyle, work, and opportunity factors to reside 

on the island. The findings also conclude that these entrepreneur’s residing on the 

island require livelihood and therefore adopting any opportunity including technology 

and learning skills would help them continue.  
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4.2. Participants Business Experience and Business Skills 

Enterprise combines the relationship of an entrepreneur and their business. An 

individual without a business plan or business model may struggle to set up a 

successful business. Similarly, a business without a well informed and motivated 

entrepreneur is difficult to be initiated. This study gained deep knowledge in 

understanding the HT weavers and their business by conducting in-depth interviews 

with thirteen participants. The interviews were conducted at the weaver’s home or at 

their business space which are known as loom-sheds. HT weavers’ business model 

was studied properly to understand its operational strategy, its employee strategy, 

marketing strategy and business motivation. The main motive was to understand the 

relation and links between any factors influencing the adoption of social media. It is 

understood that although there is a successful small-scale business set up by thirteen 

different individual entrepreneurs, none of the businesses were based on an adopted 

business model or strategy. As discussed above, some participants were slightly 

motivated by the power of education whereas, some were motivated due to livelihood 

factors. In order to understand the use of social media stance from the participants’ 

perspective, it was vital to study their business experience, strategy and skills to set 

up a small weaving business.  

As commented by Newman, et al. (2012), enterprise have been defined in a variety 

of formats. The characteristics of a successful businesman or an entrepreneur has 

also been significantly explained in numerous forms. Nandram (2002) in Newman, et 

al. (2012), has summarised the explanation of a successful businessman to be 

equipped with a blend of skills and attribute that includes being decisive, flexible, 

confident, goal oriented and pragmatic. Whereas, other researcher Hodgetts and 

Kuratko (1992) in Newman (2012), mentions the combination of mental ability, 



192 
 

technical ability, maintaining human relation skills, being creative and passion 

towards achieving high goal leads to a successful entrepreneur.  

While studying participants, it is understood that every entrepreneur had a different 

viewpoint towards the success of its business and that, what aspires them to be a 

entrepreneur also differed. This below  section will highlight the participants business 

experience and business training, business strategy and experience. 

4.2.1. Business Experience and Business Training 

 

Generally, it is accepted and assumed that SMEs suffers extreme difficult 

environment, some SMEs within the same industry also experience dynamic and 

diverse business conditions compared to other similar SMEs (Newman, Simpson, & 

Padmore, 2012). It is understood that the parameters and strategy opted by the Harris 

Tweed independent entrepreneurs, may manipulate business growth and achieve 

sustainability.  

It has to be acknowledged that the diversity within the same industry also leads to 

competition and growing techniques. The thirteen participants of this study belong to 

the same industry i.e. Harris Tweed weaving. The entrepreneurs are independent 

weaver i.e. they do not work for the HT mills or other firms, but instead they work for 

themselves and that most of the businesses have similar business ethic of working 

from their loom-shed. However, business experience and business training do 

depend on individual willingness. The topics included in this section are business age, 

previous experience, business strategy and business opportunity. New topics that 

emerged during the data collection process were previous job experience and 

business operation platforms. 



193 
 

Below table 6 provide the business profile of the participants.  

Participant 

Number 

Business Age Business 

Experience 

Business Training 

1 6 years None Skill training, no business official 

training 

2 14 months None Skill training 

3 1 year None Skill training 

4 2 years Yes None 

5 5 years None Skills pass on, not business 

training 

6 8 months None Skill from family 

7 6 years Yes  Training on island and previous 

business experience 

8 4 years None Skill from husband. 

9 5 years None Weaving skills from course, no 

business training 

10 4 years Yes Skill training 

11 5 years None Skill training from course 

12 2 years Yes Weaving course training 

13 6 months None Weaving training 

 

Table 6: Participants Business Experience 

It can be seen clearly from table 6 that majority of the SMEs are established 

businesses. It can also be noticed that most of the businesses have crossed the three 

years period, sustaining fairly in the market. Participants business set up experience 

depend on their individual situation.  

“All my life I was interested in arts and craft and I went for the same in college.” (P12, 

4:5) 
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“I loved the community here; they were so welcoming… I knew how to weave; it took 

me three weeks to pass the Harris Tweed loom test. That was probably a record. 

Others take months to learn, but I had a head start… I used to weave and make soft 

furnishing for companies back in England.” (P12, 8:11) 

“I worked as graphic designer for companies, and I had always loved creativity. I was 

also sowing for hotels; writing books and I was thinking I would really like one job, 

and this came up. I was weaving for almost two years for the mills, that was my target. 

Then go into my own business. So, I am just starting my business, at a very initial 

stage – six months almost into it…” (P12, 11:15). 

P12 expressed views on starting a business on the basis of opportunity, skills and 

interest. Opportunity was working for the mills for few years which raised the chance 

to understand the society and industry. Skills are the combination of existing passion 

and new technique learned, which helps business operations running.  

“My schooling was a very basic comprehensive education, got my A levels then left 

it. Went directly into work, I wanted life experience. I never wanted to go to university 

or anything like that. I applied for foundation courses and I got places, but it didn’t 

appeal to me and I actually wanted to go out and earn some money and make things, 

which I did.” (P10, 5:8) 

According to statement expressed by P10, it is evident that, the flow of income does 

motivate an individual to start a business. In this case, education didn’t play any role 

in motivating entrepreneurship. Whereas skills, knowledge and personal interest are 

rated as the most important factor for entrepreneurship.  



195 
 

“… when my husband was offered full time job here. It was unbelievable, in that year 

we moved here … I always enjoyed textile. My mom taught me sowing, making 

clothes and other small things. This is how I learned everything, and I loved it. (P10, 

14:17) … I realised it when I was 18 or 19 years old that I have to definitely do 

something in textile “(18) 

As expressed by P10, it is noticed that the life on the island provide opportunity for 

small business individuals, giving a chance to start and experience new lifestyle. Also, 

rooted interest in skills motivates P10 to follow the path of adopting a business which 

falls under their passion and knowledge.  

“It was within some few years that I got to know some people here, I started making 

small pieces from that cloth but never had a clue how it was produced. I used to buy 

tweed from other weavers. Then in 2010 there was some changes going in the 

industry, someone bought one of the mills and wanted to change the system. Then 

there was an up shop who was trying to introduce new weavers in the industry, 

typically a female, with young family who could work from home and they could get 

the average age of weavers down.” (P10, 23:28)  

It can be taken that the HT industry evolution, invited skilled individuals and provided 

an opportunity for people to start working from home. Even though only weaving 

training was provided, the industry assumed the weavers would work for the mills 

only, as there was no second option during the time. As quoted by P10 that ‘female’ 

and ‘young family’ were motivated to join the weaving course, it can be understood 

that the wave to involve young people rather than elder generation was promoted. 

The average age of a HT weavers is between 60 and 65 years, as informed by the 
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HTA. Whereas, encouraging young individuals would provide long years work 

commitments and engagement as there is no other work opportunity on the Island.  

It can be concluded from understanding that young minds can bring more new 

concepts and ideas, open to changes, open to new modern technology, bring in more 

opportunity and can work faster compared to elderly aged people.  

“It was the first wave of the industry to involve more weavers and I learned weaving 

and absolutely enjoyed it.  My business just started from there, I found myself a small 

shed and started making things. People just found me at the end of the road. It was 

a perfect balance working from home and taking care of my children.” (P10, 29:33) 

“I did bits of work when I was in England. I made small things and sold to stores in 

London. Ahh! Textiles is not a big thing in Liverpool” (P4, 29:30)  

“I specialized in textiles and my interest was in interiors always. I did pattern cutting 

and fashion at college in Liverpool, but it was just not my thing. So, in the final year 

you had to produce something on the loom, and yes, I produce my work on interior 

piece…” (P4, 38:40) 

Similar to P10, P4 had previous small-scale business experience from England. It can 

be summarized that existing interest, skills and knowledge can contribute to business 

and also motivate to grow business. 

“My loom shed is the beating heart. It has been two years now that I started this 

business. It is a long and slow process. I have kids and had to settle them before I 

settle my business. That is why it took me a little while. Even now I am trying to 

organise my business in a good manner.” (P4, 42:48) 
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“The reason to start this business is to earn extra money which was not possible in 

Liverpool” (P4, 41:42) 

Statements by P4 did point towards the understanding that as an individual the feeling 

of giving time to family and supressing own interest did prevail. At the same time, 

setting up a business did take time due to family commitments, but also provided an 

opportunity for growing and earning decent livelihood is noticed which could have not 

been possible if not involved in the weaving business.  

It was interesting to see, that participants had no prior business education but 

managed to start a small-scale business.  

Participants 4, 10 and 12 were the ones with some previous very small business 

experiences. Participants 4, 10 and 12 were engaged in small textile business mainly 

involving making textile or fabric related items such as interior home décor and traded 

that to clients according to the demand. Although, P4, P10 and P12 were involved in 

business, there was never a mention of having a shop from where they traded. This 

explains that the businesses were very small and mostly run from home. It is noticed 

that the participant preferred working on their own, as described by their past work 

experience. Other thing to be noticed is that P4, P10 and P12 personal interest have 

similarities mainly textiles and fabric, even their previous work pattern is similar. It 

was evident that these participants always engaged and surrounded themselves in 

textiles and fabric including weaving, sowing or making small items. Their work 

experiences do reflect the kind of business being operated by them at the current 

stage. P4, P10 and P12 are very well involved in the weaving business.  

Even though P4, P10 and P12 were knowledgeable and skilled in the kind of business 

they are involved in, none of the participants mentioned their involvement in using 
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social media previously. This research focused on the current business operations, 

but any previous social media activity in the previous business experience would have 

generated new ideas and concepts for the entrepreneurs. Therefore, it was 

understood that the participants were never involved in using social media (P4, P10 

& P12), neither in their previous business experience. 
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Participants 
Number 

Origin Previous Work/Business Experience Weaving skill Training Business motivation 

P1 Island Not had any previous business or work 
experience. Interest was mainly inclined 

towards music 

Yes - on island Passion towards island 
tradition, opportunity to 
grow and easy client 

base 

P2 Island Summer job in HT industry in marketing 
department. Fashion industry was 

always an interest 

Yes – on island Wanted to be connected 
to island roots. Weavers 
in family who worked for 

mills but not made 
enough livelihood. Good 
contact made easier to 

set up business. 

P3 England Worked as a qualified nurse, worked as 
nurse but never had business 
experience. Computer literate 

Yes – on island Opportunity for relaxed 
life and earn some extra 

income 

P4 England Previous small business experience of 
making and selling handmade textile 
products, mainly home decor items. 

Always interested in textiles. 

Yes – on island Availability of loomshed, 
less competition in 
business and more 
earning opportunity. 

P5 Island Educated and worked in various 
companies. No previous business 

experiences but most family members 
involved in weaving for the mills. 

Yes – from family on 
island 

New technology strike 
the idea of starting 

business. Social media 
and industry contact 

helping to grow 
business. 

P6 Island Odd jobs experience. Always interested 
in HT as family members worked for HT 
mills. Never had business experience. 

First in the family to start business. 

Yes – on island from 
family 

Family motivated as it is 
easy to sell on social 
media. Support from 

family including weaving 
help. 
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P7 England Previous business experience in 
handmade luxury textile industry. 

Yes – on island from 
weaving course 

Support from the HT 
authority to promote HT 
products on the island 

P8 England Qualified physiotherapist and degree in 
maths. Worked as physiotherapist in 

England. Quick learner – learned 
weaving. Basic computer skills 

Yes – from husband 
and weaving course on 

island 

Wanted a different life 
from England, shortage 

of income, no job 
opportunity on island 

and motivation by 
husband 

P9 England No previous business experiences. No 
qualified education to support 

Yes – on island 
weaving course 

No job opportunity, 
requirements for new 

weavers in industry and 
wanted to create niche 

market for specific 
customers. 

P10 England Previous sowing and weaving textile 
experience. 

Yes – on island from 
weaving course 

Passion for textiles and 
creativity. Enjoying 

working in the industry 
and weaving skills 

P11 Island Previous job experience was working as 
retail assistant at HT shop. 

Yes – on island Impressed by easy 
lifestyle. Easy target 
market, social media 

business to make easy 
sale and reach 

international customers. 

P12 England Worked for big companies as graphic 
designer, artist, writer and sowing for 

hotels. 

Yes – on island 
weaving course 

Wanted to settle to one 
job, demand for skills 
and less competition 

P13 Island No business experiences. Worked as 
weaver for HT mills. 

Yes – on island Job lost in England, less 
payment from HT mills 
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and social media easy 
demand for HT fabric. 

 

Table 7: Participants Business profile - previous experience and skill training. 
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Understanding the individual entrepreneur’s motivation to set up the business and 

that was considered to be an essential element for the study. Generally, individual 

motivation and skills play an important role while adopting techniques or strategies 

beneficial for business. Even though the participants in this study have varied 

motivation to set up the business comforting their surroundings, their skills level were 

found to be uniformed according to the rules of Harris Tweed Act. As discussed 

earlier, these businesses are newly set up, small scale and individual owned firms. 

Small scale individual businesses have their own ways to conduct business. As seen 

from the table 7, entrepreneurs present a different view on running their business, 

learning skills from different sources and had unique work experience. This 

information was required to understand the links between any previous technology 

experience, any participation in technology adoption from previous work experience 

and understand the aspiration to learn to adopt modern technology or technique to 

perform better in business.  

The age of the businesses interviewed ranged between 6 months and 6 years. The 

business survival strategy depended upon motivation, skills and learning strategies. 

There was a clear indication among the participants towards learning new skills for 

business survival and enhancement. It has been also noticed while interviewing the 

participants that no specific rules, policy or support has been in place for the HT 

entrepreneurs to provide business guidance. Except from Business Gateway which 

is located far away from many of these businesses, not accessible for majority of the 

participants.  

“I met a beautiful couple who did some amazing embroidery business on tea towels 

as souvenirs. We thought we can also do something similar to earn extra income. I 

would still work as a nurse but do this part time. But this business took a loop quickly 
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and we ended up doing it full time. A lot of tourist people and locals buy from us. We 

also ship to Australia and Europe. So, we are a small international business. Since 

last year when we officially started this business things are different and moving 

forward. We are … errm trying to learn new things” (P3, 22:29) 

“I never had any skills or training on weaving or embroidery. I learned it on the island. 

We make small Harris tweed cloth and use embroidery on it and make small pieces, 

then frame it. We also make bottle covers which can be customised. My husband is 

from a manufacturing background, he is good at the graphic side of the business and 

how we can optimize it to produce the best for our customers. I took a small weaving 

workshop course few months back and do some very very little weaving. We use 

machine and hand embroidery also. Even if we use machine to weave and 

embroidery, all of the products are hand finished.” (P3, 31:38) 

According to the P3, the business was set up purely on the basis of opportunity. But 

without weaving skills the business would have not sustained or even practically be 

set up with the available opportunity. Between the combination of opportunity and 

weaving, the most important factor for setting up the business is found to be the right 

skills required to start the business in the settings being studied. Rural regions in the 

UK have undergone a significant change developing small scale businesses to grow, 

there is ongoing requirement for established firms and globally oriented business in 

rural settings (Galloway, 2007). 

Given the UK skill system, promoting skill and training businesses helps the nation’s 

economy to prosper (The UK Skill System, 2016). Individuals with special skills, 

training and knowledge can contribute not only to the nation’s economy but also build 

a successful business with other external guidance. The UK government promotes 
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skills sets for individuals starting training from earlier education institute and motivate 

individuals to utilise them which could benefit the society (The UK Skill System, 2016; 

Young, 2015). Individuals equipped with the right skills, knowledge, training and 

perception does provide an opportunity to people to set, sustain and progress; 

promote equal society opportunities, support social mobility and provide means to 

entrepreneurs to seize new development and growth opportunities.  

 “For the UK to seize new opportunities and grow, we need a trained and diverse 

workforce, supported by good business practice and the right policy environment.”  

Confederation of British Industry, ‘People and Partnership’ (2016) (The UK Skill 

System, 2016). 

From this research context, weaving skills promotes culture across the UK and 

around the world. During the interview process with the participants, it was found that 

young people and families were joining the weaving industry. The intention of using 

the weaving skills to set up a business or work for other employees was not clear due 

to the accessibility of only thirteen independent weavers. Below quotes by the 

participants describes their willing to learn weaving skills helping them to set up their 

business.  

Further, weaving skills have been also found as a major motivator to start business. 

The main skill set for the entrepreneurs is weaving the HT cloth, other than weaving 

the individuals are not trained on any entrepreneurial skills. According to previous 

research, skills have been defined in many formats, the definition used for this study 

describes skills as: 
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“Skills refer to the level of performance of an individual on a particular task or the 

capability to perform a job well which can be divided into technical elements and 

perceptional elements” (Noe, Hollenbeck & Gerhart, 2015). 

P4, P7, P10 and P12 previous education, interest and experiences of working in the 

textile department along with new set of skills transferred during the training provided 

by the HT weaving course helped increase the confidence and motivation to set up a 

new business.  

“I knew how to weave; it took me three weeks to pass the Harris Tweed loom test. 

That was probably a record. Others take months to learn, but I had a head start.” 

(P12, 8:10) 

P4 expressed: 

“I did a six-week course when we moved here, but there is no mechanic training 

involved if there is a problem with the loom. It was SVQ level course. Completely no 

operational education but I got my Harris Tweed weaving license. It was quite easy 

for me as I had knowledge of weaving.” (P4, 50:53) 

P10 expressed as: 

“I always enjoyed textile. My mom taught me sowing, making clothes and other small 

things. This is how I learned everything, and I loved it.” (P10, 15:17) 

“I guess. It was the first wave of the industry to involve more weavers and I learned 

weaving and absolutely enjoyed it.  My business just started from there, I found myself 

a small shed and started making things” (P10.29:32) 

P7 also has the passion to start a small business. 
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“I always wanted to make something and sell. I always knew that I wanted to work for 

myself. I loved textile and fashion. So, I started making bags and started selling them 

in the market in England.” (P7, 11:13) 

“This shop became available that time, I am talking about six years back and yeah 

things just happened naturally. I got quickly involved in a weaving course for 5 to 6 

weeks and became a HT weaver.” (P7, 14:16) 

Few participants expressed their motivation to set up a business was related to the 

availability, usage of social media as a business shop or platform. P5, P6, P11 and 

P13 had clear understanding on easy access and usage of social media as the main 

factor motivating them to start a business besides possessing weaving skills. Social 

media platforms have become very important to businesses nowadays and it 

contributes to many factors benefitting businesses by reducing cost, increasing trust 

among customers and access to information which otherwise might not be available 

(Moghavvemi, et al., 2015).  

“Secondly, I manage my business completely on social media. It is because of SM 

that I have a business now. It is not something I got up one day and decided that I 

have to be on it. It is developing very fast and businesses like us needs just something 

like that.” (P5, 21:24)  

“Now many are giving up their jobs and have started working from home using social 

media pages. This is what I wanted to do too.” (P6, 15:17) 

“Then my friend who is also an experienced weaver advised me to start business on 

social media. That was a very useful advice and I must say I am very happy that I 

took that advise on board.” (P11, 22-24) 
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“When I was in college, I studied marketing strategy and didn’t really use it. But had 

that knowledge so that helped me start this business. My target audience are small 

time crafters, small fabric shops and also people whom the mills ignore. They are all 

available online on Facebook. It is easy target for me.” (P13, 13:16) 

The comments expressed from P5, P7, P11 and P13 are very much inclined towards 

a clear understanding on the importance of social media platforms for business. 

Although, the education background or previous experiences are not uniform among 

all participants, but their perception towards using social media for business as the 

main motivator is common. Researches have resulted that using social media have 

a positive impact on financial and non-financial performance of the business.  

It was also found that courses related to weaving Harris Tweed are operated on the 

Island supported by Harris Tweed Authority. The basics of this weaving course 

depend on the demand of weavers and availability of weaving machines. There was 

no set course dates available which could provide information for new individuals 

interested during the research. Other than this, the concept or awareness of this 

course is widely spread on the island. Therefore, information collected and 

researcher’s understanding summarize the situation of starting the HT weaving 

business as the weavers depend on learning new set of skills, which indirectly 

depends on the presence of weaving machine and local residency, which further 

depends on the skills sets of using online platform such as social media to conduct 

business.  
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Figure 13: Harris Tweed entrepreneurs’ profile 

Figure 13 represents the HT entrepreneurs business profile. The steps in registering 

a Harris Tweed business involves an individual to undergo a weaving course, 

followed by weaving from their home, using specified machines. A weaver’s home 

can be their own or rented. In order to start a business, the weaver is required to 

settled in Outer Hebrides (anywhere on the Island) with a register prove. Once the 

weaving course is completed, the weaver has the option to work for the Harris 

Tweed mills or for themselves. If the weaver decides to work for themselves, then 

they have to register their business and inform the Harris Tweed Authority with their 

intentions.  

All the weavers are registered as independent weavers, the only difference is that if 

the weaver works for the mills, he is paid on commission basis and have to work 

according to the mills working hours from home. Whereas, if the weaver decides to 

start their own business, then the weaver is allowed to work according to their own 

hours and earns more profit.  

Report presented for Scottish SMEs by Dr. Jim Hamill in 2015, mainly emphasized 

the attention towards digital adoption including websites and social media benefitting 
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the businesses. A survey conducted with 4002 small businesses in Scotland has 

access to social media business pages and websites. The report’s key findings 

indicates that fifty three percent of businesses adopted social media, generated an 

increased customer responsiveness (social media and websites), permitted remote 

working (mobile applications), improved advertisements on social media pages, 

increased generating product ideas by researching on competitors, eighteen percent 

of the businesses products were sold outside United Kingdom and seventy percent 

of the businesses found digital technology as ‘essential’ and ‘important’ for future 

growth. One main barrier towards the adoption and implementation of digital 

technology such as social media was found to be the lack of knowledge or 

understanding on how to use the technology (Hamill, 2015). The importance and 

implementation of internet portals has been highlighted and appreciated in the study 

conducted in rural Scotland (Galloway, Sanders, & Deakins, 2011). Thus, it is evident 

that the dependency on internet portals or technology is considered as one of the 

main factors for businesses.  

4.2.2. E-Business Strategy 

 

Strategy is often understood as doing or planning something and make decisions to 

achieve certain goals defined for the business. The phenomenon of strategy has 

undergone through phases various over the years, expanding its meaning from one 

understanding to the other (Mainardes, Ferreira, & Raposo, 2014). Before World War 

two the word strategy was endowed by the Greeks to envision the concept of military 

actions to defeat the enemies (Mainardes, Ferreira, & Raposo, 2014). Its was later in 

the World War two and after that the word strategy came into existence for 

organisations and management use. Definition of strategy by Miller & Dess (1996) 
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and Porter (1996). According to Miller and Dess (1996), strategy is referred as “a set 

of plans or decisions made in an effort to help organizations achieve their objectives”. 

According to Porter (1996), “strategy means performing different activities to those 

performed by rivals or performing same activities differently”. The definitions are 

considered to be in line with the study as the businesses are considered to use 

strategy to achieve their goals and perform better than their competitors. The main 

objective of business strategy is preparing the organisation to confront existing 

business hostile environment and develop skills, qualification systematically to 

support the enterprises (Mainardes, Ferreira, & Raposo, 2014). The activities decided 

and divided to achieve these goals are generally managed by individuals capable to 

undertake the responsibility to fulfil to benefit the business. On the other hand, the 

concept of strategy still seems to be a very vague concept and subject to various 

interpretations (Mainardes, Ferreira, & Raposo, 2014).  

Big companies have corporate strategies designed to achieve various firm goals for 

growing or expanding the business. Whereas small businesses often lack in 

designing a strategic approach towards achieving their goals. Small businesses find 

it difficult to be sustainable in a competitive market crowded by lead suppliers (Namiki 

1988) in (Ikram, Gohar, Jamal, & Zia, 2013). Therefore, new small businesses focus 

on employing every strategy to remain and grow in the competitive market. Individuals 

equipped with the passion and determination to work for themselves are considered 

the most important factor behind business success. An entrepreneur is the most 

important person and visionary behind any successful business (Bell, Crick, & Young, 

2004). It is understood that entrepreneur’s education does play a major role in the 

business success. Entrepreneur’s personal work experience, strategies and vision 
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about setting up a new business aiming to gain profit and expanding helps the 

business to grow. 

The definition of e-business strategy concerned with small and medium businesses 

have been adopted from the understanding presented by (Tse & Soufani, 2003). 

Small businesses play a great role in motivating the economic growth, contributing to 

growing employment, industrialise a country and role played in innovation is globally 

recognised. A firm’s business strategy is to combine various strategies required to 

conduct business. There are various definitions which defines business strategy 

emphasising on different understanding such as marketing strategy, finance strategy, 

product strategy or innovation strategy. Business strategy varies from firm to firm 

depending upon their sizes, age, location, product and services provided. The term 

e-strategy for this study has been attached with the understanding of Tse & Soufani, 

(2003) definition. According to Tse & Soufani (2003), definition of strategy has been 

explained within the framework or dimension of virtualisation, molecularisation and 

disintermediation.  

According to Tse & Soufani, 2003:  

Virtualisation: “relates to the phenomenon in which transaction processes are 

conducted electronically while the product remain predominantly physical.” 

Molecularisation: “refers to the phenomenon that the economy is breaking up into 

very small units as a result of the dramatic improvement in access and in the quality 

of information brought by the internet.” 
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Disintermediation: “refers to the phenomenon in which traditional intermediary 

businesses are circumvented and the guiding logic behind some traditional 

industries begns to disintegrate, as the consequence of the emrgence of networks.” 

The recommended strategies for the related definition is explained as: 

Virtualisation: use social media platforms to collect information and take orders from 

customers. Even use social media to make transaction or trade. 

Molecularisation: use social media platform  to provide service and products to 

customers and enhance customer relationships by providing information they require.  

Disintermediation: exploring market opportunities and niche market in the society 

by using social media.  

Participants in this study have their own understanding of running a business with 

their own strategy. Every business interviewed had a different story on how they 

started and what is their business aim. Their passion, objective and priority all differed 

based on their age of the business, experience, aims and personal circumstance.  

Table 8: E-business strategy profile. 

Participant E-business Strategy 

1 Yes 

2 No 

3 No 

4 No 

5 Yes 

6 No 

7 No 

8 No 

9 No 

10 No 

11 No 

12 No 

13 Yes 
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Table 8 displays that only three participants out of thirteen had an e-business strategy 

for their business. Responses of the participants were as follows. 

“When I was in college, I studied marketing strategy and didn’t really use it. But had 

that knowledge so that helped me start this business. My target audience are small 

time crafters, small fabric shops and also people whom the mills ignore. They are all 

available online on Facebook. It is easy target for me.” (P13, 13:16) 

Participant 13 expressed to marketing education but not implementing it practically. 

But P13 finds that social media platform such as Facebook has its business target 

audience. 

Whereas P4 expressed as a confused approach to having a strategy. Lack of clear 

strategy does lead to slow progress and low business performance. 

 “I like things to be ‘me’ and not ‘we’ at the moment. When you see on others website 

‘we’, hmm, I like to do things my way and keep it this way, similarly on my social media 

pages. I don’t have any strategy that I follow. You know what, I have to think about 

this a lot. Except Facebook and Instagram, I used Pinterest and Twitter but was too 

time wasting for me. I don’t even know what I should do. Actually, now I am working 

with an artist in New York who loves tweed, so its fresh and bumps of ideas. He is 

quiet business savvy and the way he does his business is making me come out of my 

comfort zone. I will organise all of the things one step at a time.” (P4, 82:89) 

“I design my social media strategy as such that I convey a good message about the 

island. I often take pictures of landscapes, nature, beach, sunset, sand and water. 

This is just to give an idea to people how beautiful the island is. Then I also weave 

similar colour cloth which matches the landscapes and colours.” (P1, 25:28) 
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(shows me the pictures on Facebook) 

P1, was firm in using the social media platform. Although they believed in not 

admitting to having a strategy rule book, but they did express to pre-plan their social 

media steps. 

“I don’t edit any picture by adding any filters, they are all originals. I also use different 

social media platforms. I use Facebook, Instagram and Twitter. Twitter is only used 

when I have to announce any news such as a festival or such. Instagram is more for 

showing pictures to the audiences., and Facebook is more for blogging, business, 

answering customers queries and promoting my work. I believe it is good to use 

different platforms differently. I have learned it now. I do get more business on 

Facebook and more queries or likes on Instagram. I also use social media as a part 

of keeping myself updated on what is happening. Many times, I get good ideas about 

what I should weave or what are my customers liking these days.” (P1, 146:159) 

The responses from the participants state clearly that there is no clear strategy rule 

book among the entrepreneurs. Even though, they expressed of not having written 

strategy rule book or a strategy model, but it is assumed that the entrepreneurs have 

some pre-thoughts before they update their social media profiles. Only three HT 

entrepreneurs had a strategy, but it was understood that their businesses still required 

a strong and clear strategy model in order to survive. The necessity to explore the 

relationship between entrepreneurs educational background and any business 

training they had, in order to outline their online or digital business management skills. 

It was also found that, none of the participants were equipped with digital business 

platform training or education. To summarize, it was established that, the 
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entrepreneurs lack knowledge on operating online, technological and digital business 

platforms. 

Participant number Education Training  E-business strategy 

1 Music Higher studies 
(island) 

Skill training, no 
business official 

training 

Yes 

2 Fashion Masters 
(Glasgow) 

Skill training No 

3 Nursing Diploma 
(England) 

Skill training No 

4 Textile degree 
(Liverpool) 

None No 

5 Masters Marketing 
(Edinburgh) 

Skills pass on, not 
business training 

Yes 

6 College Arts (island) Skill from family No 

7 College (England) Training on island 
and previous 

business experience 

No 

8 Physiotherapy 
Degree (England) 

Skill from husband. No 

9 Secondary 
education 
(Yorkshire) 

Weaving skills from 
course, no business 

training 

No 

10 A levels (Yorkshire) Skill training No 

11 Undergraduate 
Childcare (Island) 

Skill training from 
course 

No 

12 Schooling (London) Weaving course 
training 

No 

13 Undergraduate 
Degree level 
Marketing 
(Edinburgh) 

Weaving training Yes 

 

Table 9: Education, training and e-business strategy 

The above table 9 provides more information about the connection between 

participants’ education, business and skill training and e-business strategy. 

Participant 1, 5 and 13 have business strategies whereas other participants have no 

clear business strategies, apart from accepting that social media is useful, essential 

and the only way for the business to survive and grow. Participant 1, 5 and 13 are 

noticed to have good education exposure and keen interest in marketing, fashion and 

music. Whereas other participants have education with interest in textile, nursing, 



216 
 

physiotherapy and other basic subject not related to business. It is interesting to find 

that education is clearly important as mentioned by Bell, et al., (2004), to have a vision 

setting up and running a buisness.  

Having a business strategy does provide the HT entrepreneurs an understanding on 

how to run a buisness, how to survive and how to grow or expand. Without a clear 

business strategy or e-business strategy in this study, it is impossible to survive for a 

long time in the competitive global market. Social media business strategy is a part 

of entire business startegy. As discussed earlier, business strategy can differ from 

one firm to other depending on various factors. The definitions of strategy used in this 

study are applicable for the partcipants of this study as thes businesses use small 

strategies to achieve their goals (small or big) and try to do better to compete in the 

market. The participant businesses in this study were small, solely run, new 

businesses and different in terms of where they are located. Even though the 

participants were good at weaving which is the most important element of their 

business, knowing social media strategy is thought to be another most essential 

element for their business, as without networking and communication using social 

media system would be harmful for the business survival. 

It was also noted that most of the participants had no previous business training or 

social media training. Some of the participants were interested in undergoing a social 

media course, which would then help them create a social media strategy. One of the 

participants did have previous business experience involved in small business. It is 

understood that no previous business education and no previous business training 

does lead to no clear future business strategy, except only if the entrepreneurs is 

willing to learn. 
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4.3. Social Media Interest 

Social media platforms play an important role in the Harris Tweed weavers business 

community. HT weaving business is based on the Outer Hebrides which is connected 

to the mainland via sea and air route. Outer Hebrides community in general have 

been deprived of internet for a long time and recently been given provided with 

internet facility. The government has been working on providing good internet 

connectivity to the remote rural and accessible rural areas to promote more business 

opportunities for the locals (Young, 2015).  

Outer Hebrides comprises of many small businesses such as weaver’s business, 

crafts business, fish business, and other local businesses such as garages, grocery 

shops, butcher shops, retail shops, post offices and pharmacies. Most of the 

businesses depends on local community to survive. In order to create the customer 

chain, weavers and other growth-oriented businesses have to take a step further and 

utilize the internet facility provided to them. The easiest and most common way to 

reach out to the customers on the other side of the borders is by using social media.  

During the data collection period it was found that most of the internet providers 

available on the mainland and other parts of the UK, such as Vodafone or EE have 

no presence on the Island and its rural location settings. The researcher found it 

difficult herself to have 4G connection on mobile device. The locals usually use 

broadband or Wi-Fi service from their homes, and 2G service when they are not 

home. The researcher was informed by the locals that 4G service was being restored 

and fibre broadband service was also being introduced.  

Rural areas theoretically suffer from social and economic disadvantages due to 

problems of remoteness and distance, making it difficult for individuals and 
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businesses connecting to the world (Townsend, Sathiaseelan, Fairhust, & Wallace, 

2013). ICT platforms and broadband are believed to benefit such rural areas by 

connecting people and businesses. Yet surprisingly rural area isolation is intensified 

by the technological environment, with rural areas facing issues both in terms of 

broadband access technologies and ability to adopt these (Towsend, et al., 2013). A 

report on 4g connectivity and broadband access by MP Julian Sturdy (2018) for rural 

areas, emphasised the importance and significance of 4G, mobile technology and 

broadband for rural people, businesses and services. It is recommended that “Mobile 

operators, the Department for Digital, Culture, Media and Sport and Ofcom must by 

April 2019 produce a joint strategy on how to achieve 95% geographic mobile 

coverage by 2022 as outlined in the Conservative 2017 Manifesto”. The UK 

government initiated the implementation of 4G coverage and single rural network in 

the areas which are hard to reach, by providing roaming facilities between network 

providers allowing people and businesses to access the network. Other than this, the 

UK government also planned to improve mobile connectivity and mobile infrastructure 

in rural areas (Sturdy, 2018). 

The Island residents were aware of the network connectivity issues, speed problems 

and broadband arrival, due to the transparency maintained and required to be 

disclosed by the network providers (Sturdy, 2018). This allowed the locals to 

understand the late arrival of fast/fibre optic broadband facilities in the community. 

The locals and participants were excited to have fast broadband facilities and it was 

found that they appreciated the service being provided.  

Ofcom reported that 5% of the UK population in 2013 were not able to access 

broadband, with 60% of rural areas (Ofcom, 2013). Whereas, by 2018 Ofcom 

reported improvement in mobile coverage thorughout the UK, with 77% of all homes 
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and offcies compiled with 4G network. The need for mobile network and broadband 

accessibility is understood, with plans are in place to imporve its service in the rural 

areas. Good mobile connectivity allows the people in the rural areas to stay connected 

with others even when outdoors. Ofcom reported 91% of the UK’s geogrpahy has 

good 4G mobile network and internet signal, but rural areas are still left with slow 

mobile reception. 83% of urban homes and offices have complete 4G coverage, the 

figure for rural homes and offices is less than half that (41%). In some remote parts 

of the country, there is no coverage at all (Ofcom, 2018). 

With good mobile networks and broadband accessibility, rural people and businesses 

can operate social media pages from anywhere anytime. This will help the businesses 

to operate online using social media and other e-commerce platforms. 

Social media alone is not the only internet platform. Social media is a term used to 

identify the different platforms created to serve different purposes. The basic concept 

of social media formation was communication and connectivity. The term social media 

is widely used in our day to day life but implementing it for business purpose is an 

entrepreneur’s choice. Academic research on social media adoption in the UK is very 

limited and most of the studies aim at large organisations. Therefore, reviewing 

literature within the rural UK geographic dynamics was challenging. A study by He, 

Wang, Chen, & Zha (2015) conducted in the US aimed at understanding the adoption 

of social media among the small service businesses. The results did suggest that it 

was easier for large companies to adopt social media for business activities including 

creating brand awareness, increasing sales, improve customer loyalty and 

satisfaction. Large companies have the financial capability to invest in social media 

and plan strategy according to their requirements. Social media platforms such as 

Facebook, Instagram, Twitter, Google plus and YouTube have been defined as the 
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most adopted platforms among the large companies. These platforms are used for 

different purposes and are made inversely in an efficient manner. Dholakia and 

Durham (2010) in He, et al. (2015), found that customers often increase their shop 

visit after following a business social media pages or sites, more than they do on the 

basis of word of mouth. He, et al. (2015), study found that various elements led to the 

adoption of social media among the businesses interviewed in their study (Figure 14). 

 

Figure 14: Social media adoption elements (He, et. al. (2015) 

The figure 14 presents the findings from the study conducted by He, et al. (2015). 

Although the findings of the research cannot be tested in this study, but it does create 

an argument to support such academic research, which can provide more information 

and encourage other researchers interested in the social media subject.  

In this section, social media platforms used, social media specific skills, advantages 

and benefits of social media for businesses and future implementation of SM with the 

participants is discussed.  
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Participant 
number 

Social Media 
adoption stage 

Social Media 
Platform use 

Adoption time 

1 Yes Facebook & Instagram 3 years 

2 Yes Facebook & Instagram 3 years 

3 Yes Facebook 1 year 

4 Yes  Facebook & Instagram 2 years 

5 Yes Facebook & Instagram 3 years 

6 Yes Facebook 8 months 

7 Yes Facebook & Instagram 4 years 

8 Yes  Facebook  3 years 

9 Yes Facebook & Instagram 1 year 

10 Yes Facebook & Instagram  4 years 

11 Yes Facebook & Instagram 3 years 

12 Yes  Facebook 2 years 

13 Yes  Facebook 6 months 

Table 10: Social media participants profile 

Interestingly, all the businesses interviewed are present on social media for their 

business as presented in table10. The most common social media platforms used for 

business activities/operations were Facebook and Instagram. Social media platforms 

are a part of social networking sites (SNSs). Social networking sites (SNSs), is 

defined as: 

“a networked communication platform in which participants 1) 

have uniquely identifiable profiles that consist of user-supplied 

content, content provided by other users, and/or system-provided 

data; 2) can publicly articulate connections that can be viewed 

and traversed by others; and 3) can consume, produce, and/or 

interact with streams of user-generated content provided by their 

connections on the site.” (Ellison & Boyd, 2013) 

In other words, social networking sites is described as a medium of creating and 

maintaining both the online personal and professional relationships via different 

platforms such as Facebook, Instagram, etc. (Schauer, 2015). 
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4.3.1. Social Media Platform use 

According to the national statistics 87% of adults use the internet on daily basis or 

even every day in the UK (Prescott, 2019). Social media platform usage is very 

common in the day to day life of people in the UK. According to research, there were 

39 million social media users in the UK in 2016, with an estimated increase to 42 

million in the year 2017 (O'Dea, 2018). Social media visit by the people includes adult 

and younger generation. It was accounted that 67% of the total social media visitors 

were visiting Facebook in November 2016. In the year 2016, Facebook reached the 

number one spot as the most visited social media platform followed by YouTube.   

Social media platforms are user-friendly, mobile-based technology, cost effective 

digital oriented, accessible internet and web 2.0 based medium allowing users to 

share material digitally (Fischer & Reuber, 2011). Social media is also defined as 

“content that has been created by its audience” (Comm, 2009 in Fischer & Reuber, 

2011), which is referred to be contrasting to the material published electronically by 

media houses and printing houses. Kaplan and Haenlein (2010) asserted that social 

media has no single definitive typology for different types of social media platforms. 

Fischer & Reuber (2011) and Kaplan & Haenlein (2010), stated social media can be 

differentiate based on their characteristics. Social media platforms such as social 

media networking sites and application (Facebook, Instagram, Twitter), video-sharing 

platforms (YouTube), picture-sharing applications (Flicker, Instagram), professional 

networking sites and application (LinkedIn), weblogs (Wikipedia) and social 

bookmarking websites (Digg), can be used separately or combined based on 

business need. Established social media platforms and channel enjoys highest traffic 

and demand from audiences and therefore can benefit businesses in an effective 

manner (Fischer & Reuber, 2011).  
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Social media individual platforms when combined with other social media platforms 

can generate more content and attract traffic. A study by Miles (2013) suggested that 

intervening the use of Instagram with other social media platforms such as Facebook 

would create effective marketing strategy for a company. The study also found that 

the combination of social media platforms could create brand awareness uniformly 

on all channels, generate company brand exposure, reach target audiences and 

instant migration of audiences from one social media platform to another. Also, Miles 

(2013) found that Instagram is one of the best platforms to reach target audiences by 

using appropriate company attractive pictures.  

Facebook has the maximum reach to audiences. Instagram being purchased by 

Facebook for $1 billion in 2012, changed the social media game altogether. Facebook 

and Instagram as social media platforms do depend on each other to share audiences 

(Rusli, 2012). As Facebook and Instagram can be interconnected, sharing common 

audiences and migrating other audiences from one platform to another is found to be 

advantageous for the business users. Therefore, Facebook and Instagram are ideal 

combination for business users to adopt both social media platforms simultaneously 

and maintain content sharing uniformity to create smooth customer transition. A study 

by Pookulangara & Koesler (2011) suggested that not incorporating clear social 

media alternatives for business practice can lead to poor customer service and 

misleading information.  

Therefore, it is understood that widely used social media platforms such as Facebook 

and Instagram create opportunities for all size businesses and entrepreneurs.  
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Facebook: 

It is assumed that most of the readers are aware of the term ‘Facebook’. It is also 

believed that Facebook is widely used in everyday life. The choice of using it and how 

to use it depends on the user’s perception and requirement. Facebook as a social 

media networking site is the most popular platform used in the world. As a company 

when it was established, “Facebook’s mission to give people the power to share and 

make the world more open and connected” (Facebook, 2004). Facebook since then 

has amended its mission to serve its user-based needs and expand. In 2020 

Facebook changed its mission to “to give people the power to share and make the 

world more open and connected” (Facebook, 2020), creating more influential role 

towards its end users. The primary objective of Facebook remains the same, to create 

more openness and connect people all around the world to share their messages 

whether personal or business. Facebook started with an objective to connect the 

people around the globe and make them connected, where communication would be 

easier and open. Facebook since it was found has seen a growing number of users 

using the platform for various purposes (Stec, 2015). Facebook allows people to 

connect with their friends, families, colleagues, and acquaintances. It gives the people 

an opportunity to post, comment and share their views on the platform and interact 

with other users (Stec, 2015). Facebook allows the users to upload photos, videos, 

and live streaming. The most important element and characteristic of this platform is, 

it allows the users to share content on their own personal page, share other user’s 

content on their own page and share content using messenger facility (Stec, 2015). 

These features allow the user to spread their word among their friends list or followers 

list (Stec, 2015). Facebook allows the users to setup business page which can then 

be operated by the users for business purposes. Currently Facebook has over 2 
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billion monthly active users (Facebook, 2019), accessing mostly via mobile phones. 

Although Facebook is widely used by individuals for personal use, it also allows the 

users to use it for business service or products (fig. 15). The opportunity to set up a 

business page with Facebook is very beneficial to the small and medium-sized 

business industry, as Facebook is considered to be low cost and widely used by the 

people of this world (Dahnil, Marzuki, Langgat, & Fabeil, 2014). It creates exposure 

among the buyers community and increase virtual communication between the seller 

and the buyer.  All the thirteen participants interviewed were using Facebook for their 

business. It was noted that Facebook was considered as a very first choice among 

the other social media platforms to be used as a business page. The researcher 

contacted majority of the participants using their Facebook pages. The process of 

contacting and arranging appointments was thought to be an easy procedure using 

Facebook message service.  

According to (Caers, et al., 2013), large number of companies whether large or small 

are attracted by the self-efficiency and result driven characteristics of Facebook. It is 

found that companies believe that placing their brand or product on the Facebook 

page would improve customer loyalty and increase sales, mainly due to the status 

update and sharing features that Facebook offers. Videos and references to the 

company’s product can easily be shared from entrepreneur’s personal social media 

page to companies’ business page, which can then be viewed by the followers 

(Caers, et al., 2013). Search feature on Facebook, gives an opportunity to the 

audiences to search for a product or brand. This has proved to be beneficial for 

companies whether large or small. The marketing technique or business activities via 

Facebook has several benefits such as cost effectiveness, brand awareness, sales 
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growth, customer loyalty and marketing (Caers, et al., 2013).Therefore, Facebook 

has been found to be beneficial for small organisations. 

Some of the participants were very well prepared for what Facebook was offering and 

developed everyday plans or strategies. Whereas, some participants were naïve at 

what Facebook offered for business, concerns regarding privacy security, customer’s 

genuine feedbacks, profile stalking and reaching out to the right audience. Figure 15 

presents Facebook website page for business usage. 

 

Figure 15: Example of Facebook for business 

“Nobody, I never had any advice on how to do business. I started my first step by 

making a Facebook page and started uploading pictures. This is all how it started. I 

used Facebook, eBay, Etsy and I even made a webpage. The webpage didn’t work 

at all. eBay, I really don’t like it very much and Etsy didn’t work for me as well. So, I 

really concentrated on FB and that really works well for me.” (P8, 60:64) 

“I started using Facebook initially to promote my business and what I make. Now I 

don’t need to promote it. Most of my sales are from Facebook. I would say 70% from 
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Scotland and 30% from abroad. America, New Zealand and Germany are regulars. 

They contact me directly on Facebook and do business. I have business cards and 

some advertisements through Calmac ship and tourist board information. We really 

don’t need to keep the door open all day, its better I concentrate on weaving, produce 

a good piece and get it on Facebook for business. When tourists come, not of all them 

all buy, and sometimes they waste a lot of time. On the other hand, they can take 

your card and contact me on Facebook. I haven’t tried Instagram yet. I remember 

some other weaver whom I follow had posted something which said ‘Instagram’ and 

‘Hashtag’. Can you show me later how do I use that?” (P8, 66:75) 

Participant 8 journey of using Facebook represents the beneficial aspects of the 

platform. Facebook has worked well for the P8, whereas other platforms such as eBay 

and Etsy did not work well for their business. Therefore, it is understood that 

Facebook business characteristics are beneficial for such small businesses. 

Participant 3 expressed the usefulness of Facebook more than website for their 

business. 

“People know us by what we do and especially on social media, we get a lot of 

attention. Our Facebook page is the face of our company. We have a website, but we 

don’t use it that much as much as we do on our SM pages.” (P3, 60:62) 

“I communicate a lot with my audiences on FB. They tell me what they want, and we 

are ready to make it. It is easier. Sometimes they want to buy items which are 

available, so I direct them on the website, and they can customize the options they 

have.” (P3, 70:72) 
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Participant 11 quoted that social media platforms such as Facebook and Instagram 

are effective for their business.  

“I have an online page, Facebook where all business takes place.  So, I get mix orders 

from market and even using social media. People are realising that independent 

weavers are unique, and we produce different and customised designs. I use 

Facebook, it is really really good for me. When I started my first year on FB, it was 

guiding me towards my target audience automatically.” (P11, 33:36) 

“I am only using FB and Instagram. I sell a lot of my products on Facebook, not on 

Instagram so much. I don’t have a lot of stock to sell on Instagram for now. I work 

during summertime and collect stock for winter which I sell on Facebook.” (P11, 

42:44) 

“I use Facebook, Instagram and Twitter. Twitter is only used when I have to announce 

any news such as a festival or such. Instagram is more for showing pictures to the 

audiences. And Facebook is more for blogging, business, answering customers 

queries and promoting my work. I believe it is good to use different platforms 

differently. I have learnt it now. I do get more business on Facebook and more queries 

or likes on Instagram.” (P1, 153:157) 

Participant 1 expressed the benefits of using Facebook for business purpose. A lot of 

business activities takes place on Facebook for P1. Whereas, P1 use Twitter to 

spread news and Instagram for showing pictures of the business products. P1 

believes that using different social media platforms works well for their business. 

Instagram: 
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Instagram is one of the most renowned social media platforms developed capturing 

photos and videos to share with others. This interactive application was developed 

as a means of communication, to share instant photos and videos with other users.  

There has been a rapid growth among the Instagram adopter and users, not only as 

individuals but also for small and large organisations. In spite of its popularity among 

users, it has not gained academic importance among researchers.   

Instagram was founded in the year 2010 (Taher, 2019). Instagram has seen an 

exponential growth since it was found. Instagram had 1 billion actively monthly users 

in 2019, 800 million active monthly users in 2017, which was almost doubled from 

2015 (Taher, 2019). Since then it has been one of the most used and instant photo 

and video uploading applications among the audiences (Hu, Manikonda, & 

Kambhampati, 2014). Its unique ‘filter’ feature provides the user to edit the pictures 

and videos according to their preference. This social media platform also provides 

the users an ability to post, like, comment and share pictures or videos from one 

account to other. Similar to Facebook, Instagram has the story uploading feature. 

Instagram Stories was used by 500 million people per day in 2017, with the number 

of users on Instagram Stories surpassed another social media platform – Snapchat. 

Snapchat is its major competitor who directed the concept of videos getting 

disappeared after 24 hours (Taher, 2019). Instagram was found to be cost effective 

and user friendly (Wally & Koshy, 2014). Its number of monthly and active users has 

been in millions, since then it has attracted many companies in its business. 

Facebook as a parent company acquired Instagram in 2012, since then the number 

of users and profit has seen growth. 
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Figure 16: Instagram for Business 

Figure 16 presents Instagram website page for business usage. Many online statistic 

companies invest in researching on the data of such social media platforms. 

Academic researchers have ignored the importance of understanding the importance 

of social media studies for business purpose. The researcher believes that this study 

is among the first to explore such topic and that undertaking such studies would add 

value to the subject and contribute abundant academic knowledge. This research 

does not set enquiry on the current number of users or its data analysis, but a brief 

breakdown of the number of users increasing its adoption delivers an idea of its strong 

presence among the social media platform community.   

• “October 6, 2010 – Launch 

• February 26, 2013 – 100 million; 28 months 

• March 25, 2014 – 200 million; 13 months 

• December 10, 2014 – 300 million; 9 months 

• September 22, 2015 – 400 million; 9 months 
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• June 21, 2016 – 500 million; 9 months 

• December 15, 2016 – 600 million; 6 months 

• April 26, 2017 – 700 million; 4 months” (Constine, 2017). 

“I started it recently with all of my heart, let me check, wait I’ll show my Instagram and 

first Insta post (gets the mobile to show me Instagram post). Here you go, I started 

almost six months ago, and I have six thousand three hundred and twenty-six 

followers, yay! This is all my hard work; I don’t use any paid advertisement or any 

other medium to reach my followers.” (P3, 86:90) 

“I have been using Facebook for last two years and Instagram from last two months.” 

(P4, 114:115) 

“I like using Facebook and Instagram, but not twitter. I mainly target local people or 

tourist, who are planning to visit island so that they can come and have a look.” (P7, 

60) 

Quote from P3, P4 and P7 expressed that Facebook and Instagram are most useful 

social media platforms for their businesses. 

Facebook and Instagram were found to be the most popular social media platforms 

used by the Harris Tweed entrepreneurs for their business activities.   

4.3.2. Social media skills 

 

Adopting social media requires electronic devices such as computer, laptop, or mobile 

phone (Abed, Dwivedi, & Williams, 2015). It also requires internet and social media 

platform application can be downloaded on the electronic device. Valid email address 
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activates using social media platform to generate an active social media ID. Without 

these facilities it is not possible to start using social media (Brussee & Hekman, 2009).  

Internet availability and accessibility are not new to the users (Galloway, Sanders, & 

Deakins, 2011). The number of users using Facebook and Instagram are increasing 

day by day, either to communicate with friends and family or to conduct business 

activities (Fink, Koller, Gartner, Floh, & Harms, 2020). Understanding social media 

skills does require basic knowledge for navigating through the electronic devices 

(Brussee & Hekman, 2009). While interviewing the participants, it was understood 

that some have knowledge of using social media without any skills set and some 

require basic advice, training and guidance from family, friends, online or local 

community. Social media research data is clearly the richest and dynamic indication 

source of human perception, creating new opportunities to understand the unique 

world of individuals and businesses (Fink, Koller, Gartner, Floh, & Harms, 2020) .  

The scientific and engineering industries are constantly trying to evolve new novel 

techniques to create and generate multiple platforms allowing users to create 

communication and sharing experience.  According to Batrinca & Treleaven (2014), 

early social media adopters were retail and finance businesses. Retail companies, 

large or small use social media platforms to promote their products or services, create 

brand awareness, advertise or marketing, create network for future customers or 

staffs and spread news and information (Batrinca & Treleaven (2014). Whereas, 

finance companies used social media to track the market for new data and use it for 

business trading.  Analysing the user data from scoial media is easy, time efficient 

and generates accurate data. In the bioscience industry, social media is often used 

to collect data on large group of perceptional changes initiatives that impact 
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monitoring, such as asking audiences response on the remedy provided to tackle 

diseases or habits. Acquiring new data can be set up using different channels such 

as websites, blogs, social media or web based questionnaires. Social science 

industry uses social media for collecting more perceptional information and 

responses to circumstances. These circumstances can vary from events, politics, 

disease to changes in business laws. In order to format a systematic social media 

platform for own industry, it is essential to have basic set skills.  

An enterpreneur requires certain skills in order to successfully accumulate many 

elements of a business.  It is still a debate, whether enterpreneurs are born or are 

made. Various enterpreneurship definition fits into the space of accomodating born 

enterpreneurs and enterpreneurs that are made through skills. Although, the 

participants in this study are enterpreneurs, it was found that certain skill set (weaving 

and using social media) made them enterpreneurs. The concept of enterpreneurship 

differs as some are born with natural ability to lead, take decisions and communicate, 

whereas, some are born with communication skills but requires training in self leading 

development. Drucker (1985) in Cooney (2012), defines the term entrepreneruship 

as, “most of what you hear about entrepreneurship is all wrong. It’s not magic; it’s not 

mysterious; and it has nothing to do with genes. It’s a discipline and, like any 

discipline, it can be learned.” The researcher believes that people born with 

personality and characteristics to lead a business can throughout their 

entrepreneurial journey learn other skills required to make their business successful. 

Entrepreneurship has acquired great attention and prominence in the growth of many 

nations. The significance of entrepreneurship to the economic development of a 

country has highlighted its relevance in many academic researches and therefore, it 
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can be viewed that education and training play a great role in developing significant 

entrepreneurial skills among the existing and future entrepreneurs (Cooney, 2012). 

Participant Social media 
adoption age 

Prior experience Social Media Skills 
learned 

1 

3 years Yes 

Basic social media skills 
learned from Business 
gateway 

2 

3 years Yes, for personal use 

No skills learned, would 
like to look into it. 

3 

1 year Yes 

Learned social media for 
business and attended 
conferences. 

4 

2 years Yes 

Not learned social media 
skills 

5 

3 years Yes 

Not learned and would 
like to train online 

6 

8 months No 

Don’t want to learn social 
media skills and depends 
on family for support 

7 

4 years Yes 

Learned basic skills from 
local workshop 

8 

3 years Yes, for personal use 

Wants to hire someone to 
handle social media. 
Never had skill training or 
course 

9 

1 year No 

Self taught, have no time 
for travel to learn course. 
Takes his son help for 
social media 
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10 

4 years Yes (minimum) 

No skills learned but 
would want to learn. 

11 

3 years Yes 

Never learned any skills 
and depends on online 
material for tips and 
guide 

12 

2 years Yes 

Never learned or trained 
on social media but keen 
in learning 

13 

6 months Yes 

Not learned. Self taught 

Table 11: Participants social medis skills set  

Most participants in this study opted for starting their business using their weaving 

skills and social media platforms without any planned strategy (table 11). It was 

understood from table 11 that the participants viewed social media skills to be 

dependent on learning through friends, family, online course or workshops and 

conferences. The concept of having social media skills was neglected as an important 

essence of forming an online business. Eight out of thirteen participants have never 

learned social media skills prior to starting their business for technical use. 

Participants P1, P3 and P7 have acquired some basic social media skills either from 

a course, training or workshop whereas P2, P4, P4, P6, P8, P9, P10, P11, P12, P13 

have never invested in learning social media skills. Although these participants have 

never learned social media skills but P2, P5 and P12 would like to increase their 

knowledge in learning social media skills for the betterment of their business. In 

current time, the term entrepreneurship is being viewed differently compared to the 

traditional entrepreneurship approach. It requires certain thinking and acting that is 

relevant to all the parts of the groups, keeping the online portal presence intact.  
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Therefore, certain skills such as social media management should be a part of training 

and educational system whether school, universities, organisations, start-ups and 

social enterprise; helping an individual to surround its mindset and capability to 

nourish according to the business requirement.  

“No, I haven’t. I would just keep my social media skills basic and focus on trade 

shows. At the same time, I would like to use social media to put information about 

where I am going next.” (P5, 54:55) 

Participant 5 expressed of having basic social media skills and using social media 

platform for business purpose and sharing personal life experience.  

“Not yet, I will be. I definitely need their help. I know Business Gateway is in Lewis, 

travelling is something I have to arrange but yes, I will get in touch. Social media has 

given me so much of link. Even staying in touch with friends and family. It would have 

been hard to let people know I am here.” (P12, 71:73) 

Business support available in Outer Hebrides is limited. P12 expressed the desire to 

learn complete social media skills for business, but due the limited of public transport 

(bus) facilities between different rural areas and accessibility to the business support, 

make it difficult for the participant to enrol. but it is found that P12 wish to learn social 

media skills for business in near future. 

“Whereas, I have been to social media workshops and have used some tips they 

gave me. The workshop was on the island. I remember I did used paid advertisement 

for some time, but it didn’t work well for me. It was for I guess only two months. That 

time when I attended the workshop, I did learn good techniques, but then again it is 

more about my commitment and the time I give.” (P7. 63:67) 
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Participant 7 expressed awareness of social media workshops and support on the 

other part of Island. P7 also found that social media training is beneficial for their 

business. 

“Also, I have no training using social media for my business. I really should go for it, 

business gateway does it, I know.” (P10, 58:59) 

Participant 10 also expressed the willingness to train and learn social media business 

skills. 

“I know I am young and can use it and learn more about it, but still I would say it is 

not rocket science which people cannot learn. I never got any professional training 

how to use it. Yes, my friend did give me some tips on how to set up a business page. 

She has another business; she is not a weaver like me, but she makes candles and 

sells them from the island everywhere. She has done great.” (P1, 112:116) 

Participant 1 expressed of not completing training course from social media 

workshops, but some guidance and support from the course and a close friend 

motivated P1 to start their social media business page. P1 expressed of enrolling for 

social media courses in future. 

“hmm! There is not much support available on the island. I mean there are no 

institutes but yes, I did join this course from Business gateway about how to use social 

media. I didn’t complete it because I didn’t have time to follow up but might do it again 

if I think I require. See I learned from my friend and then used Facebook business 

tips which is available for free and even watched YouTube videos on few things. I 

learned from my friend how to control social media tone. If you post one thing which 

people don’t like then they are ready to criticize you openly, so it is very important to 
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check what you post there.  Yesterday I posted something and used a hashtag 

#MadeinBritain, soon after there was someone with a comment with ‘are you sure it 

is not made in Scotland’. I had to remove the post because I got like oooohh. I mean 

OMG, I have to be very clear in what I write. Now I have learned how to manage these 

things and I think I will be making mistakes too, but its fair I will learn from them.” (P1, 

118:128) 

“If I think to go for a course which is new and will help me in getting more business 

then I would, otherwise I am good.” (P1, 62:63) 

Even though majority of the participants have no professional social media skill 

training for business, it is found that most of participants desire to learn and train 

themselves with social media skills from all the support available. 

Social media skill sets are essential for these businesses which the participants are 

aware of. Therefore, social media training and education skill is considered as one of 

the most important elements for adopting it to conduct activity.  
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4.3.3. Advantage of using social media platforms for business and future use 

of social media. 

 

Using social media platforms such as Facebook and Instagram have become a must 

essential for businesses. Facebook as a social media platform, has gained the 

importance of being one of the favourites among businesses (Moghavvemi, Ainin, 

Parveen, Jaafar, & Shuib, 2015). As discussed in the previous section, Facebook’s 

features facilitate the entrepreneurs to maximise their benefit.  

Without benefits, no businesses will adopt such new technology at risk. Due to the 

easiness and system efficiency, many small businesses adopt Facebook for their 

business activities. According to previous research, it is argued that using Facebook 

has a strong positive impact on the financial performance of a business (Moghavvemi, 

Ainin, Parveen, Jaafar, & Shuib, 2015). It is also found that social media platforms 

have provided businesses an opportunity that benefits their business in various ways 

such as creating and enhancing brand awareness, improve sales, implement 

marketing techniques and improve customers relations (McCarthy, Rowley, 

Ashworth, Pioch, 2014) in (He, Wang, Chen, & Zha, 2015). Similarly, using Facebook 

for business also reduces financial cost on marketing and accessing information or 

data collection. Non-financial factors such as cost effectiveness, interactivity and 

compatibility between company and audience improved; thus, influencing the 

adoption of social media platform such as Facebook among the small businesses 

(Moghavvemi, Ainin, Parveen, Jaafar, & Shuib, 2015). 

Advantages of such platforms can be the reason responsible for the adoption of social 

media, but due to limited research on such a subject it cannot be concluded. 

Therefore, according to researcher’s beliefs, it is understood that entrepreneurs 

personal factors may also play an important role in adopting social media in business. 
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Entrepreneurs who solely operate a small business, are completely responsible for 

making business decisions. It is assumed that entrepreneurs perception should be 

looked into detail, to understand what influence them to adopt such platforms for 

business compared any other online platforms.   

Participants in this study had various personal perceptions towards the advantages 

of social media. Few participants were new to social media and others were aware of 

the advantages of these platforms.  

Using social media depends on individual business purpose and business aims. The 

most common link between advantages of using social media was found to increase 

sales (table 12).  

Participants Advantages of Social Media Future use of Social 
Media for business 

1 Business growth, cost effective Yes, for business 
growth 

2 Cost effective, promotion and increase 
customer base 

Not sure, if the 
technology advances 
complications 

3 Geographic limitations, customer 
engagement, increase sales 

Yes  

4 International client’s communication and 
understanding market and target audience 

Yes, but not completely 
decided. 

5 Easy to operate Will keep on using, until 
social media works for 
business 

6 Brand awareness and sales Limited usage, depends 
on the industry and 
demand 

7 Customer communication Not 100% sure 

8 Easy to operate and customer 
engagement/communication 

Yes, ready for new 
innovations too 

9 Increase sales Yes, as it is beneficial  

10 Easy to operate (compatibility) and quick 
sales 

Trying to get organised 
on social media, not 
sure 

11 Trading (selling) and brand awareness Yes 

12 Increase followers (customer base) Yes, keep on using until 
healthy to weave and 
sell 

13 Cost effective, sharing information and 
targeting customers 

Will try to use 

Table 12: Social media advantages for businesses 
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“hmm! I definitely see my business growing and I feel happy by the way I am going 

on social media. It is easy to use, easily available for me, I can use it from mobile or 

my laptop. I don’t have to be at a desk to arrange a meeting with my client. I also do 

video meetings with my clients specially ones from China, the time difference is 

something err I mean I do manage with it. Secondly, it is free.” (P1, 102:105) 

P1 expressed that social media for business is easy to use, accessible and can be 

operated from anywhere using mobile phone. P1 also expressed that social media is 

convenient to use, replacing face to face meetings with clients to virtual meetings. P1 

also expressed that social media platforms are free and cost effective. 

“So, where was I, yes, it is quite easy to do business using Facebook.  First of all, it 

does not require a lot of investment and honestly you don’t even need a big shop 

space so save the hassle of organising an extra space for entertaining customers. My 

shop is my Facebook page and Instagram page. I do some promotion with the tourist 

companies. They will often share my page on their Facebook page and even provide 

small pamphlets with my address that is distributed on the ferry when you come to 

the island. I don’t invest time or money in the other form of marketing or promotion.” 

(P2, 105:111) 

P2 expressed using Facebook and Instagram for business. P2 expressed that 

Facebook is easy to use for business and is cost effective as it minimizes the cost of 

investing in a physical shop. P2 also expressed that social media create e-word of 

mouth and can be substituted for expensive marketing and promoting activities.  

“I have most of my customers in London and America. Mostly females are my target 

audience. I do get male orders too, but my main focus is on interior décor pieces like 

cushions and throws. I use Facebook and Etsy for selling purposes. Even though Etsy 
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is not suiting me well, but I have kept the account going. Very rarely I get telephone 

orders or queries. Most of the queries are either by Facebook or email.” (P4, 91:94) 

P3 expressed that social media allows easy reach to international clients and target 

audiences. P3 also expressed that Facebook and Etsy are the most suitable social 

media platform for their business, but P3 finds that Facebook is more useful for 

business.  

“I am fifty-two and even at this age I believe SM is very essential for businesses. 

Specially on this Island, I know many people who don’t want any SM or website and 

want to sell tweed. They have to wait for someone to knock their door to buy 

something. How would people know that they are there? Especially in winters when 

there are hardly or no tourists. I am so glad that I listened to my children, my husband 

doesn’t know nothing about it ha ha. He knows everything about the weaving process 

but nothing about SM.” (P6, 82:87) 

P6 expressed that social media is essential for their business, it allows them to 

connect with audiences and customers. It allows them to sell tweed and do business 

during off season when there are no visitors on the Island.  

“My ultimate aim to use SM is to keep engaging, increase audience and increase 

business. This can be done with social media, so many weavers do the same and go 

on good holidays. I have now added a form on the website which says, ‘where have 

you heard about us’ like an information form, let’s see how many turns up with 

Facebook option.” (P7, 79:82) 

P7 understands the benefit of using Facebook for business. It allows P7 to connect 

with audiences, engage and communicate with their audiences and conduct 
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business. The other advantage of using Facebook is that it allows the business user 

to ask questions and feedback from the customers. This allows the business to get 

information about themselves from their customers.  

“I use SM for trading mainly. I want people to know that I am here, and this is what I 

make. There are many people who visit me on the island because they have seen my 

business page on FB or messaged me. Sometimes, they meet me here go away and 

buy from FB. The benefit of using SM is that I sell only from it, I make money from it. 

I don’t have any shop, or I don’t sell it from home. I do these craft markets to sell it to 

local people. I believe if you don’t have presence online, then it is difficult to keep your 

business growing. For example, people here have websites and are at craft market, 

but if they are not present online (SM), then certainly it will show in the numbers 

(customers). Especially in winters when we don’t have craft markets, we need other 

ways to do business.” (P11, 56:63) 

P11 is aware of the advantages and strength of social media platforms. P11 

expressed that they use social media for business by letting the audiences know what 

they do and what they weave. P11 is also aware that using SM can help them make 

income, which is less possible if they don’t connect with customers across the 

borders. P11 is informed about the benefits of using SM and that it is difficult for their 

business to survive with SM presence. 

“They (SM) are free, they are easy to use, and I get good business results from it. I 

have linked my website to my Facebook shop. Social media is not a marketing tool 

for businesses like us, it is our shop where we meet customers, show them our 

products and make some money.” (P13, 40:42) 
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P13 expressed those social media platforms are easy to use and useful for their 

business. P13 believes that Facebook allows them to connect to customers and make 

sales. SM platforms also allow P13 to virtual presents their products to potential 

customers.  

The above examples of participants expressions provide a guide on individual 

perceptions on social media advantages for business.  

It is found that all the participants do benefit using social media pages and realise the 

advantages it serves. The most common advantage found among the use of social 

media among participants were increased customers or sales, compatibility (easy to 

operate), brand awareness, cost effective platforms and communication (sharing 

information). The uncommon advantage found among the entrepreneur community 

is to be the importance of social media for remote local businesses. Even though 

social media features are beneficial for participants’ businesses, its continuous usage 

in future is still unknown. Majority of the participants P2, P5, P6, P7, P10, P12, P13 

were not sure or had not decided on the future use of social media, for reasons such 

as industry demand, complexity of new technology introduction or business stability. 

Section 4.5 clarifies the working situation of the businesses after the follow-up was 

conducted. Whereas, P1, P3, P4, P8, P9, P11 were sure of using social media for 

their business in the future as it has benefited them in the present and they believe 

that such platforms are essential for their livelihood. 

4.4. Business Growth Strategy 

 

Internet, Web 2.0, and social media have revolutionized the common human 

civilization in current time. Such technology innovation has given the world an 

opportunity to discover exceptional achievements. Small business has thrived this 
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competitive market due to their growth strategies and its outcome (Iihan & Durmaz, 

2015). Business recognizes growth not as strategy but necessity to survive in the 

competitive market and therefore imply growth strategy according to their needs 

whether financial, promotional or technology-based strategy (Iihan & Durmaz, 2015). 

Businesses have flourished with such facilities and innovation. Specifically, small 

businesses are at the very benefit who can have access to information and data which 

was inaccessible in the past (Young, 2015). Social media as discussed in chapter 2 

and as per day-to-day first-hand experience and knowledge, has extended to the 

business life. Such technology allows the businesses to share information with their 

followers and audiences which would require heavy cost bearing marketing and 

communication strategy otherwise. Today social media platforms facilitate the 

sharing, communicating, marketing, trading, hiring, and information spreading in 

seconds. It is because of such technology that businesses are taking behemoth 

strides in continuous development of the society at large (Dahnil, Marzuki, Langhat, 

& Fabeil, 2014).  

When it comes to small businesses, growth is considered to be the at utmost 

importance for country development (Young, 2015). In the past, local businesses had 

the limitation to serve those customers visiting them or some orders via emails, only 

if the businesses had that email facility (Galloway & Mochrie, 2004). But the concept 

of trading and expanding have now entirely changed. The term globalisation does not 

only fit the definition of large businesses anymore, but small businesses are also 

experiencing internationalisation using social media platforms too (Samat, 2020). 

Also, social media is considered a obligatory strategy to be adopted for business 

growth (Samat, 2020).  
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It has to be understood that every business starts as a small idea, with opportunities, 

barriers and strategies evolves and grow. Enterprise growth has been researched, 

understood and explained in many forms by previous academic scholars. Different 

stages of enterprise growth have been defined by different academic scholars. The 

fact is that enterprise growth depends on many factors contributing to the 

sustainability and goals of the business. According to Gupta, et al. (2013), there are 

many factors which contributes to enterprise growth and success, which allows the 

business to move from one stage to another in their lifecycle. Enterprise growth can 

also be influenced by various individual factors and external factors such as 

entrepreneurs characteristics and personality, business mission, opportunities, 

political scenario and geographical limitations. The study by Gupta, et al. (2013) 

established that enterprise growth is subdivided under two main understanding 

categories, a) enterprise growth is predictable and measurbale, and b) that enterprise 

growth is based on opportunities and risk.  

Therefore, it is essential to understand the business growth strategy of the businesses 

under question in this study. The term enterprise growth in this study tries to define 

the individual understanding of the relationship between social media and business 

growth, strategies involved to grow or expand the business using social media and 

future business intentions of the entrepreneurs. These small businesses are fairly at 

a very early stage of the business lifecycle without any strategy. The businesses are 

advancing with social media adoption; it is assumed that growth or expansion is 

expected but at certain point in the future. Also, factors which influence the present 

status of business plays an important role presuming the future intentions for 

expansion or growth. Technology contribution and implementation in the buisness 

environment has proven to be beneficial for small scale businesses. Adopting new 
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technology such as new machineries, equipments and instruments may benefit large 

or small businesses. Such new tehcnology does require financial investment which 

can be difficult for small businesses to process. Whereas, social media facilities and 

platforms which have proven to have advantages in generating financial and non-

financial returns, they should be researched as enterprise growth factor specifically 

for small handicrafts and local businesses. Business growth perception can also be 

a significant factor for adopting social media to operate businesses.  

Section 4.3.3 explained advantages of social media for the Harris Tweed 

entrepreneurs and their business. This below section explores the factors of 

entrepreneurs perception for future use of social media for business. 

“The company is expanding in Japan and I would want to get some customers from 

there too. These people buy HT and use them in big brands such as Prada and 

Chanel. I am aiming and working towards getting a consignment from them. The story 

behind how I am doing this is by using Facebook and Instagram specifically.” (P1, 

72:75) 

“These social media pages have been so useful for business. Now I am thinking to 

expand and grow just because I have good clients and access to people globally 

through social media.” (P1, 110:112) 

Participant 1 expressed the benefit of using social media as their business grow and 

expand in international market. The use of social media has benefitted P1 business 

to reach international clients, which would have not been possible without the 

adoption of social media and online presence.  
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“I did have a weaver working for me on casual basis, the only way to expand will be 

to have a modern loom and produce a lot of cloth, which would in return take all that 

away from the image of Harris Tweed.” (P8, 44:46) 

“I think I will learn more and learn Instagram as well. If ever I employ a weaver to work 

with me if I expand then I will see if they can also handle some of my social media 

activities, so that I can balance my work and social media business.” (P8, 97:99) 

For P8, business growth is possible with employing an individual with expert social 

media skills. This allows the entrepreneur to weave more cloth and meet increasing 

customer demand from social media. P8 has a successful Facebook presence with 

majority of the customers buying from that platform. But the willingness to learn more 

social media skills also explains social media benefit for business. 

The concept of enterprise growth or success are considered as a significant factor 

contributing to a nation’s economic growth, but at the same time the concept of growth 

and success is different for every entrepreneur.  Business growth/ expansion/success 

can be monitored in tangible as well as intangible way. It can be understood in various 

terms such as income generation, expansion of business, brand nationally or globally, 

value addition, improving product quality, increase in product line, hiring new team 

members and market position (Gupta, Guha, & Krishnaswami, 2013). This means, 

that every business is different and has a unique approach to the term growth or 

expansion.  

Another reason to expand the business was assumed to have friends or family 

members involved in business or having a family business in place. As earlier 

assumed by the researcher, none of the businesses were family owned or had a 

strong desire to handover the business to a family member.  
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Participants International market 
reach expectation 

Involving family and 
friends in business 

1 Yes  No – friends guidance 

2 Yes  Yes family  

3 Yes  Yes family 

4 Yes  Yes family 

5 Yes  Yes family 

6 Yes  Yes family 

7 Yes  Yes family 

8 Yes  Yes family 

9 Yes  Yes family 

10 Yes  Yes family 

11 Yes  Yes friends 

12 Yes  No  

13 Yes  No  

 

Table 13: Business growth/expansion approach 

As presented in table 13, 10 participants out of 13 expressed family and friends 

involvement in their businesses. 3 participants did not have any family or friends 

involvement in their businesses. Family or friends involvement in the business is in 

the form of support, guidance, and future handling over business to new generation. 

The involvement of friends and family make it easier for the participants to adopt 

social media for business. Whereas all of the participants expressed their expectation 

to reach international markets by adopting social media. This defines those 

participants are aware about the benefits of using social media, which can allow their 

businesses to reach international market. The nature of the Harris Tweed industry is 

fragile and unpredictable, the wave of new weavers in the industry are capable of 

transforming the traditional practice into an online business. The use of social media 

is definitely a blessing for these small-scale businesses, but the long-term survival of 

these businesses is still unknown. The desire to use internet and social media to 

operate business activities is alluring, but the life cycle of the industry and technology 
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innovation is risk bearing which makes such entrepreneurs less passionate to grow 

or expand on major scale. 

The responses of some of the other participants are as follows: 

“We have also discussed on expanding, especially this summer was busy, and we 

have talked about increasing the production and employing some people. Before, I 

had this place we were doing all of this in our bedroom. So, expanding somewhere 

on the Island would be great, definitely.” (P3, 47:50) 

Participant 3 express of expanding locally. Expansion for P3 is tangible, it reflects to 

owning or sharing more shop place either to keep stock and operate business to meet 

online demand. 

From the expressions of P1, P3 and P8 it is understood that the intention to grow is 

under consideration. P1 had clear vision to grow and trade with international clients 

based in foreign countries using social media platforms for continuous 

communication. Whereas, P3 expressed as growing out of bedroom to loom shed 

and office can also be considered as expanding/growing. P8 expressed employing a 

team member who can handle social media business page, this can be understood 

as a step towards expanding considering handling social media page generates 

business.  

4.4.1. Reaching International Markets 

SME growth can be measured in different ways depending on the various factors 

evolving around the business. It is critical to understand the SME’s intention of 

growing strategy and what guidelines they follow. From the interviews collected, it is 

understood that majority of the participants were working towards meeting the 
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growing demand from the online international market. Accessing international market 

possibility depends on the continuous use of social media. Although, the participants 

denied of having any rule book strategy, but they do pre-plan and think before they 

present something on social media platforms. The participants are vigilant and aware 

of the criticisms and appreciations by being present on social media.  

“I hope to expand it internationally, it is easier to sell if it has something to do with 

Harris Tweed (she laughs). I have been selling cushions to New Zealand, Australia, 

Italy, Switzerland and I have so many customers already through my FB page. It 

should help me grow among that target customers, the news of me selling spreads 

easily on FB. Others can see in the comments when someone wants something. I 

target soft furnishing shops, all of them are on mainland. Nothing on the island.” (P12, 

31:36) 

P12 has business trade already setup and running between other countries using 

social media. It can be noted that the entrepreneurs intention and growing strategy 

depends on continuous use of social media. The direct connection between social 

media operation, advantages of using social media operation for business and 

business expansion/growth using social media can evidently be noticed. 

It is believed that, often the term ‘strategy’ in business is considered as important and 

related to words such as organised, professionally designed, proposed techniques 

and schedule data; which small sized businesses and individual entrepreneurs 

struggle to comprehend in the early stage of the business. It is too early to decide on 

these businesses life cycle pattern as they are at an earlier stage, but it is also 

understood that majority of the businesses are targeting expansion through reaching 

international customers and markets. It is assumed that the growth pattern is natural 
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and requires time and a strategic process in order to survive the life cycle model. 

Researchers have suggested that every business does not require to follow the life 

cycle model as it may not be practically possible for each and every small business 

to go through the designed stages. Individuals entrepreneurs preference towards 

resource-based enterprise growth focuses on factors such as business expansion, 

hiring educated and skill members, acquiring financial resources, etc. Therefore, the 

mindsets of these entrepreneurs hold the perspective of securing opportunities with 

social media resources available. Enterprise growth also depends on the 

entrepreneur’s personal motivation and vision. Businesses questioned in this study 

have different aspirations and motivation towards their work and business growth. 

Therefore, the growth constraints vary from one entrepreneur to another. These 

businesses operate depending on various environmental parameters such as size, 

location, family, skills, stock availability and social settings, which has different 

implication on their business growth perception (Gupta, Guha, & Krishnaswami, 

2013). To summarize, it is established that entrepreneurs adopt social media to meet 

international demand, believe in expanding to international markets using social 

media platforms and therefore expect clients from across the borders of the Island to 

reach them for business.  

4.4.2. Family and friend’s inclusion, succession, and technology support   

Social media skills can be taught and learned (Abed, Dwivedi, & Williams, 2015). 

Such skills are not natural or in built and therefore such skills require to be transferred 

from person to another using different mediums (Abed, Dwivedi, & Williams, 2015). 

These mediums can be educational institutes, training centres, workshops or family 

and friends help and support who are equipped with social media skills (Beier & 

Wagner, 2016).  
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The importance of learning and knowledge in business has been highlighted by 

number of researchers in various field of industry (e.g. Barney, Wright, & Ketchen, 

2001; Cohen & Levinthal, 1990; Davidsson & Honig, 2003; Grant, 1996; Rauch, 

Frese, & Utsch, 2005) in (Unger, Rauch, & Michael, 2015). Learning and the ability to 

change firm’s operations can be possesses (Barney, Wright, & Ketchen, 2001). Past 

resource-based studies have viewed that the firms achieve sustainable advantage in 

the market by continuously learning and adding new resources in firms operation 

strategies in (Unger, Rauch, & Michael, 2015). Resource based view in studies have 

extended to include owners cognitive ability by observing individual expanding 

knowledge through learning as competitive advantage in the market. Given the 

importance of informal learning in academic literature, it is rare that research on how 

entrepreneurs acquire and possess knowledge is still under work (Ravasi & Turati, 

2005) in in (Unger, Rauch, & Michael, 2015). At the same time, researchers have 

pointed interest in expanding knowledge to understand the importance of learning 

informally to benefit small business performance to achieve their objectives (Marsick, 

2009; Unger, Rauch, & Michael, 2015). 

According to the study findings, majority of the entrepreneurs in this study are adults, 

with no education in technology, digital business, and social media. Average age of 

the participants is forty-two years and seven months, the age to have acquired basic 

education degree in social media is not practically possible. Therefore, the other 

medium to acquire such social media skills for business operation is training centres. 

Due to the location set up of these businesses, there are no major training centre 

options. These businesses operate from very remote locations where post offices, 

grocery shops and polices stations are based in selective areas. It was also found 

that there is only one training centre ‘Business Gateway’, which is based on the 

mainland and not accessible for every entrepreneur due to lack of transport facilities 

and time-consuming process. It was found that the entrepreneurs would rather 

concentrate on weaving and continue using social media the way it is. The training 

centre is surprisingly not particularly useful or accessible.  
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I haven’t done it any. I know there is training on the island, but I have to travel all the 

way up there early morning ha ha. I did sign a course with business gateway over 

the phone, but things didn’t work well for me. The person who was assigned for me 

never got back to me. Then there was another person assigned to me, I managed to 

track it, but it was getting too stretched and then I left it as it is. (P11) 

The third option to transfer social media skills to the entrepreneurs wanting to use 

these platforms is through the help and advice from family and friends. Majority of the 

entrepreneurs are not equipped with social media skills, therefore learning and 

training is the only options. All of the participant entrepreneurs can speak, read and 

understand English, even though some of the entrepreneur’s first language is Gaelic. 

It was also found that these participant’s education was in English and within the UK. 

Therefore, it was concluded that understanding social media in English was not 

difficult and could be easier to use for business operation with the right guidelines, 

training and using the right techniques.  

The entrepreneurs have full control over their business due to the nature of the 

business where weaving the HT cloth is the main activity. According to the HT law, a 

weaver has to weave the cloth alone from their home. There is no restriction in getting 

help from external members or family members when it comes to marketing, selling 

cloth and technical help with the machine or business platforms. The weaving skills 

have been passed from family members or learned on the weaving course on the 

island organised by the HTA. Majority of the weavers have their family living with 

them, who help and support the entrepreneurs with their business. These weavers 

are based in different areas on the island, there is no community setting. The weavers 

consider in healthy competitions and therefore, thrive to use every opportunity to get 

business across the island.  
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“If there was no family support whether it be help for loom or help for Facebook, it 

would have been difficult for me.” (P6, 29:30) 

“For my business, everyone is involved. My son has been very much involved in social 

media. He is good at I.T. He pushed me to do SM. This business has brought us so 

close. I see him doing well after me.” (P6, 36:38) 

“Then my friend who is also an experienced weaver advised me to start business on 

social media. That was a very useful advice and I must say I am very happy that I 

took that advise on board.” (P11, 22:24) 

Participant 6 expressed the importance of the family in the business and how family 

support allows smooth business operation. The family continuous support and 

knowledge motivated the entrepreneurs to run the business. The entrepreneur trust 

on family members for advising and training with social media skill has been found as 

one of the growth strategy or growth intention. The entrepreneur’s personal belief to 

depend on family members have been found essential and intentions of passing the 

business to a family member who can use social media appropriately can also be 

assumed. As earlier mentioned, these businesses are not considered as family 

business as the individuals are the first wave of entrepreneurs in this weaving 

industry. But it can be assumed that the owner’s would like to pass their skills to family 

members and keep the business in the family if the opportunity arises. The benefit of 

involving family in business is unknown by many (Schwass & Glemser, 2016). Family 

businesses can be found everywhere. From local shop to large multi-national 

organisations. Small family-owned business contributes immensely to the local and 

country’s developing economy (Seaman, Mcquaid, & Pearson, 2017). Family 

businesses are differentiated and identified from the other small local business by 
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their social networks, which include close family members and friends network 

allowing a cohesive environment in the firm setting. The benefit of a family member 

equipped with technology knowledge and skills allows the entrepreneurs possessing 

no knowledge or skills to include those members in the business and create intention 

of forming a family business with an innovative business operation. Waiting and 

including family members or family history in later stage of the business can result in 

losing strategic benefit and creating strong family brand to empower new generation 

(Schwass & Glemser, 2016). Including family members also leads to successful 

succession (Seaman, Mcquaid, & Pearson, 2017). Business owners with strong 

family ties should understand that flying under the radar in times of social media is 

considered as lacking competitive advantages (Schwass & Glemser, 2016). Creating 

family business name steers a strong reputation and brand that can be difficult to be 

achieved by many other businesses and long-term commitment for future business 

owners (Schwass & Glemser, 2016). Figure 17 indicates that reaching international 

market for business growth has more importance than including family and friends in 

business while collecting data.  

Web connectivity among the entrepreneurs, family member and close friends, bridges 

the gap of including external members, knowledge, and skills. Support and advice 

from family and friends often provides trusted solution between the parties, leading to 

better use of skills, innovation and knowledge forming a creative business (Fayolle et 

al., 2016; Fletcher, 2002; Gronum et al., 2012) in (Seaman, Mcquaid, & Pearson, 

2017).  

Although, the businesses in question in this study have not yet formed a family 

business, but their personal notion of including family and friends through advises 

and support can be assumed as forming a family business if the circumstances allow. 
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It has also been argued that the inclusiveness of new and young generation in a 

business promotes the technological aspect of the family business, exemplified by 

extreme use of technologies (Cesaroni & Sentuti, 2011). 

The role of social media in small family business have limited research, therefore the 

need of advance study is recommended. Figure 17 describes the researchers finding 

and understanding of the business growth concept in this study.

 

Figure 17: Concept of business growth using social media from understanding 

4.5. Follow-Up Observation 2018 

A follow up with the participants was required to track the progress on social media 

business operation and changes made in adoption. Telephone, email and Facebook 

follow-up was conducted in July 2018 with all the participants (table 14). It was 

important to trace the benefit of using social media and if any new platforms being 

adopted. All of the participants’ business was in operation using social media platform 

and growing, they were still using Facebook and Instagram for their business. Few 

participants had seen major growth and benefits from the continuous use of social 

media.  
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Participant  Social Media follow up 

1 Yes 

2 Yes 

3 Yes 

4 Yes 

5 Yes 

6 Yes 

7 Yes 

8 Yes 

9 Yes 

10 Yes 

11 Yes 

12 Yes 

13 Yes 

 

Table 14: Social media follow up 

Participant 12: “I have two big soft furnishing clients based in Australia and New 

Zealand now, they have Facebook pages and we connected” 

Participant 1: “I have managed to get few small boutiques in Japan to buy from me, 

they are on my Instagram page. They like my tweed picture and it started from there.” 

Participant 3: “I have done some training with Business Gateway and one in Glasgow” 

  “It has helped my business so much” 

Participant 7: “I finally made a logo after meeting you last time. I am in talks with a 

luxury shop in central London who messaged me on Facebook and wanted to stock 

up my finished products in their store” 

These businesses are not very well experienced or skilled using social media 

business pages but their decision to undergo training defines the opportunity, passion 

and determination towards their business. The researcher was informed through few 

participants that new weavers have joined the weaving course on the island and 
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intend to start their own social media business in the coming months. Therefore, it is 

assumed that social media has proven to be an essential platform for setting up virtual 

shops for the review and increase in competition can led to new policies for social 

media training. 

The methodology selected for this study allows the researcher to review additional 

literature related to the findings and similarities with existing theory/theories. Findings 

from the participants profile triggered reviewing theories or models and their elements 

which were connected to technology adoption. Majority of the participants expressed 

of social media being easy to use and useful. The researcher found the similarities 

with the TAM concept which promotes the understanding of technology adoption. 

Therefore, next chapter (5) describes additional literature related to the Technology 

Acceptance Model (TAM). 
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Chapter 5: Additional Literature review 

 

5.1. Introduction 

5.2. Technology adoption by SMEs 

5.3. Use of Theoretical model TAM 

5.4. Perceived usefulness 

5.5. Perceived Ease of Use 

5.6. Theoretical foundation of Perceived Usefulness and Perceived Ease of Use 

5.7. Related Literature on TAM 
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5.1. Introduction 

Chapter 2 presented detailed literature review. Whereas data collection and data 

analysis procedure promote the review of additional literature which falls in line with 

Layder’s (1998) understanding and supported by Welsh (2008). This chapter provides 

a detailed understanding on the existing theoretical model which has inspired the 

researcher’s assumption and supported the development of new conceptual model 

without testing any hypothesis. It is established that understanding the extant theories 

that can support the exiting study should be explored and used. The methodology 

adopted allows the researcher to review extant theories from any or all sections of 

research which supports the information generated from the data collection. As 

discussed in detail in chapter 3, similarities developed in earlier interviews assisted 

the researcher to investigate further into existing theories in technology, social media 

and user section of research. It was found that an extant theory developed by Davis 

in 1989 presented similarity with the data generated from the participants views, 

therefore, the Technology Acceptance Model was reviewed. The model developed 

studied computers acceptance from technology context, it was found to be different 

comparing to the social media context. The model was developed during the eighties, 

whereas this research is being conducted in the twenty-first century; it is believed that 

the user perception and demand has changed, and the entire TAM model cannot be 

implied as earlier done in many social media studies. The factors influencing 

entrepreneurs to adopt social media is assumed to have significant variations as 

compared to the TAM, merely due to the time we live in, the advancement in 

entrepreneurship capabilities and business requirements.  

The following chapter discusses additional literature reviewed after conducting initial 

interviews with the participants. The literature extends the focus on the extant theory 
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reviewed in this study, its components, related theories and theoretical background 

of model formation.  

5.2. Technology adoption by SMEs 

 

Small and medium businesses are considered as one of the most important sectors 

in any nation’s economy. SMEs create employment, contribute to the development of 

the country as well as they accept limitations and challenges. Adopting new 

technology and usage of internet has changed the way SMEs conduct their business 

(Nugroho, Susilo, Fajar, & Rahmawati, 2017). Social media has in the recent years 

become an important business tool for these businesses. According to technology 

innovation literature by the social scientist and academics, sophisticated machines, a 

combination of technologies, modern gadgets and fusion of technology and gadgets 

are often stated as technology innovation (Rahman, Yaacoub, & Radzi, 2015). Social 

media is an intangible element of technology, combination of technology and software 

coding. According to (Diaconu, 2011) in (Rahman, Yaacoub, & Razdi, 2015); social 

media or social networking sites, online marketing platforms and computer records 

can be categorized as technology innovation as such mediums are the result of 

modern technology which influence businesses and trading outcomes. SMEs use 

social media platform for various reasons such as communication, marketing or 

promotion. The usage of social media depends on the size and requirement of the 

business. Increasing usage of social media platforms and leverage in its tool by SMEs 

have given chance to the researchers to study this subject more closely and 

understand the phenomenon behind the adoption of social media in small businesses. 

Recent literature argue that the internet has played a great role in increasing SME 

revenue and usage social media platforms (Nobre & Silva, 2014). Social media is not 
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only a communication platform, but also a business platform which can manage 

marketing, sales, brand awareness and generating growth. Social media can also 

improve SME’s survival ratio (Rahman, Yaacoub, & Radzi, 2015). Implementing 

social media as a business tool has benefitted small businesses and changed the 

shape and nature of the industry. This clears the understanding that social media is 

a good opportunity for the researcher to study. Thus, it is essential to understand the 

factors that motivates the individual entrepreneurs to adopt social media for business 

and its benefit. 

5.3. Use of Theoretical model TAM 

The use of extant theory in qualitative research can be used as per the prerequisite. 

As explained in chapter 3, no hypothesis was tested.  

The study employs inductive and deductive approach as discussed earlier in the 

methodology selected chapter 3 (Layder, 1998). Social studies can adopt induction 

and deduction approach, i.e., data collection and observations are naturally 

surrounded or influenced by prior theoretical framework that moulds the study into a 

particular direction (p.51). Thus, it is believed that selecting a theory or its components 

and when to employ a theory or its components is a researcher’s own choice.  

Inductive approach using theory as lens to direct the study is explained in Figure 5. 

These steps are employed during the fifth step of the research design. Researcher 

uses theory to provide theoretical perspective to answer the research questions and 

understand the individual experience (Creswell, 2014). Qualitative researchers have 

the choice to use or not to use theory in their studies. Most of the qualitative studies 

are assumed to be inductive, thus not employing the use of theory or its components 

at the very beginning, which forms a naturalistic approach to collect data and develop 

a theory; without hypothesizing the situation (Creswell, 2014, p.65) (figure 18).  
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Figure 18:  Research process detail steps, Creswell (2014) 

“The researcher begins by gathering detailed information from participants and then 

forms this information into categories or themes. These themes are developed into 

broad patterns, theories, or generalizations that are then compared with personal 

experiences or with existing literature on the topic” (Creswell, 2014). This study 

selects the similar understanding but uses theory components to direct the research 

questions and develop new understanding as per requirements.  

There have been various theories developed emphasising the factors for adopting 

technology. One of the most citied and used theoretical model was developed by 

David Davis (1986), Technology Acceptance Model (TAM) (Fig. 19). From the social 

point of view theories have aimed to explain the adoption of earlier technologies such 

as e-commerce platforms (Grandón, Nasco, and Mykytyn 2011), online banking 

(Pikkarainen, Pikkarainen, Karjaluoto, and Pahnila 2004), electronic-tax filing (Fu, 

Farn, and Chao 2006), mobile-based Internet (Lenhart, Purcell, Smith, and Zickuhr 

Researcher poses generalizations or theories from past 

experiences and literature 

Researcher looks for broad patterns, generalization, or theories 

from themes or categories 

Researcher analyses data to form themes or categories 

Researcher asks open-ended questions of participants or records 

fieldnotes 

Researcher gathers information (interviews, observation etc) 
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2010), and websites (Riemenschneider, Harrison, and Mykytyn 2003) in (Beier & 

Wagner, 2016). 

TAM was developed to understand the acceptance and adoption of technology at 

workplaces which understood the human perception for adopting a certain technology 

system. The model was modified by Davis and reproduced in 1989 as TAM (Fig. 20). 

TAM developed two key elements as essential factors for accepting technology, 

namely Perceived Usefulness (PU) and Perceived Ease of Use (PEU). This model 

has been studied and tested for more than twenty years resulting in exceptional 

results contributing towards many technological platforms. (Oh & Kim, 2009) has used 

and tested TAM across various multiple technology fields. A study by Venkatesh, 

Morris, Davis, & Davis (2003), studied and extended the TAM model by incorporating 

and including other belief factors, studied the antecedent and moderating factors to 

the PU and PEOU elements. This resulted in the development of Unified Theory of 

Acceptance and Use of Technology (UTAUT). UTAUT constructs includes 

performance expectancy, social influence, effort expectancy and facilitating 

conditions such as age, gender, experience and voluntariness of the use, which 

ultimately influences the intention to adopt of technology. This model has been tested 

in various business studies understanding the human perception and intention while 

adopting technological platforms. The other theories were suggested to research the 

adoption of technology and systems. These included Theory of Reasoned Action 

(TRA) and Theory of Planned Perception (TPP). According to Theory of Reasoned 

Action (TRA), the individuals perception is motivated by perceptional objectives and 

these are a combination of perception, attitude and related subjective norms. Fishbein 

& Ajzen (1975), developed Theory of reasoned perception. Theory of Planned 

Perception was developed by Ajzen (1991), to recognize human behavior change 
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and it can be guided by three factors which are behavioral, control beliefs and 

normative beliefs.   

These theories uses perceived usefulness and ease of use as important factors which 

influences the adoption of technology. These theories are not specific information 

theories, it can be implemented in multiple sectors. The perceived usefulness and 

perceived ease of use factors are essential factors in technology and human behavior 

researches. TAM has been widely applied to understand and scrutinize individual 

behavior towards adopting social media (Rauniar, Rawski, Yang & Johnshon, 2014; 

Wirtz & Gottel, 2016).  

TAM is the most tested model in small and medium studies. This is supported by Yu 

and Tao (2009), that small and medium businesses includes groups of individuals, 

which means the business is a group of individual collective beliefs and perception, 

as PU can be verified by the business results such as growth in business whereas 

the PEOU can be verieifed by the benefits obtained by adopting technology. PU can 

be evaluated by the business decision makers whereas PEOU can be evaluated by 

the collective performance from the group of individuals involved. When TAM is tested 

among the individual entrepreneurs and users of technological platforms, then the PU 

and PEOU can be evaluated by the individual beliefs and perception (Davis, 1989).  

Technology acceptance model was developed by David Davis (1989) during his 

doctoral thesis in 1989. It is one of the most popular research models studied to 

examine usage and acceptance of different technological platforms and systems by 

individuals. The perceived usefulness and perceived ease of use are the most 

relevant construct of the TAM. Davis defines perceived usefulness as the user’s 

subjective probability that using a specific technology system or platform would 

enhance his/her performance. Perceived ease of use has been explained as users 
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belief that using a specific technology system or platform is effortless. Perceived 

usefulness and perceived ease of use have been explained as the most important 

factors for accepting technology, these factors are influenced by external factors. 

These external factors are mainly social factors, political factors and cultural factors. 

Social factors that influence acceptance of technology are gender, age, language and 

skills. Political factors influencing acceptance of technology system can be related to 

political crisis or new policies in place. Cultural factors include the society norms and 

beliefs. The attitude to accept and use can be evaluated of the basis of adopting 

certain technology platforms. Perception intention is to measure the certainty of the 

user implementing specific technology platform/system or not.  

 

Figure 19: Original Technology Acceptance Model by Davis (1986) 

Davis has explained the term ‘attitude’ as user’s assessment of the desirability and 

willingness to employ a specific technology platform or system. Perception intention 

is defined as user’s likelihood to implement a certain technology platform or system 

(1989). 



269 
 

  

Figure 20: Final Technology Acceptance Model (TAM) by David Davis (1989). 

Davis has found a direct link between PU and BI, PEOU and PU; and PEOU and A. 

This study concentrates on exploring and understanding the phenomenon of the 

usage of social media for business and therefore, studying attitude and intention will 

not be explored.  

5.4. Perceived usefulness 

Why small entrepreneurs adopt and use social media is an unanswered question. 

Among the many variables influencing people and businesses to adopt information 

technology system, two of the most mentioned variables in academic research are 

perceived usefulness and perceived ease of use. In general, people or businesses 

accept or reject any system such as social media, if they believe that it is useful or 

not (Ritz, Wolf & McQuitty, 2019). When the term useful is used, it means whether 

using the system such as social media will be beneficial for enhancement. Business 

enhancement can be customer communication, employee communication, sales, 

marketing, generating profit or business awareness. According to Davis (1989), 

previous research have suggested two variables or determinants as important 

influencial sources behind accepting technology to be perceived usefulness and 

perceived ease of use. Davis (1989), described people’s intention to use or not to use 
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a system that will benefit them or an outcome as perceived usefulness variable. 

Secondly, if the people think using a system is easy or difficult, it will indirectly affects 

the adoption of the system or not. That is, in addition to the system being useful, the 

adoption or the usage will be influenced by perceived ease of use of the system such 

as social media characteristics.  

Davis, (1989), has defined perceived usefulness as “the degree to which a person 

believes that using a particular system would enhance his or her job performance”, 

followed by the term useful has been defined as, “capable of being advantageously”. 

In personal or organizational manner, the term enhancement can be derived by pay 

rise, personal target achievement, bonus and other appraisals (Pfeffer, 1982; Schein, 

1980; Vroom, 1964) in (Davis, 1989); the term perceived usefulness of using a system 

can have positive impact on overall individual or organizational performance.  

Individual act and react by the surrounding influential factors. The influential term 

‘useful’, can motivate a person as an individual or as an organization to act in a 

positive manner and provide better results. 

5.5. Perceived Ease of Use 

Whereas, perceived ease of use has been defined as, “the degree to which a person 

believes that using a particular system would be free of effort”, followed by the term 

‘ease’ defined as, “freedom from difficulty or great effort” (Davis, 1989).   Effort exerted 

depends upon the ease of the task and ease is one of the determinate resource that 

an individual may allocate to various task for which he or she or an organization is 

reponsible (Radner and Rothschild, 1975) in (Davis, 1989). In general, a system that 

is easy to use whereas, difficult or more effort consuming system will be rejected. 

However, a system may be useful and easy for a group of individuals influenced by 
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many other factors (internal or external), whereas some group of individuals might 

find the same system to be not useful and complicated to use.  

Thus, this study progresses to explain influential factors towards adopting/using 

social media, predicting perceived usefulness and perceived ease of use as pre-

tested and important variables to the research questions. And that perceived 

usefulness is influenced by perceived ease of use. There is a direct relationship 

between PEOU and PU (Davis, 1989). 

Influencing factors play an important role in shaping a user’s thinking to adopt or reject 

the adoption of certain technological systems. This study focuses and empowers 

personal factors which influence an entrepreneur’s decision to adopt social media, is 

considered and explained.  

PEOU and PU are recognised as internal motivational factors (Figure 21). These 

factors area a combination of an individuals’ perception and system’s characteristics. 

PEOU and PU are core sub-themes derived from indepth literature reviewed in the 

study driving an individuals to adopt/use a technology system.  

Understanding of various factors influencing and forcing the adoption of a technology 

was critically reviewed, in the context of small and medium businesses in the UK.  

 

 

Figure 21: Understanding from additional literature and adoption of determinants  

PERCEIVED 
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PERCEIVED EASE OF 

USE 

ADOPTION OF SOCIAL 

MEDIA FOR BUSINESS 

ACTIVITIES 
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5.6. Theoretical foundation of Perceived Usefulness and Perceived Ease of 

Use. 

The determinants, perceived usefulness and perceived ease of use gained 

importance as individual’s perception for adopting a technological system arrived by 

several researches. Schultz and Slevin (1975), and Robey (1979) in Davis (1989), 

suggested the impact of PEOU on technology system adoption/usage. A quantitative 

exploratory study conducted by Schultz and Slevin (1975), with 67 questionnaires 

yeilding seven various dimensions. One of the dimension of these seven dimensions 

‘performance’ was interpreted by the researcher as the apparent and perceived 

“effect of the model on the manager’s job performance”. Performance dimension 

rated as the most associated with the self-projected use of decision model (r=61) 

(DAVIS, 1989). The impact on performance at an organization level is measured by 

the experienced seniors. The differentiation between individual entrepreneur’s 

decision and organization decision may vary by the influential factors that impact their 

decision to use or not use a system.  

Other quantitative research by Robey (1979), built on Schultz and Slevin (1975) 

questionnaires, concluded that, the performance dimension highly correlated with two 

measurment objective of technological system utilization (r=.76 and r=.79) (DAVIS, 

1989). Robey (1979), theorize further understanding based on Vertinsky et al.’s 

(1975) “A system that does not help people perform their jobs is not likely to be 

received favourably in spite of careful implmentation of efforts” in (Davis, 1989). 

Davis found problematic allignment in Schultz and Slevin (1975) definition of 

performance due to many reasons compared to the parallel and close similarities with 

Robey definition of perceived usefulness.  
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Whereas, Davis agreed with an extensive research by Bandura in 1982 on the 

importance of perceived ease of use (1989). Bandura (1982), has defined the term 

self-efficacy as “judgments of how well one can execute courses of action required to 

deal with prospective situations” (p. 122) in Davis (1989). Self efficacy is similarly 

defined as perceived ease of use. Bandura (1982) has theorize self efficacy as 

prominent determinant of individual perception, differentiating between judgments 

outcome and self-efficacy judgments in Davis (1989). Outcome judgment is similar to 

perceived usefulness. Bandura (1982) argues the antecedent’s difference between 

outcome jugdment and self-efficacy that, “In any given instance, perception would be 

best predicted by considering both self-efficacy and outcome beliefs” (Davis, 1989). 

However, Bandura’s (1982) research provides theoretical understanding and 

importance of perceived ease of use and perceived usefulness (Davis, 1989). 

Research in the adoption of innovations and importance of perceived usefulness and 

perceived ease of use found parallel results to the defination developed by Davis 

(1989). Meta analysis by Tornatzky and Klein(1982) in Davis (1989), between the 

characteristics of innovation and adoption, resulted that consistent relationship 

between innovation and compatibility, relative advantage and complexity. These 

variables were determinants derived as a result of innovation acceptance. Rogers 

and Shoemaker (1971) in Davis (1989) defined complexity as “the degree to which 

an innovation is perceived as relatively difficult to understand and use”. The defination 

is in close proximity of Davis perceived ease of use explanation. Whereas, relative 

advantage and compatibility have been found difficult to explain in reviewed literature.  

Apart from management information system studies and technology innovation 

studies, research from non management information system studies have resulted in 

appreciating the importance of perceived usefulness and perceived ease of use. The 
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marketing study conducted by Hauser and Simmie (1981) studied alternate mode of 

technology communication using two determinants: ease of use and effectiveness 

(Davis, 1989).  Effectiveness was parallel to Davis defination of perceived usefulness, 

both determinants were believed and resulted as influential factors while considering 

secondary communication technologies.  

PEOU and PU as variables were developed for MIS studies to measure influential 

factors for adopting information systems. Whereas, non information studies have 

tested and accepted PEOU and PU as determinants in adopting technology system. 

Although explained by Davis (1989), multiple disciplinary studies indicates perceived 

usefulness and perceived ease of use as important and fundamental determinants, 

influencing individual decision to accept or reject a system. Other variables play a role 

in influencing decisions, PEOU and PU are considered as central point of interest 

while studying systems or technology adoption.  

Moreover, Davis (1989) suggest further insights in understanding PEOU and PU as 

variables for adopting computer use. This study mainly aims to understand the 

influential factors behind adopting social media for business practice, and 

incorporating PEOU and PU as important determinants, adding as a sub 

theme/category while constructing further participants questionnaires. Although, 

PEOU and PU are not tested, but used as important lens guiding the final research 

theoratical model.  
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5.7. Related Literature on TAM 

Technology Acceptance Model (TAM) is one of the most popular theoretical models 

to explore the wide usage of information system or technology application. This model 

was the first of its kind to provide researchers to test it in various studies. Various 

studies have led to the modification and extension of this theoretical model. One of 

the most cited theoretical models developed was TAM2 by Venkatesh and Davis 

(2000). The extended model proposed by Venkatesh and Davis (2000) added new 

variables to the model (fig.22). 

 

Figure 22: TAM2 by Venkatesh and Davis (2000) 

Technology Acceptance Model 2 was developed by Venkatesh and Davis in 2000, 

providing detailed information on the usage of technology application. The TAM2 

study (Fig. 22) provided more detailed explanation for the user’s reason at three 

different levels: pre-implementation, one-month post-implementation and three 

months post-implementation. The model theorizes that user’s mental assessment 

matches the work goal and the consequences of using technology application on a 

platform (Venkatesh and Davis, 2000). The model studied voluntary and mandatory 

work situation and the results revealed a positive outcome in both environments. 

TAM2 was modified and expanded as per the study, which provided various variables 
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attached to the model.  The model shows direct links between subjective norms, 

image, job relevance, output quality, result demonstrability and PU. Whereas the 

original TAM concentrated on the relationship between PU and PEOU. TAM2 was a 

hypothesis study which expanded the TAM on the variables testing. Whereas this 

study is an exploratory study, understanding the phenomenon and developing a 

conceptual model is the aim of the study. The study found that self-efficiency and 

easiness of the computer itself benefitted the user to adopt the medium. The easy 

inbuilt functions enabling the computers to be efficient proved enough for the users 

to accept it and adopt the system even before any procedural or technical information 

on how to use it was provided. Ease of use in their study termed from the user 

perspective and not from the system perspective (Venkatesh & Davis, 2000). User 

acceptance is widely spread by the pervasiveness of the IT and system efficiency. 

Social media as a part of computer, mobile or other efficient technology system has 

invited the user to accept it due to the make of the system, make and model being 

user friendly. Venkatesh and David (2000) in their study also discussed the key 

advantage of exhaling the understanding of system ease of use as an opportunity to 

manipulate the user’s training about the system being the subject to be taught or 

being adopted. System self-efficiency, a user’s specification and system independent 

characteristics depicts the system acceptance or adoption. As per Venkatesh & Davis 

(2000), enhancing the system efficiency has resulted in system adoption for various 

general use at workplace. An enhanced and approved system such as social media 

efficiency beliefs could lead to increased user adoption because the users feel more 

comfortable and  satisfied about the system and adopt them for their work or personal 

use. 
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Although, this study employs two determinants from original TAM (ease of use and 

usefulness), it does not support the concept of hypothesis testing. The concept of 

theoretical/conceptual model was implied in this study in later stage when the 

researcher started finding similarities between the participants response and TAM 

model. This study has rejected employing grounded theory which promotes the 

concept of researching without background concept, which is also argued by Derek 

Layder (1989). Layder (1989) pressurizes the understanding of employing 

background concept and the use of existing theory or its components/determinants 

for the development of theoretical/conceptual model (see chap. 2). 

This chapter generates understanding on the background and related theory 

undertaken as a part of this study after careful literature consideration and first-hand 

primary information collection. TAM as a theoretical model has its value is many fields 

of research, therefore it was essential to explain it in detail. The next chapter (6) 

discusses the combination of the research findings from chapter (4) and insights detail 

from the current chapter (5). Chapter 7 will provide an overall explanation and 

experience on the conceptual model development. Chapter 8 will further, provide 

recommendations and a final conclusion on the study.  
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Chapter 6: Research Findings and Discussion  

 

6.1. Key Findings of this Study  

6.2. Discussion on research objectives and research questions 

6.3. What personal/individual entrepreneurial factors influences the Harris Tweed 

entrepreneurs to adopt social media for their businesses? 

6.3.1. Perceived Usefulness (PU) of social media platforms 

6.3.2. Easy to Use Perception 

6.3.3. Subjective Norms 

6.3.4. Willingness to Learn or Training perception 

6.3.5. Business Result Relevance 

6.3.6. Perception of Self-Image 

6.3.7. Prior Knowledge and Experience of Social Media for Personal Use 

6.3.8. Family Involvement in Small Business Activities 

6.3.9. International Market Reach 

6.3.10. Emerging Themes 

 6.3.10.1. Entrepreneurs Motivational Factors 

 6.3.10.2. Entrepreneurs Expectation Factors 

6.4. What social media platform/s are being adopted by Harris Tweed weavers/artists 

for their small business and how does online platform benefit the entrepreneurs? 

6.5. Do these collective entrepreneurs personal/individual factor/s appropriately 

interrelate to form a social media adoption model? 
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In the earlier chapter 4 the sample selected is explained in detail and the findings 

based on the interview topics analysis have been discussed. The study is inspired by 

the components or determinants of the existing theoretical model TAM, which is used 

as a lens to identify new sub-themes that influences the adoption of social media for 

business activities. This chapter will focus on discussing the findings in combination 

of the literature reviewed in this study including the additional literature review (chap. 

5), which will assist the advancement of new sub-themes collectively, forming main 

themes for the theoretical model development.  

6.1. Key Findings of this Study  

 

The findings of this research are based on first-hand data collected from the 

participants – the Harris Tweed weavers, reviewing existing literature and 

methodology selected. Manual data analysis of the in-depth interviews of thirteen 

participants selected for this study based on the methodology selected, along with 

the paper questionnaire and researcher’s observation. The data analysis was based 

on manual interview coding combined with the notes and memo collected under each 

question per participants.  

i. Social media is the only online platform that the entrepreneurs use as 

business platform. The HT weavers are new to the business 

environment, where majority of the weavers still work for the mills. 

They are the first wave of weaver entrepreneurs operating social 

media business.  

ii. Harris Tweed weaving skills passed from one generation to another –  

Weaving skill is very locally appreciated and have been a part 

of the Island community from a long period of time. The 
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tradition of weaving is deeply rooted among the locals and the 

weavers worked for the mills on commission - salary bases. 

The changes in the demand and imitation of the cloth 

established new law passed to protect the cloth. Older 

generation passed the weaving skills to their family members. 

This changed when the new generation moved out of the island 

for better opportunities. Currently, the entrepreneurs in this 

study are the first generation forming independent businesses. 

iii. New HT weaving training course on the island –  

The HTA introduced new certified weaving courses after the 

decline in the industry in 2009. Many new weavers migrated 

from the other cities of the UK to the Island in search of new 

opportunity. Majority of those weavers (121) work for the mills, 

whereas few of them (19) started their own independent 

business, due to income flow opportunity. 

iv. Age is not a factor for new weavers –  

The HT weaving industry is undergoing a change in attitude, 

where the average age of the weavers has dropped down from 

sixty-five years to mid-forties. Weaving is a traditional business 

for the locals based in Outer Hebrides, the weaving skill is 

passed from one generation to the another. Whereas, recently 

the HTA have organised weaving course and welcomed young 

females and mothers to learn the weaving technique. 

v. The concept of entrepreneurship motivated –  
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The participant in the study resides on the Island. Majority of 

them migrated from the other parts of the UK and the others 

are originally from the island. Demand for the HT industry had 

undergone decline which led to loss of jobs among the 

weavers. This in turn has led the weavers to start their own 

small weaving business, giving them the flexibility to have work 

life balance, spend quality time with families and meet the 

customer need as per the requirements. The motivation to start 

their own business have also helped the Island economy to 

sustain. 

vi. The need for adopting online entrepreneurship –  

It was established through the interviews that the 

entrepreneurs were very clear in their selection of the digital 

based business activities. There are only thirteen independent 

businesses on the island engaged in weaving activity and 

social media business. The entrepreneur’s decision for online 

business is considerably new, risk bearing, learning cycle and 

an opportunity. Job availability on the island is limited, locals 

are involved in small scale work. There are no corporate jobs 

or private sector jobs. The most beneficial options for these 

entrepreneurs, is to choose the online platforms to operate 

business activities. online platforms such as social media is the 

best approach for these entrepreneurs. 

vii. Social media self-efficiency motivates the entrepreneurs to continuous 

use –  
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Facebook and Instagram business pages have been designed 

by industry experts. It was established through the interviews 

that Harris Tweed entrepreneurs found the social media 

platform of Facebook and Instagram easy to use due to its 

user-friendly nature. The components of the business pages 

are designed to suit the user avoiding technical complexity. 

This creates satisfaction among the entrepreneurs to perceive 

the social media platforms to be useful.  

viii. Information and communication technology usage among the 

entrepreneur’s community –  

The average age of the entrepreneurs is forty-seven, majority 

of them live with their families and operate the business from 

home. Majority of the entrepreneurs with (84.6%) have 

previous experience of using digital platforms including emails 

and websites for personal use. Even though the participant had 

previous experience of using online platforms for personal use, 

adopting social media for business activities necessitates 

different skills. It was established through the findings that 

basic knowledge of online platform usage did made it easier for 

the entrepreneurs to operate new online mediums and created 

positive perception towards it. 

ix. Pressure to perform or not to perform social media actions for business 

- 

There was no assumption related to the social media adoption 

action, but it was found that the entrepreneurs were influenced 
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by the close family and friends to adopt and use social media 

for business. The pressure or support from family and friends 

motivated the HT weavers to modulate a traditional business 

into an online business. This was found to be the most 

important factor motivating the HT entrepreneurs to adopt 

social media for business operation. 

x. Skill training to uphold the business online –  

Harris Tweed entrepreneurs possess a combination of basic 

and skill education in the field of textile, marketing and nursing. 

None of the entrepreneurs possesses education or training in 

online field, social media or digital platforms. However, through 

the passion to learn social media skills, the entrepreneurs 

expect the business to grow, improve their business technique 

and develop a social media strategy.  

xi. Increase in sales, customer relation and communication using social 

media business page –  

Previous studies focus on social media platforms as a 

marketing and advertising tool (Moghavvemi, Ainin, Parveen, 

Jaafar, & Shuib, 2015), but this study has established that 

social media pages such as Facebook and Instagram are 

complete virtual shops for Harris Tweed entrepreneurs. The 

nature of business does not allow the entrepreneurs to operate 

business with a substantial shop, rather social media pages 

connects their business to potential customers, create two-way 
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communication, reach international market and generate profit 

in a cost-effective manner. 

xii.  Harris Tweed entrepreneur’s perception to self-gratification and self-

control -    

Harris Tweed has always been linked as an ‘Old man’s jacket’ 

among the clothing lovers. The online business initiative has 

transformed the traditional assumptions of the audience to 

accept the change in the industry. New innovation creates 

modern environment for the Harris Tweed entrepreneurs to 

mould, learn, adopt and use the ICT platforms according to the 

demand outside the industry. Few entrepreneurs from the age 

bracket of between forty and sixty express a strong emotion 

towards self-control over the business using social media 

platforms. Self-pride motivates the entrepreneurs to operate 

social media business on their conditions and creates a distinct 

feeling and image among the customer community.  

xiii. HT businesses are not family business but, it is understood that family 

and friend’s involvement in the social media business - 

It was assumed that the Harris Tweed business would be 

family businesses. These businesses are the first wave of 

entrepreneurs on the island using social media. The families 

and friends of the entrepreneurs have motivated, helped, 

supported, and advised on social media adoption, but it is 

found that these businesses are solely owned without any 

additional interest. Majority of the entrepreneurs with families 



285 
 

and close friends expects family involvement in future and 

collaboration with friends for projects using social media. 

Entrepreneurs with young family members do express of 

passing their skills and social media experience to their 

children or grandchildren if the circumstance supports. It is also 

determined that the entrepreneurs are not aware of being 

termed as family businesses due to the early days of operation 

with the support and involvement of family and close friends. 

The future of these businesses is uncertain due to the nature 

of the business and ever-changing technology, but the follow 

up in 2018 secured that the businesses were still in operation 

with expansion expectations.  

The above findings are the key elements and new understanding progressing towards 

the development of the conceptual model. 

6.2. Discussion on research objectives and research questions 

  

The study is combined with the primary and secondary data. Primary data is in the 

form of data collected from the participants and secondary data is from literature 

reviewed. The discussion on the research questions will assist to provide detail 

evidence based on the findings and secondary data.  

Research Questions 

• What personal/individual factors influences the Harris Tweed weavers to 

adopt social media for their businesses? 
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• What social media platform/s are being adopted by Harris Tweed 

weavers/artists for their small business and how does online platform benefit 

the entrepreneurs? 

• Do these collective entrepreneurs personal/individual factor/s appropriately 

interrelate to form a social media adoption model (SMAM)? 

Research Objectives and Questions 

Primary aim – Develop a conceptual model to explore the personal/individual 

entrepreneurial factors for adoption of social media platforms for business activities 

among the independent Harris Tweed businesses in Outer Hebrides. 

6.3. What personal/individual entrepreneurial factors influences the Harris 

Tweed entrepreneurs to adopt social media for their businesses? 

The discussion on personal/individual factors of Harris Tweed entrepreneurs is 

essential for this study to develop the conceptual model answering the objective of 

this study. Through the first-hand data collected from the thirteen participants and 

reviewing existing literature, allows the clear understanding of the complex and 

unexplained information available in this academic sector of research. The 

personal/individual factors influencing the entrepreneurs to adopt social media for 

business activities based on the findings and researcher’s understanding combined 

with the literature review to form a conceptual model. Personal factors of the 

entrepreneurs are not internal factors but individual perceptions towards adopting 

social media. These factors are discussed in combination with existing studies using 

Technology Acceptance Model. The entrepreneur’s personal factors are categorized 

as emergent sub-themes. The emergent sub-themes are presented in the form of a 

diagram, which assists the formation of main themes and final conceptual model. 
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6.3.1. Perceived Usefulness (PU) of social media platforms 

 

Any system whether machinery, electronic or new technology acquired for business 

purpose is based on its effectiveness. The practicality of a system is considered as 

the most important element before purchasing it and the productivity it can generate. 

It is found that the HT entrepreneurs weave on the specific weaving machine required 

according to the HT act. The weavers have to invest in single or double length loom, 

depending upon their interest, requirements and skill. The weavers require different 

skill set to operate single and double looms. Training for these skill sets are available 

to be obtained from the Harris Tweed Authority training programme on the island. 

Therefore, it is considered that investing in such machinery is useful for the business.  

Business elements such as renting shop, marketing, promotion, etc. requires financial 

investment. Online platforms such as emails, payment platforms and websites also 

assist business activities such as emails can be used to communicate with customers 

and website can be used to present stock and take payments. Such activities 

combined and presented under one platform such as social media pages, minimizes 

the cost of the business expenses. Harris Tweed entrepreneurs believes that the 

social media business pages are very useful for the nature of the business they 

operate. The geographic location of the business allows them to connect to potential 

customers’ from other countries. It also allows them to communicate, create brand 

awareness and increase sales. Social media is considered as an electronic shop (e-

shop) for HT entrepreneurs and surviving without social media is difficult. Therefore, 

individual perception of finding the social media platforms useful motivates them to 

adopt social media for operating business activities through it.  
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Even though the importance of PU has not been academically researched in the 

business sector, other fields have seen its growing importance. The impact of PU on 

entrepreneur’s perspective has motivated the adoption of social media to operate 

business activities.  Further related discussion will allow an overall concept of the 

relationship between PU and individual perception towards adopting technology or 

technological platforms from various viewpoints. 

Perceived Usefulness is defined as “the degree to which a person believes that using 

a particular system would enhance his or her job performance” (Davis, 1989). The 

importance of perceived usefulness of any kind of technology was made evident in 

the study conducted by Davis, Bagozzi and Warshaw (1989), it was observed that 

users rejected the technology as they did not find the technology to be useful although 

the technology was easy to use. Past studies have demonstrated that PU is a 

significant construct in testing the adoption of a range of various technologies. 

Perceived usefulness was found to be an important predictor in testing the user 

satisfaction of an e-commerce website (Green and Pearson, 2011). Furthermore, PU 

was observed to be the main factor behind the adoption and use of mobile coupons 

(Jayasingh and Eze, 2010) and computers (Davis, Bagozzi and Warshaw, 1989). 

Also, the PU construct in accepting a technology was observed to be more in men 

and young workers but the usefulness of a technology should be promoted without 

any gender discrimination (Goh, 2011).  

Prior studies have demonstrated that perceived usefulness and enjoyment constructs 

showed a positive response among the users in adopting technologies. Entertainment 

has played a crucial role in studying the satisfaction of the users for certain kinds of 

technology. Perceptions attached with entertainment is considered to make the 

technology more usable. Sago (2013) in a study connected the perceived usefulness 



289 
 

of a technology with a construct known as enjoyment. Perceived usefulness together 

with enjoyment and perceived ease of using the technologies was analysed. 

Technologies such as Facebook, Twitter, Pinterest and Google+ were considered. 

From the results of the study, it was seen that 92 percent of the respondents both 

male and female responded positively to the three variables being tested against the 

frequency of use of social media applications. Among the chosen variables of the 

study, perceived usefulness was found to have the maximum influence in frequency 

of using the applications by the respondents. Sago (2013) suggested that 

concentration on designing and increasing the perceived use of technology would 

lead to an increase in a greater number of users adopting the technology or increase 

its usage. Another finding from the study was that enjoyment associated with the 

social media service had a great impact on the users and increased the frequency of 

use of the technology.  

Perceived Usefulness is expressed as the extent to which a person believes that 

using a specific system would enhance one's job performance. In the organisational 

context, perceived usefulness is positive reinforcement in work and effective work 

performance. Davis (1989) investigated the perceived usefulness and user 

acceptance of information technology. The study included both theoretical and 

practical cases and the results showed that the strength of usefulness-usage was 

more dominant than other variables. Theoretically, the perceived usefulness of 

information technology was tested using various theories such as the self-efficacy 

model and Vroom’s Expectancy Theory (1964). Both theoretically and practically the 

significance of perceived usefulness in explaining the adoption of technology was 

demonstrated.  
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The importance of perceived usefulness and its application in explaining the 

employee’s perception was studied by Cheng & Cho (2011) in the travel industry, 

which established that the construct perceived usefulness could be put to use to study 

the perception of employees towards adoption of ICT. The basic essence of perceived 

usefulness was that perceptions about the usefulness of a system or object had a 

positive impact in adopting and implementing the same in day to day processes at 

the workplace. The self-efficiency model also claims that perceived usefulness stays 

a strong predictor in calculating the perception of the user’s perception toward 

adopting technology. A study conducted by Al-Haderi (2013), confirmed that the 

theory of TAM and its component PU have positive effect of self-efficacy on the 

individual perception towards actual adoption of technology. The study was 

conducted in Yemen. Elkaseh, Wong, & Fung, 2015 studied the perceived ease of 

use and perceived usefulness of social media for e-learning in Libyan Higher 

Education. Perceived usefulness of social media in providing a platform for the 

students to engage in e-learning was tested. The researchers used structured 

modelling analysis to test the variables of the study. From the results it was found that 

Perceived Usefulness of social media formed to be the key factors in assessing the 

students and teacher’s perception intention of accepting and using e-learning in 

Libyan higher education. It was found that the use of social media plays an important 

role in the adoption of e-learning in Libyan higher education. Social media significantly 

affected PU for both students and teachers. Hence, it can be said that social media 

is basic and easy to use, an individual who feels that social media is more useful will 

have more intention to use e-learning technology for learning. Shen & Wang (2018) 

applied technology acceptance model to study the user perception towards shopping 

clothes online in China. Perceived usefulness and the other constructs of TAM model 
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was applied to study the buying intention of the online users. The definition of 

perceived usefulness is related to anything found to be advantageous. Here, the 

researchers associated the PU to study the buying intention of users that satisfied 

their styles and choice of clothing. From the study it was found that the construct had 

high significance in understanding the buyer intention of online shoppers and was 

able to successfully calculate the number of users selecting particular brand or style 

of clothing.  

Another definition of perceived usefulness is that it is the degree to which a person 

believes that using a specific system would enhance one's job performance. Previous 

research works on the adoption of innovations suggested that there existed a 

prominent role for perceived ease of use. According to Davis (1989), perceived 

usefulness has a direct effect on the intention of use or the perception of use of the 

individuals with job-related productivity, performance, and effectiveness study as the 

background parameters studied. Also, perceived usefulness is said to influence the 

creativity and innovations through the attitudes possessed by them regarding the 

system under discussion. Venkatesh and Davis (2000) in their study emphasized that 

perceived usefulness has found application in studying the perception intention (BI) 

to use a new system both the online and offline.  Hameed & Arachchilage (2017), 

studied the basic TAM model and parallel to the study conducted by Venkatesh and 

Davis (2000) in the Malaysian environment. The researchers found that there existed 

a positive relationship with perceived usefulness and usage intention to adopt 

technology. The study was applied to verify the user intention of IT security systems. 

It was observed that perceived usefulness had a major role in measuring the user 

intention in using these systems. Moreover, the TAM model had proved to be 
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successful in not just measuring the user intention but also to study the perception of 

the respondents in innovative systems and processes within the organizations.  

Teo (2009) in his study demonstrated that the perceived usefulness has positively 

impacted the attitude toward computer use. Furthermore, the upgrade of the TAM 

model saw that an additional construct, i.e., the subjective norms also had a positive 

effect on the perceived usefulness of using the computer systems. Both of these 

constructs either directly or indirectly affected the perception intention of computer 

adoption by the participants of the study. sub-theme demonstrates the direct 

relationship between perceived usefulness and social media adoption. 

 

 

Sub-theme 1 

6.3.2. Easy to Use perception 

Perceived Ease of Use is explained by Davis (1989) as “the degree to which a person 

believes that using a particular system would be free of effort.” Effort is elaborated as 

a predetermined resource that an individual may apportion to the numerous activities 

for which they are responsible. A system which is easy to use, which does not require 

mental stress and great effort is widely acceptable at workplaces. Any technology 

innovation experts design their system to be user friendly and self- efficient. Simple 

design and guided technology system are expected to be adopted commonly by 

individuals for personal and business operations.  

When a system is easy to use and widely adopted, it creates recommendations. Most 

small business lack financial capability, therefore simple and easy to use system 
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which does not require huge investment and can generate sales and profit is highly 

beneficial for such small companies. HT entrepreneurs age group is compiled with 

individuals of minimum social media experience. HT entrepreneurs have adopted 

social media platforms due to its usefulness and its self-efficient characteristics. 

Majority of the HT entrepreneurs consider social media as easy to use and beneficial 

for business purposes.  

Participants  Comments on easy to use factor 

1 Social media is very easy to use 

6 My son helps me with social media if I don’t understand 
anything 

9 I don’t find it easy to reach my audience, I have to look 
for help online. 

10 It is so easy to connect with my customers and 
communicate in the message.  

 Table 15: Participants view on easy to use factor 

The perceived ease of use is the perception that the system or technology can be 

used without knowing the extreme technicalities. In other words, perceived ease of 

use of technology can also be considered as that the entrepreneurs perceive the 

technology (social media) as user-friendly. Davis (1989) studied the ease of use of 

two systems in IBM, namely PROFS electronic mail and XEDIT file editor with 128 

respondents, to test the perceived ease of use of these systems. The results from the 

regression analysis showed that perceived ease of use for both the electronic mail 

was higher compared to the file editor. The respondents of the study were asked to 

express the perceived ease of use using the following components: cumbersome, 

ease of learning, frustrating, controllable, rigid and inflexible, ease of remembering, 

mental effort, understandable, effort to be skilful and easy to use. Venkatesh and 

Davis (1996) investigated the antecedents of perceived ease of use among the users 

of a computer system. Perceived ease of use component was found as an indicator 

along with perceived usefulness for the computer users. The external variables that 



294 
 

affected the perceived ease of use was the computer self-efficacy and objective 

usability. From the results of the study, it was observed that perceived ease of use 

had a connection to the direct relation with the usefulness of the system. Other such 

experiment dealt with the analysis of psychometric properties of perceived ease of 

use. The psychometric properties of perceived ease of use were pooled across two 

target systems, it was found that training on the usage of these systems had 

increased the perceived ease of use among the respondents. Also, the perceived 

ease of use affected the intention of use of the systems as proposed by the TAM 

model. Additionally, the external variables that had an impact on the perceived ease 

of use was the interaction between the target systems. The perceived ease of use of 

the system had significant outcome explaining the intention of use of the target 

systems before and after the training process. The importance of usage of the 

systems and the direct interaction between the systems saw an increased response 

in the perceived ease of use of the system.  

Under another experiment carried out by Venkatesh and Davis (1996) included 

subjects and systems where all the respondents were given classroom-training for a 

period of five weeks. For this experiment, the research considered WordPerfect and 

Lotus as the target systems. The subjects considered here had importance as the 

students used them often. The often usage of the systems allowed the researchers 

to assume the self-efficacy model of use of the systems. Two types of training and 

two external variables were assumed to prove the effect of perceived ease of use on 

the perception intention of the respondents. Video-mock up and hands on training 

were given to the respondents. Post training, it was found that the respondents were 

able to relate WordPerfect better compared to Lotus. The perception intention of using 
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WordPerfect was more compared to Lotus indicating that the perceived ease of use 

for the system with higher rating was more.  

Since social media is fast gaining importance in the business world. The adoption of 

social media by businesses and their interaction with other businesses was studied 

by Siamagka, Christodoulides, Michaelidou and Valvi (2015). This study confirmed 

that there was a significant relationship between the perceived ease of use and 

perceived usefulness of social media in conducting business activities. From this 

study, it was found that the perceived usefulness and organizational innovativeness 

are the key drivers for the adoption of social media by B2B organizations whilst 

perceived ease of use was found to be an insignificant adoption driver in this specific 

context. It was also suggested that B2B organizations that have not yet adopted social 

media are likely to face increased pressures from prospective and existing buyers 

who might wish to interact via this platform, and also (indirectly) from competitors who 

will increasingly use these tools to their advantage. B2B organizations that intend to 

adopt social media should seek to enhance their managers’ perceptions about the 

usefulness of social media and address the perceived barriers through training 

programs that will enhance employees’ skills in social media and identify the 

importance and relevance of social media within B2B organizations and their 

industries. B2B organizations that have used social media platforms effectively might 

also develop case studies focusing on practices adopted to enhance perceptions of 

usefulness within and across their organizations with the aim of encouraging more 

organizations to have presence in social media platforms. Similarly, the HT 

entrepreneurs are inclined towards learning new skills for the benefits attached to it 

for their businesses. The lack of institute or training program options on the island is 

a barrier to the growth of these SMEs. With regards to training, governmental bodies 
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and HTA should provide programs designed to equip these entrepreneurs with the 

necessary skills to overcome the identified barriers and subsequently use social 

media more widely. 

Al-Rahmi and Othman (2013) in their study, suggested that TAM predictors to 

improve collaborative learning using social media platforms among students are due 

to perceived ease of use (PEU) and perceived usefulness (PU). The results from this 

study, depicted that social media facilitates the collaborative learning and academic 

experience with most of the participants but describes that there is the need for a 

more interactive and collaborative communication between peers and teachers. The 

lack in the comprehensiveness of the system affected the perceived ease of use of 

social media in a negative manner on the collaborative learning among students. The 

study also suggested that addition or infusion of other factors would be able to portray 

the effect of social media in improving the students' academic performance through 

collaborative learning. Subjective matters are to be considered while examining the 

perceived usefulness and perceived ease of use of technology or system was 

stressed upon by the researchers. 

Leng, Lada, Muhammad, Ibrahim and Amboala (2011), studied the acceptance of 

social networking sites (SNS) in Malaysia using the TAM model, the theory of planned 

perception and intrinsic motivation. The factors considered for testing the acceptance 

of SNS were perceived ease of use, perceived usefulness, perceived enjoyment, 

attitude, social norm, perceived perception control, and intention. The results from the 

data analysis found that perceived ease of use has a significant effect on perceived 

usefulness adopting SNS among the students of Malaysia. Perceived ease of use 

had no effect on the attitude of the students in adopting SNS. Therefore, it can be 

inferred that perceived ease of use had no direct impact on influencing the attitude of 
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the users in adopting certain systems or technology. It was also observed that social 

norms had no effect in the adoption of SNS. Whereas the perceived perception 

control positively impacted the intention of using SNS. Finally, the intention to use 

SNS positively affects the actual use of SNS validating the established link between 

intention and actual perception.  

All of the participants in this study find social media easy to use. Social media 

platforms used by the entrepreneurs are Facebook and Instagram. These platforms 

are designed for smooth communication, easy pictures uploading facility and sharing 

elements (pictures, video, live streaming links). These characteristics of the social 

media platforms makes it easy for the user to have positive perception towards social 

media. Online guide, friends and family support, workshops and training courses can 

enhance their skills on continuous adoption of social media for business purpose. HT 

entrepreneurs require long term adoption of social media platforms due to the nature 

of their business and location. Although none of the entrepreneurs found trust 

connection in the social media platform but did not express any undesirable 

experience using social media. The easy to use factor motivates the entrepreneurs 

to adopt social media before the start of using these platforms. Entrepreneurs’ 

perception is influenced by the effectiveness and easy to use characteristics of 

Facebook and Instagram. Few online platforms such as Etsy and eBay were highly 

criticized by very few participants due to the complexity, trust issues and time-

consuming characteristics of the pages.  

Many theoretical and empirical studies provide evidence that the TAM model supports 

perceived ease of use as being one of the key drivers in understanding the user's 

perception of using technology systems. There is an ample number of examples and 

instances where the importance of perceived ease of use in accepting a technology 
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have been recorded. Since its introduction during the 1980's the TAM model has been 

applied and accepted in many regions of the world. Many researchers, including Amin 

et al., (2007), Ramayah and Suki (2006) supported the perceived ease of use as been 

successful in understanding the technology usage intention. These previous studies 

have suggested that the use of TAM Model for studying the usage perception and 

user intention using social media has proved to be beneficial. Researchers of online 

services have built, evaluated, and modified numerous frameworks to understand the 

adoption of online services since the online services were first introduced. In another 

study conducted by Teo (2009), it was found that perceived ease of use had a positive 

relationship in developing a positive attitude towards computer use. Also, the 

perceived ease of use was affected by two other conditions such as the subjective 

norms and facilitating conditions which were the extended features of the TAM model. 

Abbas (2016) in his study found perceived ease of use had a significant relationship 

in explaining the perceived usefulness and perception intention of the individual’s new 

technology or in the adoption of the technology. However, the researcher noted that 

there was no significant relationship with subjective norms affecting the perceived 

ease of use in the minds of the individuals. 

Therefore, from the understanding and existing evidence, it is established that self-

efficiency and easy to use social media characteristics motivates the entrepreneur’s 

perception to adopt the platforms for business operations. Sub-theme 2 demonstrates 

the relationship between Easy to use perception and adoption of social media. 
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The direct relationship between perceived usefulness of social media and it is easy 

to use characteristics, motivates the entrepreneurs more to adopt such platforms. The 

diagram (a) presents the relationship between perceived usefulness and easy to use 

social media correlation.  

 

(a) Sub-theme 1 and 2 

6.3.3. Subjective Norms  

 

Acting similarly to the people around you, is a very natural instinct. Often, statements 

from people close or not does make an individual’s perception change or make them 

think on the subject. Perception does involve psychological concept on an individual 

which can let an individual act in a particular manner. The concept of ‘Subjective 

Norm’ is analysed on the basis of the participants social understanding. Ajzen (1991), 

defines the term subjective norm as “it refers to the perceived social pressure to 

perform or not to perform the perception”. Harris Tweed entrepreneurs believe that 

social media is used all over the world for personal and business use. The benefits 

affixed to it influences the HT entrepreneurs to act in a similar manner. It was 

observed that the geographical location of Outer Hebrides allows the entrepreneurs 

to operate business on a very low scale. These businesses depend mainly on tourist 
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visiting the Island. HT entrepreneurs are aware of other companies across the 

borders using social media platforms for business activities/operations. The pressure 

to compete, grow and sustain also motivates the HT entrepreneurs to use such 

platforms. The usage of social media platforms for business purpose does prove that 

the platform is beneficial among the SMEs. The personal perception of the HT 

entrepreneurs is highly influenced by family and friends using similar platforms in 

different business sectors, which drives confidence within them to present their 

business on an open platform reaching the international market.  

The other aspects that need to be considered is that the entrepreneurs are influenced 

by friends and other society entrepreneurs’ members. Recommendations and 

pressure from other businesses, friends and family presents the importance of the 

user efficiency of the system of social media and benefit using such platforms.  

The subjective norm is considered while studying the intention and perception to 

adopt technology because the users of social media may or may not have prior 

experience in using a similar kind of technology as illustrated by Davis (1989). One 

such other theory that used to predict and understand the user's intention in adopting 

technology was the theory of planned behaviour (Ajzen, 1991). Leng et al. (2011) in 

their study have showcased the importance of the constructs of TAM model in the 

adoption of SNS in Malaysia. The researchers confirmed that the subjective norm had 

a strong relationship in influencing the users’ intention to adopt SNS. It was also found 

that subjective norm is considered to be a strong predictor for people with no prior 

experience and in early stages of system development.  

Abbas (2016) used the TAM model in a special social environment in Kuwait. The use 

and adoption of smartphone technology have dominated Kuwait. The researcher 
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focused on the social aspect of Kuwait population and tested the influence of 

subjective norm (SN) (external factor) over the TAM model and precisely over 

perception intention (BI) to use smartphones through the two intermediate factors 

perceived ease of use (PEOU) and perceived usefulness (PU). The methodology 

used by the researcher was a modified version of the original TAM model, which 

included subjective norms. The TAM model involving the subjective norms is known 

as TAM2 model. Inclusion of subjective norm was considered based on the study 

developed and implemented by Venkatesh and Davis (2000). The subjective norm or 

the external perspective can be explained as one where an individual’s perception of 

what people important to him/her think he/she should or should not perform in 

accordance with a perception in question. Subjective norms can also be understood 

as the direct compliance with individual’s perception with that of the social actors 

acting upon the intentions of the individuals. Thus, the researcher assumed that users 

of smartphones adapt their attitude and perception according to the groups that they 

belong to. The effect of subjective norms on the other constructs of the TAM model 

mainly perceived ease of use, perceived usefulness and perception intention was 

tested. Random sampling was used to select the respondents.  

Another study on similar lines was conducted by Teo (2009). In this study, the 

researcher examined pre-service teachers’ self-report on their attitude toward 

computer use. The respondents for the study were 285 pre-service teachers selected 

from a teacher training institution in Singapore. The research framework to test the 

attitude of teachers towards computer use was assessed using the TAM model. 

Structural Equation Modelling (SEM) was used as the main technique for data 

analysis. Results showed that attitude toward computer use was significantly 

explained by perceived usefulness and perceived ease of use, and two external 
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variables, subjective norm and facilitating conditions. Overall, perceived usefulness, 

perceived ease of use, subjective norm, and facilitating conditions model accounts 

for 67.1% of the variance in the attitude toward computer use among pre-service 

teachers. Also, the subjective norms proved to have a positive relationship with the 

attitude toward usage (ATU) and perceived usefulness (PU) among the respondents. 

The results of this study suggest that TAM is a valid and efficient model in explaining 

attitude toward computer use among educational users. In contrast to the results 

obtained from the study conducted by Abbas (2016), Teo (2009) found that the 

subjective norms positively influenced the perceived ease of use of computer systems 

among the participants of the study.  

Having known the importance of the modified TAM model in explaining the user 

perception and subjective norms that affect the adoption of social media systems, the 

importance of subjective norms in predicting the perception intention of people is now 

taken up. Ajzen (1991) conducted an in-depth study on the theory of planned 

behaviour to find answers to the unresolved issues noticed in his theory.  In his study 

the researcher found that the intentions to perform in an organization could be 

predicted accurately from the attitudes toward the perception, subjective norms, and 

perceived perception control. This argument of the researcher was backed by 

practical evidence discussed in the study. Also, the intentions along with the 

perceptions of perception control account for a considerable difference in the actual 

perception. The researcher showed that the attitudes, subjective norms, and 

perceived perception control are related to the uniqueness normative, and control 

beliefs about the perception. Here, subjective norm was assumed to be affecting both 

attitude toward the perception and perceived perception control. In general, a global 

measure of subjective norm is obtained by asking respondents to rate the extent to 
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which important others would approve or disapprove of their performing a given 

perception. Empirical investigations from the study showed that the best 

correspondence between global measures of subjective norm and belief-based 

measures is obtained with bipolar scoring of normative beliefs and unipolar scoring 

of motivation to comply. These scorings observed by Ajzen (1991) was present in the 

range of .40 to .80 unlike the other perception measures. Intention, perception of 

perception control, attitude toward the perception, and subjective norm each reveals 

a different aspect of the perception, and each served as a point of attack in attempts 

to change it. The underlying foundation of beliefs provides the detailed descriptions 

needed to gain substantive information about the individual perception determinants. 

Lee and Wan (2010) modified the TAM model by including two more constructs, i.e., 

subjective norm and technology trust to study the intention use and perception use of 

individuals towards the e-ticketing in China. E-ticketing is a form of e-commerce 

whereby customers reserve a seat in an airline's database system and payment is 

made through the Internet. The researchers assumed that subjective norm is 

positively related to intentions and interaction of familiarity with subjective norm such 

that familiarity decreases the impact of subjective norm on intention. The research 

methodology used in this study involved distribution of questionnaire to travellers at 

the airport. Data analysis was done using the partial least square method.  From 

results, it was seen that subjective norms had no correlation in affecting the intention 

of the participants in using the e-ticketing system. The study confirmed that the 

familiarity with the system had no effect on the subjective norms and thereby 

contributed to a decreased use in the e-ticketing system. The result of this study is 

contradictory to the few studies where it was seen that the subjective norms had an 

effect on the individual perception and intention towards the adoption of technology.  
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Whereas, here, the researchers found that the subjective norms had not affected the 

intention or perception of the participants. Inclusion of trust in the TAM model was 

insisted from the findings of the study, as trust on the technology impacted the 

perceived ease of use and perceived usefulness of the technology/system. The 

participants consider family and friends recommendation to use social media for 

business as an influential factor to adopt social media for business activities. in 

section 4.4.2. explains the importance of friends and family to adopt social media for 

business.  

This qualitative study has established that the subjective norm has an extreme effect 

on the HT entrepreneur’s perception towards technology platform of social media as 

presented in the below diagram Sub-theme 3. 

 

 

Sub-theme 3 

Adopting social media on the basis of social pressure cannot complete the adoption 

factor and beneficial factors for the entrepreneurs. It is assumed that subjective norm 

sub-theme is closely related to the usefulness if the social media platforms and the 

self-efficiency of the social media system. Other factors such as trust which have 

been studied in previous studies, does not relate to this study findings and thus further 

discussion on trust element is believed not to be debated.  

Relationship between sub-theme1, 2 and 3 is presented below as (b): 
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(b) Sub-theme 1, 2 and 3 

6.3.4. Willingness to Learn or Training perception 

 

Role of learning is critical in adopting a new technology system (Nugroho, Susilo, 

Fajar, & Rahmawati, 2017; Venkatesh, 1999). Technology system adoption has been 

studied in detail at various levels by researchers mainly in the information technology 

area (Rahman, Yaacoub, & Radzi, 2015). Technology adoption can be also studied 

at individual and organisational level. Individual can be consumers and 

entrepreneurs. The entrepreneurs further, can be sub-divided into small 

entrepreneurs and corporate entrepreneurs. This study focuses only on individual HT 

independent entrepreneurs. 

Prior to adopting social media, the HT entrepreneurs did express possessing 

minimum experience of using online platforms. These online platforms include emails, 

websites and online shopping pages. The most online shopping page used by the HT 

entrepreneurs before commencing business on the island was found to be Amazon. 

Amazon is the only company that delivers fast product delivery on the island. Except 

that other companies delivering products on the island is often charged. HT 

entrepreneurs prior to their business had experience of ordering online, making online 

secured payments, access to websites and operating emails. Prior experience with 
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computer and technology is regarded as important determinant in adopting new 

technology platforms (Stenard, 2013).  

Although the HT entrepreneurs expressed using online platforms, they never used 

such platforms for business purposes. The process of online presence requires firm 

decision and action. Facebook was introduced in 2004 as a connectivity and 

communication platform for Harvard University students. Gradually the newly 

invented platform was spread across to the UK and other continents of the world. 

Currently, Facebook is the largest social media page used in the world with almost 2 

billion worldwide users (Facebook, 2019). The concept of using Facebook for 

business purpose progressively thrived its way to its users and adopted by HT 

entrepreneurs. The Facebook and Instagram business pages allows the user unique 

facility which is not provided to general individual users. In order to understand the 

algorithm and technicality of business pages, the users require to educate themselves 

with those skills. Business page on Facebook is called as Business Insights.  

Training courses on such skill is believed to be essential. Although, these businesses 

in the study operate without certified training, it does not take away their intention to 

not use social media business page. Throughout the research it was noted that the 

entrepreneurs possessed the knowledge of social media but lacked awareness of 

training benefits. HT entrepreneurs expressed the intention to learn. It was 

established that only three entrepreneurs trained themselves on social media courses 

during the early period of the business as presented in chapter 4. The participants 

noticed improvement in their business because of the skills learned. Majority of the 

participants were inclined towards the concept and importance of training courses 

and desired to enrol for it when possible. As discussed in chapter 4, learning social 

media skills is possible through training courses, online guides and friends and family 
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support. Participant six expressed the intention of depending on the family and son 

for social media help due to age (65 years) and limited travelling facility on the island. 

Learning from online portals and family and friends is not ruled out from the perception 

of learning new skills. Learning from verified online portal and learning from family or 

friends equipped with skills should be considered.  

Learning from known sources is believed to minimizes stress, reduce errors and 

allows effortless and quick actions for business activities. Effortless system process 

does generate quick results and beneficial outcomes. It also improves the user’s 

perception towards adopting social media. Therefore, it is established that learning 

appropriate social media skills from substantiated sources have direct impact on the 

systems effortless usage. Several researches have established relationship between 

learning and adopting technology in various other fields mainly including organization 

sector is discussed below. The area of understanding user’s willingness to learn 

social media business skills among SMEs entrepreneurs is unknown, the researcher 

believes that this study is the first of its kind to contribute such knowledge in this field.  

Willingness to learn new technology skills is one of the most important qualities user 

seek during the work process (Stone, 2010; Stankovska, 2016, Bacon and 

Mackinnon, 2016). Digital skills are important for SMEs to survive, growth and expand 

(Rabies, Cant, Wiid, 2016; BMG-Research, 2015). Whether an individual is willing to 

learn and to embrace emerging automation or not, it will help to highlight their 

allegiance to growth. SME entrepreneurs are constantly deciding about acquiring, 

adopting and using computer information technology (Rabie, Cant, & Wiid, 2016). 

Investigation has explored that the determinants of such decisions concede that 

willingness to learn is a determinant of perception of ease of use of a system and 

adoption of the system. Willingness to learn or training has been one of the factors 
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considered important to the improve workers skills, which results into significant 

outcomes. Technology acceptance has been thoroughly cogitated upon with many 

model designs and theories to approach. Ventakesh & Bala (2008), suggested that 

training subject to higher authorities is one of the most essential determinants of post 

implementation of adoption of technology. The entrepreneurs consider learning new 

skills through training from institutes, online guide or family and friends after adopting 

the social media system. Even though training can be organized before the adoption 

and usage of social media platforms, it is established that training is conducted post 

adoption of the system. Different training mediums as discussed can be intervened 

to accommodate the adoption of the social media platforms. Often, training at institues 

or workshops indulge in an interative context. Interactive training is found to be more 

effective than traditional training and therefore impacts positively on the users 

perception to adopt the social media system (Venkatesh & Bala, 2008). Self-efficiency 

characteristics of social media affect the entrepreneurs perception to adopt the 

system is stronger and prominent with interative training and learning. Informative 

learning sessions impacts the mood of entrepreneurs. Participant 10 negative 

experience with Business Gateway impacted the entreprneur’s perception towards 

learning. Therfore, learning experience can be used to develop constructive 

perception of determinants of social media’s self-efficiency and social media 

usefulness. Sub-theme 4 presents direct relationship between willingness to laern by 

the participants and adoption of social media. 
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The entrepreneurs’ experience of social pressure encourages them towards learning 

specific skills. Although, there have been no such study which confronts subjective 

norm impacting willingness to learn perception, but this study has established the 

relation. Society norms impacts HT entrepreneur’s decision to consider training or 

learning social media skills. Willingness to learn motivates the HT entrepreneurs to 

continuously adopt and use the social media platform. Learning new skills can reduce 

the system’s operating effort and make the social media system useful for business 

activities (c). 

 

 

(c) Sub-theme 1, 2 ,3 and 4 
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6.3.5. Business Result Relevance   

One key component established in the study is the importance of social media 

business platforms. The HT entrepreneurs express positive judgement about social 

media and its requirement for their businesses. It is evidently noticed several times in 

this study that HT entrepreneurs understand the nature of the business and the 

criticality of social media. This factor is the most important determinant motivating HT 

entrepreneurs to adopt social media for business. The geographical location of the 

businesses allows the HT entrepreneurs to contemplate choices beneficial for their 

business. Other businesses based in same location without using social media 

struggle to reach audiences and grow. Business result relevance is a purpose of the 

importance within entrepreneur’s business of the set of jobs the system (social media) 

is capable of aiding. Venkatesh & Davis (2000), defines job relevance as “The degree 

to which an individual believes that the target system is applicable to his or her job”.  

Participants 8 and 9 were found to be the most successful entrepreneurs with the 

number of followers on Facebook and sales leads among the set of entrepreneurs 

interviewed. It was noticed that few other participants found participant 8 and 9 social 

media pages to be popular, interactive, and engaging. Participant 13 used the term 

‘stalking their page to get learn’, was found as competitive but more inspirational from 

business result context. 

Implementing an appropriate system for business generates results (sub-theme 5). 

Individual confidence in adopting a system depends on the tasks required to be 

supported. As earlier discussed, entrepreneurs invest in weaving looms to weave the 

Harris Tweed cloth. Without looms the entrepreneurs are not able to produce their 

final product. Similarly, weaving requires wool which is provided by the mills as per 

requirement from the entrepreneur. This process can be controlled by the 
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entrepreneurs but won’t demonstrate business results. Social media platforms bridge 

the gap between the entrepreneurs and business tasks and results.  

 

 

Sub-theme 5 

Research on understanding SME entrepreneur’s perception towards social media 

adoption is not available, but the importance of adopting such technology can be 

understood by contributions from other fields. Black et al. (1987) and Norman (1987) 

in Venkatesh and Davis (2000), suggested the goal-hierarchy models operating at a 

micro scale (research in human computer interaction) wherein higher-level goals 

include tasks such as writing a report and lower-level tasks includes clicking mouse 

buttons or keyboard. Therefore, business result relevance will positively impact on 

social media usefulness motivating the HT entrepreneur to adopt the system (d).  

 

 

 

(d) Sub-theme 1 and 5 
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Entrepreneurs often respond to their peers and social influence to establish a strong 

image within the reference of the society. Image has been defined by Moore & 
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Benbasat (1991) from their research on diffusion of innovation as “The degree to 

which an individual perceives that use of an innovation will enhance his or her status 

in his or her social system”. HT entrepreneurs possess personal qualities such as 

self-driven, skills and passion towards their business. Upon meeting the 

entrepreneurs, a sense of pride and satisfaction was noticed.  

Participant 4 (34:36) expressed, “But, I feel very guarded of my business, because I 

have been a mom and gave up things for everyone. So, I feel it’s my time now. I am 

also proud of my Facebook page.”  

The expression from P4 explains that the pride of owning the business and operating 

on social media created confidence and encourages the entrepreneur to continuously 

use the system.  

Sense of strong self-image creates faith in the system and competition in the society. 

Participant 8 and 9 as earlier discussed have successfully operated the social media 

business. The entrepreneurs are migrated from mainland and therefore the sense of 

self-image is considered important. Feeling satisfied by the service the entrepreneur 

provide on social media motivates them to adopt the platforms. Venkatesh and Davis 

(2000), viewed self-image from French and Raven’s taxonomy (1959) perspective – 

the foundation base of identification is merely power. In the HT weaving industry with 

a small group of entrepreneurs, it is established that strong self-image describes 

success. Successful self-image inspires new entrepreneurs to follow their pathway. 

Therefore, self-image not only motivates existing entrepreneurs to compete and 

generate results but also the new entrant entrepreneurs to adopt social media for 

business.  

The choice of adopting or rejecting social media at any level of implementing it is 

entrepreneur’s choice. Although, it is rarely possible that every entrepreneur will 
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succeed. Society pressure and competition does create an atmosphere of standing 

ahead of the other to survive. Participant 9 commented about another entrepreneur 

in the interview as: 

“Hijacking our page and commenting on my post to ‘come and visit his FB shop’. I got 

so annoyed. They know that we are doing well and have a lot of followers on FB, this 

is what I don’t want where someone will come and take our customers away by selling 

their item at a cheaper price”.  

Self-status and self-image encourage the entrepreneurs to be vigilant and careful 

while using the social media platform. It also allows the users to create techniques to 

protect the social media audiences and feel self-satisfied. Increased adoption of 

social media platforms creates effortless usage of the technology.  

 

 

 

 

Sub-theme 6 

The sense of success is the result of customer engagement, sales, communication 

and competition. Self-image is recognized as commendation of the system benefitting 

the business as compared to the competitors.  Participant 6 perception towards self-

image is as follows … 

“And tourist when they come by, they tell me that they have seen me on FB or Insta 

and that they would like to buy from me. I feel so happy.” 

This indicates the importance of perception towards self-image in motivating the 

entrepreneurs using social media for business (sub-theme 6). Individual 
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entrepreneurs’ perception towards self-image also impacts the entrepreneur’s 

perception towards the system self-efficiency (usefulness) (e). 

 

 

 

 

 

(e) Sub-theme 1 and 6 

6.3.7. Prior Knowledge and Experience of social media for Personal Use 

 

Entrepreneurial opportunities are important for individual entrepreneurs to operate a 

business, as business establishment and innovation is considered as a process of 

recognizing potential opportunities. Identifying those opportunities is fundamental to 

the entrepreneurship journey. This process is often challenging for entrepreneurship 

as they work towards generating financial capabilities.  

Entrepreneurship education is important for opportunity creation (Raposo & Paco, 

2011). Similarily, prior knoweldge and experience in recognizing entreprneurship 

opportunities is important for the entrepreneurship process. Individual entreprenuers 

with prior knowledge and experience using social media for personal or buisness use 

tend to recognize entrepreneurial opportunity by associating ideas with knowledge. 

HT entrepreneurs prior knowledge of using online platforms and social media pages 

for personal reasons tend to motivate and create confidence to use the platform for 

business purpose. Entrepreneurs positive experience and knowledge gained from 

peers, training and online guide allows the entrepreneurs to sense entreprenurial 

opportunities with such support. Previous studies has discovered that entrepreneurs 
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prior knowledge and experience play an important role in recognising opportunities 

(Park, Sung, & Im, 2017). HT entrepreneurs are highly influenced and supported by 

family and friends as compared to social media educational training due to the limited 

training availibility. The knowledge obtained from social group helps the HT 

entrepreneurs to recognize better opportunities and understand the social media 

business market. Weaving skill and Harris Tweed cloth demand is common with the 

HT individual entrepreneurs. The HT entrepreneurs are fimiliar with the market trends 

and demand. Technological and market knowledge also tend to create entrepreneurs 

to recognize opportunities beneficial for their business such as social media (Siegel 

& Renko, 2012) (sub-theme 7). 

 

Sub-theme 7 

Prior experience using similar platforms for individual personal use makes the 

entreprneurs familiar to the system. Familiarity with the social media system can 

offload the stress from the HT entreprneurs and make the process effortless. Although 

majority of the HT entrepreneurs does not posses prior business experience, some 

prior social media knowledge and experience allows easy accessibility, efficiency 

using the system and the continuos adoption of the platform (f).  
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6.3.8. Family Involvement in Small Business activities 

HT entrepreneurs are individuals operating their businesses. The businesses are 

small and does not employ additional people, except few family members and friends. 

The process of weaving as explained earlier in the study requires the involvement of 

few other members of the society. The nature of their business is small and operated 

individually, therefore the entrepreneurs are sole traders, but their businesses are 

classified under SME definition. 

The nature of the Harris Tweed law does not allow the entrepreneurs to employ 

additional members of the society for weaving. Whereas, employing for other 

business purpose is accepted and purely the entrepreneur’s decision. Majority of the 

businesses consider themselves as having family involvement. Although, the 

entrepreneurs do not agree to term their business as ‘family business’ as of now but 

intend to handover the business to family and close friends if the situation demands.  

Involvement of the younger generation in the business is beneficial for the 

entrepreneurs due to the advancement of technology and digital platforms. The 

younger generation often tend to have interest in innovation and change the operating 

pattern of the business according to the trend. The entrepreneurs in this study are 

stable at their position without the intention to retire or handover the business any 

soon. The skill acquired by the entrepreneurs can be passed to the new generation 

in their family, but it has not been established if the young generation would take over 

the weaving business and create a family business.  

The tradition of weaving has been passed from one generation to another. Few 

migrated entrepreneurs have learned weaving skills from the weaving course on the 

Island. Therefore, this entrepreneur group is understood to be the first wave of its kind 
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on the Island. Four of the entrepreneurs are very firm and confident on having family 

involvement in their business and would choose to transform into a family business. 

Participant 8 quotes as  

“Yes, there is family involvement and support like I will do something for my husband, 

or my son will help us for something. There is family essence, but we trade completely 

separate and as sole (individual) businesses.” 

Participant 4 understanding of the business is as: 

“This is my business; my older son does show some interest in it. He did give a try 

and I have told him if he doesn’t want to leave the island then this is always there for 

him. But my husband always comes along with me to the mills to drop and get the 

cloth. He has helped me setting up my Facebook page too. But don’t tell him that he 

is helping ha ha. It is me who runs this business, but at the same time I have my 

family involved somehow. I would say it is a private family business.” 

Participant 4 quoted,  

“We have family experience. My husband is sixty and he is weaving for more than 

forty years. There is a lot of experience, my M-I-L worked as cloth inspector for forty 

or fifty years as well. There is a lot to contribute in this family. It is not something we 

decided to do randomly. The tradition of weaving is still alive. Although my children 

are busy doing their things, but my grandson who is very small seems to show a lot 

of interest. If there was no family support whether it be help for loom or help for 

Facebook, it would have been difficult for me.” 

The phrases used by the entrepreneurs’ indicates the involvement by the family and 

their expectation to have a family business.  
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Family involvement does not necessarily mean young generation involvement. As in 

this study, it is established that family involvement includes all age groups from the 

family and close friends. Although, young generation involvement has a different 

impact on the knowledge sharing experience of the entrepreneur, but older members 

of the family can also contribute to the other parts of the business operations. The 

young generation in a small business are called as the digital successor. The new 

generation also motivate the entrepreneurs to adopt digital technology platforms. 

From education, knowledge and experience using new technological platforms, the 

young generation can share more ideas to innovate the business strategies. Every 

small business in today’s world requires technology and digital presence, and 

younger generation are dominated by digital technology and electronics. The 

knowledge of social media and its skills are easily available and learned by the 

younger generation (Cesaroni & Sentuti, 2011). Education related to social media and 

other digital platforms can contribute great knowledge in small business by the 

younger generations. The nature and attitude of the first generation in the business 

is established as open, ready to change and recognising new opportunities. 

Therefore, involving family member and expecting younger generation to involve in 

the future will allow the entrepreneurs to adopt social media for business operations. 

The issues in small business involving family members on the continuous adoption 

and implementation of ICT and digital platforms may be exacerbated by the condition 

of weakness that often-other large companies have in terms of managerial skills and 

professionalism. The ability and decision to acquire skills and adopt new technology 

platforms and social media to operate business in a modern manner and interact with 

customers is positively related to the acceptable managerial skills which is often not 

readily available in a small family business (Kuan & Chua, 2001) in (Cesaroni & 
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Sentuti, 2011). The communication between family members regarding innovation 

and technology adoption is important. New generation access and understanding of 

social media is comparatively higher than the older generation of the family. Family 

involvement and succession is considered important step in a small family business 

life cycle. The HT entrepreneurs are equipped with weaving skills, learning social 

media skills require training, support from friends and family. HT entrepreneur’s 

expectation to transfer the business to the new generation or other family members 

in the family or friends require transfer of weaving skills and insight of other business 

activities (g). Although it is already noticed that family involvement is beneficial for the 

entrepreneur’s social media needs, it is not known whether the business succession 

is possible in the future.  

 

 

(g) Sub-theme 8 

6.3.9. International Market Reach 

Information communication and technology was understood to be complex and high-

cost implementation on its introduction. Today, ICT has reached every corner of the 

world with new invention and innovations. Social media platforms have presented the 
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the help of internet helps businesses to conduct their activities from anywhere in the 

world. The consumers in the global market have increased their demand and desire 
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for best products and services. In order to meet the global demand, companies have 

to present themselves virtually. Adopting social media for conducting enterprise 

activities does not guarantee business. Whereas thorough strategy and practice 

should be followed. Online presence has to be informative, precise, engaging and 

truthful for the customers to maintain long customer relations. Small businesses 

compared to large companies does not have access to financial investment to hire 

external companies to handle social media business activities. Small businesses 

entrepreneurs, managers and other members have to learn those social media skills 

which benefits and fulfil company’s social media goals.  

Harris Tweed entrepreneurs are small businesses with big aims. Majority of the 

entrepreneurs are new to the industry with no previous experience and social media 

skills. The nature of their business attracts customers who visit the Outer Hebrides 

for tourism and leisure. All of the thirteen participants interviewed had no local 

customers, with very few (23%) of them regularly supplying to customers based in 

Scotland. The target customers for these businesses are mostly from other parts of 

the world. The entrepreneurs intend to create and increase their international 

customers by using social media platforms.  

Unique selling point among all the thirteen entrepreneurs is that they specialize in 

their own different talent. Few entrepreneurs can weave customized cloth as per 

customer request, which is difficult to find from other entrepreneurs, while others have 

knowledge in producing fine home furnishing products. It was also noticed that the 

entrepreneurs had limitations on producing the amount of cloth they could for a 

customer due to the time-consuming weaving process. The prices charged by the 

entrepreneurs is competitive with the large mills on the island, which can produce 

heavy amount of the single design cloth. This also attracts the global customers to 
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the individual entrepreneur’s business, enjoying customer relations. The companies 

should realize their responsibility being online and understand the business code of 

conduct towards the customers. The globalization phenomenon along with the online 

presence and social media business, has allowed the customers to gain access to 

the products and services of their interest. Customers have the opportunity to select 

the business presence on social media according to their preference based on the 

best customer gratification. Therefore, in the current market environment of 

increasing global demand if a company can provide products and services according 

to the requirement can gain customer loyalty and enhance global business. Although, 

the companies realize the benefits of using social media for business, but such rapid 

changes and technology adoption can also give rise to challenges. One of the main 

challenges found is that the company has to follow the current trend in the market to 

keep the customers engaged (Abuhashesh, 2014). The HT entrepreneurs have to 

adequately invest in the social media business process, allowing communication, 

passing information, and answering queries of the potential customer.  

Participant 1 experience with a follower on Facebook is as follows:  

“Yesterday I posted something and used a hashtag #MadeinBritain, soon after there 

was someone with a comment with ‘are you sure it is not made in Scotland’. I had to 

remove the post because I got like oooohh. I mean OMG, I have to be very clear in 

what I write. Now I have learned how to manage these things and I think I will be 

making mistakes too, but its fair I will learn from them.” 

Realizing and acting upon the remarks by the followers on social media can allow the 

entrepreneurs to understand and capture the target market. 

Also, participant 1, 
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“The company is expanding in Japan and I would want to get some customers from 

there too. These people buy HT and use them in big brands such as Prada and 

Chanel. I am aiming and working towards getting a consignment from them. The story 

behind how I am doing this is by using Facebook and Instagram specifically. I cannot 

believe majority of my customers are from FB. I mainly target small textile, design and 

home décor business. They order small batches and then once they use it, they keep 

on ordering. I find them mostly on social media because our customers are mostly 

international and finding them is easy on social media.” 

Participant 3,  

“We also ship to Australia and Europe. So, we are a small international business. 

Since last year when we officially started this business things are different and moving 

forward. We are … errm trying to learn new things” 

As mentioned earlier, the businesses target international clients and therefore, their 

expectation to further expand and reach the international market is only possible by 

online social media presence (i).  

 

(h) Sub-theme 9 

 

6.3.10. Emerging Themes 

The combination and interaction of the sub-themes recognized in this study from the 

findings together forms one of the main emergent themes for this research. Chapter 
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3 describes the methodology adopted, constant comparative coding style and manual 

data analysis for this study.  

The influential factors on their own cannot form a conceptual model. The connection 

between the factors can result in a rich conceptual model. The researcher believes 

that the conceptual model developed in this study is first of its kind to contribute 

knowledge academically and practically. Themes are the combined characteristics 

outcome of the participants in the study (Vaismoradi, et al. 2015). The interpretation 

and description of the HT entrepreneurs are the features of this study. It is the 

responsibility of the researcher to present those features in a structured manner 

allowing the reader to understand the participant’s perspective. Emergent ‘theme’ is 

the main contribution of the data analysis that produces actual results in the research 

(Krauss, 2005). As presented in chapter 3, manual coding with the use of memos was 

selected for this study. Creswell (2014) advices a systematic coding process which 

allows statement analysis and create a cluster of codes. The cluster of codes 

collected can be compared to other sections and similarly to other interviews. Rich 

codes are selected, and additional not related codes are rejected, creating categories. 

In this instance, it creates a cluster of sub-themes. 

The sub-themes created in this chapter are the result of careful data analysis 

organizing the entrepreneur’s repeated ideas and perception, helping the study to 

answer the research questions. The sub-themes generated themselves cannot be 

termed as a conceptual model. The cluster of Sub-themes generated requires 

organised main themes to fall under.  

Themes are used as descriptor, concept and attribute (Vaismoradi, et al. 2015). It 

contains those codes that have a collective idea and concept of reference with the 

highest level of generality that combines the ideas of the research inquiry.  The 
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emergent themes are threads of the underlying meaning subsequently discovered at 

the interpretative level of the subjective understanding of the entrepreneurs. 

The detailed nine sub-themes cluster developed through the coding combines to form 

a group of two main themes. The factors influencing the HT entrepreneurs’ perception 

to adopt social media for business are divided into two main themes after careful data 

analysis. The themes are formed on the basis of frequent and constant expression of 

the participants and sub-themes developed through it. The main themes developed 

for this study are Entrepreneurs Motivation Factors and Entrepreneurs Expectation 

Factors. 

6.3.10.1. Entrepreneurs Motivational Factors 

Harris Tweed entrepreneurs’ perception to adopt social media for business is 

influenced by individual motivational factors. There is a need to adopt social media 

for small business, adopting technologically innovated platforms not only benefit the 

business financial but allow the businesses to endorse other business activities. The 

entrepreneur community is extensively motivated by the perception which they 

believe to be beneficial. The advancement in adoption of social media verifies the 

motivation and need for the opportunity.  

Individual motivation definition selected for this study is, “the attribute that moves us 

to or not to do something” (Broussard & Garrison, 2004). Other definitions which sum 

up the understanding of motivations is, 

“Those psychological processes that cause the arousal, direction, and persistence of 

voluntary actions that are goal oriented” (Mitechell, 1982).  

Motivation is the perception, belief, interest, and its actions that are closely related 

and accounted by an individual. Motivation allows an individual to make decisions on 
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the outcome of the action, whether good or bad. Motivation has an enormous impact 

on the perceptions people form about the world (Lumen Learning, 2021). Motivation 

has determinants which assist an individual to analyse the situation on its advantages 

or disadvantages.  Therefore, the various determinants whether cognitive (strategy 

use), non-cognitive perception (perception, interest, beliefs) or both influences 

motivation (Lai, 2011). Individual motivation including their preferences and wishes 

are influenced by what their percept (Balcetis & Dunning, 2006). Decades of research 

in psychology field has undermine the assumption that whatever people hear or see 

is exactly mirror image of what is put in the real world, but in two separate ways 

(Balcetis & Dunning, 2006). As study presented by Simons & Chabris (1999) in 

Balcetis & Dunning (2006), it is considered that people are not exactly aware of 

everything that goes around them with an study example of attentional blindness, 

“undergraduates asked to monitor how many times people in a videotape pass a 

basketball among themselves, 40% failed to see the woman in a gorilla suit saunter 

into the middle of the group, turn to the camera, beat her chest, and then walk out”. 

Perception is also considered to be biased in previous studies (Bhalla & Proffitt, 1999; 

Creem & Proffitt, 1998) in Balcetis & Dunning (2006), with a study example of that 

hills are not as steep as they look to be. Perception can vary based on what we get 

motivated to see. Research have shown that motivation influences individual 

perception including their belief, wishes and preferences.  Similarly, motivation 

influences the individual perception towards adoption of social media (Al-Menayes, 

2015). Research has shown different motivators influencing individual perception to 

adopt social media for business and other activities, this study sought to differ in 

presenting the results based on adaptive theory and new data collection.  
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Although the adoption environment is at an early stage, the entrepreneurs are aware 

of the significance and development opportunity obtainable with social media. The 

use of social media and various social networking platforms have increased 

drastically. There is a rapidly increasing number of people using these social media 

platforms for communication. All the thirteen participants firmly believe that adopting 

social media has been beneficial for their business. These platforms, some of which 

are virtual communities, instant messaging through mobile and social networking 

sites have not only become a part of people’s day to day life but also a prime medium 

of communication (Zhuang, 2015). Communication is a vital element of this adoption. 

Social media platform’s main feature is to allow the user to communicate with others 

in the form of text, pictures, videos and emojis.  

The platform is accessible from anywhere and from any smart device. Entrepreneurs 

use social media mainly from their computers and mobile phones. The self-efficiency 

characteristics of social media motivates the entrepreneurs to adopt and continuously 

use the platform. As explained by the researcher (Bagozzi & Dholakia, 2002) in 

Zhuang (2015), since these platforms were first introduced, they were used for 

organisation, supporting and communication; there by creating a huge audience 

which is also called as ‘virtual community’. Along this time when the number of people 

using social media and computer-mediated technology increased tremendously and 

smart phones being born, there was something called mobile application or apps were 

born. These ‘apps’ were completely life altering for people and businesses as they 

gave a complete new meaning to working anywhere, anytime’ by overcoming   

geographical barriers and easing communication as detailed in (Baike, 2013) in 

Zhuang, (2015). Studies in the past have shown that adoption of social media is 

motivated by factors, but mainly from large organisation’s or consumer’s point of view. 
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Small entrepreneurs perception towards adoption is a blank area. Studies have either 

tested previous models or conducted quantitative studies, which is difficult to 

generalise under this study topic. Therefore, the findings from the participants are 

unique, rich, first-hand, insightful and informative, contributing excessive knowledge 

to the society. 

One of the key questions that arises on this topic is what are the motivational factors 

for users for adoption of these social media platforms? Comparing with consumer 

perspective, one such interesting study is conducted by Zhuang (2015). Zhuang, 

(2015) analysed 22 articles and has conducted an in-depth study of various factors 

affecting user motivation and continued use of the social media platforms. He further 

derived a pattern of five major themes affecting this topic which are explained in detail 

below: 

• Individual motivation 

Individual motivation comes from a person’s intention. Intention concept can further 

be classified into personal intention and ‘we-intention’. Personal intention as defined 

by (Eagly & Chaiken, 1993: p.168) in Zhuang (2015) is, “person’s motivation in the 

sense of his or her conscious plan to exert effort to carry out a behavior”. Whereas 

‘we-intention’ can be understood by the definition given by (Tuomela, 1995) in Zhuang 

(2015), “commitment of an individual to participate in joint action and involves an 

implicit or explicit agreement between the participants to engage in that joint action”. 

To understand this further it is noted that we-intention is one of the main motivational 

factors when users participate in virtual communities like chat rooms where there is 

a joint agreement between parties (Bagozzi & Dholakia, 2002) in Zhuang, 2015.  

• Social influence 
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Social influence is one of the major determining factors in the decision to use social 

media platforms by SME’s and individuals. For example (Lin & Lu, 2011) in Zhuang, 

2015; conducted an examination to find out as to why people continue to use social 

media. The result of this study stated that; due to the perceived popularity of smart 

phones and thereby instant messaging, users are more likely to use these platforms 

if their peers are using them too, if using these platforms expands their contacts in 

the social presence and if these platforms gives them satisfaction, usefulness and 

enjoyment.  

Social influences within itself contains different variables that help attain and maintain 

a level of connectivity. These variables are further classified into three components 

(Kelman ,1974) in Zhuang (2015).  

1. Compliance processes 

2.  Internalization processes 

3.  Identification processes. 

 

• Usage Experience, Perceived Innovation & Privacy Concern 

According to (Shen, Cheung, Lee and Chen, 2011) in Zhuang, 2015; they discuss 

usage experience and how it can predict people’s use of social media through 

studying how instant messaging (IM) has become crucial in socialising and also how 

we-intention influences IM. Furthermore it was found by Venkatesh and Davis (2000) 

and (Venkatesh et al., 2003) in Zhuang, 2015 that gradually as users virtual platforms 

become well informed of the users interest and the more recognizable they are with 

each other, the lesser the users will be influenced or will submit to fellow members 

opinions.  
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To study perceived innovation (Lin and Li, 2014) in Zuang, 2015, Rogers’ (2003) 

examination of innovation theory was applied in regard to mobile instant messaging 

(MIM) in China. The findings of this study stated that if users deemed the use of MIM 

as more favourable and compatible to their previous experiences, compliments other 

technologies already in use and their lifestyle then they are more likely to adopt and 

continue using these social media platforms.  

Privacy concerns have always been a running concern since usage of social media 

has flourished. Some of the issues that arise regarding privacy are collecting users 

personal data, storing and use of this personal data, secondary, unauthorised and 

even improper access to this personal data (Stewart & Segars, 2002; Malhotra, Kim, 

and Agarwal, 2002; Bansal, Zahedi, & Gefen, 2010) Zhuang,2015. For example, 

some research (Stewart & Segars, 2002) in Zhuang, 2015; states that there were high 

concerns regarding possible harm or loss of the personal information submitted by 

the users. These factors can be major deciding factors and can also result in 

determining trust and continued usage of these social media platforms by users (Zhou 

and Li, 2014) in Zhuang, 2015.  

It is very clear from the previous researchers studying consumers’, that understanding 

individual entrepreneurs’ perception in SME toward social media adoption for 

business activities is still under researched area.  

In the above discussion we elaborated on motivation for use of social media for 

individuals. Similarly, there are large amounts of research done on motivation for 

using social media for large enterprises (LE). However, the following segment 

elaborates on what motivates adoption and success factors in the use of various 

social media platforms to small and medium enterprises (SME’s).  
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In the last few years, the use of various social media platforms has drastically 

increased in organisations and enterprises. For instance, as per the study by Cook, 

(2008); Stocker and Tochtermann, (2010) and Stocker, Strohmaier and Tochtermann, 

(2008) in Zeiller & Schauer (2011); social communication platforms like weblogs are 

many a times used as project logs or even as a medium of communication within the 

organisation at the management level or even between the marketing head and the 

customers (Meske & Stieglitz, 2013). Zeiller & Schauer, (2011); further state that 

companies develop a data base called wikis to collaboratively share information and 

knowledge, thus putting social media platforms to further use at the organisational 

level. These social software’s thereby can help enterprises to enable teamwork, 

improve cognitive responsibilities and help free flow of information.  

According to the research by Zeiller & Schauer, (2011) and Meske & Stieglitz, (2013); 

considering the ease of use, the widespread availability and cost effectiveness of 

social media in the current business world means it is one of the best available tools 

for SME’s to enhance their business. In doing so Zeiller & Schauer, (2011), 

established that SME’s could be facing a few challenging questions regarding the 

kind of implementation strategies to adopt, how to get the best results by 

implementing these social software across the company and also to get the best 

results on the individual level, how to encourage them to participate more. 

As per the research conducted by Zeiller & Schauer (2011), they have studied the 

adoption, motivation, implementation and success factors of social software within 

SME’s with the help of case studies. The following is a two-part analysis based on 

the summary of their study and conclusions: 

Adoption and implementation 
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When an enterprise decides to use social media or social software, it can be said that 

questions regarding adoption of strategy is one of the most important ones (Cook 

(2008); Stocker and Tochtermann, (2010) and Richter and Stocker (2011) as 

specified in the research by Zeiller & Schauer, (2011).  

Adoption strategies can be classified as top-down or bottom-up. Zeiller & Schauer, 

(2011); explain top-down adoption strategy as the one that the management initiates 

and bottom up strategy is the one that few members of the employees initiate. 

According to Zeiller & Schauer, (2011); adoption strategy can also be applied 

depending on the goals or can result driven thus can be used only by certain members 

of the team or the entire company.  Whereas incremental rollout, as the name 

suggests, is a strategy that is adopted in increments possibly by a team and if 

successful then by another team and subsequently in the entire company. By 

adopting the strategy, the enterprise is also simultaneously recommended to create 

supporting activities to help employees in training for a new software system. A few 

members can be selected as key participants who act as early adopters by 

communicating and motivating other members of staff to use it as well.  

Motivation and Acceptance 

These two factors are complimentary in nature. As discussed by Zeiller & Schauer 

(2011); the motivation of the employees to use a newly introduced software system 

depends on their level of acceptance of the software. The system could sometimes 

be enthusiastically accepted from the beginning, could not be welcomed at all or in 

many cases is accepted after minor alterations or promotion of support activities. 

Zeiller & Schauer (2011); also suggest that the other factor in accepting a new system 

by the employees could be the motive for using the system. A very crucial reason for 
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accepting could be as simple as fulfilling one’s responsibilities, where a new social 

software has been introduced making the previous software redundant and there by 

the employee is forced to use the social software. There is a term used by the 

researcher called “new ways of information dissemination” which basically means 

only new software can be used to access the information required. To summarise, a 

firm needs to research and then use the best adoption and implementation strategy 

according to the kind of business and operation needs.  

The motivational factors presented in this study is understood to be one of the 

emergent themes contributing to the research question. 

Figure 23 presents the determinant of Entrepreneur’s Motivational Factors. Familiar 

entrepreneurs ideas, concept and perception generates understanding to form a sub-

theme. The sub-themes are created by manual coding using constant comparison 

analysis. The sub-themes discussed earlies in this chapter.  
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Figure 23: Entrepreneurs Motivational Factors 
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Perception 
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6. Perception of 

Self-Image 

7. Prior Knowledge 
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Social Media 

Adoption for 

Social Media 

Adoption for Business 

Activities 
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6.3.10.2. Entrepreneurs Expectation Factors 

Expectation is natural feeling and thought among every individual. An individual 

denying expectation is denying the sense of that feeling. Although, individual 

expectation for self-benefit is different from expectation for business benefit. An 

individual can expect different variations of good and bad experiences, whereas 

business expectations of an individual will generally be positive for business benefits.   

Motivation in this study can be understood as entrepreneurs desire to act upon 

adopting social media for conducting business activities with a view of system 

benefitting characteristics, personal perception, knowledge and experience of online 

platforms and need for opportunity. Motivation is an individual potency which inspire 

the HT entrepreneurs to adjust in a situation in a specific manner; whereas, 

expectation is the inspiration which allows an individual to act based on assumptions 

and probability of the situation. Motivation has been studied and developed into 

theories by researchers. Although, this study does not look into the effectiveness of 

various motivation theories, it lightens the pressure of motivation theories to 

overwhelm the thematic understanding of the determinants of motivation developed 

from this study. Suciu, Mortan, & Lazar (2013), has combined the motivational 

theories into three categorize from different understandings as:  

Content theories – individuals act differently based on their needs (Maslow’s 

Motivation theory) 

Process Theories – individuals act depend on the factors that influence them and the 

connection between those factors (Vroom’s and Locke theory) 

Consolidation theories – indidivuals act depend upon the relationship between the 

beheviour and the result outcome (Thorndike and Skinner’s understanding) 
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Therefore, expectation belongs to the category of Process theories, which is inspired 

by the factors influencing the HT entrepreneurs’ perception to adopt social media for 

business. Victor Vroom’s theory (1964) on expectation is formed under the Process 

theory category. Vroom’s expectation theory explains that individual perception is 

motivated as goal orientated, allowing them to act in a hedonistic manner and 

influencing them to expect that their actions would yield maximum utility (Vroom, 

1964). HT entrepreneurs actions are highly influenced by the motivational factors 

assisting to strengthen their expectations that the adoption of social media will result 

in presumed outcomes and also benefit their business.  

It is established that the HT entrepreneurs are sure of their actions to adopt social 

media for business operations/activities. The HT entrepreneurs did not express the 

desire to adopt any other social media platforms except Facebook and Instagram, 

therefore any other social media platforms or online platforms were not regularly 

adopted for business. Vroom’s theory describes that ‘the choices made by a person 

among alternative courses of action are lawfully related to psychological events 

occurring contemporaneously with the behavior’ (Vroom, 1964, p. 15). And therefore, 

individual choices and selections on the adoption of the digital and technology 

platforms is a conscious decision and the selection is related to the entrepreneurs 

psychological process, perception and individual attitude and beliefs (Pinder, 1984) 

in (Suciu, Mortan, & Lazar, 2013).  

In other words, expectation is explained as ‘Expectancy theory holds that people are 

motivated to behave in ways that produce desired combinations of expected 

outcomes’ (Kreitner & Kinicki, 1998).  

Two sub-themes in this study are based on participants’ expectation factors. The 

adoption of social media is also influenced by factors assumed to result in desired 
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outcomes. The combination of expectation intention, perception and result outcomes 

influences the entrepreneurs to adopt social media. The sub-themes categorise 

forming the Expectation theme is as follows figure 24: 

 

 

 

 

 

 

 

 

 

 

 

Figure 24: Entrepreneurs Expectational factors 

The figure 24 present the expectation factors influencing the HT entrepreneurs 

perception for adopting social media to conduct business activities/operations. This 

section explains the detail theme generation and answers first research question.  
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6.4. What social media platform/s are being adopted by Harris Tweed 

weavers/artists for their small business and how does online platform benefit 

the entrepreneurs? 

As discussed earlier in Chapter 4, it was found that Facebook and Instagram are the 

most adopted social media platforms by the Harris Tweed entrepreneurs for 

conducting business activities.   

Participants Social Media platform in use 

1 Facebook & Instagram 

2 Facebook & Instagram 

3 Facebook 

4 Facebook 

5 Facebook & Instagram 

6 Facebook 

7 Facebook & Instagram 

8 Facebook 

9 Facebook & Instagram 

10 Facebook & Instagram 

11 Facebook & Instagram 

12 Facebook 

13 Facebook 

 

Table 16: Social Media used 

All (100%) of the participants use Facebook and approximately 54% of the 

participants use Instagram along with Facebook for conducting business activities. It 

is evident that the businesses using these platforms are popular among the HT 

entrepreneurs community (table 16). These social media platforms are not only for 

use for personal purposes, but mainly for as business platform. The characteristics of 

Facebook and Instagram are specially designed for catering business user’s and their 

needs. Facebook has designed user friendly and informative characteristics which 

allows users to track their audience activities. It allows the business users to upload 

information about their business, their working hours, contact details, products and 

services, link website and payment methods. Previously, Facebook as a company 
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allowed basic features to the business user. In August 2018, the business page 

experience was redesigned to enhance the customer experience on the business 

pages. Business users can now present more prominent information about their 

businesses on the Facebook page including about us category, business type, price 

range of the products and services. It also allows the business users to add other 

features such as click on button for making direct appointments, buying directly from 

the market share place, allow leaving feedbacks, and other required buttons suitable 

to the business need. 

Facebook has various tools and features, which are suitable/beneficial for rural SME. 

These tools and techniques add more value to their business pages, encouraging 

further adoption of Facebook.  Some of the features beneficial for the HT 

entrepreneurs are as follows: 

i. Update business information and increase visibility – business 

page users are allowed to not only post status but also story 

updates. Story upload features allow the users to upload text, 

pictures, videos, music, locations, website links, sharing other 

stories, emojis, stickers and polls, which are available to other 

users for only 24 hours (Facebook, 2017). It also allows story 

delete option and no word limitation. Audiences can view the 

business story from anywhere in the world by just tapping on the 

profile photo. It is an easiest way to remind the audiences about 

the day to day business activities, sales promotion, payment links 

and even website links. the figure below presents an example of 

the new features offered by Facebook. It is a complete virtual shop 

experience (fig 25). 
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Figure 25: Example of Facebook business page 

 

ii. Review and recommendations – Previously the business pages 

had access to seek rating on their page, which is now transformed 

into recommendations. This allows the audiences to review, rate 

and recommend the product or service brought from a business. 

The recommendations section is very important for a small 

business user as it can influence other customers to buy or not to 

buy certain good and services. Recommendations can be created 

on the business page and information such as ‘yes’ or ‘no’ can be 

added. After a purchase, HT entrepreneurs can encourage the 

happy customer to leave a recommendation in order to generate 

positive review for other audiences browsing through their 
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business pages. For HT entrepreneurs this feature is very 

essential as it can generate future business and reach international 

customers as the entrepreneurs expects.  

iii. Shop button – The entrepreneurs can now also add a direct ‘shop’ 

button on their business pages. It requires the business users to 

upload the stock available to sell on a separate page which can be 

browsed directly by the customers on Facebook allowing them to 

make direct purchase from their business page. This is a personal 

choice for a business user, but it is beneficial for those who do not 

have business websites and other online presence. This is a very 

cost-effective feature of Facebook, which eliminates the cost of 

creating additional business website. This feature is beneficial for 

HT entrepreneurs as these businesses are small and have less 

financial investment in other technology platforms. Majority of the 

HT entrepreneurs have no websites.  

iv. Direct Messenger service for Business pages – Facebook have an 

application for smart devices which is separate to the Facebook as 

an application. Facebook Messenger is an application which 

allows communication between business users and their 

audiences/followers. In 2018, it updated automatic query feature 

on the messenger which allow the business pages to upload built-

in question for the audience/followers trying to message the 

business page directly on Facebook, along with instant feed-in 

replies and welcome greetings. It helps the 

customer/audience/follower to start conversation and promptly 



341 
 

leave a message without writing a message themselves. Below 

picture (figure 26) is an example of this service: 

 

Figure 26: Example of Facebook Messenger inbuilt characteristics 

(Facebook for Business, 2019) 

v. The other most essential tool for Facebook business pages is the 

Insight tool which allows the business users to understand their 

audiences. The Insight tool on the business page offers business 

users to know their audiences based on the information gathered 

from the Facebook profiles through analytics. The information 

gathered from individual profiles offer great support to the business 

users in understanding their market, demographic range of the 

audiences, lifestyle of the audiences and, likes and dislikes of the 
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audiences. This reduce the efforts of business users and guide 

them to create content that is suitable for their audiences.  

 

Figure 27: Business Insights, Facebook (2018). 

This tool allows the business users to create marketing, advertising and sales post 

(Figure 27) from the data gather analytically. The business users can select whether 

to use paid promotion or organically reach audiences. Generally, most of the new 

business users do use paid promotion to reach their audiences, due to lack of social 

media skills and training. This technique of using paid promotion might work well for 

some business users and might not work well for some other businesses. The 

business insight tool creates an effortless experience for new and existing business 

users. Therefore, Facebook characteristics are beneficial for small businesses, such 

as the study sample for this research. HT entrepreneurs have started their business 

without any earlier social media training; thus, it is established that the Facebook 

guide and business insight can support the entrepreneurs at every stage.  

Participant 1(p107:108) –  
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“Trust me it would be so difficult for businesses like us on the island to survive without 

social media.”  

“I would advise every small business to use it. Look at me it has been 3 year into 

weaving, and I am already looking at expanding into different things. Social media 

process is a continuous curve, you have to be patient with it or else you will lose it.” 

(p130:132) 

“If I didn’t use Facebook or Instagram, then I would have had spent a lot on marketing 

which is no use for me as many of customers are not on the island. People around 

do use pamphlets or invitation, but it is outdated. Few people who visit our island how 

will they find me if they want to. So, it is fantastic that I am using Facebook and 

Instagram for my business” (p137:140) 

It is evident from P1 expression, that Facebook is much beneficial for their business. 

It is also established that Facebook and Instagram have tremendous advantages for 

these small businesses based in Outer Hebrides. It is also evident that Facebook is 

cost-effective and highly useful social media platform. 

Facebook is an exceptional social media platform for businesses which are small, 

new, product or serviced based business, cost-effective, accessible, innovative, 

reach large global audiences and can be accessed from computers and smart 

devices such as mobile phones, laptops and tablets. Therefore, it is evident that 

Facebook is one of the most used social media business platforms for businesses 

among the HT entrepreneur community. Facebook is a valuable asset for such small 

businesses. It is recommended that continuous SM adoption to conduct business 

activities/operations; learning new skills is very critical and recommending this 

platform to young generation will be economically beneficial.  
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The second most used social media platform is Instagram. Instagram is owned and 

managed by Facebook. Facebook as a company purchased Instagram in 2010. 

Instagram is mainly a picture and video sharing application. It is mostly and commonly 

used from smart devices such as smartphones, laptops and tablets. But it can be 

easily used from computers and desktops, whichever suits the need of the user best. 

Instagram in a creative picture sharing social media platform with innovative and 

imaginative filter tool. Instagram for business is useful for small businesses. This 

social media platform with nearly 1 billion active users around the world (Instagram 

internal data-2018) (Instagram, 2019), ninety percent of the account follow business 

pages (Instagram internal data-2018).  

Even though fifty four percent of the total participants in this study uses Instagram for 

business, it benefits them by reaching audiences. The interlinking feature of 

Instagram allows it to connect with Facebook and share the followers on both 

platforms. The consumer sector of using Instagram can be divided under the entire 

two billion Instagram users. Past research in understanding social media requires 

modification due to the ever-developing nature of these social media platforms. These 

platforms undergo various changes in its design, tools and features on regular basis 

due to constant consumer demand and to keep these platforms attractive for 

individual and business users.  

Small businesses often rely on customer word of mouth. Businesses such as HT 

entrepreneurs have to rely on customers outside the locality. The island community 

is not the target customer base for these businesses. Majority of the customers for 

these businesses are based in other continents such as Australia, America, China 

and Japan. To reach their potential customer and increase their target audiences; the 
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businesses have to increase their virtual visibility. Virtual visibility is an online 

presence of the overall brand and its product.  

Harris Tweed entrepreneurs operate in the textile business, who usually share 

interesting and colourful textile pictures on Instagram page. Instagram users can 

easily find a company by using business username or a hashtag (#). This unique 

feature of Instagram where a user can find other users by putting a hashtag before a 

word, has made Instagram popular for finding tagged pictures quickly.  Instagram 

audiences can also share or recommend a profile to other users by sharing it using 

the Instagram message feature. A study indicated that recommendations from 

existing customers can generate new customers for small business (Stokes & Lomax, 

2002). 

Participant 4 (p116:120): 

“I have been using Facebook for the last two years and Instagram from last two 

months. I have used paid sponsored advertisements few times to promote some of 

my post to the target audience. But I have seen others doing it without paying for it 

and making money from it. I don’t have any skills on it, just basics. Also, maybe I 

never used this Facebook or Insta or Twitter for my small part time business I had 

back in Liverpool, but here most the of customers are not based on the island and 

social media is perfect to get their attention.” 

P4 expressed those sponsored promotions and paid advertisement on Facebook and 

Instagram are beneficial and can reach target audiences. But P4 also confirms, that 

not investing in paid promotions and organic usage of these social media can also 

prove to be advantageous. It is established that correct social media training would 

lead to accommodation of clear techniques without involving financial investments. 
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Using or not using paid promotion and advertisement are optional depending on the 

entrepreneurs decision. 

Participant 8 (p72:76) -  

“I concentrate on weaving, produce a good piece and get it on Facebook for business. 

When tourists come, not of them all buy, and sometimes they waste a lot of time. On 

the other hand, they can take your card and contact me on Facebook. I haven’t tried 

Instagram yet. I remember some other weaver whom I follow had posted something 

which said ‘Instagram’ and ‘Hashtag’. Can you show me later how do I use that? “ 

Few participants such as P8 is a successful entrepreneur and is aware of their 

business online presence. P8 express using Facebook for business activities. the 

participant had never used Instagram due to the continuous benefits from Facebook. 

The participant’s perception for the advantages of adopting social media motivates to 

P8 to learn more of Instagram skills. 

Instagram is new for these businesses (HT). Instagram audiences are called 

followers. The Instagram business features and tools are not similar and advanced 

as Facebook. The business activities that can be conducted on Instagram are also 

limited (Instagram, 2019). Activities such as advertising and sales promotion are one 

of the business features on Instagram. The most important feature of Instagram is the 

‘filter’ and ‘edit’ option for pictures and videos. A business user can upload pictures 

with its description, add filter to pictures to enhance the creativity and promote it to 

the audiences/followers by adding purchase option to it. Business pages and profile 

can be update with their information, website links and contact details (Figure 28). HT 

entrepreneurs find Instagram to be inspirational and useful to connect with new 

customers. The HT entrepreneurs find that customers often send queries on 
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Instagram, but the actual sale takes place from Facebook. The HT entrepreneurs use 

the information section to provide their Facebook business page. This creates indirect 

business sale.  

 

 

It is believed that Instagram is updating their platform to make it more business 

friendly, to attract more businesses to use the platform. The improved self-efficiency 

of the platform and unique features attract businesses to adopt and gain business 

benefit from it. Similarly, as Facebook is HT entrepreneurs first choice to use for 

business activities/operations. Some businesses use Instagram for smaller periods 

and operates campaigns to promote particular business offer. Instagram also offer 

business Insights, which allow the business users to track their campaigns, audience 

reach and other activities. Respondents in this study find Instagram useful for various 

business reasons.  

i. Virtual visibility – virtual visibility is essential for businesses to have 

online presence. Creating a profile on Instagram does not 

inevitably generate business. A successful social media business 

necessitates the visibility by continuous uploading pictures and 

videos on their business page. The potential customer can find a 

Figure 28: Example of Instagram business page (Harris Tweed Authority, 2018) 
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business by using username and hashtags. Contact details on the 

business page increases the direct contact between the business 

and customer. Communication through Instagram message 

feature creates a connection between the business and its 

audiences.  

ii. Analytics accessibility – Business Insight characteristics for 

Instagram business users allows them the accessibility to the 

analytical tools. The business users can view, and track progress 

of the audience reach, number of likes on the pictures, number of 

shared posts, gender of the audiences, ages of the audiences, 

geographic location of audiences and interaction between 

audiences and business pages. Figure 29 below presents an 

example of the Instagram Insight tool. 

 

Figure 29: Instagram Business Insights (Collier, 2016) 
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iii. Sponsored ads – the HT entrepreneurs use paid promotion ads on 

Instagram. The ads can reach the selected target audience for the 

business. The ads can be pushed and promoted on a specific time, 

days, week and on special occasions such as Christmas. HT 

entrepreneurs responded positively to using paid ads during 

summertime to reach the audiences. Summer periods are the 

busiest periods for the entrepreneurs. Therefore, it is established 

that Instagram ads are useful in reaching the business customers 

and thus making the business activity process effortless. 

Although, the entrepreneurs constantly look for social media opportunities, it is found 

that the businesses do not focus on other social media platforms. Platforms such as 

Twitter and Google+ does not fulfil their business requirements. It is evident from the 

participants that Facebook and Instagram are the most popular and beneficial social 

media platforms for their businesses. These platforms are cost-effective, accessible, 

create connection, easy to use, effortless, generates business and increase 

international reach. 

 

Figure 30: Adopted Social Media Platforms for conducting business activities.   

Social Media 

Platforms adopted for 

Business activities: 

Facebook  

Instagram  
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The summary of this section is that, the most adopted social media platforms are 

Facebook and Instagram (fig. 30). HT entrepreneurs effectively adopt Facebook and 

Instagram due to their beneficial characteristics and business tools. Each social 

media platform presents its unique characteristics and features suiting particular 

business needs. Social media skills is believe to be learned from workshops, training 

course and support from friends and family members. Thus, the entrepreneurs can 

use each platform as per their skills, demand and accessibility. 

6.5. Do these collective entrepreneurs personal/individual factor/s 

appropriately interrelate to form a social media adoption model? 

 

The research primarily concentrates on the term ‘social media adoption’ from the 

entrepreneur’s point of view. Throughout the study the participants stand, and 

perspective is highly valued and analysed with its true meaning. The factors 

developed in this study fall under two main themes, motivation and expectation. 

Set of motivation and expectation factors of the entrepreneurs influence them to adopt 

social media for business activities/operations. It is also established that few 

entrepreneurs use social media for personal purposes, but the factors responsible to 

influence entrepreneurs to adopt SM for business use has no relationship with SM 

personal usage.    

The set of motivational and expectation factors individually presents only Harris 

Tweed entrepreneurs perception and experience. The relationship between the set 

of factors create entrepreneurs comprehensive SM adoption understanding. The sub-

themes developed in this study and presented in this chapter accumulatively 

combines the formation of the conceptual model. The relationship between the set of 
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factors formed under Motivation factor is as presented in a model format below (figure 

31). 

 

Figure 31: Understanding the individual entrepreneurs’ Motivational factors to adopt 

social media for conducting business. 

 

The figure (31) above presents the relationship between the set of sub-themes and 

set of factors forming Motivational factors influencing the adoption of Facebook and 

Instagram for business activities. The seven sub-themes have direct relationship 

between them and collectively impacts the motivation of entrepreneurs to act. The 

TAM model highlighted earlier in the study, assist the researcher to understand the 
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basic constraints for the adoption of technology for an individual. The methodology 

selected for this study allows the researcher to review existing or extant 

theory/theories. Perceived usefulness and ease of use are two of the many 

determinants studied in the TAM and extended theories. Similarly, perceived 

usefulness and easy to use perception developed in this study influence the 

entrepreneurs to adopt social media. Social media is a digital technology platform.  

Perceived usefulness is the perception and belief of an entrepreneur to view social 

media as useful for their business. The nature of businesses based in a 

geographically rural location makes it essential for the entrepreneurs to utilize such 

opportunities. The experience by using social media for business accumulates 

benefits in generating income and reaching international market. It is established that 

usefulness perception is important when combined with easy to use perception. The 

entrepreneurs view that social media is effortless and makes the platform more useful 

than before. The self-efficient characteristics and user-friendly design of Facebook 

and Instagram influences the entrepreneurs to adopt social media. 

Subjective norm is social pressure or society influence, according to which the 

entrepreneurs believe that the system in question or use is beneficial for business. 

Recommendations from the society including friends already using the platforms, 

influences the entrepreneurs to believe that the system/platform will be useful for 

business activities. The recommendations also motivate the entrepreneurs to believe 

that the platform is easy to use. Facebook and Instagram adopted for business 

activities is due to social pressure and recommendations. Subjective norm has a 

direct impact on the entrepreneur’s perception of usefulness and self-efficiency of the 

social media platforms. 
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Willingness to learn or training on social media skills is another factor influencing the 

entrepreneurs to adopt social media for business activities. Majority of entrepreneurs 

are not skilled and has adopted social media on recommendations. It is believed that 

training on social media while using the platform would benefit the entrepreneurs. The 

entrepreneurs positive outlook towards learning and recognizing the benefits of 

training influences them to adopt social media. Learning further skill set allows the 

entrepreneurs to be confident while using Facebook and Instagram. Training on SM 

tools and techniques will reduce further cost of paid promotions and advertisements.   

One of the most important motivational factors developed in this study is the 

entrepreneurs perception towards the social media outcome for business. Facebook 

and Instagram bridge the gap between the business and customers. These platforms 

reach audiences across the borders, at minimum cost and time. Instant connection 

with the audiences and potential customers is the unique feature of social media 

platforms. The benefits of using social media for rural located businesses directly 

impacts the usefulness of these platforms.  

Other motivational factor influencing the adoption of Facebook and Instagram is the 

self-gratification of the HT entrepreneurs. The sense of pride and strong image from 

successfully operating social media influences them to continuously adopt these 

platforms. Influential image among the HT entrepreneurs community and competitors 

creates a robust perception towards the actions adopted. Thus, strong self-image 

perception encourages the entrepreneurs to adopt social media platforms and learn 

new techniques to improve their business standards.  

Majority of the entrepreneurs experienced using technology such as websites and 

emails prior to adopting social media. Although the format of other technologies and 
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social media are different but the experience and comfort of using online platforms 

minimises the effort on adopting social media. It is established that the entrepreneur’s 

positive prior experience of using technology, impacts constructively in future 

adoption of any new technology, such as Facebook and Instagram. Thus, prior 

experience of using technology and social media impacts directly the perception 

towards social media self-efficiency and easy to use factor.  

The other theme developed in this study is the entrepreneurs expectation factor (fig. 

32). Two sets of factors and sub-themes established under this theme are family 

involvement and international market reach. It is assumed that the entrepreneurs 

expect certain factors which influence them to adopt social media for conducting 

business activities. Expectation is a feeling to intend and assume certain actions or 

outcomes. Expectation can be positive or negative.  

 

Figure 32. Understanding the individual entrepreneur’s expectational factor 

influencing the adoption of Facebook and Instagram for conducting business 

activities.  
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The HT entrepreneurs assume family members involvement in the business. 

Although, the businesses are not family owned, but the entrepreneurs believe that 

using social media would inspire the younger generation to further takeover their 

business. It is found in the previous studies that; young family members can transform 

traditional business with innovativeness and technology adoption. Even though these 

businesses are small and growing, it is unclear whether younger generation decision 

to tenure the businesses. The nature of the business, unstable Harris Tweed industry 

and evolving technology competitiveness can be barriers for incoming generation to 

conduct business activities.  

Facebook and Instagram have more than a billion users. The HT entrepreneurs 

assumption of reaching a small fraction of the overall users, influences them to adopt 

Facebook and Instagram. Majority of the entrepreneurs trade with international 

clients, inspires the other league of entrepreneurs. Reaching international market is 

the main purpose of their business. The local community on the other parts of the 

Island is not their target market and therefore, local shop business is not a possibility 

nor a long-term plan for HT entrepreneurs. The decision to use Facebook and 

Instagram is to look for the customer and create a long-tern business relationship.  

To summarize, this section presents a detailed view on how the factors interact with 

each other, form an understanding developed from the sub-themes and main themes. 

The next chapter 7 will explain the contribution of the sub-themes and themes and 

answering the objective of this study - final development of the conceptual model.  
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Chapter 7: Conceptual Model Development 

 

7.1. Understanding Conceptual Model/Theory Development from Researcher’s 

Perspective 

7.2. Use of Existing Theory 

7.3. Literature review model 

7.4. Interview Topics 

7.5. Model Development 

 7.5.1. Extant Theory 

7.5.2. Emergent Data 

7.5.3. Final Model Development  
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This chapter accumulates the understanding derived the from personal experience 

and the existing theory. This chapter clarifies the importance of existing theory in this 

study and the guides its way to the conceptual model development. The selected 

adaptive theory and clear methods used in this study justifies the development of new 

conceptual model.  

Earlier chapters in this study have defined the rationale for this study, the sample that 

was studied, methodology selected, methods adopted to conduct the study and the 

literature review guiding this study. Whereas, it is also important to outline the basis 

of this study and how the development of the conceptual model is formed. The 

chapters above have focused on the background of the study sample, their business 

importance, business strategies and key themes developed after careful 

consideration of the subject. Chapter 1 clearly described the need of this research 

and its primary aim. Therefore, this chapter reflects on the current knowledge and 

stages involved in developing a conceptual model demonstrating the combined 

personal factors contributing to the importance of social media in small businesses in 

this current global market. It is established that small businesses such as Harris 

Tweed business have to keep with the current business trends and adopt social 

media platforms. This allows the businesses to compete with other small businesses 

local and across the borders. 
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7.1. Understanding Conceptual Model/Theory Development from Researcher’s 

Perspective 

How does a conceptual model develop? This study did have various questions before 

it commenced and during the research process. Question related to the foundation of 

conceptual model development always equipped the central position of this research. 

As per academic rules, there are different viewpoints on how a new model or theory 

can be developed. This research has clarified its position on opposing the grounded 

theory approach and adopted the adaptive theory approach.  

The process of model development requires visiting the past, scrutinizing its potential, 

finding the gap and filling it with new knowledge according to the researcher’s 

understanding. It is certainly essential to clarify how the researcher uses the term new 

theory or model, hypothesis and research question.  

According to the theory development authority of Dublin (1978), a new complete 

theory must consist of four important elements: What, Why, How and who, When and 

where. The importance of these four elements conceptualizes a theory. The motive 

behind creating a conceptual model in this research does emphasize the importance 

of the four mentioned elements, but at the same time highlights the formation of the 

model by considering the significance of existing theories. The creation of conceptual 

model does not simply mean adding or subtracting variables from existing theories. 

The relationship between the variables enhances the understanding between them, 

thus creating new theoretical model. 

WHAT: According to Whetten (1989), researchers or authors should logically 

consider variables while explaining the phenomenon of the research undertaken. 

Whetten (1989), includes two criteria for judging the right variable factors – 
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‘comprehensiveness’ “(all relevant factors included)” and ‘parsimony’ “(should some 

factors be deleted because they add little additional value to our understanding?)”. 

The comprehensive factors in this research are concluded on the basis of the gap in 

the academic knowledge. Elements such as social media, individual entrepreneurs 

and influencing factors forms the basis of the study. Finding the essence gap between 

these elements will create new knowledge and ultimately form a new conceptual 

model. Whereas, the existing theory considered in this study draws its attention from 

various persperctives strecthing from theory developed by Davis (1989) to Vroom 

expectancy theory. TAM model (1989) have been considered in this theory after 

understanding the fact that no new thoery can be formed without previous knowledge. 

For example, a new building cannot be constructed without a strong foundation. 

Similarly, neither new value have been added or subtracted from the previous TAM 

theory to form a new concpetual model, whereas the new model has been inspired 

by, visited and where have those few factors been included from.  

Ever since commencing the study, the idea to visit existing theories have been taken 

very seriously. The researcher personally did not add or subtract variables from 

previous theories to develop a conceptual model; whereas research to understand 

the individual perceptions to adopt social media for buisness, mapped out the 

similarities between existing theory variables and new factors, studied those 

similarities, justified those similar findings and explained the existing theories in the 

study.  

“Sensivity to the competing virtues of parsimony and comprehensivesness is the 

hallmark of a good theorist.” (Whetten, 1989) 
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How: Identifying the factors or variables from existing theories and new knowledge 

from the data collected. The next big question for the researcher is to recognize the 

relationship or connection between these variables or factors. This relationship or 

connection is often depicted by signs such as arrows, lines or ticked boxes. These 

signs are not necessary but having them provides understanding to the reader and 

clarifies the connection between the variables or factors if any. Not necessary if the 

variables are not connected or linked with arrows, visually the model should clarify 

the researcher’s thinking and increase readers comphrehension. Together what and 

how elements of the new conceptual/theoretical model for this study constitutes the 

foundation of the research. 

Why: The researcher does not differentiate between a model or theory development. 

According to Whetten (1989), a theory and model should also not be differentiated. 

The ‘why’ defines what are the social, economical and psychological dynamics that 

justify the selection of the elements or factors chosen from existing theories and the 

relationship between these factors or elements. “The central question addressed here 

is: Why should colleagues give credence to this particular representation of the 

phenomena? The answer lies in the logic underlying the model. The soundness of 

fundamental views of human nature, organizational requisites, or societal processes 

provide the basis for judging the reasonableness of the proposed conceptualization” 

(Whetten, 1989). 

The part of the TAM model used in this study was not tested and acted upon, instead 

the similatities of the model and data generation was found to be common and 

therefore the model was considered. All the factors or elements of the TAM model 

was not taken into consideration without any prior knowledge. New information 

collected was filtered and coded to conceptual model factors. Therefore, why this 
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research is being conducted, the model with or without arrows or connection should 

fimilarize the reader with the author’s and to clarify the existence of the conceptual 

model.  

Who, Where and When: These elements relates to the sample population selected, 

their location and time (special phase of life if any). Studies which emphasis its 

question on understanding certain periodical events in life at certain places would find 

it difficult to generalise the findings. Whereas, this study sought to understand the 

individual perception towards adopting certain technological platforms such as social 

media, not considering cetain events or situation in particular. Therefore, 

generalization of the research findings will be valid unless among similar group of 

individuals and their locations. The who, where and when largely depends on the 

what, how and why. 

The conceptual/theoratical model generation process does not conclude with data 

collection. Data collected from all sources whether journals, interviews, observation, 

secondary sources; are all considred to contribute to form a new theory or a model. 

The multi-strategy approach used for this study makes it much more rich and 

informative while forming a new thoery or model. Using such an approach increases 

the reliability and confirmability of the sources of the data collected and legitimize the 

development of the conceptual model. 
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7.2. Use of Exisitng Theory 

 

One important component of reviewing literature is to determine the existing theories 

that might be used to explore and question the subject in research. As this study 

adopts the qualitative approach, the theory used defines and provides a lens which 

shapes the questions asked in the research. Existing theory and its determinants also 

helps and provides a pathway to understand the basics of the research question, 

guide through the research and ultimately lay down the foundation of the new data 

developed. Often, in a quantitative research, the researcher uses existing theories to 

test and provide explanation on the outcomes. Whereas, in qualitative approach 

thoeries can be used in the beginning or at the end, describing the importance of 

exisiting theories and justifying it.  

The use of TAM in this study is to provide a lens or perspective for the research, which 

provides a complete positioning lens for this study under question of small businesses 

and their adoption of social media. This assessment lens is the focal transformative 

perspective through which the research questions are asked. Data is collected, data 

is analysed, and finally new model is developed. The use of lens (TAM) guides the 

researcher to understand important issues in the research such as selecting 

participants and their perspectives towards adopting social media for business. This 

study has adopted an inductive narrative, thus generating new understanding and 

themes from the data collected. Creswell (2014), has explained the inductive 

approach in qualitative studies which dictates the researcher’s theory using approach. 

Punch (2005) in Creswell (2014), explains that the theory used by the researcher in 

qualitative studies often are placed at the very end point. This is to emphasise the 

significant data collected which develops new understanding to form a conceptual 
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model. The theory in use is not justified or tested, whereas it is used as a guide when 

similarities are agreed upon while collecting data. The themes or patterns developed 

does not conclude the understanding of formation of new model, perhaps the links 

between these new themes or broad patterns builds a new understanding the 

formation of a conceptual model as a whole. This study undertakes the stance of 

building its knowledge and research query based on prior research and personal 

experience in the same field. It largely rejects the conception of building a new 

understanding without any foundation or theoretical basis. Therefore, the use of 

existing theory has immense importance in this study. Studying the theory is purely 

from a guidance perspective rather than judging or testing it.  

The role played by existing theories and experiences are important for a researcher 

conducting qualitative study as explained in chapter 3. Therefore, adapting the whole 

or part of an existing theory can mould its way or guide the researcher towards a rich 

study outcome.  
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7.3. Literature review model  

Literature review is one of the most essential criteria of any study. Without 

background knowledge of the subject area under question, it is unlikely to move 

forward with clear persistence. Starting from the researcher’s personal experience 

and knowledge of being involved in a small family business and usage of social media 

for business to reviewing existing literature on understanding the technology adoption 

factor, build up the foundation of creating initial conceptual model and allowed the 

researcher to include related questions erupting from the literature understanding to 

enhance the quality of this qualitative study. 

There are various recent studies as discussed in chapter 2 and chapter 6 related to 

adopting social media for conducting business, but none of the studies can be 

generalized with the sample selected for this study due to their limitations. Whereas 

very prominent and cited study as discussed in chapter 6 has been selected as the 

basis for the questioning of this research due to the similarities that were found during 

the initial data collection. The elements of the TAM model are considered to guide the 

interview topics and questions in this study. The following figure (33) has been 

created from the understanding developed during the literature review, which clarifies 

the definitive foundation of the study without any complications.  
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Figure 33: Model developed from initial Literature review 

7.4. Interview Topics 

The range of topics for this study selectively is inspired by the existing knowledge, 

appropriate methodology and methods chosen to conduct this research. The 

conceptual understanding of the basis of entrepreneurs adopting social media and 

the factors influencing them forms the combined structure of the interview topics. The 

formation of the interview topics is understood not to be arbitrary and without source, 

thus these topics are defined from the literature available, personal experience and 

new topic under question. The frequentative nature of adaptive theory approach 

therefore allows new subject to be included under interview topics. After a thorough 

consideration of existing theories/conceptual model, new data emerging from the 

initial interview and key themes similarities defines inclusion of the new subject under 

the interview topic. 
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Interview topics undertaken for this study 

1. Participant Personal Background 

Age bracket 

Education 

Residency importance 

2. Participant Business profile 

Business experience and training  

E-Business Strategy  

3. Social Media Interest 

Social media platform use 

Social media skills  

Advantage of using social media platform for business and future use 

of social media 

4. Business growth strategy 

Reaching International Markets 

Family and friend’s inclusiveness, succession and technology support 

New topic added to the interview topic after reviewing additional literature 

5. Social media adoption factor 

Usefulness of the adopting social media 

Easy to use system 
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7.5. Model Development 

The adaptive theory approach selected for this study promotes a cyclical model 

defining the development of a new conceptual/theoretical model as illustrated in figure 

34. The cyclical process allows the researcher to review extant theories, identify 

emergent data/ themes and adaptive theories. The process allows the refreshment of 

the initial conceptual model to fulfil the study’s motives and aims. 

 

Figure 34: Modes of theory/conceptual model generation, Layder (1998, p.167) 

The fundamental basis on which adaptive theory works is the interaction of the 

presence of extant theories and new emergent data collected. This process as 

explained earlier is a circular and cyclic procedure which allows the researcher the 

flexibility to review literature, collect data, review existing theories, collect new data 

and form interactions between the previous theories and the emerging data.  

The academic law of generating theory as proposed under grounded theory 

contradicts the understanding of theory formation under the adaptive theory 

approach. The researcher’s personal viewpoint allies with the understanding of 

adaptive theory approach, where the researcher strongly believes that including 
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existing theory or theories or part of those theories to conduct empirical study 

generates a new conceptual/theoretical model.  

7.5.1. Extant Theory 

According to Layder (1998), the theoretical or conceptual products of adaptive 

approach derives from various sources such as literature and data collection, which 

is divided into four categories. These four categories are accumulated and further 

classified under two major categories.  

 

Figure 35: Sources of Adaptive Theory, Layder (1998, p. 163) 

According to Layder (1998) as presented in fig 35, theories are further divided into 

general theory and substantive theory. General theory is the idea which is generally 

used in social science research and ask questions such as ‘how’ and ‘what’. Whereas, 

substantive theory is usually relevant to specific substance research such as work, 

medicine, health, etc. Therefore, general theory is the one which sets perfectly with 

many empirical researches as this study (p.163).  
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General theory or theories provide existing verified resources which can be utilized 

before the start of the research or during the research and used during the theory 

generation process. Theoretical approach tends to be internally coherent to 

generalize among the large level of social settings. Therefore, general theories often 

tend to be consistent and inclusive, thus defining boundaries and limitations. General 

theories relevance to inclusiveness, competitiveness and limitation boundaries have 

their impact with the differences and incongruity with other theories (Layder, 1998, p. 

164).   

According to Layder (1998), general theories should be regarded as theories able to 

grow and expand, contributing evidence to the theory generation process. Extant 

theory in the form of reviewing existing theories during the additional literature review 

process invigorate the inclusion of extant theory. The concept of extant data refers to 

the data that already exist from recent or previous studies in social understanding. 

Data in the form of literature, reports, statistics, pictures, videos, journals, novels, 

books, audio, films, theatre and any aspect of social life, which is efficient to be 

represented as an evidence of study can be referred to as extant data. The extant 

data in this research is in the form of literature review from journal articles, books, 

reports, online documents and personal experience. The extant data in this research 

is a valuable resource which stimulates theoretical thinking. The insertion of extant 

data does not verify the acceptance as valid, therefore conventionally, evidence have 

to be gathered to prove the evidence in a systematic manner (Layder, 1998; p. 165).  

Researcher’s personal experience of belonging to a family business background, 

using social media personally and for business, working for a digital firm and 

reviewing existing theory related to the acceptance of technology guided the path of 

this study, thus forming a conceptual model. The study engraves the combined power 
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of the exiting theories, personal experience, researcher’s understanding of the 

subject and data collection. The new conceptual model is not modelled on the basis 

of only data collection. 

 

Source: Adopted from chapter 5 

Two determinants of the exiting theory, Technology Acceptance model (Davis, 1989) 

have been theoretically used in this study. As discussed in detail in chapter 5, the 

intention to use TAM determinants aroused later in the study during the similarity 

found while interviewing participants. The TAM is discussed in detail in chapter 5.  
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7.5.2. Emergent Data 

Emergent data is the immediate findings of this study. The findings and data collected 

from the participants in the form of audio recording is emergent data. Emergent data 

continuously provide ‘testing-out’ of the extant theory and defined the connection 

between data collection, theory generation and data analysis (Layder, 1998, p.168). 

Narrowing emergent data clarifies new concepts and categories which further 

defines, eases the thematic analysis of the emergent data.  

Emergent data in this study is the findings of the motivational and expectational 

factors influencing the entrepreneurs perception to adopt social media. Evidence and 

answers to the research questions is the concept of emergent data. According to 

Layder (1998), extant or existing data undergoes a substantial theoretical saturation 

through manipulation either through extant theory/theories or through the general 

understanding through the researcher’s own perception and knowledge. It is 

assumed that the accuracy in the emergent data being contaminated through the 

researcher’s personal understanding is evaluated by the participant’s personal 

perception.  

The fundamental foundation of adaptive theory is based on the twin cyclic process of 

extant theory and emergent data. The interaction between prior theories and 

emergent data from the underlying elements of adaptive theory. The emergent data 

in this study is formed in a multi-related set of factors exploring the influential 

considerations and personal perception of Harris Tweed entrepreneurs. The two 

themes formed in this study are presented below (fig. 33 and 34). 
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Source: Adopted from chapter 6 

Thus, the emergent data refers to the uncovering of the collected research data and 

instantaneously revealing the formation of a conceptual model or theory generation 

(Layder, 1998; p166). 
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7.5.3. Final Model Development 

The very final stage of this study is to develop a conceptual model. The figure 21 

presented in chapter 5 presents a similar understanding and theory selection during 

the early stage of data collection. The set of sub-themes in chapter 6 presents an 

initial conceptual model figure 31 and figure 32 developed on the basis of extant 

theory understanding and emergent data.  

The outcome of the process identifies the relationship between the importance of 

technology platforms for the Harris Tweed individual entrepreneurs. Earlier, this 

sector of the industry was academically untouched and therefore, the awareness of 

social media studies was felt to be accepted. Harris Tweed businesses are small firms 

which aspires to grow with the support of the opportunities available. It was found that 

social media is the only digital platform which can bring innovations in the way the 

businesses trade.  

The emergent themes influencing the HT entrepreneurs to adopt social media are 

motivation and expectation. Motivation is a combination of seven sets of factors/sub-

themes which are highly important for the HT entrepreneurs. Intentions to keep using 

social media is derived with combined motivational factors ranging from society 

pressure to the self-efficiency of the social media platforms. Interconnection between 

the sub-themes forms an interpretation of the entrepreneurs motivation. The most 

common factor found was perceived usefulness and easy to use perception. Similarly, 

the TAM presented the importance of perceived usefulness and perceived ease of 

use of the system adoption. The TAM determinants are not tested or implied in the 

study from an early stage, but a gradual development of the determinants required 

review and inclusion in the study. The new model developed is not an extension of 

the TAM but used the TAM determinants (PU and PEOU) as lens guiding the subject’s 
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understanding. The second emergent factor influencing the HT entrepreneurs to 

adopt social media for business activities is expectation factor. The expectation factor 

is a set of two sub-themes. First sub-theme is the family involvement in business and 

second sub-theme is international market reach. The sub-themes are not 

interconnected and have no legitimate relationship or dependency on each other. The 

sub-themes individually influence the HT entrepreneurs to adopt social media for 

business activities. The two set of emergent themes developed in this study forms a 

combine figure defining the entrepreneurs perception to adopt social media for 

business activities.  

The conceptual model developed in this study as presented in figure 36 explains the 

relationship between various sub-themes and the dependency of one theme with 

another. Sub-theme 3, 4,5 and 6 have direct relationship with sub-theme 1. Sub-

theme 3 have direct relationship with sub-theme 4. Whereas, sub-theme 4 is related 

to sub-theme 2. Sub-theme 1 and 7 is seen related to sub-theme 2. It is established 

that most of the sub-themes find sub-theme 1 reliable. Perceived usefulness is an 

accounted sub-theme and most common factor influencing HT entrepreneurs to 

adopt social media for business activities. The combines set of 1 to 7 sub-theme 

forms Motivational factor. Sub-theme 8 and 9 are independent variables that forms 

Expectation factor. No relationship is witnessed between the sub-themes.  

Thus, the model developed in identifying the important factors influencing HT 

entrepreneurs to adopt social media for conducting business activities allows the 

combination of determinants of extant theory (21) and emergent data (figure 31, 32 

and 33) to form a new developed social media adoption model (SMAM) for conducting 

business activities presented below (figure 36). 
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Figure 36: Conceptual Model Development – Social Media Adoption Model (SMAM) 

Factors influencing the Harris Tweed entrepreneurs personal perception for adopting social media for conducting business activities.  
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Chapter 8: Conclusion and Recommendation 

 

8.1. Rationale of this study 

8.2. Methodology and Methods applied 

8.3. Research Findings 

8.4. Conclusion and Recommendations 
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This chapter sums the experience of this study in brief. This section is divided into 

four parts: research rationale, methodology and methods are discussed and 

conclusion on the findings and conceptual model development.  

A summary to each chapter is presented and recommendations for future studies is 

discussed. The recommendations are based on the researcher’s personal beliefs and 

scope of the study extended. Finally, the conceptual model developed is presented. 

8.1. Rationale of this study 

Social media business platforms are found to be the most popular technology 

innovations for small-sized businesses. Small and medium-sized businesses 

contribute tremendously to the UK’s economy. As we understand, SMEs are the 

backbone of any country’s economy. Majority of the businesses in the UK are 

comprised of small sized firms. The existence of the small sized businesses 

demonstrates the benefits attached to it. A large section of the UK is covered with 

rural and remote areas. There are various small and home-based businesses 

established in those locations, supporting the local community and national economy. 

These rural areas are mainly engaged in farming and agricultural businesses. Some 

areas in Scotland are engaged in specific cultural related businesses such as tweed 

production, handicraft, textiles, cheese production and other very small home-based 

business ideas. The time has changed, and consumer demand have increased. The 

consumer wants product and service choices, comfort purchasing, quick deliveries 

and effortless experience. Technology scholars has understood and satisfied 

consumer desires. Newly developed technology invented online platforms provides 

the shopping experience under one digital roof. Ranging from online retail websites, 

online payment methods and effortless shopping experience with quick deliveries has 

led down the tradition of high street shops to vanish. The higher demand of online 
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presence is turning the once populated shopping high street to empty ghost shops. 

The benefit attached to the online market for the small businesses is huge. Small 

businesses which cannot afford high street rents, employing extra staffs and meeting 

consumer ever change fast fashion needs are better and successful using online 

shopping platforms.  

Recent increase in the usage of social media have given rise to businesses turning 

themselves to such platforms. Social media platforms are free to use, there is no rent 

or fees for using it. Internet and broadband facility are required to operate it. The UK 

government is making efforts to facilitate faster broadband service all over the nation 

to support small businesses located in rural and remote areas. Social media is a game 

changer for small sized businesses whether based in a city or a remote area. Social 

media increases the chance of being searched by consumer quicker than compared 

to that of website search. The small size businesses located in remote geographic 

areas, are undeniably benefitting from the various social media platforms. Small size 

businesses are often very vigilant of the opportunities coming their way. Many 

individuals start their business because of social media. Often, individuals with less 

work opportunities, family commitments, possessed with skills perceive social media 

as the first platform to start business with. The requirement to understand the social 

media importance for such small size entrepreneurs after they have adopted social 

media for conducting business is vital.  

Business activities are a combination of various business elements such as 

marketing, communication, customer relationships, sales and growth. These 

elements are crucial for any business, but various small sized businesses such as 

the entrepreneurs in this study are not prepared to separately invest financially in 

those business elements. The cost-effective characteristics of social media tends to 
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attract entrepreneurs to adopt platforms for conducting businesses. Individual 

perceptions of the entrepreneurs do play a role while deciding to adopt social media 

for business operations. In order to summarise the main objective, the research 

question guiding the study are as follows: 

• What personal/individual factors influences the Harris Tweed weavers to 

adopt social media for their businesses? 

• What social media platform/s are being adopted by Harris Tweed 

weavers/artists for their small business and how does the entrepreneurs 

benefit from the social media platforms? 

• Do these collective entrepreneurs personal/individual factor/s appropriately 

interrelate to form a social media adoption model (SMAM)? 

8.2. Methodology and Methods applied 

A clear methodology directs the research to reach the final outcome. A clear 

methodology as presented in chapter 3 formulated the pathway of this study. To 

explore entrepreneurs personal perception, a qualitative methodology approach is 

necessary. Adaptive theory approach is adopted for this study.  

Adaptive theory ensures that the prior or extant concepts and theory both charge to 

shape the data analysis which originates from the existing literature at the same time 

of emergent data itself shapes the existing theoretical resources. The extant theory 

and emergent concepts have a cyclical relationship, allowing a synthetic formation of 

adaptive theory. Adaptive theory approach privileges extant theory and emergent 

data, which differentiates itself from the grounded theory, which give preference only 
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to emergent data over extant theory. It is the view of prior theory, data collection and 

clear analysis that distinguish the adaptive theory approach from grounded theory.  

The work presented in this thesis is inspired by and built upon previous research on 

factors influencing social media usage (Moghavvemi et. al, 2015), perception towards 

acceptance or adoption technology (Davis D. , 1989) and studies on SME business 

activities, social media platforms, rural business, and technology adoption among 

rural business (Galloway, et. al, 2011; Sakas, Dimitrios & Kavoura, 2015 and Wamba, 

2014).  

The research was conducted in Outer Hebrides - Isle of Lewis and Isle of Harris. 

Thirteen entrepreneurs were selected for this study. The entrepreneurs were involved 

in Harris Tweed weaving business. The entrepreneurs were highly skilled individuals 

located in a rural geographic location. An ethical approval form (Appendix 1) was 

distributed among the participants and the objective of the research was explained. 

The entrepreneurs participated in the study without any pressure. The participants 

were selected on a very fundamental idea of using social media for business. It was 

important for the entrepreneurs to have already adopted social media before the start 

of the interviews. The participants were contacted using emails, Facebook messages, 

telephones and snowball methods with the help of the gatekeeper (Harris Tweed 

Authority marketing head). It was found that there were nineteen independent 

businesses involved in Harris Tweed independent business activities. Only thirteen 

participants were interested in the study. The remaining entrepreneurs were not using 

social media and therefore, contacting them was found to be very difficult. All the 

participants were small entrepreneurs and operated their business using social media 

platforms. 
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Interviews were conducted in a semi-structured format, audio recorded, and memo 

collected at the same time. Each interview was transcribed, and literature was 

reviewed. The process of data analysis started from the very first interview. Constant 

comparison was conducted, and concepts were classified, new topics were added to 

the following interviews. Memos supported the data analysis process. Manual 

analysis of data was selected to improve the understanding of the concepts 

generating rich findings. 

Key findings include the characteristics of the factors influencing the entrepreneurs to 

adopt social media for business activities. This required constant clearing of concepts, 

the filtered concepts divided into sub-themes. The sets of sub-themes compared to 

other sets of developed concepts and further divided into general main theme 

categories. The formation of the key main themes and the relationship between the 

sub-themes shapes the new conceptual model.  

8.3. Research Findings  

The main objective of this study was to explore the factors influencing the 

entrepreneurs to adopt social media for conducting business activities. The research 

questions guiding the objective of the study are summarised in a systematic format 

below:   

• What personal/individual factors influences the Harris Tweed weavers to 

adopt social media for their businesses? 

The entrepreneurs have adopted social media for business activities as an 

opportunity driving business success. Adoption here refers to the usage of a 

system, machinery, technology, or skills. In this study adoption defines the 

perception of continuous use of social media from the start. The entrepreneurs 
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believe in the advantages of social media platforms. The benefit of social 

media tends to lead the continuous use of the platforms.  

The entrepreneur’s perception to adopt social media for business activities 

are divided into two main key themes. The first key theme is the motivational 

factors of the entrepreneurs, which is divided into sub-themes. A set of seven 

sub-themes formed under the key themes, motivational factors are 

meaningfully interconnected. Entrepreneurs find that social media is useful 

due to the nature of the business and the geographical location of the 

business.  

Social media assists the entrepreneurs to reach their customers, create 

engagement, communicate, give information, make sales, and provide 

information to their audiences using social media. These business elements 

using media one online social platform is cost-effective and user-friendly to 

the entrepreneurs. Therefore, the perception of usefulness influences the 

entrepreneurs to adopt social media for conducting business activities. The 

design and self-efficiency of the social media platforms allow the 

entrepreneurs to use the system effectively without much effort. The effortless 

system thus create efficiency and simplifies the system use, resulting in better 

business performance. Therefore, better results and cost-effective 

characteristics of the social media platforms for business influences the 

entrepreneurs to adopt the system for business use. 

Majority of the entrepreneurs adopt social media on recommendations from 

family and friends. Society pressure and suggestions inspires the 

entrepreneurs to act in a certain way. Social media is widely adopted 
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throughout the world, the benefits is noticeable to the entrepreneurs and 

therefore it is established that, subjective norms influence the entrepreneurs 

perception to adopt social media for conducting business activities. The 

recommendations on using social media by family and friends ease the 

system usage and also creates effectiveness.  

Recommendation from family and friends also motivates the entrepreneurs to 

learn new social media skills. Training on social media courses and support 

from family and friends results in great business performance. Therefore, the 

perception towards learning is impactful in influencing the entrepreneurs. 

Learning new social media techniques create their usage experience 

effortless and less time consuming. Better business performance on social 

media is a bonus for the entrepreneurs. Even though social media is a 

communication platform, better performance from the platform can lead to 

change the mindset of the entrepreneurs viewing others success on social 

media. Therefore, better results and improvement in sales are important 

motivational factors.  

Entrepreneurs enjoy success, popularity and strong self-image among their 

competitors. It was established that entrepreneurs particularity regarding their 

self-image is greatly inspired among the Harris Tweed business community. 

The strong image and popularity motivate the entrepreneurs to continuously 

use the social media platforms. This results in system easiness due to the 

continuous usage of the social media platforms, generating great business 

outcomes.  
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Prior knowledge of using ICT and social media for personal and professional 

use results in efficient transition to the business usage. Existing knowledge of 

the system and platforms helps the entrepreneurs to perceive the system as 

easy to use due to prior usage experience. Therefore, prior knowledge of 

social media usage motivates the entrepreneurs perception to adopt social 

media.  

Other key theme developed is expectation factor of the entrepreneurs. The 

sub-themes formed under this key theme are family involvement and 

international market reach. The entrepreneurs expect that, family involvement 

will improve social media usage.  The friends, young generation and other 

family members with social media knowledge can benefit the business by 

bringing innovative ideas and accepting technology advancement. 

Social media platforms expose borderless customer reach for rural SMEs. The 

entrepreneurs awareness about the target market, social media connectivity 

and instant customer reach; encourages them to adopt social media as a 

business tool. People around the world are using social media more than ever 

before and small businesses have the opportunity to connect and trade. 

Therefore, the expectation to reach the global market, influences the 

entrepreneur’s perception to adopt social media for conducting business 

activities and operations. 

• What social media platform/s are being adopted by Harris Tweed 

weavers/artists for their small business and how does online platform benefit 

the entrepreneurs? 
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Technology innovations and digital platforms such as social media has driven 

users to imagine its ultimate opportunity. Various social media platforms such 

as Facebook, Instagram, Twitter, Snapchat, Google + and others; has been 

developed for user interactions. Although few platforms such as Facebook 

and Instagram have gained popularity due to their business support 

characteristics, this has led to the modification and transformation of these 

platforms. It was established that Facebook and Instagram were the highly 

used business platforms on social media. All the thirteen participants used 

Facebook and seven participants use Instagram. Whereas, few other 

participants also experienced using eBay and Etsy in the past for business 

purpose but have not continued using it. eBay and Etsy do not have similar 

business characteristics as Facebook and Instagram. The benefits of using 

Facebook and Instagram involves various business elements such as 

communication, audience reach, customer engagement, customer relations, 

quick information sharing facility, effective communication through comments 

and messages, quick links to payment options and effortless sales. While, the 

importance of social media is highly recommended by the entrepreneurs; 

producing quality products and providing honest information to customers are 

the others basic characteristics of the businesses. It is therefore proposed that 

Facebook and Instagram are highly used social media platforms by the 

entrepreneurs as illustrated in figure 30. The evidence from this study 

suggests that there is a strong relationship between the rural SMEs 

performance growth and adoption of social media. The finding also 

established that social media helps the rural SMEs to create brand 

awareness, increase sales, create customer relationships and 
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communication, generate profit, expand social contacts and collaborations, 

generate business ideas and expand business across the border.  

• Do these collective entrepreneurs personal/individual factor/s appropriately 

interrelate to form a social media adoption model (SMAM)? 

As illustrated in figure 31 and figure 32, the sub-themes formation develops 

the combined understanding of the influencing factors. The set of motivational 

factors interrelate setting collective meaning, whereas expectation factors are 

solely defined forming meaning. Finally, motivation and expectation factors of 

the entrepreneurs serves the research question formally. 

As illustrated in figure 36, the themes developed forms the final conceptual 

model subsequently responding to the objective of the study. The conceptual 

model is believed to be the future of rural SMEs and social media studies. The 

model developed addresses the individual group of entrepreneurs and their 

perception toward social media adoption. The conceptual model bridges the 

gap between the rural SME entrepreneurs and adoption of social media 

studies. Academically, it contributes knowledge to the subject area which is 

interestingly adopted by many academician, researchers and experts. The 

model enhances the knowledge of understanding how individual perception 

towards adoption of social media is triggered by personal factors. In the real 

world, this model can be used by new entrepreneurs planning to adopt social 

media for business operation in rural locations. The model can also be used 

by the Harris Tweed Authorities to promote the social media adoption among 

the existing and new entrepreneurs.  
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8.4. Conclusion and Recommendations  

The study adopted a qualitative approach, exploring the individual perceptions and 

understanding the true beliefs of the Harris Tweed entrepreneurs. The constructivist 

nature of the methodology approach used in this study limits the power of generalising 

the findings to other groups of individuals based in different settings. The population 

selected from the Harris Tweed entrepreneurs community are the individual 

entrepreneurs based in a rural setting operating a tweed weaving business. 

The adoption of social media is on the increase and the ever-innovative nature of 

technology allows further detailed empirical research in other small business groups. 

Due to the limitations of the study, it is recommended that the elements important to 

other small business group are looked into and compared to this study findings. The 

comparison study would generate deep understanding of similar factors influencing 

small entrepreneurs to adopt social media to conduct business activities. In addition, 

studying a larger group of small entrepreneurs in future would highlight other 

important individual factors.  

This research contributes to the academic literature by providing new findings and 

information in this embryonic sector. To be more precise, this research points the 

need for future additional studies exploring rural SMEs in the Scotland, other parts of 

the UK and across the geographical boundaries to fully understand the outcomes of 

such small business social media activities, social media business lifestyle and the 

relationships between the factors influencing the adoption of social media. This study 

is limited to the population selected. The sample only covered one size of particular 

entrepreneurs group. Future studies should include managers and social media 

experts in small business settings to enhance additional findings. From a theoretical 

perspective, the results of the study provide a better understanding on social media 
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entrepreneurship. For the researcher, this study is among the firsts that has 

developed a model, exploring, and presenting individual perception determinants of 

adopting Facebook and Instagram for business operation. From practical and SME 

perspective, the results provide a snapshot of how small firms and organisations are 

coordinating their social media pages for business communication, promotion, sales, 

information, and feedback from customers.    

 
The model developed can be used to test other groups of entrepreneurs spread 

across geographical location, in developing countries and among the other skilled 

entrepreneurs. The outcome from this study will allow the entrepreneurs to organise 

the social media adoption and platform selection pattern. The practical contribution 

can benefit motivating first generation of the entrepreneurs to involve new and young 

generation; and transforming the small business to a family firm. A strong family 

business with advanced technology can secure business advantages using 

appropriate platforms and techniques. This research has academically contributed to 

the changing concept of entrepreneurship and the view of technology importance for 

small businesses. Further investigation into other technology platforms is 

recommended to strengthen the understanding of the influencing factors. In addition, 

investigation on other technology platforms such as mobile payment applications, 

among similar size business community would generate additional knowledge. 

The rural SMEs discussed in this study does not mention the difficulties accessing 

broadband and electricity, but it is to be noted that government should treat the rural 

SMEs as equally important as the urban and large organisations. Further, 

telecommunication infrastructure should be improved, entrepreneurial knowledge 

should be widely spread among the rural communities, managerial skills, marketing 

skills and technology skills should be encouraged and strengthening human 
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resources base by combining strategic ICT co-investiture in government policy 

development programme should be ensured. This will encourage business minded 

individuals in the rural areas to understand the benefits of using social media, its 

impact on the rural society and reduce outward migration. A further recommendation 

is that private training institutes should introduce detail skill programmes focusing on 

entrepreneurial skills, social media skills and digital payment skills. Apart from that 

the government and private training agencies should also encourage rural SMEs to 

understand the responsibility of using social media and online payments methods and 

be vigilant about the online scams and frauds. Also, the study has found that social 

media websites such as Facebook and social media application Instagram is widely 

used among the SMEs; therefore the government should promote the use of specific 

social media websites and applications, which will allow and assist new entrepreneurs 

to easily adapt them. Although, this study does not look into the detailed social media 

strategy used by the SMEs to use social media for business activities, it is 

recommended that future studies should explore the strategic benefit and develop a 

conceptual model enhancing social media strategies for new and existing rural SME 

entrepreneurs.  

Figure 36 is believed to be the first among the studies concentrating on rural SME 

entrepreneurs perception towards social media adoption for conducting business 

activities. Perception is the way in which something is regarded, understood, and 

interpreted. The SME entrepreneurs in this study are abided with their personal 

entrepreneurial perception which is influenced by set of various factors impacting their 

social media adoption decision. Studies in the past have explored social media as a 

marketing tool. Although, social media is believed to be widely used as a marketing 

tool in the past (Moghavvemi, Ainin, Parveen, Jaafar & Shuib,2015; Khan & Karodia, 
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2013), currently its characteristics have encouraged the entrepreneurs to use social 

media as a complete business platform and not only as a marketing tool. SME 

entrepreneurs who are solely responsible to make decision for social media adoption 

are believed to use it for majority of business activities ranging from marketing 

product, services to creating payment methods and providing feedback. The overall 

concept of social media has changed from being used to communicate with family 

and friends to an income generating platform.  

As discussed in chapter 7, the model is beneficial for the existing entrepreneurs and 

new entrepreneurs to develop deep social media understanding and encourage them 

to use Facebook and Instagram. Facebook and Instagram have proven to be 

successful among the entrepreneurs. The determinants or sub-theme forming the 

conceptual model individually have been manually coded, understood, and 

established. The interrelation of the sub-themes verifies the creation of the main 

themes and formation of main themes creates the genuine conceptual model. The 

formation of the conceptual model presents the importance of Facebook and 

Instagram as the most used and valuable social media websites or application 

profiting the rural SMEs, based on their business size, nature of business and 

geographical location. The theoretical value of the conceptual model also aims to 

contribute knowledge to students exploring entrepreneurship studies, researchers 

studying social media and rural SMEs and academicians applying the model in rural 

SMEs studies. Each sub-theme formed is explained in detail, which allows the reader 

to combine and discover new knowledge in entrepreneurship field. Further, the main 

themes allow the reader to understand that motivation and expectation are the 

prominent factors influencing the entrepreneurs to adopt Facebook and Instagram.   

The combined determinants or sub-themes will create an easy decision-making 
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position for existing and new SME entrepreneurs; and understand the important 

influencing factors impacting social media adoption for business. The determinants 

of the conceptual model have positive influence on SME entrepreneurs to adopt social 

media for business activities and therefore, existing, or new entrepreneurs can 

depend on and organise their social media adoption pattern based on the model.  

This research provides unique rural UK perspective of entrepreneur’s perception for 

social media adoption, which contributes to a better understanding for 

entrepreneurship and digital technology.  

Finally, this thesis aims at bridging the academic gap between the understanding of 

social media importance in SMEs and entrepreneurs understanding of social media 

in the small and medium-sized business sector.  
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Appendix 2 Research Questions for Harris Tweed Independent entrepreneurs. 

The questions outlined below are a sample of possible questions, further questions 
must be at the Researchers digression to obtain further information. Depending on 
the participants agreement to take part in the study and suggest other participants 
according to the conditions.  

 

Interview topics 

1. Personal background 

• What is your name? 

• What is your age? 

• Where do you live? Did you live here for your entire life? If not, then 

where else?  

• How much have you studied? Where did you studied?  

2. Work history/background 

• Where did you previously work?  

• What was your position before? Was that your first job? 

• What did you learn from your previous work experience? 

• When did you start working here? 

• What is position here? Is this what you wanted to do in your life? 

• How many people work with you including weavers and other 

member? 

• Are you the decision maker? If not then, who takes business 

decision? 

• Are there other members of the team involved in decision making? 
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3. Business strategy 

• Could you please tell me more about the company and its 

recognition? 

• What is family involvement in the company?  

• Who makes the business strategy and how is it implemented? 

• Do you have a specific team who is responsible for your business 

activities? If yes, can you please tell me in detail why have you 

employed specific team for these activities? 

• As a company what channels do you use to promote your company 

to customers, clients and other? 

 

4. Social media strategy 

• What do you understand by Social Media? Do you think it is 

important? 

• What are the first names that come to your mind when you hear the 

word ‘social media’?  

• Do you use social media for business, if yes which particular 

platforms do you consider? Could you please tell me since when did 

the business first decided to use SM? 

• Whose decision was it to adopt social media? 

• Can you please tell me in detail what were the main factors the 

business considered before creating presence on social media? 

• Why have you chosen a particular platform for your online presence? 

Did you consider any research before using social media, if yes can 

you please tell me what were they? 
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• Do you have any social media training? 

• How important it is to get the social media strategies correct for the 

company?  

• What are the different channels that the company uses to interact 

with audiences?  

5. Business development strategies 

• Business support- development strategy, social media usage, 

external agency, cost involved, management team decision, up to 

date information 

• What is the potential of business growth? 

• Do you think the business will maintain its traditional way of trading 

with customer/clients/employees/others? 

• Have you passed your skills to your anyone in your 

family/generation? If yes or no, please explain in detail? 

Topic added after reviewing additional literature on TAM. 

6. Perceived usefulness and Perceived ease to use 

• Do you think social media is useful? 

• Do you think social media is easy to use? 
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Appendix 3 – Participants Information Sheet 

Participant Information Sheet 

1. Research Project Title 

Exploration of the factors influencing the adoption of social media strategies for branding in small & 
medium family businesses and its influence on business growth: A case study of Harris Tweed, Scotland 

UK. 

2. Invitation 

You are being invited to take part in this research project. Before you decide to do so, it is important you 
understand why the research is being done and what it will involve. Please take time to read the following 
information carefully and discuss it with others if you wish. Ask the researcher if there is anything that is 

not clear or if you would like more information. 

Take time to decide whether or not you wish to take part. Thank you for reading this. 

3. What is the project’s purpose? 

The main purpose of the project is to develop a conceptual framework by identifying and exploring the 
factors (internal and external) that influences the decision-making process of adopting social media 
(modern mean of communication) for its brand and business development. The study is based on 
previous researches in different countries. 

4. Why have I been chosen? 

You have been chosen because as a brand director, sales manager, mill manager, weaver, sole 
businessman, marketing manager, social media strategist and employee; you will have desired 

knowledge of the brand and its requirement to develop in this modern world. 

5. Do I have to take part? 

It is completely up to you to decide whether or not to take part. If you do decide to take part, you will be 
able to keep a copy of this information sheet and you should indicate your agreement via emailing the 
researcher. You can still withdraw at any time. You do not have to give a reason. 

6. What will happen to me if I take part? 

You will be interviewed for approximately 45 to 60 minutes. You may also wish to agree to a follow-up 

interview to find out more about your approach. 

7. What do I have to do? 

You would be required to answers the questions in the interview which you will appropriate to answer. 
Your participation will be highly appreciated. There are no other commitments or lifestyle restrictions 
associated with participating. 

8. What are the possible disadvantages and risks of taking part? 

Participating in the research is not anticipated to cause you any disadvantages or discomfort. 

9. What are the possible benefits of taking part? 

Whilst there are no immediate positive benefits for those participants participating in the research, it is 
wished and hoped that this study will have a beneficial impact on the small and medium family 
businesses to understand the importance of the modern mean of communication. Further, results of the 
research will also be provided to the participants to appreciate their professional contribution. 

10. What happens if the study stops earlier than expected? 
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If the study stops before the plan schedule, the researcher shall inform you with any explanation required. 

11. What if something goes wrong? 

If you have any discomfort about the project in first instance you can contact the researcher for any 
further information. If you are not satisfied by the provided response, you may contact the researcher’s 

supervisory team at Queen Margaret University to get any further assistance. 

12. Will my taking part in this project be kept confidential? 

All the information that will be collected during the process will be kept strictly confidential. In order to 
maintain the identity, every participants name will be changed by a proxy name. all data collected will be 
destroyed after the final submission of the research. All data will be kept under researchers supervision 

and no participant would be identifiable.  

13. Will I be recorded, and how will the recorded media be used? 

There would be no video recording required for this study process. You will be required be to be audio 
recorded in order to analysis the interview data carefully and precisely.  

14. What type of information will be sought from me and why is the collection of this information 
relevant for achieving the research project’s objectives. 

The interview will be concentrating on your perception towards business and modern means of 

communication. Your views and experience are just what the project is interested in exploring. 

15. What will happen to the results of the research project? 

Results of the research will be published. You will not be identified in any report or publication. If you 
wish to be given a copy of any reports resulting from the research, please ask us to put you on our 
circulation list. 

16. Who is organising and funding the research? 

The entire project is funded by researcher’s father, Mr Munaf Abbasi (India). 

17. Ethical approval for this project? 

The project will be approved by the ethical department of Queen Margaret University. This study does 
not require any other form of ethical approval accept Queen Margaret University internal approval. 

18. Contacts for further information 

Researcher: Toha Abbasi 

Email: TAbbasi@qmu.ac.uk 

Contact details: 0044 7766734288 

Supervisory team: 

Dr. Claire Seaman: CSeaman@qmu.ac.uk 

Dr. Rita Welsh: RWelsh@qmu.ac.uk 

Dr. Silvia Mauricio: MSilvia@qmu.ac.uk 

Queen Margaret University, Edinburgh Eh21 6UU 

*Please let the researcher know if you require the form in other language   

Thank you for taking part in this research. 

mailto:TAbbasi@qmu.ac.uk
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Appendix 4 – Participants Agreement Form 

 
 

 
Title of the study 

 
Exploring the factors influencing the entrepreneurs perception towards adoption of social media for 

conducting business activities: A study on Harris Tweed independent weavers small business in Outer 
Hebrides 

 
 

 
Name of the Researcher/Interviewer: Toha M Abbasi 

 
 

1. I have read and understood the information sheet and this consent form. I have had an 
opportunity to ask questions about my participation. 

 
2. I understand that I am under no obligation to take part in this study. 

 
3. I understand that I have the right to withdraw from this study at any stage and refuse to 

answer any particular questions without giving any reason. 
 

4. I agree to the interview being audio recorded. 
 

5. I understand that there is unlikely to be any apparent benefit from taking part in this study 
both now and in the future.  

 
6. I agree to participate in this study by providing my signature below. 

 
 
Name of participant: _____________________________________ 
 
 
Signature of participant: _____________________________________ 
 
 
Signature of researcher: _____________________________________ 
 
 
Date:   _________________ 
 
 
Address:      PhD Student,  

    Division of Business Enterprise and Management 
  School of Arts, Social Sciences and Management 

Queen Margaret University, Edinburgh 
Musselburgh, East Lothian EH21 6UU 
 

Email / Telephone:    TAbbasi@qmu.ac.uk/ 0044 7766734288 

  

mailto:TAbbasi@qmu.ac.uk/
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Appendix 5 - Manual Coding 

Int: Why do you use social media for business? 

P8: I started using Facebook initially to promote my business and what I make. Now I don’t 

need to promote it.  – Social Media platform used - Facebook 

Most of my sales are from Facebook. – Business platform – Facebook – business income 

I would say 70% from Scotland and 30% from abroad. America, New Zealand and Germany 

are regulars. They contact me directly on Facebook and do business. – International 

customers – Customer communication  

I have business cards and some advertisements through Calmac ship and tourist board 

information. We really don’t need to keep the door open all day, its better I concentrate on 

weaving, produce a good piece and get it on Facebook for business. – Rely on online 

customers – Trust Facebook for customer loyalty – Customer relationship 

When tourist come, not all of them buy, and sometimes they waste a lot of time. On the other 

hand, they can take your card and contact me on Facebook. – Customer communication – 

Increase in customer base 

I have not tried Instagram yet. I remember some other weaver whom I follow had posted 

something which said ‘Instagram’ and ‘Hashtag’. 

I am now using Facebook for four years and it is the easiest platform for small businesses like 

us. – Social Media platform used – Facebook is easy to use – Small business usefulness 

I use SM to reach my audience, as there is nobody local to buy so I have to reach to them. – 

Increase customer base – International markets – Business opportunities 

I think I will learn more and learn Instagram as well. – Wish to learn Instagram for business 



427 
 

If ever I employ a weaver to work with me if I expand then I will see if they can also handle 

some of my social media activities, - concentrating to increase customer reach on social media 

so that I can balance my work and social media business. 

Note: Underlined sentences are interesting/related/new/repeated phrases, which interests the 

researcher in study context. The underline sentences are grouped in categories. 

SM platform adopted     Business Benefits       Characteristics          Learning  

SM platform applied Business income       Business Opportunities     Wish to learn 

Facebook  Customer communication  Easy to Use  Instagram 

Business Platform Customer Loyalty       SM usefulness           Competitors 

Instagram  Customer relationship  

   Increase customer base 

    

 

Next step involved is to reject unwanted or less needed categories and form 

connection between other categories. The important groups can be called categories 

or sub-themes or themes. The researcher has called them sub-themes which are 

further grouped into main themes.  

 

 

 


