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Abstract
Fake news is a major concern globally. Numerous news articles worldwide have reported on the 
spread of fake news in multiple arenas. Malaysia, similarly, has been covering the proliferation of 
fake news in the media. A Fake News Bill was passed in Parliament, at record time, in the hope of 
attaining preventive measures to counter the spread of fake news (the bill was repealed four months 
later). This study aims to determine students’ perception of fake news in the context of their media 
usage and message credibility. Specifically, it aims to determine the relationship between media 
use, message credibility and perception of fake news; and to analyse the mediating effect of message 
credibility on media use and the perception of fake news. Fake news, in this context, is defined as 
deliberate misinformation spread by traditional or social media. The research utilizes the Media 
Dependency Theory in explaining the relationship between the audiences, media and the larger 
social system. The theoretical framework assumes that during times of conflict or uncertainty, in 
this case before the General Election 2018, audiences are likely to be more dependent on the media 
for information. It employs a quantitative research design using the survey method. 237 students 
from the Department of Communication, International Islamic University Malaysia (IIUM) 
participated in the study. Findings show that there are significant relationships among media use, 
message credibility and fake news. The Media Dependency Theory is supported in this study.

Keywords: Fake news, global communication, mass media use, media dependency theory, message 
credibility. 
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INTRODUCTION

 The issue of fake news is a major concern at the local and global levels. Dozens of news 
articles worldwide (Ashford, 2017; Dodds, 2017; Greensdale, 2016; Ike & Smets, 2017) have 
reported on the spread of fake news in the political, social, economic and entertainment arenas. 
One reporter wrote that we are currently living in a “post-truth” society where it is extremely 
challenging to correct falsehoods spread swiftly and indiscriminately through the Internet 
(Greensdale, 2016). Malaysia, similarly, has been vigorously covering the proliferation of fake 
news in the media in recent months (“Curbing fake news lies in thinking it through,” 2018; 
“Fake News Act a fact soon,” 2018; Nik Anis, 2018; “S’wak BN reps backing proposed Fake News 
Act,” 2018; Sivanandam, Tan, & Koh, 2018; Sivanandam, Zainal, & Tan, 2018).

 The Dewan Rakyat (the lower house of Parliament) indicated that action would be taken 
against those who maliciously create or circulate fake news and passed the much-debated Anti-
Fake News Bill 2018. The bill states that anyone who “by any means, maliciously creates, offers, 
publishes, prints, distributes, circulates or disseminates any fake news or publication containing 
fake news commits an offence and shall, on conviction, be liable to a fine, not exceeding 
RM500,000 or to imprisonment for a term not exceeding six years or to both” (Sivanandam, 
Zainal, & Tan, 2018). However, four months later, the new post-election parliament passed a bill 
to repeal the Anti-Fake News law (Sivanandam, Carvalho, Rahim, & Shagar, 2018). 

 Research published by the Malaysian Communications and Multimedia Commission 
(MCMC) reports that within the realm of the new media, WhatsApp is the most used platform 
for the spread of fake news (84%), followed by Facebook (8%), blogs (4%) and least of all Twitter 
(1%) (“Berita palsu musuh kita bersama,” 2018). Given the interactive nature of the social media, 
it is logical to assume that when compared to the traditional media, social media platforms are 
where unverified news is easily spread.

 The MCMC also reports that researchers in Malaysia are worried about young people’s 
views on media privacy and moral issues. Their findings show that young users are unable 
to differentiate between fact and fiction and are unaware of how to look for reliable sources 
(Malaysian Communications and Multimedia Commission [MCMC], 2014). This brings us to 
issues of credibility in the mass media.

 The mass media provide a platform in which journalists, public relations professionals, 
advertising practitioners, politicians and issues advocates as well as many others try to educate, 
inform, pursue and influence audiences. The success of these endeavours depends largely on 
how much credibility is afforded to these institutions by audiences (Golan, 2010). This research 
aims to investigate whether or not audience perception of message credibility affects their 
perception on fake news based on their use of both the traditional and social media.

Problem Statement

The “fake news” phenomena might not be a new one, but it has definitely been of interest to 
researchers in the past few years. Its prevalence is more pronounced during elections when 
parties compete for votes. Given the current changes in the political atmosphere in the country, 
there appears to be little research done 
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linking message credibility to Malaysian’s perception of fake news. In this regard, this paper 
examines students’ perception of fake news, media usage and message credibility.

Research Objectives

 This study aims to determine students’ perception of fake news in the context of their media
use and message credibility. Specifically, it aims to:

1. Determine the levels of student media use, perception of message credibility in the mass 
media and their level of fake news perception, verification behaviour and dissemination.

2. Test the relationship between media use, message credibility and perception of fake 
news.

3. Analyse the mediating effect of message credibility on media use and perception of fake 
news.

Significance of the Study

 This research contributes to the existing body of knowledge on media use and message 
credibility through the underlying framework of the Media Dependency Theory. As will be 
noted in the literature review, much of academic research on the area of fake news focuses on 
the impact of fake news items/programs on audience perception/knowledge/attitude (Balmas, 
2014; Brewer, Young, & Morreale, 2013; Marchi, 2012; Rini, 2017). All these studies and many 
others were carried out in America or Europe. There is minimal research conducted on this 
issue in Asia. This paper attempts to fill the gaps in research on fake news in the Malaysian 
context.

 It is also important to state that the anti-fake news bill was passed in record time, was the focal 
point of debate among academicians, policy makers, human rights activists as well as the public 
(Nik Saleh, 2018; Thomas, 2018), and then swiftly repealed by the parliament (Sivanandam, 
Carvalho, Rahim, & Shagar, 2018). Other factors, mainly the increasing importance of the 
media as a source of information during times of uncertainty, the growing popularity of social 
media as well as the decline in the global levels of media credibility (Edelman Trust Barometer, 
2018) further stress the importance and need for research on fake news.

 In terms of practical implications, this research hopes to provide media institutions, 
government agencies as well as public relations professionals insight into the perception of 
Malaysian youth on fake news and message credibility in relation to their media use.

LITERATURE REVIEW
Fake News

 News reporting is traditionally based upon facts. However, with the development of the 
Internet and social media, “alternative” narratives appeared (Albright, 2017). The phrase “fake 
news” was used repeatedly by President Donald Trump of the United States of America during 
the 2016 presidential elections. 
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 Fake news is not an easy term to define. Allcott and Gentzkow (2017) define “fake news” as 
news articles that are purposefully and verifiably false, and could misinform readers. For the 
purposes of their research, they rule out related “concepts” to fake news from their definition. 
These related concepts are unintentional mistakes made during reporting, rumours that do not 
have a particular source of reference, conspiracy theories, satires, false statements by politicians, 
and reports that are biased or misleading but not outright false.

 Rini (2017) offers a similar but more inclusive definition. She states that fake news is not 
just false information being reported, but false information reported intentionally to deceive. 
She continues to elaborate that fake news is also meant to be shared and shared again and that 
intentions behind such fabrication are more complicated. These intentions are mostly financially 
motivated. She defines a fake news story as one that alleges to describe happenings in the actual 
world, characteristically by imitating the methods of traditional media reporting, yet is known 
by its inventers to be false, and is communicated with the two goals of being disseminated 
extensively and of misleading at least some of its audience. Similarly, Humprecht (2018) defines 
“online disinformation” as the intentional publication of false statements of facts for strategic 
purposes and spread for social influence or profit. 

 Other researchers write that fake news is synonymous with “satirical news”, “humorous 
political messages”, “fictitious news”, “negative jokes”, “inconsistencies of news”, “contradictory 
information”, “unrealistic”, “pre-generic”, “strategic and negative presentation of politicians”, and 
so on, including a much broader range (Balmas, 2014). Tandoc, Lim, and Ling (2017) contend 
that scholarly definitions may be studied along their variations in facticity and deception. For 
the purposes of this research, fake news is simply defined as deliberate misinformation spread 
by the traditional or social media.

 As mentioned in the introduction, there is a surge of interest in fake news. Its importance 
may be attributed to several reasons. First, it is now considerably easier for an entity or an 
individual to be part of the mass media, both because it is now easy to set up websites and 
because it is easy to monetize web content through advertising platforms (Allcott & Gentzkow, 
2017). Second, social media are a suitable media for the spread of fake news, and social media 
use has risen sharply. As of April 2018, active Facebook users per month reached 2.2 billion and 
Twitter’s 330 million (Statista, 2018). Third, the Edelman Trust Barometer (2018) reports that 
47% of Malaysians trust the media as a reliable source of information in 2018, which is 5% less 
than in 2017. This decreasing trust in the media could be both a cause and a consequence of 
fake news gaining more traction. Seven in ten (between 71-75%) Malaysians worry about “false 
information or fake news” being used as a weapon (Edelman Trust Barometer, 2018).

 Previous studies on fake news may be classified into two broad categories. Research that 
explores, identifies or studies specific features of information mediums and their impact on 
user perception of credibility (Morris, Counts, Roseway, Hoff, & Schwarz, 2012; Marchi, 2012) 
and research focused on specific programs, messages or information pieces based on fake news 
and their effects on audiences (Brewer, Young, & Morreale, 2013; Khaldarova & Pantti, 2016). 
Recent studies on fake news focus on the individual level, arguing that psychological effects can 
explain why many people share fake news (Allcott & Gentzkow, 2017). 

 Links between fake news as a general concept not associated with a specific medium or 
specific message is scarce. This may be attributed to the recent ‘outbreak’ of fake news epidemic 
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– especially through the social media; or that fake news is more accurately measured when it is 
narrowed down to a specific instance/occasion or through a specific communication platform 
such as television or Twitter.

 As fake news varies in forms in different media and is still somehow a relatively unchartered 
territory in terms of measurement criteria, the researchers developed a scale for measuring 
fake news received through traditional and social media in terms of perception of fake news, 
verification behavior and its dissemination. 

Media Use

 Media usage, also called media consumption or media diet, is defined as the sum of 
information and entertainment media taken in by an individual or group (Statista, 2018). The 
term “mass media” is described by McQuail (2000) as means of communication that operate in a 
large scale, reaching and involving more or less everyone in a society. The mass media generally 
include a number of established, traditional media (such as the newspapers, magazines, radio, 
film, television and so on) and new media – includes all new forms of communication such as 
the Internet, mobile communication applications, and social networking sites. For the purpose 
of this research, mass media refers to the traditional media (television, radio and newspapers) 
and social media (Facebook, Twitter, Instagram and WhatsApp).

 Early mass communication research was preoccupied with media effects and their potential 
harms. Media use only became central when the audience was viewed as being more active 
than passive and considered as motivated users who are in charge of their media experience 
(McQuail, 2000). This can be seen in the development of the mass communication theories 
from the theories of powerful effects such as the Magic Bullet in the early 18th century to limited 
effects to mediated effects. Research on uses of the mass media only came about towards the end 
of the 18th century where the mediating factors were incorporated into the relationship between 
media use and effects. Theories such as the Diffusion of Innovation, Uses and Gratification and 
Media Dependency were developed.

 The use of a communication medium is a function of a number of factors such as accessibility 
and ease of use, time and cost among others (Fulk, Steinfield, Schmitz, & Power, 1987). Cultural 
studies put emphasis on media use as a reflection of a particular socio-cultural context, as a 
process of giving meaning to cultural products and experiences in every-day life (McQuail, 
2000).

 Advancements in Internet technology and growth of online news have stimulated new 
issues. One of which, is the excessive resources of diverse information. Social media platforms 
such as Facebook have a completely different structure than the earlier media technologies. 
Within social media sites, content can be spread among users without third party filtering, 
verification, or editorial judgment (Allcott & Gentzkow, 2017). The nature of these networks 
is therefore a good place through which fake news may be developed and disseminated with 
relative ease. This nature has also led to increased interest in mass media credibility.

 This research refers to both traditional and social media use in relation to message credibility 
and perception of fake news. The instrument used to measure media use here includes items 
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for traditional media and social media usage. These items were developed from an aggregate of 
measures for media use from the available literature. Respondents were asked questions on their 
level of agreement regarding the usage of media types for news and important information. 

 There are two theoretical approaches available to study how individuals use the mass 
media: the Uses and Gratifications Theory (UGT) and the Media Dependency Theory (MDT) 
(Patwardhan & Yan, 2003). This study uses the Media Dependency Theory (MDT) as its theoretical 
framework. MDT proposes dependency relations between people and media grounded on the 
perceived helpfulness of the media in meeting understanding (social/self), orientation (action/
interaction) and play (social/solitary) (Patwardhan & Yan, 2003). The theory also states that the 
intensity of dependency on the media increases in times of uncertainty and social change.

Message Credibility

 Media credibility is a complex and multidimensional concept. Research in media credibility 
has mostly been either on source credibility or on the credibility of the medium. Golan (2010)  
explains each, clearly stating that research on source credibility focuses on the characteristics of 
the message (speaker, organization, media outlet) while that on medium credibility focuses on 
the medium of the message delivered (newspaper, television).

 Early interpretations of credibility define it as the believability of a source, and mostly 
depends on perceptions of the trustworthiness and expertise of the source as understood by the 
receiver (Metzger & Flanagin, 2013). This definition steers research on credibility in psychology 
and communication, which largely focuses on source credibility, usually conceptualized as 
the believability of a speaker. However, researchers suggest that credibility of media messages 
may be influenced by non-source aspects, such as the medium or structure of the messages 
themselves (Appleman & Sundar, 2016). 

 This paper is concerned with message credibility – a less studied dimension of media 
credibility. Separating message credibility from the source and the medium can enhance the 
clarity and quality of research in a number of theoretical and practical ways (Appelman & 
Sundar, 2016). This study uses the definition proposed by Appelman and Sundar (2016) who 
define it in the context of news obtained from the media as an individual’s judgment of the 
“veracity” of the content of communication.

 In this modern era, news is readily available online and media conglomerates are no longer 
the main source of news. In the past few decades, the online digital ‘alternative’ media has 
shifted from being supplementary sources of news to the traditional newspapers and television 
to becoming the main source of information (Wilson, Leong, Nge, & Hong, 2011). Researchers 
report that newspapers, books and television verify their news before publicizing; however, in 
the Internet this is not necessarily true. Online information providers are not bound by editorial 
and gatekeeping regulations like in the traditional media (Wilson, Leong, Nge, & Hong, 2011). 
Therefore, with the influx of information online and offline, the issue of message credibility is 
crucial.

 Previous studies on media credibility are abundant but studies on message credibility 
specifically are scarce.  Studies on message credibility and fake news are even fewer. Morris et 
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al. (2012) investigate the user perception of tweet credibility and identify features that impact 
user assessment of tweet credibility. Bidin and Mustafa (2012) present findings related to youth’s 
perception of the credibility of blogs. Karlsson, Clerwall, and Bord (2014) research the effects of 
transparency on source and message credibility. 

 Message credibility is operationalized through asking respondents the degree to which 
they found news items received through the different media types to be accurate, authentic 
and believable. These three adjectives were found to be the most reliable terms to describe the 
credibility of a media message as reported by Appelman and Sundar (2016). Each adjective is 
used in sets of five-item questions leading to an aggregate of 15 items measuring the message 
accuracy of traditional and social media.

THEORETICAL FRAMEWORK

 The theoretical basis of this research is the theory of Media Dependency, which was proposed 
in 1976 by Sandra Ball-Rokeach and Melvin Defleur. The Media dependency theory explains 
the essential relationship between the audiences, media and the larger social system (Ball-
Rokeach & DeFleur, 1976). They argue that individuals use the media to satisfy certain goals, 
the more the media functions to satisfy these goals, the more dependent the individuals are on 
the media. This is similar to the Uses and Gratification Theory (Wok & Wan Mohd Ghazali, 
2011). According to Wok and Wan Mohd Ghazali (2011), the audience level of dependency 
depends on the frequency (the time that a person spends using the traditional or the social 
media), the importance of the message received from the specific media use and the degree of 
change and conflict present in the society.

 The theory argues that individuals’ use of the media not only depends on internal factors, 
such as the extent to which the media meet a number of his/her needs, but also to external 
factors that may not be in the individual’s control. These outside factors act as constraints on 
what and how media can be used and on the availability of other non-media alternatives (Ball-
Rokeach & DeFleur, 1976). The more alternatives that people have for satisfying their needs, 
the less dependent they become on any single medium. This means individuals may sometime 
depend more on a certain medium only because of its availability. 

 The social media has become a powerful communication tool with its great ability to supply 
extensive information to the masses but also increasing risk and crises (Westerman, Spence, 
& Van Der Heide, 2014). Regardless of the audience’s education level, age, gender or religion, 
people are becoming increasingly dependent on the social media by trusting its messages and 
using it to understand the social phenomenon, to act meaningfully and effectively in the society 
and even for fantasy and escape without considering the credibility of its message (Wok & Wan 
Mohd Ghazali, 2011). However, there are some who are not influenced by the social media, and 
tend to depend on the traditional media for information.

 The media tend to affect the audience with higher needs more than the ones with minimal 
needs. University students are found to be the most dependent on the social media (Hamid, 
Ishak, Ismail, & Yazam, 2013) than the traditional media for many reasons: the cost of some 
traditional media, all messages on the traditional media can be easily accessed in the social 
media, and also for educational purposes (Hamid, Ishak, Ismail, & Yazam, 2013). 
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 This study, where data was collected a few weeks before the historic 14th Malaysian general 
elections, assumes that there is an environment of uncertainty and social change. In addition to 
the newly passed and then repealed Anti-fake News law and the charged political race for votes, 
the Malaysian public will definitely be hungry for news and information. Hence, this study uses 
the assumptions of the Media Dependency theory in its examination of the people’s use of mass 
media to obtain news in times of social change, their perception of the credibility of this news 
and fake news.

CONCEPTUAL FRAMEWORK AND HYPOTHESES

 This paper posits that students’ perception of message credibility mediate the relationships 
between their media use and their fake news perceptions. In order to test this, the relationships 
between the variables, namely media use (both traditional and social media act as the 
independent variables), message credibility (mediating variable) and fake news perception 
(dependent variable). The following general hypotheses are proposed:

H1:  Students are likely to perceive messages from the traditional media as being more   
credible than messages in the social media.

H2:  There are differences in students’ perception of fake news messages from different   
mass media, they are expected to perceive news messages from the social media   
more sceptically than messages from the traditional media.

H3:  There are positive correlations between media use for obtaining news, message credibility
 and fake news perception.
H3.1:  There is a positive relationship between traditional media use and fake news perception.
H3.2: There is a positive relationship between social media use and fake news perception.
H3.3:  There is a positive relationship between traditional media use and message credibility of 

traditional media.
H3.4:  There is a positive relationship between social media use and message credibility of 

social media.
H3.5:  There is a positive relationship between message credibility of traditional media and 

fake news perception.
H3.6:  There is a positive relationship between message credibility of social media and fake 

news perception.
H3.7:  Message credibility in traditional media mediates the relationship between traditional 

media use and fake news perception.
H3.8:  Message credibility in social media mediates the relationship between social media use 

and fake news perception.
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Figure 1. Conceptual framework of fake news perception and related variables.

METHODOLOGY

 The study employs the quantitative research design using the survey method. This is required 
to facilitate the data collection process in obtaining large sets of data in a short time. 

Population and Sampling

 The population is approximately 500 undergraduate students, estimate received from 
the Department of Communication, International Islamic University Malaysia (IIUM). 
Communication students were chosen under the assumption that they are exposed to basic 
knowledge of the different mass media and they may be among the most frequent users of 
media since they study mass communication.

 A sample size of 237 students was obtained through the stratified random sampling, where 
the population is divided into subgroups according to their communication courses and 
respondents randomly selected from each group. Permissions were sought and gained from 
instructors of various communication courses.  

Data Collection Instrument

Survey questionnaire was the preferred technique for data collection. The survey was conducted 
in three days in the middle of the semester, 25th – 27th March 2018. The data was then computed 
for analysis. 

 The questionnaire used for data collection is divided into five sections. Section one features 
demographic information about the respondents. Section two measures media use for obtaining 
news. Message credibility, section three, is then measured by asking respondents the degree to 
which they find news items received through the different media types are accurate, authentic 
and believable adapted from Appelman and Sundar (2016). The final two sections are on fake 
news. The fake news items are developed by the researchers.
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H3.1 

H3.3 

Traditional Media Use 

Social Media Use 

Fake News 
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10 Human Communication

 All items are measured on a 5-point Likert scale where 1 = strongly disagree, 2 = disagree, 
3 = slightly agree, 4 = agree and 5 = strongly agree. The overall variable is computed to form a 
mean score with a minimum of 1 and a maximum of 5. To calculate the overall percentage of 
an item, the mean for each item is multiplied by 20, this is based on the 5-point scale which is 
equivalent to 100%. Therefore, an overall percentage would be gained by multiplying the mean 
score by 100 divided by 5 (Wok & Hashim, 2014).

Validity and Reliability

 A pilot study (N=30) was conducted before the actual study to measure the flow and content 
of the questions, and any problems faced by the respondents. The questionnaire was also reviewed 
and approved by an expert in the field. Reliability tests were carried out on the complete set of 
items, each item was tested against Cronbach’s alpha of .70 to indicate the reliability of the 
variables. Table 1 shows that the results confirm internal cohesiveness and consistency of the 
research variables with Cronbach alpha values ranging from .798 to .920.

Table 1
Means, Standard Deviations and Reliability of Variables in the Study

Variable M SD No. of 
Items Pilot Study 

(N=30)
Actual Study 

(N=237)

Traditional Media Use 3.301 0.752 5 .846 .798

Social Media Use 4.219 0.657 5 .948 .879
Accuracy in Message Credibility 3.297 0.647 5 .907 .819
Authenticity in Message Credibility 3.342 0.653 5 .861 .823
Believability in Message Credibility 3.293 0.691 5 .879 .836
Overall Message Credibility 3.310 0.593 15 .955 .920
Perception of Fake News 3.992 0.699 5 .923 .870
Verification of Fake News 3.717 0.688 5 .809 .840
Dissemination of Fake News 2.950 0.824 5 .886 .863
Overall Fake News 3.553 0.504 15 .856 .831

 The study’s data were compiled and analysed using SPSS v. 23. Then descriptive and 
inferential statistical analysis was carried out. The Descriptive analyses includes frequencies, 
percentages, means and standard deviations, while the inferential analysis includes the t-tests, 
zero-order and partial correlations as well as regression analyses. 

FINDINGS
Demographic Characteristics of Respondents

 The study analysed a sample of 237 respondents from the target population. Table 2 
below shows the details of the demographic characteristics of the respondents. This sample 
consists of under-graduate students from different specializations within the Department of 
Communication. The number of males (34.2%) is about half the number of females (65.8%). 
There are also considerably more Malaysian students (80.2%) than non-Malaysians (19.8%). A 

Reliability (Cronbach’s α)
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little over half the sample of respondents is between 23 to 25-year-old (54.5%), 40% are between 
20 to 22 years old, 26 years and above make up 4.1% and the least number of respondents is 
aged 19 years or below (1.2%). In terms of their level of study, approximately a third of the 
respondents are final year students (35.9%), third- and second-year students make up 32.1% and 
25.3% of the sample respectively. First year students are least represented amounting to 6.8% of 
total respondents. A little less than half the sample specializes in organizational communication 
(39.7%), followed by students in electronic media (27.4%), public relations (21.5%) and finally 
in journalism (11.4%).

Table 2 
Demographic Characteristics of Respondents

Demographic characteristic Category Frequency Percentage
Gender Male

Female

Total

81
156

237

34.2
65.8

100
Nationality Malaysian

International

Total

190
47

237

80.2
19.8

100
Age Below 19 years old

20 – 22 years old
23 – 25 years old
More than 26 years old 

Total

3
95
129
10

237

1.2
40.0
54.5
4.1

100
Year of Study 1st year

2nd year
3rd year
4th year

Total

16
60
76
85

237

6.8
25.3
32.1
35.9

100

Use of Traditional and Social Media for Obtaining News

 Tables 3 and 4 show students’ usage of traditional and social media for obtaining news, 
indicating greater use of social media. In the use of the traditional media, the highest percentage 
is for item number 2 (M=3.494, SD=0.891) where almost 70% use traditional media to obtain 
important information about what is happening around them. The lowest item on the traditional 
media scale is item number 1 (M=2.956, SD=1.047) reflecting that more than half the responses 
did not regularly receive news from traditional media. This item also reflected a negative but 
significant t value of   -2.108 (p=.036) indicating that the traditional media is a less sought 
medium for obtaining news in a regular fashion. Table 3 shows that on average students’ use of 
the traditional media for obtaining news is significant (t=6.170, p=.000) with an average mean 
score percentage of 66% (M=3.301, SD=0.752). 
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Table 3 
One-sample T-test For Traditional Media Use for Obtaining News (TMU)

No. Item (N=237) M* SD % t** df p
2 I find that traditional media provide important 

information about what is happening around us.
3.494 0.891 69.9 8.532 236 .000

4 I read/watch/listen to news reported on traditional 
media that is relevant to my life.

3.468 0.959 69.4 7.519 236 .000

3 I have easy access to a television or a newspaper or a 
radio.

3.443 1.050 68.9 6.492 236 .000

5 I follow certain programs on television/radio/
newspapers regularly.

3.245 1.093 64.9 3.448 236 .001

1 I read/watch/listen to the news from traditional media 
regularly.

2.856 1.047 57.1 -2.108 236 .036

         Total traditional media use for obtaining news 3.301 0.752 66.0 6.170 236 .000

* 5-point Likert scale where 1=strongly disagree (1-20%), 2=disagree (21-40%), 3=slightly agree (41-60%), 4=agree 
(61-80%), 5=strongly agree (81-100%). ** Test value is 3.
 
 Table 4 demonstrates that 88.4% of respondents have easy access to news on social media 
platforms (M=4.422, SD=0.747). Overall the levels of social media use for obtaining news show 
a significant t value of 28.502 (p=.000) indicating that a large portion of the sample 84.8% 
(M=4.219, SD=0.657) use social media for obtaining news.

Table 4
One-Sample T-test for Social Media Use for Obtaining News (SMU)

No. Item (N=237) M* SD % t** df p
2 I have easy access to news on social media. 4.422 0.747 88.4 29.292 236 .000
4 I follow certain news pages on social media. 4.219 0.820 84.4 22.900 236 .000
3 I read/watch/listen to news reported on social media 

that is relevant to my life.
4.215 0.776 84.3 24.115 236 .000

5 I find that social media provide important information 
about what is happening around us.

4.127 0.849 82.5 20.423 236 .000

1 I read/watch/listen to the news from social media 
regularly.

4.114 0.808 82.3 21.234 236 .000

         Total traditional media use for obtaining news 4.219 0.657 84.4 28.502 236 .000

* 5-point Likert scale where 1=strongly disagree (1-20%), 2=disagree (21-40%), 3=slightly agree (41-60%), 4=agree 
(61-80%), 5=strongly agree (81-100%). ** Test value is 3.

Message Credibility

 All three subcategories of message credibility showed similar response rates for traditional 
media as in Table 5. The highest levels are for both the first items in message authenticity 
(M=3.561, SD=0.850) and believability (M=3.561, SD=0.930) showing that 71.2% of respondents 
agree to the credibility of news in newspapers. The lowest level is for the believability of news in 
magazines (M=3.207, SD=0.846), with 64.1% of respondents reflecting their slight agreement 
on its credibility. Overall, news message credibility of traditional media results are significant 
with a t-value of 9.485 (p=.000) indicating a 68% agreeable mean score.
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Table 5
One-sample T-test for Message Credibility in Traditional Media

No. Message credibility in traditional media M* SD % t** df p
Message Accuracy
2
1
4
3

News content on the radio is accurate.
News content in the newspapers is accurate.
News content on television is accurate.
News content in the magazines is accurate.

3.477
3.443
3.401
3.228

0.816
0.860
0.851
0.817

69.5
68.9
68.0
64.6

8.996
7.932
7.251
4.291

236
236
236
236

.000

.000

.000

.000

Total traditional media credibility – accuracy 3.387 0.707 67.7 8.431 236 .000
Message Authenticity
1 News content in the newspapers is authentic. 3.561 0.850 71.2 10.168 236 .000
2 News content on the radio is authentic. 3.464 0.773 69.3 9.246 236 .000
4 News content on television is authentic. 3.422 0.848 68.4 7.658 236 .000
3 News content in the magazines is authentic. 3.291 0.810 65.8 5.532 236 .000
Total traditional media credibility – authenticity 3.435 0.697 68.7 9.601 236 .000
Message Believability
1 News content in the newspapers is believable. 3.561 0.930 71.2 9.284 236 .000
2 News content on the radio is believable. 3.405 0.821 68.1 7.594 236 .000
4 News content on television is believable. 3.338 0.918 66.8 5.659 236 .000
3 News content in the magazines is believable. 3.207 0.846 64.1 3.763 236 .000
Total traditional media credibility – believability 3.378 0.749 67.6 7.764 236 .000
Total Message Credibility – Traditional Media (MC-TM) 3.400 0.649 68.0 9.485 236 .000

* 5-point Likert scale where 1=strongly disagree (1-20%), 2=disagree (21-40%), 3=slightly agree (41-60%), 4=agree 
(61-80%), 5=strongly agree (81-100%). ** Test value is 3.

 In the social media news content credibility items, the results show an overall unfavourable 
response. All three indicators of message credibility reflect negative insignificant results 
suggesting that the respondents do not completely agree on the credibility of news in social 
media. The overall t value is  - 0.920 (p=.359) with 59.1% of respondents narrowly falling in the 
‘slightly agree’ category in terms of their perception of the message credibility of news in social 
media (Table 6). The results support H1, which states that students perceive news messages in 
the traditional media as more credible than messages in the social media.
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Table 6
One-sample T-test Message Credibility in Social Media

No. Message credibility in social media items M* SD % t** df p
2 News content on social media is authentic. 2.970 0.972 59.4 - 0.468 236 .640
3 News content on social media is believable. 2.954 0.922 59.1 - 0.775 236 .439
1 News content on social media is accurate. 2.937 0.897 58.7 - 1.086 236 .279
Total Message Credibility – Social Media (MC-SM) 2.954 0.777 59.1 - 0.920 236 .359

* 5-point Likert scale where 1=strongly disagree (1-20%), 2=disagree (21-40%), 3=slightly agree (41-60%), 4=agree 
(61-80%), 5=strongly agree (81-100%). ** Test value is 3.

Fake News

 One-sample t-tests were run for the fake news items (Table 7). Perception of fake news 
and verification of fake news behaviour show similar positive evaluations as opposed to the 
responses for the dissemination of fake news through the media. 

 The results from the first category, fake news perception, show the highest level of responses 
for item number 1 (I think news content without a source is probably untrue). Here, 83.2% 
of respondents are in agreement (M=4.160, SD=0.929). The remaining four items are also 
significant and agreeable. Overall perception of fake news have a significant t value of 12.865 
(p=.000) with almost 80% of respondents in agreement. This implies that most respondents 
have high levels of perception of fake news in the media.

The second category, verification behaviour towards fake news, also show significant levels of 
agreement, with an overall t value of 16.048 (p=.000). The highest evaluated item is number 1 
(When in doubt, I check the source of the news content), in which 79.1% of responses are in 
agreement (M=3.954, SD=0.898).

The third and final category, fake news dissemination by the media, has inconsistent responses 
and an insignificant overall t-value of   - 0.931 (p=353). Of the five items, only two are significant 
‘I think the radio does not spread fake news’ (M=3.156, SD=0.972) and “I think social media 
does not spread fake news” (M=2.519, SD=1.044). The remaining three items, newspapers 
(M=3.131, SD=1.122), magazines (M=2.966, SD=0.965) and television (M=2.979, SD=1.044) 
show insignificant and negative t values. These results indicate that the respondents perceive 
that within the traditional media, the radio is least likely to disseminate fake news (t=2.471, 
p=.014) and that social media is the most likely medium to disseminate fake news (t= - 7.094, 
p=.000).
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Table 7
One-sample T-test for Fake News Perception, Verification and Dissemination

No. Fake news items M* SD % t** df p

1

4

5

3

2

Fake news perception 
I think news content without a source is 
probably untrue.
I think some news stories are fabricated to 
harm certain entities (ex. politicians, celeb-
rities, businesses, etc.).
Sometimes news stories are presented in a 
misleading way.
Sometimes media institutions publish un-
verified information to increase readability.
When the news story does not match the 
headline, it is likely to be inaccurate.

4.160

4.001

4.000

3.979

3.814

0.929

0.859

0.823

0.841

0.848

83.2

80.0

80.0

79.6

76.3

19.218

18.081

18.697

17.920

14.779

236

236

236

236

236

.000

.000

.000

.000

.000

Total fake news perception 3.992 0.699 79.8 21.865 236 .000

Fake news verification behavior

1

2

4

5

3

When in doubt I check the source of the 
news content.
I always read the content of the story not 
just the headlines.
I usually check the date of the news story 
to make sure the story is relevant and up to 
date.
I cross-check news stories in other media 
institutions.
I ask experts on a given topic to make sure 
the news story is true.

3.954

3.941

3.667

3.603

3.422

0.898

0.779

0.890

0.908

0.925

79.1

78.8

73.3

72.1

68.4

16.340

18.598

11.540

10.226

7.024

236

236

236

236

236

.000

.000

.000

.000

.000

Total fake news verification behavior 3.717 0.688 74.3 16.048 236 .000

2

1

4

3
5

dissemination through the media I think 
the radio does not spread fake news.
I think newspapers do not spread fake 
news.
I think television does not spread fake 
news.
I think magazines do not spread fake news.
I think social media do not spread fake 
news.

3.156

3.131

2.979

2.966
2.519

0.972

1.122

1.014

0.965
1.044

63.1

62.6

59.6

59.3
50.4

2.471

1.795

- 0.320

- 0.539
- 7.094

236

236

236

236
236

.014

.074

.749

.591

.000

Total fake news dissemination through the 
media

2.950 0.824 59.0 - 0.931 236 .353

Total Fake News 3.553 0.504 71.1 16.894 236 .000

* 5-point Likert scale where 1=strongly disagree (1-20%), 2=disagree (21-40%), 3=slightly agree (41-60%), 4=agree 
(61-80%), 5=strongly agree (81-100%). ** Test value is 3.

Fake news dissemination through the media
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 These findings support H2, which states that there are differences in students’ perception of 
fake news; they are expected to perceive news messages from the social media more sceptically 
than messages from the traditional media.

Correlation and Regression Analyses

 Table 8 shows that the relationships between the variables range from negligible but 
significant to insignificant. The relationships between traditional media use (TMU) and fake 
news perception (FNP) is negligible (r=.118, p=.035) while that between social media use 
(SMU) and fake news perception is weak (r=.378, p=.000). Similarly, the relationship between 
traditional media use and message credibility of traditional media (r=.324, p=.000) is weak and 
that between social media use and message credibility of social media is negligible (r=.152, 
p=.010). The relationships between message credibility of both traditional and social media and 
fake news perception are not significant.

Table 8
Zero Order and Partial Correlations Between Fake News Perception, Media Use, and Message Credibility 

Control Variable FNP TMU SMU MC-TM MC-TM
None FNP 1

TMU r=.118, p=.035 1
SMU r=.378, p=.000 r=.082, p=.104 1

MC-TM r=.080, p=110 r=.324, p=.000 r=.214, p=.000 1 1
MC-SM r= - .064, p=.165 r=.110, p=.045 r=.152, p=.010 r=.363, p=.000 r=.363, p=.000

Control Variable FNP TMU SMU
MC-TM FNP 1

TMU r=.089, p=.067 1
MC-SM FNP 1

SMU r=.393, p=.000 1

 The relationships between message credibility of both the traditional and the social media 
and fake news perception are insignificant, with social media showing a negative correlation 
(r= - .064, p=.165). This may suggest that the higher the perception of message credibility in 
social media, the less is the perception of fake news. These findings show partial support of H3, 
supporting H3.1 to H3.4 and rejecting H3.5 and H3.6.

 In order to test the last two hypotheses on the mediating effects of message credibility on the 
relationship between media use and fake news perception, partial correlation and regression 
tests were carried out. Table 8 displays the results of the partial correlations while Tables 9 and 
10 show the results of the regression analyses. Findings indicate that the message credibility of 
traditional media is not a predictor of fake news perception (r=.089, p=.067). This initial result 
is further supported by the regression analysis where the F value is not significant (F=1.893, 
p=.153). However, in the case of social media, the results on Table 11 indicate that message 
credibility is a predictor of fake news perception (F=21.913, p=.000).
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Table 9
Hierarchical Regression Analysis for Traditional Media Use on Fake News Perception with Message Credibility of 
Tradition Media as Mediator

Model Variables Unstandardized Coefficients Standardized Coefficients 
(Beta weight)

t p

1 Constant 3.629 17.803 .000
TMU .110 .118 1.826 .069
F(1,235)=3.335, p=.069; R=.118; Adjusted R²=.010; R² Change=.014; F Change=3.335, p=.069

2 Constant 3.506 12.797 .000

TMU .096 .103 1.506 .133

MC-TM .050 .046 0.677 .499

F(1,234)=1.893, p=.153; R=.126; Adjusted R²=.008; R² Change=.002; F Change=.459, p=.499

Table 10
Hierarchical Regression Analysis for Social Media Use on Fake News Perception with Message Credibility of Social 
Media as Mediator

Model Variables Unstandardized Coefficients Standardized Coefficients 
(Beta weight)

t p

1 Constant 2.297 8.379 .000
SMU .402 .378 6.256 .000
F(1,235)=39.142, p=.000; R=.378; Adjusted R²=.139; R² Change=.143; F Change=39.142, p=.000

2 Constant 2.542 8.542 .000
SMU .422 .397 6.535 .000
MC-SM - .111 - .124 - 2.039 .043
F(2,234)=21.913, p=.000; R=.397; Adjusted R²=.151; R² Change=.015; F Change=4.158, p=.043

 The results suggest that there are significant but weak relationships between media use and 
message credibility, meaning that to a small extent the more the respondents use the media 
for news purposes the more likely they are to perceive the news content to be credible for both 
the traditional and the social media. However, the insignificant correlations between message 
credibility and fake news perception imply that the respondents’ perception of message credibility 
does not lead them to perceive news content of the mass media as fake news. Additionally, the 
findings also show that message credibility is not a predictor of fake news in traditional media 
but is a predictor of fake news in the social media. Therefore, hypothesis H3.7 is rejected and 
H3.8 is accepted. 

CONCLUSION

 In conclusion, the results of the research show that students tend to use the social media 
to obtain news more than they use the traditional media. Ironically, they also perceive social 
media as the most likely medium through which fake news is spread. The general relationships 
between mass media use and message credibility as well as media use and fake news perception 
are significant but weak. This means that even though there is correlation between mass media 
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use, message credibility and perception of fake news, there are other mediating variables that 
are not measured in this study. The findings also further demonstrate that while students’ 
perception of social media message credibility is a predictor of fake news perception, the same 
does not apply for the traditional media. 
 The objective of this paper is to determine students’ perception of fake news in the context 
of their media use and message credibility under the framework of the Media Dependency 
theory. The findings reflect that during this election season, students’ dependency on the social 
media for obtaining new is more than on traditional news sources. Additionally, the results 
imply that students are not fully capable of differentiating between factual and fake news as 
supported by the research done by MCMC (“Berita palsu musuh kita bersama,” 2018). 

LIMITATIONS AND SUGGESTIONS

 This study focused on the undergraduate Communication students of IIUM. It is suggested 
that for future research, the population be widened for better representation. Another limitation 
in this research is that it measured mass media use in general and did not focus on a single 
medium.  It is therefore suggested that future research look into a specific medium for more 
accurate findings. This study used the survey design and the data was collected and analysed 
close to the national general elections. It is suggested that future research to consider longitudinal 
design by comparing two different periods (during campaign versus after election). Lastly, the 
study was guided by the Media Dependency theory “the more the media functions to satisfy 
certain goals, the more dependent the individual on the media”. Further research should try to 
look at other theories to see if media functions to satisfy the individuals’ goals where fake news 
is rampant.
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Abstract
YouTube is one of the social networking sites using a video and it is very attractive among the 
young generation especially students. Therefore, this study aims to determine the relationship 
among perception, attitude, behaviour, impact and satisfaction of YouTube usage and to identify 
the best predictor for YouTube satisfaction. Uses and Gratification Theory is used to explain 
satisfaction with regards to YouTube usage among students. This study employs a quantitative 
research design using the survey method with the questionnaire as its research instrument for data 
collection. A total of 229 respondents participated in the study. The results show that students have 
a positive perception, attitude, behaviour, impact and satisfaction with YouTube. There are positive 
relationships between the variables and the best predictor for the satisfaction of YouTube usage is 
the behaviour of YouTube on the students.

Keywords: Behaviour; impact; perception; satisfaction; YouTube usage.
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INTRODUCTION

 There are many software with capabilities to create interactive media using technology for 
learning purpose. Moreover, a proliferation of computer software and website for the purpose 
of learning is increasing day by day. Among the younger generation, using the Internet in their 
daily life is a must including for their learning. YouTube is one of their media for their studies 
nowadays. It is the first large-scale video sharing and uploading website and it is available in 
almost all of the countries around the world. According to Burgess and Green (2013), YouTube 
acts as a life experience to the participant. Anyone can watch YouTube by just searching for 
what he or she wants to know. There may be positive and negative effects of using the YouTube. 
It is practical to be used as a medium of learning among students. This is because YouTube uses 
the audio and the visual which facilitate the brain to easily understand what the participant is 
watching. 

 According to Gutierrez (2014), visuals help a learner to catch up on contents, focus his/
her attention and increase his/her memorability. There are many YouTube channels that 
share learning information. YouTube is very popular among youngsters as one of their media 
preference. Students are able to search for information in relation to their studies by watching 
the YouTube videos. 
Moreover, YouTube is a video-sharing service and it supports the distribution, sharing, and 
organization of user-generated video. The service allows unregistered users to watch videos, 
post comments and upload video clips, and they can also watch a live television broadcast. In 
addition, YouTube allows users to create their own YouTube channels as well as embed videos 
on other social networking or share them on their social networking sites. It also allows users to 
send, subscribe the video or channel, and leave comments about the videos.

PROBLEM STATEMENT 

 The usage of social media has become very popular among students in the society. YouTube 
is one of the popular videos-sharing networks among students where statistics show that 90% 
of the Malaysian internet users visit YouTube at least once a day (Statista, 2016). Youths visit 
YouTube frequently in a day and university students tell us that they access it daily (Moghavvemi, 
Sulaiman, Jaafar & Kasem, 2017). Furthermore, they find that 51% of Malaysians have a YouTube 
profile and downloaded videos each month spending 10.6 hours watching broadcast TV. They 
add that YouTube is more popular among those aged between 16-34 years old with the average 
watching time of 80 minutes which is twice from the world average. 

 This situation is a cause of concern parents and the universities where most students do 
have a social media account and use it for entertainment instead of learning purposes. This 
study needs to be conducted because it is urgent to know how communication students at 
the International Islamic University Malaysia (IIUM) spend their time on the YouTube and 
how frequent they use the YouTube per-day. However, students find that learning using the 
YouTube is quite satisfying as they can easily understand what they are learning for the YouTube 
enhances their conversation and listening skills (Watkins & Wilkins, 2011). Students need 
special teaching strategies to enhance their learning processes and academic performance in 
the form of a medium that is effective and impactful. It is also interesting to know about the 
students’ satisfaction of using the YouTube as although it does not enhance their academic 
performance yet it may give them a sense of satisfaction with regards to their studies.
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RESEARCH OBJECTIVES

 To measure the level of perception, attitude, behaviour and impact on satisfaction of 
YouTube usage.

 To find the relationship among perception, attitude, behaviour and impact on satisfaction of 
YouTube usage.

 To identify the best predictor for satisfaction of YouTube usage.
Human Communication 3

SIGNIFICANCE OF THE STUDY

 This research may benefit the students at the International Islamic University Malaysia 
(IIUM) in improving their learning and increasing their satisfaction with the usage of the 
YouTube. This is a new research and has not been previously done at IIUM. Furthermore, 
this research will also help in developing the theory that is being used which is The Uses and 
Gratification Theory. Students will keep on using the YouTube for their learning as they are 
satisfied with it. Learning through the YouTube is actually a potential learning technique even 
though it may not improve the students’ academic performance. 

2. LITERATURE REVIEW
 
YouTube

 YouTube is an open-access online website that has gained a large popularity in recent years 
as it allows users to upload videos for social and educational purposes. (Mukhopadhyay, Kruger 
& Tennant, 2014). In order to be able to understand how YouTube can enhance the process 
of learning, it is important to, begin with a clear and simple assessment of what YouTube 
represents. YouTube is a video-sharing website that allows users to upload, subscribe, share and 
view videos anytime and anywhere so it is very convenient for users. The use of the YouTube in 
the classroom is a huge growing case in higher education (Alon & Herath, 2014; Chan, 2010; 
Fralinger & Owens, 2009; Krauskopf, 2012 ). A video is a common thing among the media and 
websites. Nowadays, everyone watches videos whether it is online or offline. 

 Acheaw and Larson (2015) see YouTube as another rising innovation in the pool of online 
networking instruments. In this era, the world video sharing sites are consistently getting more 
prevalent. Snelson, Rice, and Wyzard (2012) say online videos are not only available worldwide 
but are also popular among the social media users who can download as well as upload the 
videos. Lee and Lehto (2013) say user acceptance seems to include various features of the 
system viewed, as well as individual differences in the characteristics of the user. According to 
More (2015), gender also affects the use of the YouTube as male watch the YouTube more than 
female. Nwazor, Chukwudi Maduike and Constance (2015) state that the YouTube is a well-
known video sharing site where clients can transfer, view, and share video cuts. YouTube has 
turned into an immensely mainstream type of web 2.0 new media and has gained 100 million 
recordings viewed every day. It is beneficial for learning and teaching in school as there are 
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various instructional videos that can be used for learning purposes. 
Perception of the YouTube

 The perceptions of the YouTube from the viewpoint of the students is that it is much easier 
to understand compared to classroom study as most of them understand better from watching 
videos. This is agreed by Balbay and Kilis (2017) who find that skills can be enhanced through 
the YouTube depending on the context and practice. The perception of the  YouTube also 
depends on the way it is used and strategized to benefit the students toward their learning styles. 
The YouTube features a wide range of channel and videos on many different topics, (Faye, 2014). 
Furthermore, learning from the YouTube can develop listening skills or note-taking techniques 
through the repetitive viewing of the videos. It can help them absorb the related information 
quick and fast.

Attitude on YouTube

 Attitude is defined as a reaction towards something or someone. There are both positive 
and negative attitude of students toward the YouTube. Most of them enjoy learning using the 
YouTube. Kandias, Stavrou, Bozovic, Mitrou and Gritzalis (2013) state that people are free to 
express their feelings on YouTube through the open comment section, the playlist as well as the 
subscribe button where students can clarify whether they like or do not like the channel or video. 
Furthermore, most of the students prefer learning from the YouTube more than the classroom 
lectures. They feel that it is easier and more satisfactory for them to learn from visuals.

Behaviour on YouTube

 The YouTube behaviour of students toward the learning process is being determined 
by the students’ reaction towards it. Student expects that the YouTube would enhance their 
performance and learning skills. Videos increase learners attention and improve learning 
efficiency, (Forbes, Oprescu, Downer, Philips, McTier, Lord, Barr, Alla, Bright, Dayton, Simbag 
& Visser, 2015). Moreover, students also experience a new type of learning by using the YouTube, 
both online learnings, as well as blended learning as the YouTube is social media that combine 
with classroom learning. YouTube learning and classroom learning are considered as blended 
learning and are basically computer-mediated learning that combines with classroom learning 
(Bernad, Borokhovski, Schmid, Tamim & Abrami, 2014). This helps the students learn fast and 
within a shorter time, a time-saving in learning.

Impact on the YouTube

 According to Nwazor, Chukwudi Maduike and Constance (2015) however, students can 
easily get distracted by social media such as Facebook, Twitter, and YouTube. They will lose their 
focus on their studies by frequently using YouTube even if it was used for academic purposes. 
Although they are satisfied using YouTube but they will never know its impact. Ebied, Kahouf, 
and Rahman (2016) say the negative impact students will be facing are addictions to the social 
media from constant exposure to it. It can affect students’ academic performance and reduce 
human interaction. However, there is a positive impact of using YouTube i.e. as a medium of 
learning. This statement was supported by Burke, Synder, and Rager (2009) who agree that 
YouTube can be used as a teaching supplement to enhance their skills. 
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Satisfaction with YouTube

 Satisfaction is where student are satisfied in using YouTube, they feel emotionally happy after 
using it. YouTube enhances the process of learning where the students can easily understand 
and are more comfortable with the learning process. Students obtain satisfaction from the use 
of online videos for their learning (Ramirez, 2014; Tugrul, 2012). 

 Furthermore, students are satisfied in using YouTube for their learning because they are 
more comfortable using the video engagement rather than the classroom engagement. Although 
studying by using YouTube may not increase their academic performance in term of their CGPA 
but they have the satisfaction and motivation in using YouTube. YouTube has an interactive 
nature that can enhance social interaction and increase quality management. Mao (2014) says 
that the students are satisfied because they are aware of the positive and negative things about 
YouTube and if it is too difficult for them to understand the teacher, YouTube can help them 
even though it may not be complete. 

Uses and Gratification Theory (U&G)

 The theory of uses and gratifications was established as early as the 1940s in relation to how 
students use the media that was developed by Katz and Blumler (1974). Advanced technology 
nowadays has made students life much easier. Using the YouTube for learning is actually a 
brilliant technique of learning because it is a channel that features so many videos including 
educational videos. Students themselves play an important role based on how they choose to 
use the media (Blumler & Katz, 1974). 

 In using the theory of uses and gratification in the study, we apply it to perception, attitude, 
behaviour, and impact to their satisfaction with YouTube. Furthermore, this theory focuses 
on the habits of the students in using the YouTube and the outcomes after using YouTube, i.e., 
whether they are satisfied with it or not. The audience may use the media to satisfy their needs 
in finding useful information. (Hanson & Haridakis, 2008).

 Moreover, uses and gratifications theory emphasizes positive inspiration and active use of 
YouTube content that can gratify students’ needs. In spite of the fact students have different 
needs, research confirmed that social networking sites users satisfy their requirement for 
incorporation and social interaction (Tanta, Mihovilovic & Sablic, 2014). Thus, the theory of 
uses and gratifications is applied in the study.

Overall, the social support groups are applicable to various types of flood outcomes in different 
contextual settings and in varying degrees of losses or gains. Hence, the social support theory is 
supported by the experience of the flood victims in this study.

CONCEPTUAL FRAMEWORK
 Figure 1 shows the conceptual framework of this study which features a set of relationships 
among users perception, attitude, behaviour, and impact towards satisfaction on YouTube usage.
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Figure 1: Conceptual Framework

H1 : There is a positive relationship between perception and satisfaction of YouTube.
H2 : There is a positive relationship between attitude and satisfaction of YouTube.
H3 : There is a positive relationship between behaviour and satisfaction of YouTube.
H4 : There is a positive relationship between impact and satisfaction of YouTube.

RESEARCH METHODOLOGY

Research Design and Method

 The study uses a quantitative research design with the survey method. A total of 241 
questionnaires were distributed to the communication students in IIUM for the data collection 
using well defined sampling where the respondents had to complete the survey. However, only 
229 of the respondents answered the survey questions well. 

Population and Sampling 

 The population of the study are the undergraduate and postgraduate students from the 
communications department, Kulliyyah of Islamic Revealed Knowledge and Human Science at 
the International Islamic University  Malaysia (IIUM).

Research Instrument

 The research instrument uses a quantitative questionnaire which consists of the demographic 
profile (age, gender, nationality), educational background (specialization, CGPA), time spent 
on YouTube (e.g. How important is the time spent on YouTube for study?), user’s perception 
on YouTube (e.g. I am aware of using YouTube), user’s attitude on YouTube usage (e.g. I prefer 
learning using YouTube more than lecture), user’s behaviour on YouTube usage (e.g. YouTube 
usage enhance my learning skills), user’s satisfaction on YouTube usage (e.g. I am satisfied using 
YouTube), impact of using YouTube for study (e.g. I perform better in my study). The last section 
is on recommendation and suggestions, it is about the students’ opinions on YouTube usage and 
their experiences in YouTube learning.

Perception H1

H2

H3

H4
Behaviour

Attitude

Satisfaction

Impact
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VALIDITY AND RELIABILITY TEST

 The validity of this study is checked through the face validity by the supervisor and opinion 
from the expert. The reliability for the items in the questionnaires is tested using the reliability 
test which is Cronbach Alpha. All variables are found highly reliable for the study with the 
Cronbach’s alpha ranging from .919 to .958. The highest Cronbach’s alpha is behaviour (.958) 
followed by impact (.952) and satisfaction (.946). With a high reliability of the variables, the 
researchers are able to proceed with the data analysis. Table 1 indicates the result of the reliability 
test for this study based on the Cronbach Alpha.

Table 1: Reliability of the survey

                                             Actual Study
                             Variables Number 

of Items
Cronbach’s 
Alpha

Perception 10 .919
Attitude 10 .922
Behaviour 16 .958
Satisfaction 11 .946
Impact 11 .952

Data Collection

 Data collection was conducted for this study within a week time, starting from 27th February 
2018 until 6th March 2018. The questionnaire is distributed among 241 the communication 
students both undergraduate and postgraduate at the IIUM Gombak campus using the stratified 
random sampling. However, only 229 could be analyzed. The data was collected directly from 
the students at the communication classes.

Data Analysis

The data analyzed using the Statistical Package for Social Sciences (SPSS) version 20 to answer 
the objectives and the hypotheses of the study. The data include descriptive statistics and 
percentage, mean, standard deviation, one sample t-test correlation, and regression analysis. 
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Table 1
Demographic information of the respondents

Demographic characteristic Category Frequency Percentage
Gender:
Male
Female

62
167

27.1
72.9

Nationality:
Malaysian
Non-Malaysian

168
61

73.4
26.6

Age: 
18 – 20 years old
21 - 23 years old
24 - 26 years old
27 and above

29
143
48
9

12.7
62.4
21.0
3.9

Specialization:
Public Relations
Journalism
Electronic Media
Organizational Communication

69
21
52
87

30.1
9.2

22.7
38.0

Level of Education:
Bachelor’s Degree
Master
PhD

216
8
5

94.3
3.5
2.2

Years of Programme:
1st Year
2nd Year
3rd Year
4th Year

36
59
73
61

15.7
25.8
31.9
26.6

Current CGPA:
2.00 and below
2.10 – 2.50
2.60 – 3.00
3.10 – 3.50
3.60 and above

1
29

102
89
8

0.4
12.7
44.5
38.9
3.5

Level of Perception on YouTube Usage

 In order to find the level of perception of YouTube usage, one sample t-test with a value of 
3 is used as a comparison for the mean for each item. Table 2 indicates the highest percentage 
for perception on YouTube usage is 87.6%, where the students think that YouTube is easy. The 
second highest percentage is 85.3%, where the students are aware of using YouTube. The third 
highest is 83.9%, where the students think that YouTube is interactively followed by 83.2% of 
the students who know YouTube well, 81.0% of the students think that YouTube helps them 
understand well. 80.3% think that YouTube is effective, 80.1% also think that YouTube is useful 
for their study. A total of 79.4% of the students think that YouTube enhances their learning 
process, 76.5% think that YouTube is suitable for their study. The lowest percentage is 75.6% 
where the students think YouTube helps them to perform in their study.
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 The overall mean for perception on YouTube usage is 4.067, while the standard deviation is 
.594. The students’ highest perception of YouTube usage is (Mean=4.384, SD=.636). Based on 
the findings, the highest mean of the students thinks that YouTube is easy to use. This is due 
to their perception of YouTube based on their experience in using it for their study. The lowest 
perception of YouTube usage is (Mean=3.782, SD=886), where they think that it helps them to 
perform in their study. This is due to their perception of the YouTube whereby they find it to be 
effective to use for their study. Students are satisfied by learning using YouTube although it may 
not help them in increasing their CGPA. 

 In summary, most of the students in the Communication Department are satisfied using 
YouTube for their study but they do not think that YouTube is effective in increasing their 
CGPA. Based on the result most of the students have a positive perception of the YouTube. 
Hence, this study is positively significant.

Table 2
One-sample t-test for perception

Perception (N=229) M SD % t df p
1-  I think YouTube is easy.
2 - I am aware of using YouTube.
3 - I think YouTube is interactive
4 - I know YouTube well.
5 - I think using YouTube make me under
      stand better
6 - I think YouTube is effective for me.
7 - I think YouTube is useful for my study
8 - I think YouTube enhance my learning 
      process.
9 - I think using YouTube is suitable for my 
      study.
10 – I think YouTube is helping me to per
         form in studies.
  Overall Perception on YouTube usage

4.384
4.266
4.197
4.162
4.052

4.018
4.009
3.974

3.825

3.782

4.067

.636

.740

.732

.741

.815

.806

.800

.837

.820

.886

.594

87.6
85.3
83.9
83.2
81.0

80.3
80.1
79.4

76.5

75.6

81.3

32.944
25.907
24.737
23.738
19.545

19.115
19.622
17.600

15.246

13.347

27.175

228
228
228
228
228

228
228
228

228

228

228

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

*5-point scale whereby 1=strongly disagree, 2=disagree, 3=somewhat agree, 4=agree, 5=strongly agree. 
**Test value is 3.

Level of Attitude on YouTube Usage

 In order to find the level of attitude of YouTube usage, one sample t-test with a value of 3 is 
used as a comparison for the mean for each item.  Table 3 indicates the highest percentage of 
attitude on YouTube usage is 83.4%, where the students like learning using visuals. The second 
highest percentage is 80.6%, where the students like to study through video. The third highest is 
77.1%, where the students like learning using YouTube followed by 76.1% of the students who 
like learning using YouTube because they are comfortable in using YouTube for study, 74.8% of 
the students like YouTube because it is easy for them to understand their study. A total of 72.0%  
like learning using YouTube to complement their study, 70.0% like using YouTube because it 
enhances their critical thinking while 66.4% of the students like learning using YouTube because 
it motivates them to study harder than before. A total of 66.2% of the students like learning 
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using YouTube because they claim that they become more focused more on their studies. The 
lowest percentage is 62.7% where not all students prefer learning using YouTube to the lecture. 
The overall mean for attitude on YouTube usage is 3.649, while the standard deviation is .700. 
The students’ highest attitude on YouTube usage is (Mean=4.170, SD=.750). Based on the 
findings, the highest mean of the students is that most of them like learning using visual. This 
is how the students express their feelings towards YouTube usage. While the lowest attitude 
on YouTube usage is (Mean=3.135, SD=1.070), where students prefer learning using YouTube 
more than the lecture. This is due to their attitude towards the YouTube whereby students like 
to learn using visuals but it does not mean that they do not like to learn in class. 

 In summary, most of the students in the Communication Department use YouTube for their 
study because they are satisfied by learning using visuals though some do not prefer learning 
using YouTube to the lecture. The result indicates that most of the students have a positive 
attitude towards YouTube. Hence, there is a positive significance in this study.

Table 3
One-sample t-test for attitude

Perception (N=229) M SD % t df p
1 - I like learning using Visual.
2 - I like to study through video
3 - I like learning using YouTube.
4 - I like learning using YouTube because I 
      am comfortable in using it.
5 - I like YouTube because it is easy for me to 
      understand my study.
6 - I like learning using YouTube to 
      compliment my study.
7 - I like using YouTube because it enhances 
      my critical thinking.
8 - I like learning using YouTube because it 
      motivates me to study harder than before
9 - I like learning using YouTube because I 
      am gaining more focus in my study
10 - I prefer learning using YouTube more 
        than lecture.
Overall Attitude on YouTube usage

4.384
4.266
4.197
4.162

4.052

4.018

4.009

3.974

3.825

3.782

4.067

.636

.740

.732

.741

.815

.806

.800

.837

.820

.886

.594

87.6
85.3
83.9
83.2

81.0

80.3

80.1

79.4

76.5

75.6

81.3

32.944
25.907
24.737
23.738

19.545

19.115

19.622

17.600

15.246

13.347

27.175

228
228
228
228

228

228

228

228

228

228

228

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

*5-point scale whereby 1=strongly disagree, 2=disagree, 3=somewhat agree, 4=agree, 5=strongly agree. 
**Test value is 3.

Level of Behaviour on YouTube Usage

 In order to find the level of behaviour of YouTube usage, one sample t-test with a value of 3 
is used as a comparison for the mean for each item.  

 Table 4 indicates the highest percentage for behaviour on YouTube usage is 78.1%, where 
the students appreciate visual learning. The second highest percentage is 76.7%, where YouTube 
usage increases the student’s ability to learn fast. The third highest is 76.2%, where the students 
find learning through YouTube is interesting followed by 75.2% of the students who support 
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learning using YouTube for its interactive function, 73.6% of the students find that it is comfortable 
learning using YouTube. 

 In addition, 73.6% of the students experiencing a new type of learning, 72.5%  gain knowledge 
through social media by using YouTube. 72.5% of the students have a better understanding through 
YouTube, and 72.5% of the students agree that YouTube usage enhance their learning skills. Another 
72.2% of the students agree that they learn faster through YouTube and  72.1% of the students agree 
that YouTube usage enhance their learning process. A total of 70.5% of the students agree that 
YouTube usage makes them perform well. Furthermore, 69.3% feel they save a lot of time by using 
YouTube for learning. Another 69.2% of the students agree that YouTube increases their spirit to study 
well. Moreover, another 69.0% agree that learning through YouTube increases their critical thinking. 
The lowest percentage is 68.4% where not all students agree that they are doing their assignments 
efficiently with the help of YouTube.

 The overall mean for behaviour on YouTube usage is 3.632, while the standard deviation is .678. 
The students highest behaviour score on YouTube usage is (Mean=3.908, SD=.792). Based on the 
findings, the highest mean reflects that most of them appreciate visual learning very well while the 
lowest behaviour on YouTube usage is (Mean=3.419, SD=1.030), where students do their assignment 
efficiently with the help of YouTube. Although they appreciate YouTube very well yet it does not mean 
that YouTube is very effective in helping them do their assignments.   

 In summary, most of the students in the Communication Department appreciate YouTube very 
well as they are satisfied with the YouTube usage but not all of them agree that YouTube is very 
efficient in helping them in their assignments. Based on the result most of the students have a positive 
behaviour in relation to the YouTube. Hence, there is a positive significance in this study.
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Table 4
One-sample t-test for behaviour

Behaviour (N=229) M SD % t df P
1 - I appreciate visual learning very well.
2 - YouTube usage increases my ability to 
      understand fast
3 - I find learning through YouTube is 
      interesting.
4 - I support learning using YouTube for its 
      interactive functions.
5 - I find it comfortable using YouTube for 
      learning.
6 - I am experiencing new type of learning.
7 - I gain knowledge through social media 
      by using YouTube.
8 - I have better understanding through 
      YouTube.
9 - YouTube usage enhances my learning 
      skill.
10 - I learn faster through YouTube.
11 - YouTube usage enhances my learning 
        process.
12 - YouTube usage makes me perform well.
13 - I save a lot of time by using YouTube for 
        learning
14 - YouTube increases my spirit to study 
        well.
15 - Learning through YouTube increases my 
        critical thinking.
16- I am doing my assignment efficiently 
       with the help of YouTube.
Overall Attitude on YouTube usage

3.908
3.838

3.812

3.760

3.681

3.680
3.651

3.625

3.623

3.611

3.603
3.524

3.463
3.460
3.450

3.419

3.632

.792

.798

.861

.842

.863

.817

.908

.863

.782

.890

.775

.830

.998

.886

.870

1.030

.678

78.1
76.7

76.2

75.2

73.6

73.6
72.5

72.5

72.5

72.2

72.1
70.5

69.3
69.2
69.0

68.4

73.00

17.351
15.909

14.280

13.650

11.948

12.541
10.842

10.953

12.168

10.400

11.771
9.553

7.021
7.834
7.821

6.161

14.101

228
228

228

228

228

228
228

228

228

228

228
228

228
228
228

228

228

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

*5-point scale whereby 1=never, 2=rarely, 3=sometimes, 4=often, 5=always
**Test value is 3.

Level of Satisfaction on YouTube Usage

 In order to find the level of satisfaction of YouTube usage, one sample t-test with a value 
of 3 is used as a comparison for the mean for each item. Table 5 indicates that the percentage 
of satisfaction on YouTube usage is 81.6%, where the students are satisfied with YouTube. The 
second highest percentage is 76.5%, where the students satisfied with YouTube usage. The third 
highest is 76.4%, where the students are satisfied with the interactive technique in learning 
through YouTube followed by 76.1% of them are satisfied with the visual contents of YouTube, 
75.1% are satisfied with the effectiveness of the YouTube. Also, 74.6% are comfortable in 
using YouTube for learning. Another 74.5% of the students are satisfied that many learning 
techniques are available on YouTube. A total of 72.6% of the students are satisfied with their 
work by using YouTube, 72.1% are satisfied with their performance in their studies by using 
YouTube. Moreover, only 68.9% are satisfied that they save a lot of time learning using YouTube. 
The lowest percentage is 64.1% of the students who are satisfied that they increased their CGPA 
after learning through YouTube. 



34 Human Communication

 The overall mean for satisfaction on YouTube usage is 3.693, while the standard deviation 
is .689. The students’ highest satisfaction score on YouTube usage is (Mean=4.079, SD=.785). 
Based on the findings, the highest mean of students’ satisfaction is that most of them are satisfied 
in using YouTube. This is because most of the students know how to use YouTube and YouTube 
attracts them very well. While the lowest satisfaction on YouTube usage is (Mean=3.205, 
SD=.949), where students are satisfied that they increased their CGPA after learning through 
YouTube. This because their satisfaction is higher on using YouTube but it does not mean they 
are satisfied with their result after using YouTube.  
In summary, most of the students in the Communication Department are satisfied learning 
through YouTube because they find it comfortable and YouTube is interactive for learning. 
Based on the result most of the students have positive satisfaction with YouTube. Hence, there 
is a positive significance in this study.

Table 5
One-sample t-test for satisfaction

Satisfaction (N=229) M SD % t df P
1 - I am satisfied using YouTube.
2 - I am satisfied with YouTube usage.
3 - I am satisfied with the interactive 
     technique in learning through YouTube.
4- I am satisfied with the visual contents of    
     YouTube.
5 - I am satisfied with the effectiveness of the 
      YouTube usage.
6 - I am satisfied that I am comfortable in 
     using YouTube for learning.
7 - I am satisfied that many learning 
      techniques are available on YouTube.
8 - I am satisfied with my work by using 
      YouTube learning.
9 - I am satisfied with my performance in my 
      studies by using YouTube learning.
10- I am satisfied that I saved a lot of time 
       learning using YouTube.
11 - I am satisfied that I increase my CGPA 
        after learning through YouTube.
Overall Satisfaction on YouTube Usage.

4.079
3.825
3.821

3.804

3.756

3.729

3.725

3.629

3.607

3.445

3.205

3.693

.785

.814

.805

.843

.839

.825

.888

.831

.829

.966

.949

.678

81.6
76.5
76.4

76.1

75.1

74.6

74.5

72.6

72.1

68.9

64.1

73.9

20.786
15.346
15.438

14.418

13.634

13.375

12.357

11.541

11.082

6.981

3.273

15.223

228
228
228

228

228

228

228

228

228

228

228

228

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

*5-point scale whereby 1=strongly dissatisfied, 2=disatisfied, 3=slightly satisfied, 4=satisfied, 5=strongly satisfied. 
**Test value is 3.

Level of Impact on YouTube Usage
 
 In order to find the level of impact on YouTube usage, one sample t-test with a value of 3 
is used as a comparison for the mean for each item. Table 6 indicates that the percentage of 
impact on YouTube usage is 73.0%, where the students are able to study alone using YouTube. 
The second highest percentage is also 72.9%, where the students are able to understand the 
lesson fast. The third highest is 71.9%, where the students able to study better using a new 
technique. Also, 71.9% of the students are able to apply what I have studied through YouTube 
well. Followed by also 69.9% of the students who work better with YouTube learning. Also, 
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69.8% of the students are able to study efficiently using YouTube. 69.3% of the students save 
their time by using YouTube for their study. 68.0% of the students are more motivated to study 
harder using YouTube. Furthermore, 67.2% of the students agree that they perform better in 
their study by using YouTube. Another 66.7% of the students are more committed to their study 
than before. The lowest percentage of only 62.4% agree that they increased their CGPA through 

YouTube learning.   

 The overall mean for impact on YouTube usage is 3.468, while the standard deviation is 
.729. The students highest impact on YouTube usage is (Mean=3.650, SD=.889). Based on the 
findings, the highest mean of the students’ impact on YouTube usage are most of them are 
able to understand the lesson faster through YouTube and they apply it very well. While the 
lowest impact on YouTube usage is (Mean=3.118, SD=.729), where students agree less that they 
increased their CGPA through YouTube learning.

 In summary, YouTube learning gives impact to most of the students in the Communication 
Department because they find that they are able to learn using YouTube faster and perform 
better in their studies. Based on the result most of the students have a positive impact on 
YouTube. Hence, there is a positive significance in this study.

Table 6
One-sample t-test for impact

Impact (N=229) M SD % t df P
1 - I am able to study alone using YouTube.
2 - I am able to understand the lesson fast
3 - I am able to study better using a new 
technique
4 - I am able to apply what I have study 
through YouTube well.
5 - I work better with YouTube learning.
6 - I am able to study efficiently
7 - I saved time by using YouTube for my 
study.
8 - I am more motivated to study harder.
9 - I perform better in my study.
10 - I am more committed to my study than 
before.
11 - I increase in my CGPA through YouTube 
learning.
Overall Impact on YouTube Usage

4.079
3.825
3.821

3.804

3.756
3.729
3.725

3.629
3.607
3.445

3.205

3.693

.785

.814

.805

.843

.839

.825

.888

.831

.829

.966

.949

.689

81.6
76.5
76.4

76.1

75.1
74.6
74.5

72.6
72.1
68.9

64.1

73.9

20.786
15.346
15.438

14.418

13.634
13.375
12.357

11.541
11.082
6.981

3.273

15.223

228
228
228

228

228
228
228

228
228
228

228

228

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

 *5-point scale whereby 1=never, 2=rarely, 3=sometimes, 4=often, 5=always. 
**Test value is 3.
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HYPOTHESES TESTING

 Table 7 indicates the correlation between the selected variables toward satisfaction. The 
relationship between perception on YouTube usage and satisfaction is significant where the 
(Mean=4.069, SD=.594). The first results show that there is a positive relationship between 
perception on YouTube usage and satisfaction where it is positive significant where r=.701 and 
p=.00. Hence, H1 is accepted because there is a positive relationship between perception on 
YouTube and satisfaction.

Table 7
Bivariate correlations between perception, attitude, behaviour, impact on satisfaction of YouTube

Variable Mean SD Satisfaction Imp act Behaviour Attitude Perception
Satisfaction
Impact
Behaviour
Attitude
Perception

3.693
3.468
3.632
3.649
4.069

0.689
0.729
0.678
0.688
0.594

1
r=.831, p=.000
r=.835, p=.000
r=.752, p=.000
r=.701, p=.000

1
r=.831, p=.000
r=.756, p=.000
r=.655, p=.000

1
r=.883, p=.000
r=.717, p=.000

1
r=.732, p=.000 1

 The next hypothesis testing is to find out the relationship between attitude on YouTube usage 
and satisfaction where (Mean=3.649, SD=.688). The result shows that there is a significantly 
positive relationship between attitude on YouTube usage and satisfaction where the (r=.752, 
p=.000). Hence, there is a positive relationship between attitude on YouTube usage and 
satisfaction. Thus, the hypothesis is accepted because there is a positive relationship between 
attitude on YouTube usage and satisfaction.

 Hypothesis 3 is to find out the relationship between behaviour on YouTube usage and 
satisfaction where (Mean=3.632, SD=.678). The result shows that there is a significantly positive 
relationship between behaviour on YouTube usage and satisfaction where the (r=-.835, p=.000). 
Hence, there is a positive relationship between behaviour on YouTube usage and satisfaction. 
Thus, the hypothesis is accepted because there is a positive relationship between behaviour on 

YouTube Usage and satisfaction.

 The last hypothesis is to find out the relationship between impact on YouTube usage and 
satisfaction where the (Mean=3.468, SD.729). The result shows that there is a significant positive 
relationship between impact on YouTube usage and satisfaction where (r=.831, p=.000). Hence, 
there is a positive relationship between impact on YouTube usage and satisfaction as the result 
shown is significant. Thus, hypothesis 4 is accepted because there is a positive relationship 
between impact of YouTube usage and satisfaction. 

The Best Predictor For Satisfaction

 Table 8 indicates the multiple regression analysis of behavior, impact, and perception on 
satisfaction toward YouTube usage using the stepwise method.  
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 The results indicate that the Beta weight for Behavior in Model 1 (β=.835, t=22.876, p=.000),  
is significant. In Model 2, the Beta weight for behavior is reduced by .367 from Model 1 to 
Model 2 but it is still significant with the highest Beta weight among the variables with (β=.468, 
t=.7.943, p=.000). The Beta weight for impact in Model 2 (β=.442, t=.7.510, p=.000) is significant 
too.

 The result in Model 3 shows that Beta weight for behavior is reduced by 0.09 from Model 
2  (β=.378, t=6.001, p=.000), yet it is still significant. The Beta weight for impact in Model 3 
reduced by .031. In this model, impact has the highest Beta weight (β=.411, t=7.066, p=.000) 
and the model of the impact is significant. The Beta weight for perception in Model 3 is β=.161 
(t=3.460, p=.001). Reflecting that the perception in this model is significant.

 Hence, the best predictor for satisfaction is behavior because it shows that behavior is 
significant and it has the highest value of Beta weight. At the same time, it appears in all model. 
However, attitude does not appear to be a predictor for YouTube satisfaction.  

Table 8
Multiple regression analysis of selected variable on satisfaction

Model Variable Unstandardized 
Coefficient
B               SE

Standardized Coefficient

Beta

T p

1 Constant
Behavior

 .611          .137
 .037          .849

.835 4.460
22.867

.000

.000
F(229)=522.881, df=1, p=.000, R=.835, R2=.697, R2adj=.696, Fchange= 522.881, df1=1, df2= 227, p=.000
2 Constant

Behaviour
Impact

 .519         .124
 .475         .060
 .418         .056

.468

.442

4.200
7.943
7.510

.000

.000

.000

F(229)=353.439, df=2, p=.000, R=.870, R2=.758, R2adj=.756, Fchange= 56.396, df1=1, df2= 226, p=.000

3 Constant
Behaviour
Impact
Perception

.193           .153

.384           .064

.388           .055

.186           .054

.378

.411

.161

1.259
6.001
7.066
3.460

.209

.000

.000

.001
F(229)=251.057, df=3, p=.000, R=.877, R2=.770, R2adj=.767, Fchange= 11.973, df1=1, df2= 225, p=.001

CONCLUSION

 Based on the results of 229 students, we can conclude that students are satisfied in using 
YouTube for their studies.  The students are positive in their perception, attitude, behaviour, 
impact, and satisfaction in using YouTube. The findings show that learning through YouTube is 
effective in increasing students’ understanding and in enhancing their learning skills.

 Moreover, all hypotheses are accepted since perception, attitude, behaviour, and impact 
are positively related to satisfaction. Among the independent variables, behavior is the best 
predictor for satisfaction in using YouTube. Thus, YouTube learning enhances their learning 
skills and critical thinking. It can also make students comfortable in studying as they find that 
using YouTube is relaxing. Therefore, the Uses and Gratifications Theory is supported by this 
study.
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FINDINGS
Demographic Characteristics of the Respondents

The table indicates that a sample of 229 respondents is collected for the study. Out of the total 
number of respondents, 27.1% of the respondents are males and 72.9% are females. Majority of 
the respondents are Malaysian while only 26.6% are International students. In addition, a bigger 
number of the respondent (143) is from 18- 20 years old, and only 9 are from 27 years old and 
above. A total of 87 students is doing organizational communication while 21 students are from 
journalism. Furthermore, a bigger number of the respondents (216) is doing their bachelor’s 
degree in the Communication Department while only 5 PhD students took part in the study. 
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Abstract 
This study was an attempt to validate the Oral Communication Apprehension and Anxiety 
Questionnaire (OCAA) as a measure of communication apprehension and anxiety of Filipino 
students.  Results of the construct, concurrent, and panel validity tests strongly suggest that the 
OCAA is a valid measure.  Reliability test further showed an overall alpha rating of .95 which 
means that the measure is highly reliable.  In addition, an important dimension of the measure 
called Verbal Fluency, could give teachers an important information about the anxiety students feel 
when speaking English as a second language.  The eight dimensions of the OCAA, when analyzed 
separately, could be used to help identify specifically what caused the apprehension or anxiety.  
Another dimension to the OCAA is the information about when (before or during the speaking 
event) the apprehensions or anxieties actually occurred.  This wide scope of analyses could help 
teachers identify their students’ communication apprehensions and anxieties and consequently 
help them find appropriate remedies.  

Keywords: Communication apprehension, communication anxiety, OCAA or the Oral 
Communication Apprehension and Anxiety Questionnaire.

INTRODUCTION AND RATIONALE

 In the past three decades or so, an important phenomenon – communication apprehension 
or anxiety has been given so much attention by Western researchers.  Virtually all aspects of this 
phenomenon have been explored and written about. Despite it being extensively studied in the 
West, the case was quite different in the Philippine setting. There was still a dearth of research 
data on Filipinos’ experience of the phenomenon considering communication apprehension or 
anxiety’s overwhelming impact on speakers (Del Villar, 2002, 2006). Filipino teachers have been 
using Western materials to design their courses. Researchers have been using Western theories 
to frame their studies. To address this seeming lack of resources, Del Villar in 2002 began 



42 Human Communication

studying Filipino students experience of communication apprehension when she developed a 
non-traditional technique for improving confidence in oral communication.  This was followed 
by more studies that surveyed other techniques used in confidence-building and recommended 
more ways of improving confidence (Del Villar, 2005, 2006, 2007, 2008, 2009).   In 2010, a 
study identified Filipinos’ own attributions about their communication apprehension and 
anxieties (Del Villar, 2010).  This study paved the way for the development of a measure based 
on Filipinos’ own experience of apprehension. Thus, the Oral Communication Apprehension 
and Anxiety Questionnaire or the OCAA.  

 In a continuing effort to add to the growing body of research on communication apprehension 
and anxiety in the Philippines, the present study hopes to validate the OCAA Questionnaire 
that measures the communication apprehension and anxiety of speakers who speak English 
as a second language. This 28 item Likert-type questionnaire, called the Oral Communication 
Apprehension and Anxiety Questionnaire or OCAA, is a self-report instrument that was 
developed after a thorough and careful process.  

 The following sections trace the development of the OCAA Questionnaire from the time it 
was first designed in 2010, the three phases it went through, the eight Factors that made up the 
construct, and the reliability tests it underwent. The results section shows the three validity tests 
conducted on the OCAA.  

Development of the OCAA Instrument

 The Del Villar’s (2010) study identified beginning students’ attributions about their oral 
communication apprehension and anxiety. Using Factor Analysis, results revealed an Eight 
Factor model explaining 69.11% of the total variance in the data. The Factors were:  Expectation, 
Training and Experience, Audience, Self-Worth, Rejection, Verbal Fluency, Preparation, and 
Previous Unpleasant Experience.  These Factors were the reasons given by beginning Filipino 
students to explain the fears they actually experience before and during a speaking event. 

 The Factors had counterparts in two other Western studies except for Factor 6 Verbal 
Fluency.  The explanation for the presence of Factor 6 in the 2010 study was that English was 
a second language among majority of Filipinos. It may not be the case in the other Western 
studies where respondents spoke English as a first language.  From these eight Factors, a 
questionnaire called the OCAA (Oral Communication Apprehension and Anxiety) was 
developed.   

 The OCAA underwent three phases before the 36 questions, grouped under eight Factors, 
were finally developed.  

Phase 1: Students from two randomly selected sections of a basic oral communication course   
were asked to fill out an open-ended questionnaire about what they thought were the reasons 
they experience public speaking anxiety. The responses collected (197 attributions) were 
manually reduced to avoid redundancy.  The process yielded 36 unique attributions.  

Phase 2: These 36 attributions were then rephrased into probable reasons for public speaking 
apprehension and administered as a second questionnaire to a bigger sample from a university 
in Metro Manila. 
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Phase 3: Results of the second questionnaire were subjected to Factor Analysis to determine 
if the 36 attributions could be further reduced into independent Factors. The result of Phase 3 
yielded the OCAA questionnaire. 

In two consecutive years, the OCAA was assessed for reliability using the Cronbach’s Alpha 
Test.  A sample size of 112 students (enrolled in a basic oral communication course) in 2015 
and another 145 in 2016 were used. Results showed an overall alpha rating of .88 in 2015 and .95 
in 2016. These results seemed to show that the OCAA is a reliable test of oral communication 
apprehension and anxiety.  From the original 36 items in the OCAA, the 2015 and 2016 
assessments eventually resulted in its present form of 28 items (see Appendix). 

The Eight Factors of the OCAA 

 Factor 1: Expectations – were attributions that explained fears related to what students 
anticipated   as the probable failure on their part as speakers.  Such fears included the way 
listeners might make comparisons among speakers, listeners’ expectations of what a speech 
should be, speaker’s failure to achieve the speech purpose, distracting thoughts not related 
to the speech, mental block, or simply absence of observable reaction from the audience. As 
one respondent admitted he was already worried about a lot of things even if the course had 
barely begun. One of his biggest fears was being compared to other speakers because he would 
suffer in comparison. Another admitted he was worried about distracting thoughts during his 
presentation. This, according to him, was a common occurrence in his past and would therefore 
happen again in the future. A sophomore divulged that she expected to have a mental block 
and that if it happened it would be a big disaster.  A senior student was so anxious about not 
receiving any reactions from his audience. Lack of actual experience with the audience was 
suspected as the reason why beginning students placed so much importance on theirs’ and 
other people’s expectations about how the speaking event would turn out.  

 Factor 2: Training and Exposure - were attributions that explained students’ fears as a result 
of their lack of experience in public speaking.  Among their fears were inadequate training 
prior to a course that requires a lot of speaking, limited speaking experience in front of an 
audience, and insufficient preparation. Although new and untrained, the beginning students 
seemed to know that inadequate training and exposure were important elements in public 
speaking. One respondent deduced that as far as his classroom requirements were concerned he 
could say with certainty that lack of adequate preparation would surely result to failure.   Another 
recalled from his high school experience that training was an important key to excellence in any 
endeavor.   

 Factor 3: Audience - was the attribution that explained fears about audience characteristics 
such as who and how many they might be, how they might understand and react to the message, 
and what their expectations might be. Beginning public speakers saw this Factor as important 
because audiences were the receivers of their messages and who and what they were really 
mattered. Although still lacking in knowledge, the beginning students instinctively knew that the 
audience was an important element in public speaking and could therefore cause apprehension. 
As one respondent explained his disposition would be affected by the prestige of his listeners. If 
they were important people, then he would feel more anxious. Another explained that if there 
were several people listening to her then she would feel more anxious. Another added that if the 
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audience did not understand his speech or did not give any positive reactions then he would be 
terrified. 

 Factor 4: Self-valuation - was the attribution that explained fears related to how students 
conceived themselves such as feeling insecure about their physical appearance and self-worth, 
being overly conscious of themselves, and worrying that the audience might make fun of them. 
Perhaps these beginners naturally understood that the speaker is a very important element 
because he is the source of the message and therefore calls so much attention unto himself. 
Naturally, how the speaker feels, looks, and behaves should be a cause for concern.  One 
respondent revealed that he felt so much insecurity because of a physical defect he has been 
suffering from since childhood. No amount of assurance from his parents was able to remedy 
his insecurity up to the present. Another considered herself disadvantaged because she came 
from a public school that did not have a reputation for excellent instruction.  A male respondent 
felt so insecure that he imagined his audience critically assessing his mistakes. 

 Factor 5: Rejection - was attribution that explained fears about audience’ negative reaction, 
about audience’s refusal to listen and believe, and about committing mistakes in front of others. 
Understandably, this was another kind of fear that beginners have because of their lack of 
knowledge about the nature of the audience. This was especially so if beginners encountered 
some unfortunate experiences of rejection in their past. A female respondent admitted that she 
imagined receiving disapproval from her listeners. Another respondent expected her audience 
not to listen at all because her message might not be important to them.  And still another felt 
that her audience might deny her their attention because of the mistakes she might commit.  

 Factor 6: Verbal Fluency - was the attribution that explained fears that had to do with   
students’ ability to verbalize thoughts, proficiency in English, and facility in pronunciation.  
Human Communication 5

 Beginners magnified this fear because they were overly concerned about the image they 
projected to others when they spoke. Verbal fluency, a quality that is easily noticeable to 
others, was naturally a cause for concern.  Some respondents felt that their ability to express their 
thoughts reflected on their person. Their proficiency in the English language, especially, was 
very important because it was indicative of their education and intelligence. Other respondents 
believed that pronunciation was also important. It also displayed the quality of education one 
had. 

 Factor 7: Preparation – was the attribution that explained fears related to all the work that 
preceded the actual speech event such as knowledge about the topic, preparation and research 
on the subject. Beginners appeared to know instinctively that deficiency in preparation could 
cause distress. Their experience as students have taught them that not being prepared for class 
resulted in disaster. 

 Factor 8: Previous Unpleasant Experience -  was the attribution that explained fears related 
to bad experiences with teachers or events from the students’ past. Beginners knew that their 
apprehension may have been rooted in negative experiences during their growing up years, or 
during their grade school and high school. Some respondents recalled teachers or other school 
authorities who humiliated them in front of others. How they felt during those times were still 
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vivid in their memories. One recounted how, after the humiliation, he was cruelly made fun 
of by his classmates. Another narrated his traumatic experience during a declamation contest 
when he fell over on the stage in full view of the audience. He was supposed to be the best 
among his classmates but the experience made him feel that he was the worst.  He swore never 
to step on a stage again.                          

 To distinguish when the specific attributions of apprehensions and anxieties occurred, the 
eight Factors generated were further divided into two types - those that explain fears experienced 
before and those that explain fears experienced during the speaking event.  

Apprehensions Before the Speaking Event

Prior to the speaking event, there were apprehensions that students experienced. These were 
the following:  

 Factor 1 (Expectations) illustrated that students already suffered from comparison with 
fellow speakers even before they actually performed with them. They anticipated falling short 
of the expectations of their listeners. They worried about failing to achieve the purpose they set 
out to do.  They were also concerned about having distracting thoughts or even a mental block. 
Lastly, they feared that the audience might not react at all. 

 Factor 2 (Training and Exposure) was another important concern prior to the oral 
communication event which students believed was vital to them as speakers. Students fretted 
about not being used to and feeling ill at ease about speaking in front of an audience. Not 
receiving proper speech training prior to the oral communication course was also a cause for 
concern. 

 Factor 4 (Self-evaluation) was another apprehension of students preceding a public speaking 
event.  Fears ranged from concerns about physical appearance, self-worth, insecurity, or the 
thought that the audience might make fun of them. These apprehensions may be traced to their 
physical appearance or abilities and how they came to terms with them with the help of their 
families and teachers.

 Factor 7 (Preparation) was another concern for students. Although still beginners, they 
understood the importance of preparation and that inadequacy in it should be a cause for 
concern.  Preparation, to them, included personal knowledge as well as sufficient research.  

 Factor 8 (Previous Unpleasant Experience) was also a constant reminder of an unpleasant 
past and a cause for alarm in future public speaking activities. For beginning students who 
experienced similar unpleasant incidents, the accompanying manifestations extended to the 
present. Ugly incidents maybe committing a mistake and being laughed at by others, being 
scolded by teachers or other authorities in the presence of classmates, being the object of cruel 
jokes, and other similar experiences. 

Anxieties During the Public Speaking Event

 As illustrated in Factors 3, 5, and 6, beginning students also predicted experiencing anxiety 
actually happening during the   speaking event. 
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 Factor 3 (Audience) revealed the fears students foresaw when actually facing their audience.  
They felt uncertain about not knowing their audience well enough, about the audience’ probable 
harsh criticisms, or even about the audience’ reputation and status.

 Factor 5 (Rejection) was the fear students associated with any form of negative reaction by 
the audience.   Their worries ranged from what others might say, others’ off-putting response, 
others’ refusal to pay attention, audiences’ refusal to accept the speaker’s message, or the 
possibility that they (the speakers) might commit mistakes and be made fun of in front of 
spectators.

 Factor 6 (Verbal Fluency) was also seen as a threat during the speaking event. Lack of fluency 
in English and mispronunciations were seen as major causes of fear.   

METHODOLOGY 

 With the aim of validating the OCAA instrument, it was compared with a recognized and 
valid measure of communication apprehension – McCroskey’s PRCA-24. In this connection, 
a survey of students’ communication apprehension using the two instruments (OCAA and 
PRCA-24) was conducted. A total of 145 students from beginning oral communication classes 
in a large university in Metro Manila were invited to participate.  The administrations of 
questionnaires were conducted during the last weeks of classes when the final speech projects 
were done.   

Instruments

1. OCAA (Oral Communication Apprehension and Anxiety) (Del Villar, 2010) is a 28 item 
self-report questionnaire on the attribution’s speakers give to explain their communication 
apprehension. The highest possible score in this Likert-type questionnaire is 40 to mean 
high apprehension and the lowest is 8 to mean low apprehension.  The OCAA’s overall alpha 
rating is .95

2. PRCA-24 (Personal Report of Communication Apprehension-24) (McCroskey, 1978) 
is a 24 item self-report questionnaire on the apprehension speakers report when in four 
different speaking contexts. This Likert-type instrument is a “highly reliable and valid 
measure of communication apprehension as a construct (Ayres, Keereetaweep, Chen, & 
Edwards, 1998).”   McCroskey (1978) reports that it is highly reliable (alpha <.90) and has 
a very high predictive validity. Scores range from 24 to 120. Those who score below 51 are 
low apprehensive while those who score between 51 to 80 are average CA.  Those who score 
above 80 are the high apprehensive.

Data Analyses

 To determine if the OCAA is comparable to or correlates with the PRCA-24, respondents 
scores in the OCAA and PRCA-24 were tested using the Pearson’s Product Moment Correlation 
and the Spearman’s Rho at alpha .05. In addition to the correlation test to determine the 
instruments concurrent validity, construct validity and panel validity tests were also conducted. 
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RESULTS 
Demographic Profile of the Respondents

 A total of 145 students from six sections of a basic oral communication course, under six 
different teachers, participated in this study. These were the available and willing respondents 
at the time of the study so they were all included in the sample. Among the 145, 55% or 80 were 
females while 46% or 67 were males. They belonged to different age groups ranging from 16 to 
22 years old, different year levels from first to fifth years, and different colleges. These students 
came from different regions and socio-economic statuses of the country. They were all from a 
large university in Metro Manila. 

Testing the Validity of the OCAA

 A number of tests were conducted to assess the validity of the OCAA: Construct Validity, 
Concurrent Validity, and Panel Validity. 

Comparison between the OCAA and previous empirical findings

 A qualitative comparison was made between the eight OCAA Factors generated with those 
from previous empirical studies. This was done to further test the construct validity of the 
OCAA.  According to Reinard (2006), the properties of the new construct must be compared 
with those of other known constructs in the field to establish its validity.  Although the eight 
Factors of the OCAA were generated from inexperienced students who have not undergone 
any training in oral communication, they were by no means different from those identified 
in previous empirical researches and theories.  All the eight Factors were similar to those 
documented in researches   as legitimate ways of explaining anxiety.   

 Factor 1 (Expectation) was previously identified by McCroskey (1977) as a cause of 
communication apprehension (CA) when he stated that persons experiencing CA felt 
apprehensive and anxious about the speaking situation he was about to participate in. The highly 
apprehensive person also foresaw experiencing unpleasant psychological as well as physical 
manifestations on the day of the speech.   

 Factor 2 Training and Experience and Factor 7  Preparation or the lack thereof were identified 
as major causes of anxiety.  A speaker who was deficient in proper training as those provided 
in the classroom, exposure to similar experiences, and preparation prior to the speaking event, 
were liable to suffer from anxiety (Del Villar, 2006, 2007).   

 Factor 3 Audience or fear that the audience might be highly critical was previously accepted 
as a cause.  De Vito (1980), for one, explained that speakers find that being the center of attention 
and therefore being evaluated by others were   reasons for shyness.   

 Factor 4 Self-Evaluation or poor conception of oneself was identified as a cause of anxiety.  
The James-Lange theory predicted that a person’s own attributions of his emotion are largely a 
result of his own self-reflection (Beatty, Dobos, Balfantz, & Kuwabara, 1991). In the context of 
communication, if a person sees himself behaving apprehensively, it will consequently show in 
his behavior.  
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 Factor 6 Verbal Fluency or the lack thereof was recognized as a chief cause of anxiety.  Other 
aspects found to be related to verbal fluency were vocabulary and pronunciation.  Previous 
findings showed that training in the language resulted in facility in its use. Children who were 
comfortable in using English in the classroom, for example, were those who most probably 
spoke the language in their homes and past schools (Reece, 1990).

 Factor 8 (Previous Unpleasant Experience) was found to be another cause of future anxiety.   
Numerous studies showed that levels of anxiety were partially due to the anxiety experienced in 
previous speaking situations (Del Villar 2007). Anxious behaviors as a result of past experience 
caused the person to anticipate similar behaviors in the future. This was also found to be true 
in Factor 5 (Rejection).  If a person experienced rejection in the past, he may tend to predict 
rejection in future events (Del Villar, 2006). 

Comparison between the Factor structures of the OCAA and those by Bippus, A. and Daly, 
J. (1999) and Proctor, II., R.F., Douglas, A.T., Garera-Izquierdo, & Wartman, S. (1994)

 More qualitative comparisons were done to further test the construct validity of the OCAA.  
The Factors of OCAA were compared with the Factors of two similar past studies (Bippus & 
Daly, 1999; Proctor, Douglas, Garera-Izquierdo, & Wartman, 1994). Analysis revealed that there 
were similarities among all the Factors among the three studies except for one Factor which was 
found only in the OCAA. This was Factor 6 Verbal Fluency.   Table 1 below shows the Factors in 
the OCAA study and their counterparts in the Bippus and Daly (1999) and Proctor et al. studies 
(1994).

Table 1
Comparison of Factors Among Three Studies

Oral Communication Apprehension 
and Anxiety (OCAA)

Bippus and Daly (1999) Proctor et al. (1994)

Factor 1 Expectations Factor 4 Rigid Rules Factor 2 Mistakes and Failures
Factor 8 Mistakes Factor 3 Attention and Isolation
Factor 9 Negative Results

Factor 2 Training and Exposure Factor 7 Unfamiliar Rules Factor 2 Mistakes and Failures
Factor 3 Audience Factor 1 Humiliation Factor 1 Evaluation and Criticism

Factor 6 Audience Factor 4 Unfamiliar Audience
Factor 4 Self-Evaluation Factor 3 Physical Appearance Factor 1 Evaluation and Criticism

Factor 5 Personality Traits Factor 2 Mistakes and Failures
Factor 5 Rejection Factor 1 Humiliation Factor 1 Evaluation and Criticism
Factor 6 Verbal Fluency No counterpart No counterpart
Factor 7 Preparation Factor 2 Preparation Factor 2 Mistakes and Failures
Factor 8 Previous Unpleasant Experience Factor 1 Humiliation Factor 1 Evaluation and Criticism

 The present study’s Factor 6 Verbal Fluency did not have a counterpart in Bippus and Daly’s 
(1999) and Proctor et al. (1994) lists of Factors.  An explanation for this could be that Verbal 
Fluency is a critical factor in the Philippine context and not in the American context where the 
other two studies were conducted. It is a known fact that English, the medium of instruction in 
oral communication classes, is not the first language in the Philippines. It is therefore a cause for 
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concern, for some students, because the level of proficiency in English varies depending on where 
the students finished high school or the quality of training they received during their growing 
up years.  Some high schools emphasize English training while others do not. Some homes 
speak English as a first language while the majority does not.   The fact that Verbal Fluency came 
out as a Factor means that not being fluent in English, not being good at verbalizing thoughts, 
feeling embarrassed about mispronunciations and feeling nervous when speaking in English 
were all major concerns of beginning oral communication students in the Del Villar’s (2010) 
study. It did not seem to be the case among the American respondents, as shown by the absence 
of a Factor equivalent to Factor 6 Verbal Fluency in the Bippus and Daly (1999) and Proctor 
et al. (1994) studies. This is   perhaps because English was the first language of the American 
respondents and facility in it was not among their concerns.  

Correlations Between the OCAA and the PRCA-24

 Another validity test, called the concurrent validity, was used to further test the strength 
of the OCAA. This validity test which calls for “correlating the new measure with previously 
validated measure of the same thing” (Reinard, 2006, p.138.) was used. The PRCA-24 by 
McCroskey, a highly respected, valid and reliable measure, was selected for this purpose.  

Results revealed that there was a moderately high and significant correlation between the OCAA 
and the PRCA-24. The first test using Pearson’s Correlation showed a computed r=.758 with a 
p-value of .000. This means that there is a moderately high and significant relationship between 
the two instruments when tested on Filipino students.  This demonstrates that if students rated 
moderately high in the PRCA-24, they would also rate similarly in the OCAA. The test statistics 
are shown below:

Table 2
Correlation between the OCAA and the PRCA-24 using Pearson’s Correlation Test

PRCA-24 OCAA
Pearson’s Correlation PRCA-24 Correlation Coefficient

Sig. 
N

1.00 .758
.000
145

 Because the sample was taken from six communication classes instead of randomly picked 
from the total population of communication students at that time, a nonparametric test, the 
Spearman’s Correlation, was also performed.  Results again showed a moderately high and 
significant relationship between the results of the OCAA and the PRCA-24 (r=.761) with a 
p-value of .000.  Again, it appears that the OCAA is comparable to the PRCA-24 which verifies 
that if students rated moderately high in the PRCA-24, they would also rate moderately high in 
the OCAA.  The test statistics are shown below:
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Table 3
Correlation between the OCAA and the PRCA-24 using Spearman’s Rho

PRCA-24 OCAA
Spearman’s Rho PRCA-24 Correlation Coefficient

Sig. 
N

1.00 .761
.000
145

 Although the two instruments (OCAA and PRCA-24) have a moderately high correlation, 
it should be noted that the two also have some differences. When the OCAA was compared 
with the PRCA-24 in terms of their properties, it was evident that the latter centered on general 
apprehension in four different contexts (group discussion, meetings, interpersonal, and public 
speaking) while the former (OCAA) focused on apprehension in the public communication 
context. The seeming difference in the properties of the two measures should not be a cause 
for concern but should instead be considered as looking at communication apprehension 
from two different angles – one in a more general way as extended to four different contexts 
while the other in a more specific way by focusing on one particular context. Although the two 
instruments looked at different angles of communication apprehension, they are correlated with 
each other and could also be complementary.  And because the OCAA focused only on public 
communication, it was able to look closely into specific apprehensions experienced before the 
speaking event (such as expectations, training and exposure, self-evaluation, preparation, and 
previous unpleasant experiences), and reasons for anxiety during the speaking event (such as the 
audience, rejection, and verbal fluency). This is especially helpful to the teacher and students 
in analyzing apprehension closely. More importantly, the inclusion of Factor 6 Verbal Fluency 
recognizes the fact that this is a particular area of concern for many Filipinos who speak English 
as a second language. Specific reasons for apprehension and anxiety include difficulty expressing 
thoughts, lack of ease and nervousness in using English, and mispronouncing words. And 
because the two measures correlate, perhaps it could also mean that looking at communication 
apprehension in a specific context is like looking at communication apprehension in the general 
context; the two are highly associated.

Panel Validity Test of the OCAA

 In addition to the construct and concurrent validity tests, the OCAA was also subjected 
to panel validity using a panel of five communication experts from a state university in Metro 
Manila who rated the questionnaire with an average of 72 or high (75 as the highest possible 
rating and 15 as the lowest). Kendall’s Coefficient of Concordance resulted in a moderately high 
agreement among the panel (W=.88, p=.000).  See Appendix for the OCAA Questionnaire.

SUMMARY AND CONCLUSION

 This study seems to prove that the OCAA is comparable to the PRCA-24. This means that 
students would rate similarly in the OCAA and the PRCA-24. These findings suggest that 
Filipino teachers could use the OCAA with confidence knowing that it could measure their 
students’ levels of communication apprehension and anxiety as effectively as the PRCA-24.  
In addition, Factor 6 Verbal Fluency would give them more information about their students’ 
anxiety in using English as a second language. 
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 As an added benefit, the OCAA could also alert teachers specifically at what stage of the 
process their students’ fears occurred. Did it happen before or during the speaking event?  This 
should allow for an easier identification of the causes of the problem and ways to remedy them.  

 If needed, teachers could also look into the specific causes of apprehension because the eight 
Factors of the OCAA could be analyzed separately. For example, the teacher could concentrate on 
the possible effects of expectations and self-evaluation, or the effects of training and preparation, 
or the effect of the presence of the audience, or even the use of English as a second language. 
Teachers could have more freedom in analyzing their students’ communication apprehension. 
This way they could tailor their solutions to the individual needs of their students.

 In the future, more tests could be done to re-validate the results of the present study. The 
OCAA could also be tested against other accepted communication apprehension and anxiety 
instruments to further confirm its validity. Also worth looking into would be testing the 
OCAA on students of different age groups like those in high school or grade school where oral 
communication courses are offered. It could also be used in the work context to test workers’ 
communication apprehension in public speaking situations. In the near future, a cultural 
validation of the OCAA could also be done to determine if it could be applied to cultures other 
than the Philippines.  Specifically, it could be tested in cultures where English is also a second 
language. 

 At the conclusion of this study, one thing is clear: The OCAA offers an alternative and 
effective measure of communication apprehension for Filipino students. 
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 To get the individual dimensions of oral communication apprehension: 
 Add scores under each dimension and get the average.  This will allow for comparison of scores among the different 

dimensions. The highest score for each dimension is 5 and the lowest is 1.

DIMENSIONS ITEM NUMBERS

 Expectation  10, 17, 19, 22, 28

Training and Exposure 5, 9, 13, 23

Audience 1, 8, 12, 20

Self-Evaluation 2, 7, 24

Rejection  6, 14, 21

Verbal Fluency 3, 15, 18, 25

Preparation 4, 26, 27

Previous unpleasant experience 11, 16

I’m apprehensive about speaking in public because… 5 4 3 2 1

1 I worry that I do not know about the audience.

2 I worry about my own self worth.

3 I am not good at verbalizing my thoughts in English. 

4 I worry that I might lack preparation.

5 I lack experience in speaking.

6 I worry about audiences’ negative reaction.

7 I feel insecure.

8 I worry about the prestige of the audience.

9 I am not used to talking in front of an audience.

10 I am afraid of failure.

11 I received some bad evaluations from teachers or other authorities.

12 I worry that the audience might be highly critical.

13 I worry that I might lack practice.

14 I worry that the audience might not listen to me.

15 I am worried about not being fluent in English.

16 I have a previous traumatic experience about public speaking. 

17 I have distracting thoughts.

18 I always feel nervous when speaking in English.

19 I am afraid of comparison with other speakers.

20 I am afraid that there might be so many people in the audience.

21 I worry that others might not believe me.

22 I fear that I might have mental block.

23 I lack training in public speaking.

24 I feel insecure about my physical appearance.

25 I feel embarrassed about my pronunciation of English words. 

26 I might lack personal knowledge about the topic.

27 I  might lack adequate research.

28 I am afraid of others’ expectations.

To get the overall score and interpretation: add all the Mean scores of the 8 dimensions. The highest possible total score is 40 
and the lowest is 8

29.5 - 40 high apprehension/anxiety towards oral communication

19 – 29      moderate apprehension/anxiety towards oral communication

8 – 18.5     low apprehension/anxiety towards oral communication
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ABSTRACT
Malaysia has about half a million persons with disabilities registered with the Department of Social 
Welfare. This study, therefore, explores the factors influencing digital skill competencies (technical 
competency, cognitive competency, and personal competency) among persons with disabilities. 
The factors explored are intensity of Internet usage, perception of the Internet, benefits of the 
Internet, and usage of the electronic devices. This study employs a quantitative research design 
using the survey method where a questionnaire is used as the research instrument. A total of 1200 
persons with disabilities participated in the study. The impairment is either visual, hearing, speech, 
learning, physical or mental. Some of the findings of the study show that the majority (84.1%) of 
the respondents of the study use the Internet. All factors correlate positively with the digital skill 
competencies. The best predictor is the perceived benefits of the Internet. Suggestions are put forth 
to the relevant authorities toward having a digital inclusion policy for persons with disabilities so 
that they can remain competitive in the employment market.

Keywords: Digital skill competencies, Internet, learning theory, Malaysia, persons with disabilities. 
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BACKGROUND OF THE STUDY

 Digital technologies break the traditional barriers to communication, interaction and access 
to information for persons with disabilities (Raja, 2016). Information and Communication 
Technology (ICT) help to change the inclusion of persons with disabilities into the mainstream 
community interaction and communication across the borders. The overview of the 
opportunities presented by the Internet and ICT for full participation of persons with disabilities 
has been highlighted in the World Report on Bridging the Disability Divide through the 
Digital Technologies. Through the Internet, persons with disabilities are able to participate and 
compete for education, employment, e-governance and civic participation, financial inclusion 
and disaster management. 

 Industry 4.0 refers to the production/manufacturing-based industry digitalization 
transformation, driven by connected technologies, for which it is timely that the digital 
skill competencies among persons with disabilities are evaluated so as to assess and gauge 
the capabilities of this special group of users to keep abreast with the development of the 
contemporary technologies at hand. Hence, the Internet is the in-thing as the information 
should be accessible to all. Hashim and Wok (2014) find that persons with disabilities perform 
well at the work place and are comparable with their co-workers as they tend to be committed 
and loyal to their organization. As such, if they have the extra assets such as having the digital 
skill competencies (technical, cognitive and personal competencies), their opportunity to excel 
in the labor market is bright and their future lives are secured as they are motivated to work. 
At the same time, they are usually satisfied with their job besides being fully involved in their 
organizational work. 

 The benefits of Industry 4.0 are many fold; among them is the development of new skills and 
talents globally which suit persons with disabilities well. However, they have to learn the digital 
skill competencies to be at par with their co-workers and counterparts in other organizations. 
Malaysia has taken the initiative in asking the Ministry of International Trade and Industry 
(MITI), Ministry of Science, Technology and Environment (MOSTI) and Ministry of Higher 
Education (MOHE) to spearhead the digital development. 

 Specifically, the Malaysian Communications and Multimedia Commission (MCMC) 
agency is in charge of the digital infrastructure and its eco-system. This study is fortunate to 
be funded by MCMC. Not only does Industry 4.0 reduce wastage and large storage space but 
it also provides better monitoring and maintenance of machinery besides providing improved 
security and safety. Therefore, persons with disabilities are also taken care of without having to 
fear of losing the benefits installed for them. The Internet can provide persons with disabilities 
networks of computers, scanners and other devices useable for everyone including persons with 
disabilities in collecting and disseminating information both at home and in the workplace. 
In order to be competitive, persons with disabilities need to be equipped with the digital skill 
competencies. Digital skills and talents are assets to be acquired by persons with disabilities. 
Rubin (2018) reports that Apple Watch, as a device for information, is being improved to cater 
for the needs of persons with disabilities. In addition, iPhone has many new features which have 
the potential to change the lives of the disabled persons for the better, helping them to do more 
for themselves independently and even save time in completing their tasks. Apple’s creation of 
inverted colors on its iPhone screen is especially made for the visually impaired persons. Other 
technological companies are also trying to build their accessibility options, for the inclusion of 
persons with disabilities. 
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 Like many countries in the world, Malaysia has done its part to take care of persons with 
disabilities well (MITI, 2018). To facilitate inclusion, most of the studies state that government 
initiative, in terms of policy, law and regulations, is a good intervention to tackling issues of 
digital divide among disabled people. Policy, law and regulations are among the initiatives 
provided by the Malaysian Government to help disabled people. For example, The National 
Welfare Policy 1990 aims to create a caring culture while creating mutual help, equal 
opportunities, stabilization and a secure life among the people. In addition, the National Social 
Policy 2003 focuses on the disabled people’s rights of equalization in many aspects of society 
lifestyle. This policy emphasizes 15 areas: social development, human resource, participation, 
research development, housing, children and women disability and accessibility, advocacy, 
health, rehabilitation, education, employment, personal safety, social protection and support 
services. The proper policies and laws are important to break the barriers of accessibility to ICT.

 Mohd. Uzir Mahidin, Head of Statistics Malaysia, reported that Malaysians spend so much 
money on buying mobile phones and tablets, worth of RM10.01 billion and RM1.05 billion 
(Mahidin, 2018), respectively. Persons with disabilities are also included.

Problem Statement

There is lesser number of children with disabilities who complete their compulsory education 
than those without disabilities (The United Nations International Children’s Emergency Fund 
[UNICEF], 2013). So, to a certain extent, they are at the losing end when it comes to employment 
which is rather competitive with the influx of those with a higher level of education, beyond 
the basic degree. The employment rates for persons with disabilities are much less than those 
without disabilities and they face a stiff competition against those without disabilities and with 
a higher level of educational achievement (Mizunoya & Mitra, 2012). This may result in wage 
disparity between persons without disabilities and those with disabilities (Longhi, Nicoletti, & 
Platt, 2012).

 The importance of technology in the empowerment of persons with disabilities has been 
highlighted (National Council on Disability, 1993; Raja, 2016). There should not be the exclusion 
and the marginalization of persons with disabilities because it violates the human rights issue as 
well as the economic issue for any country. All concerned should not undermine the rights and 
dignity of persons with disabilities. ICT is increasingly enabling persons with disabilities to gain 
access to lifelong education, skill development and eventually employment (Broad Commission 
for Digital, 2013). Therefore, the digital skill competencies are very much needed by persons 
with disabilities to enable their inclusion and full participation in the community. 

 The digital technologies enable persons with disabilities to receive information; though 
hopefully, the content is specially formatted to meet their needs. However, the advancements 
in technology are insufficient to bridge the gaps in the socioeconomics of persons with the 
disabilities. They must learn digital skills and be competent at it in order to be a part of the 
ecosystem (Samant, Matter, & Harniss, 
2012). With digital skill competencies, persons with disabilities should be able to contribute 
to the nation in addition to being able to survive comfortably, and if possible, to not being too 
dependent on others. Therefore, this study tries to assess the factors influencing the digital skill 
competencies so that action can be taken to remedy problems faced by persons with disabilities. 
This can help enable them to contribute to their family, community and finally to the nation. So, 
the question is what are the factors that contribute toward explaining the digital competencies 
that can enable them to be part of the ecosystem?
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Objectives of the Study

 The objectives of the study are:
1. To determine the level of digital skill competencies including specific technological 

competency, cognitive competency and personal competency; 
2. To determine the relationships between digital skill competencies (technological, cognitive 

and personal competencies) with selected factors (intensity of the Internet usage, perception 
of the Internet, benefits of the Internet, and usage of the electronic devices influencing); and

3. To determine the best predictor for digital skill competencies (technological, cognitive and 
personal competencies) among persons with disabilities.

Significance of the Study

 This study hopes to contribute to the body of knowledge by studying the state-of-the-art of 
the ICT in the nation that can help persons with disabilities and to see if there is any need to 
reckon the attention given by the relevant authorities in Malaysia, specifically, the Malaysian 
Communication and Multimedia Commission (MCMC) in looking into the fates and needs 
of persons with disabilities as MCMC is responsible for the monitoring of digital technology 
for the nation. In addition, the type of competencies (technological, cognitive and personal 
competencies) can be identified and encouraged accordingly; with the hope that there are 
concerned bodies/agencies to embark on developing new and interesting digital technology 
that suits the needs of persons with disabilities so they can benefit from the new software to 
facilitate their usage of the Internet for the betterment of their future lives. 

 This study attempts to help prepare persons with disabilities to face the world of work with 
confidence when the factors influencing digital skill competencies are tapped and identified, 
putting emphasis on the factors identified to equip persons with disabilities well to face any 
technological challenge. This is important so that they have the right talents and are well 
prepared to face the working environment. Persons with disabilities will then become the right 
human capital for the market either in the service or manufacturing companies. Hence, they can 
work in the Small and Medium Enterprises (SMEs) which are abundant in Malaysia, provided 
these companies are equipped with contemporary technologies at hand. When persons with 
disabilities are committed and loyal, and have digital skill competencies, they will be able to 
help the SMEs produce quality products that are sustainable and can be marketed globally. This 
will enable the SMEs to remain current, relevant and competitive, updating themselves from 
time to time. 
 
LITERATURE REVIEW
Digital Skill Competencies

 Digital competency is broadly defined as the confident, critical and creative use of ICT to 
achieve goals related to work, employability, learning, leisure, inclusion and/or participation in 
society (Ferrari, 2013).
 In this study, digital skill competencies consist of three dimensions: technical competency, 
cognitive competency, and personal competency. Basically, the digital skill competencies are 
very much related to the Internet skills. Competency is having the skill and the ability (Sivanoli, 
2018). This is because a competency acquired is more than just knowledge and skills; it includes 
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abilities and behaviors that are fundamental to using any skill competency. Competency has 
two categories: behavioral and functional. Behavioral competency is related to life where a 
person should be able to manage his/her life well in relation to others such as communication, 
teamwork, and problem solving while functional competency is related to technical competency 
which involves roles, functions and processes within an organization. Hence, persons with 
disabilities should be competent enough in their life and at work. 

 In this technological age, the knowledge and skills of Internet usage is essential for everyone 
to be able to keep abreast with current developments and contemporary information and news; 
persons with disabilities are no exceptions. They, too, have to learn and acquire the skills so that 
they are not left behind. This is because technology is necessary for us to live well now and in 
the future. Hence, the disabled must learn the skills to be at par with others without disabilities. 
Web site competencies depend solely on the disabled person concerned (Jaeger & Xie, 2009). 
Jaeger and Xie emphasize the importance for the Web sites to have specific requirement for 
persons with disabilities such as to be user-friendly with comprehensible text and information 
presented simply, using visual-based media, and the easy web navigator. The three most widely 
known guidelines are: (1) Section 508, (2) National Institute on Aging (NIA) and (3) World 
Wide Consortium’s Web Accessibility Initiative (WAI) (Adam & Kreps, 2006; Croll, 2009; Jaeger 
& Xie, 2009). Section 508 and NIA focus on the U.S federal government agencies while WAI 
stresses on private center (Jaeger & Xie, 2009). NIA, which is tended for the elderly, are also 
suitable for people with disabilities.

 Online Web sites should be created by developers and designers only to lessen the burden of 
those with disabilities whenever they wish to use it since developers know best what is suitable 
and what is not. Nowadays, there are a multiple number of organizations that strive to make 
their websites and products more user-friendly for people with disabilities. Linux and Windows 
try to improve their support of accessibility to make it more convenient for them to try and use 
the Internet (Williams, Jamali, & Nicholas, 2005). 

Digital Skill Competencies and Intensity of Internet Usage

With exposure to Internet usage, there is a tendency that the users will be skillful. Correa (2015), 
however, indicates that digital skills do not predict Facebook usage. The websites found in the 
Internet have been the source of information for most students in search of knowledge; school 
children with disabilities are no exception. They use the websites in search of knowledge and 
information that relate to their studies. Hussin and Rasul (2013) indicate that new technologies, 
especially the websites, 
have given positive implication to their learning and eventually contribute to a smooth education 
process. 

Digital Skill Competencies and Perception of the Internet

 A positive perception of the Internet tends to influence the digital competencies for there is 
a tendency that the users will repeatedly use the Internet. Ultimately, they will become skillful 
in using the Internet. Svensson and Baelo (2015) focus on the digital competence as one of the 
eight key competencies defined by the European Commission (2006). They find that student 
teachers have a positive perception of their digital competency for their future profession as 
teachers. Persons with disabilities, too, should be competent in the digital technology for their 
future employability and marketability to have a better life. 
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Digital Skill Competencies and Benefits of the Internet

 Moisey and Keere (2007) highlight that since the Internet has become a part of everyday life, 
people who are unable to make use of it are at a serious disadvantage. Persons with disabilities 
should take advantage of learning on how to use the Internet skillfully. They will certainly stand 
to gain from having the skills. Such benefits among others are using the Internet as a platform in 
forging new relationships with others (Jaeger & Xie, 2009; Croll, 2009) and maintaining present 
and old relationships. Many persons with disabilities feel free to write and to voice out their 
opinions on certain issues that relate to them and their community; and they tend to experience 
the inclusion as being part of the community at large.  Persons with disabilities will be able to 
find additional moral support over the Internet and this will help them overcome alienation and 
isolation as some of them do feel inferior when socializing with persons without disabilities. 
This will eventually help to boost their self-esteem and ultimately their quality of life (Moisey & 
Keere, 2007). 

 According to Sourbati (2012), persons with disabilities are more likely to depend on others, 
for instance, for government services and welfare support. Instead of doing so, they can use the 
Internet to start living independently. There are a multiple number of Web sites that can provide 
them with such services as home delivery, online banking and shopping. These services can 
teach them on how to manage their day-to-day activities.

Digital Skill Competencies and Usage of the Electronic Devices

 Not everyone has the same disability hence each one faces a different problem when it comes 
to internet usage (Areej & Maha, 2010). People with disabilities sometimes need to purchase a 
multiple number of external devices to help them. Nisbet and Poon (1998) indicate that some 
have problems in using the standard keyboard and mouse. To overcome this, they will need 
special aids. Computers with touch screen, voice recognition, and refreshable Braille screen 
display and screen reader software are the solutions to this problem, however, it can prove to be 
costly and not everyone can afford it (Jaeger & Xie, 2009; Williams et al., 2006).

 Web sites such as YouTube functions almost entirely on audio and video; thus, people with 
hearing and visual disabilities will not be able to fully gain access to it (Croll, 2009). Screen 
reader helps when a visually impaired person wants to use the Internet. However, when it comes 
to video, it will not be 

able to offer much assistance. A similar situation occurs among auditory impaired people. They 
would have problems when it comes to written words (Croll, 2009; Han, Kim, Park, Kim, & 
Ha, 2009). Hence, participating in video chats and reading captions on videos can prove to be 
challenging for them (Jaegar & Xie, 2009).

 Symbols and forms which are difficult and inconsistent can pose a hardship to these people 
(Adam & Kreps, 2006; Croll, 2009). To make it even more difficult, one language can sometimes 
be more problematic than others. Arabic, for instance, poses more hardship than English due 
to its writing systems (Areej & Maha, 2010). Online chats and live stream will place a great 
pressure on them as they are expected to keep up with the fast-paced conversation.
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Learning Theory 

 Basically, there are many types of learning theories depending on their learning outcomes. 
A learning theory describes how learners absorb, process and retain their knowledge during 
learning. Cognitive, emotional, and environmental influences, as well as prior experience, 
all play a part in how understanding, or a world view, is acquired or changed and knowledge 
and skills retained (Ormrod, 2012). The Transformation learning theory focuses on the often-
necessary change required in a learner’s preconceptions and world view. In most cases, learning 
needs concentration, repetition and practices to remember and to excel. The liking for the topic, 
too, places an important part in the learning theory. This ultimately results in the competencies. 
Technological software and hardware definitely require knowledge, attitude and the behavioral 
aspects in order to excel. This goes to the digital skill competencies, too. Online games for 
learning are very important and can create some form of motivation for persons with disabilities 
(Michael & Chen, 2006). This will make them curious and be fascinated with the action and the 
movement associated with the online games.
these companies are equipped with contemporary technologies at hand. When persons with 
disabilities are committed and loyal, and have digital skill competencies, they will be able to 
help the SMEs produce quality products that are sustainable and can be marketed globally. This 
will enable the SMEs to remain current, relevant and competitive, updating themselves from 
time to time. 

Figure 1. Conceptual framework for explaining the relationships 
between factors influencing digital skill competencies.

HYPOTHESES OF THE STUDY

 The hypotheses of the study are classified into general hypothesis (GH) and specific 
hypothesis (SH). Both are summarized as follows:

Intensity of the Internet 
usage

Perception of the Internet

Benefits of the Internet

Usage of the electronic 
devices

Digital skill 
competencies:

   - Technical competencies

   - Cognitive competencies

   - Personal competencies
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GH1: There is a positive relationship between the overall digital skill competencies with
intensity of Internet usage.

SH1.1:  There is a positive relationship between technical competency and intensity of
   Internet usage.

SH1.2:  There is a positive relationship between cognitive competency and intensity of   
   Internet usage.

SH1.3:  There is a positive relationship between personal competency and intensity of   
   Interne usage.

GH2:  There is a positive relationship between the overall digital skill competencies with  
   perception of the Internet.

SH2.1:  There is a positive relationship between technical competency and perception of the
   Internet.

SH2.2:  There is a positive relationship between cognitive competency and perception of the
   Internet.

SH2.3:  There is a positive relationship between personal competency and perception of the
   Internet.

 GH3:  There is a positive relationship between the overall digital skill competencies with  
   benefits of the Internet.

 SH3.1:  There is a positive relationship between technical competency and benefits of the
   Internet. 

SH3.2:  There is a positive relationship between cognitive competency and benefits of the
   Internet. 

SH3.3:  There is a positive relationship between personal competency and benefits of the
   Internet.

GH4:  There is a positive relationship between the overall digital skill competencies with  
   usage of the electronic devices.

SH4.1:  There is a positive relationship between technical competency and usage of the
   electronic devices.

SH4.2:  There is a positive relationship between cognitive competency and usage of the
   electronic devices.

SH4.3:  There is a positive relationship between personal competency and usage of the
   electronic devices.

METHODOLOGY
Research Design

 This study employs the quantitative research design using the survey method with 
questionnaire as the research instrument for data collection. As of 2014, there are 531,962 
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persons with disabilities (Department of Social Welfare Statistics Report (2014). The bulk of 
them are of Malay (324,668), Chinese (106,523) and Indian (55.453) ethnicities. The rest are 
Peninsular Malaysia, Sabah, and Sarawak Natives (40,314) and others (5,004). According to 
types of disabilities, the highest number belongs to those with learning disabilities (188,911), 
physical disabilities (174,795), hearing disabilities (62,153), visual disabilities (50,827), mental 
disabilities (24,263), speech disabilities (3,988) and others (27,025). A stratified random 
sampling procedure is used to select the sample of children aged 10 – 17 years old and adults 
of 18 years and above. The children are selected from schools of each state and the lists of 
names are obtained from the Ministry of Education with its consent while the adults are taken 
from the list of registered members with the Ministry of Social Welfare of each state. A total 
of 395 children and 805 adults with disabilities participated in the study. Out of a total of 1200 
respondents, only 84.1% use the Internet (n=1009). 

Research Instrument and Measurement

 Two sets of questionnaires are developed to cater to the children and the adults with 
the disabilities tailored to their respective needs, especially pertaining to their demographic 
characteristics. Hence, they have to answer the questions regarding (a) the Internet usage (user 
and non-user; only the users were asked for frequency of usage, time spent and the importance 
of the usage); (b) motives of the Internet usage (educational/intellectual motives, sources of 
information, business motives, e-commerce motive, entertainment motive, religious motive, 
political motive, personal and social motives; (c) benefits of the Internet usage in facilitating 
their daily lives (educational/intellectual, business, entertainment, religious, political, personal, 
social and information/news); (d) challenges and barriers (e.g. cyberbullying); (e) satisfaction 
in using the Internet (service quality, product information, customer service, billing, charges, 
and delighting consumers); (f) digital skill competencies (technical competency, cognitive 
competency, and personal competency). Only satisfaction in using the Internet are measured 
using a 4-point Likert scale, where 1=strongly disagree, 2=disagree, 3=agree and 4=strongly 
agree. 

 Digital skill competencies act as the dependent variable of the study and it comprises three 
dimensions: technical competency, cognitive competency and personal competency. Technical 
competency comprises 21 items while cognitive competency consists of 9 items and personal 
competency consists of 8 items. The total number of items for the overall digital competencies, 
therefore, is 38 items. An example of technical competency is “I know how to perform a search 
on the Internet using the search engine”, while an example of the items for cognitive competence 
is “I know how to consider whether the information that I encounter on the Internet is true or 
false” and personal competency is that “I have the ability to express my ideas, thoughts, and 
feelings to people whom I interact with online”. Each item is measured using a dichotomous 
scale of 1 is for “yes” and 0 is for “no”.  Intensity of the Internet usage is the cross product of 
length of time (hour) spent on the Internet per day and the frequency of using the Internet. 
Frequency is measured on a 4-point Likert-like scale, where 1=seldom (1-2 days), 2=sometimes 
(3-4 days), 3=often (5-6 days) and 4=always (7 days). 
10 Human Communication

 Perception on the Internet usage consists of 9 items measured as a dichotomous variable of 
1 for “yes” and 0 for “no”. The examples of perception items are “Internet eases my everyday life”, 
“Internet increases my social horizon for living a socially interactive life, and “Internet increases 
my self-confidence”. 
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 Benefits of the Internet consist of 8 dimensions, with 3 items per dimension; measured 
using a dichotomous scale of 1 is for “yes” and 0 for “no”. The dimensions are educational/
intellectual, business, entertainment, religious, political, personal, social, and information/
news. An example of the educational/intellectual items is “Internet has increased my general 
knowledge”; for business: “Internet has improved my marketing”; for entertainment: “Internet 
has helped improve my access to watching online videos/movies/drama series”; for religious: 
“Internet has provided me with religious materials”; for politics: “Internet has increased my 
exposure on political issues”; for personal: “Internet has increased my knowledge on personal 
well-being”; for social: “Internet has expanded my networking”; and for information/news: “I 
obtain information from the Internet”. The last factor for predicting digital skill competencies 
is usage of the electronic devices. It consists of 9 items measured using a dichotomous scale of 
1 is for “yes” and 0 for “no”. An example of the items is that “I am using the hardware electronic 
device: Smartphone”. The percentage for each factor is calculated by multiplying the mean value 
by 100 and is divided by its respective number of items. 

Validity and Reliability

 Validity describes a measure that accurately reflects the concept it is intended to measure. 
In this study, face validity is used to ensure the quality of an indicator that makes it seem a 
reasonable measure of the variables used. Validity is obtained from getting the MCMC expert 
opinion and from a Director of the Unit for the Disabled Persons at a higher learning institution. 
Verification of the questionnaires is done and approved by MCMC after several sittings; only 
then would the variables be used in the study. 

Data Collection

 For this paper, only data from the survey method of the quantitative research design are used 
as the primary data for data analysis. Two categories of persons with disabilities are identified: 
the children and adults with disabilities.  In order to get the lists of schools having children 
with disabilities from all states; a permission letter is sought from the Ministry of Education by 
filling in the required online form. Similarly, for the adults, the Ministry of Social Welfare was 
contacted and permission was granted to carry out the research. Appointments were made with 
the respective schools for children (aged between 10-17 years old) and companies that have 
hired adults with disabilities throughout the nation (Peninsular Malaysia, Sabah and Sarawak). 
The data collection for the children was completed first despite the fact that the data collection 
for adults had started almost at the same time. The time taken for the data collection for the 
children was between August and October 2017 while for the adults, it was between September 
and December 2017.

Data Analysis
 Both the descriptive and inferential statistics are used for the survey data analysis. Using the 
Statistical Package for Social Sciences (SPSS) Version 20.0, the following descriptive statistics: 
frequency, percentage, means, standard deviation, minimum and maximum are presented in 
the results to answer the research objectives. For the inferential statistics, correlation and simple 
multiple regression analysis are used to test the research hypotheses.
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RESULTS 

 The majority of the respondents (84.1%) use the Internet from a total of 1200 persons with 
disabilities who participated in the total sample of the study. Therefore, only 1009 persons with 
disabilities are used to analyze the results for the study.  

Demographic Characteristics of the Respondents

 Results show that there are more males (64.0%) than females (36.0%) with disabilities in the 
study (Table 1). They are mainly teenagers (33.0%), followed by adolescents (32.2%) and young 
adults (21.5%) while the rest (13.3%) are mainly adults aged 41 and above. The average age is 
25.218 (SD=12.360). Almost three-quarters of them are Malays (74.6%) while the rest (25.4%) 
are Chinese, Indians and other ethnicities. Many have acquired multiple languages proficiency: 
almost all of them speak Bahasa Melayu (98.8%) and the majority of them speak the English 
Language (87.0%) as well. Mandarin and Tamil are spoken by the Chinese and the Indians, 
respectively. 

Table 1 
Demographic Characteristics of the Respondents

Variable Categories Frequency Percentage

Gender Male
Female
     Total

644
362

1006

64.0
36.0

100.0

Age (years old)

M=25.218, SD=12.360, Min=13, Max=76

Teenagers (13-17)
Adolescents (18-25)
Young adults (26-40)
Adults (41-55)
Old adults (56 and above
     Total 

333
325
217
83
21

1009

33.0
32.2
21.5
8.2
5.1

100.0

Language

*Multiple responses 

Bahasa Melayu
English
Mandarin
Tamil 
     Total (N=1009)

997
878
236
150

*

98.8
87.0
23.4
14.9

*

Types of Disabilities

 Basically, the respondents have various types of disabilities. Table 2 presents the types of 
disabilities where about half the number of the respondents are facing learning disabilities 
(50.8%), followed closely by those with the visual impairment (31.7%). There are others with 
hearing impairment (19.9%), physical impairment (19.4%) and speech difficulties (16.7%). 
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Table 2
Types of Disabilities Among the Respondents

Types of Disabilities Frequency Percentage
Visually impaired
Hearing impaired
Speech difficulties
Learning difficulties
Physically impaired
     Total (N=1009)

320
201
168
513
196

*

31.7
19.9
16.7
50.8
19.4

*

*Multiple disabilities

Internet Usage 

 The intensity of the Internet usage is the cross product of length of time (hour) spent on the 
Internet per day and the frequency of using the Internet which is measured on a 4-point Likert 
like scale, where 1= seldom (1-2 days), 2=sometimes (3-4 days), 4=often (5-6 days) and always 
(7 days). The mean for time spent on the Internet per day is 5.925 hours (SD=5.717) with a 
minimum of 1 and a maximum of 24 (Table 3). More than half of the number of respondents 
(55.3%) uses the Internet between 1-4 hours daily, followed by those with 5-8 hours on the 
Internet and the rest (21.0%) use it for more than 9 hours daily.
More than half of the number of respondents (58.6%) uses the Internet daily. Some of them 
often use it (13.0%), sometimes use it (16.8%) and seldom (11.6%). The intensity of the Internet 
usage varies from as low as 1 to as high as 96 with an average of 21.266 (SD=23.374). 

Table 3
Time Spent on the Internet and Frequency of the Internet Usage.

Variable Category Frequency Percentage
Time spent per day (hours) 

Mean=5.925, SD=5.717, Min=1, Max=24

1-4 
5-8

9-12
13 and above

Total

539
231
118
87

975

55.3
23.7
12.1
8.9

100.0

Frequency of the Internet Usage per Week (days)  Seldom (1-2)
Sometimes (3-4)

Often (5-6)
Always (7)

Total

115
166
129
581
991

11.6
16.8
13.0
58.6

100.0

Factors Influencing Digital Skill Competencies 

 In order to compare across all independent variables and the dimensions of the digital skill 
competencies as the dependent variables, a percentage is calculated and presented (Table 4). It 
is found that among the digital skill competencies, persons with disabilities are more competent 
in term of personal competency (76.5%), followed by cognitive competency (70.2%) and finally 
the technical competency (65.2%). When aggregated together, their digital skill competencies 
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level is 66.4%, which can be considered as slightly competent. Persons with disabilities have a 
positive perception of the Internet (65.8%) and they acknowledge the benefits gained from using 
the Internet (59.8%). However, they are rather poor at using the electronic devices (31.2%) and 
they are low at the intensity of using the Internet. 

Table 4
Descriptive Statistics of Factors Influencing Digital Skill Competencies

Variable Dimension N Mean SD % Minimum Maximum
Digital skill competencies

Intensity of Internet 
usage
Perception of the Internet
Benefits of the Internet
Usage of the electronic 
devices

Overall
Technical competency
Cognitive competency
Personal competency

989
983
932
913
961

972
987
829

25.218
13.696
6.321
6.119

21.266

5.918
14.353
2.497

9.583
5.402
2.364
1.942

23.374

2.274
5.696
1.586

66.4
65.2
70.2
76.5
22.2

65.8
59.8
31.2

1
1
1
1
1

1
1
1

38
21
9
8

96

9
24
8

Relationship between Digital Skill Competencies and Selected Factors Related to the 
Internet

 All the factors that are thought to influence the digital skill competencies level and its 
dimensions are presented in Table 5. Results show that there are significant relationships 
between the overall digital skill competencies and intensity of the Internet usage (r=.240, 
p=.000), perception of the Internet (r=.381, p=.000), benefits of the Internet (r=.458, p=.000) 
and usage of the electronic devices (r=.312, p=.000). Their relationships are considered weak 
except for benefits of the Internet which are considered moderate. A similar trend exists for the 
technical dimensions where there are significant relationships for intensity of the Internet usage 
(r=.230, p=.000), perception of the Internet (r=.329, p=.000), benefits of the Internet (r=.445, 
p=.000) and the usage of electronic devices (r=.322, p=.000). As for the cognitive competency, 
the highest relationship is with perception of the Internet (r=.407, p=.000) followed by the 
benefits of the Internet (r=.368, p=.000) and usage of electronic devices (r=.249, p=.00) and 
finally with intensity of the Internet usage (r=.241, p=.000). All relationships between personal 
competency and the independent variables: intensity of the Internet usage (r=.190, p=.000), 
perception of the Internet (r=.287, p=.000), benefits of the Internet (r=.370, p=.000) and usage 
of electronic devices (r=.226, p=.000) are significant. 

Table 5
Correlations Between Digital Skill Competencies with Factors Influencing It

Variables Overall Digital 
Skill Competencies 

Technical 
Competency 

Cognitive 
Competency

Personal 
Competency

Intensity of Internet usage 
Perception of the Internet
Benefits of Internet 
Usage of electronic devices

r=.240, p=.000

r=.381, p=.000

r=.458, p=.000
r=.312, p=.000

r=.230, p=.000

r=.329, p=.000

r=.445, p=.000
r=.322, p=.000

r=.241, p=.000

r=.407, p=.000

r=.368, p=.000
r=.249, p=.000

r=.190, p=.000

r=.287, p=.000

r=.370, p=.000
r=.226, p=.000



Human Communication 67

Predictors for Digital Skill Competencies

 Further analysis using the simple multiple regression is carried out to determine the 
best predictor for digital skill competencies as a whole and for its dimensions (technical, 
cognitive and personal competencies). Despite the fact that all factors influence digital skill 
competencies (Table 6), the best predictor goes to benefits of the Internet (Beta=.346, t=10.702, 
p=.000). Similar to the overall digital skill competencies, the best predictor for the technical 
competency is benefits of the Internet (Beta=.353, t=10.729, p=.000). On the contrary, to the 
digital skill competencies and the technical competency, the cognitive competency reveals that 
its best predictor is the perception (Beta=.286, t=8.342, p=.000). Personal competency is best 
predicted by benefits of the Internet (Beta=.290, t=7.997, p=.000). On the whole, benefits of the 
Internet are the best predictor for digital skill competencies, technical competency and personal 
competency while the best predictor for cognitive competency is perception of the Internet. 
In fact, all factors influence the digital skill competencies, technical competency, cognitive 
competency and personal competency. 

Table 6
Multiple Regression Analysis for Factors Influencing the Digital Skill Competencies 

Variable Unstandardized 
Coefficients

Standardized Coefficient. t p

Overall digital skill 
competency

B SE

Constant
Intensity of the Internet 
usage
Perception of the Internet
Benefits of the Internet
Usage of the electronic 
devices

8.403
.039

.848

.572
1.342

.972

.012

.129

.053

.169

.103

.212

.346

.242

8.642
3.318

6.591
10.702
7.935

.000

.001

.000

.000

.000

F=94.890, df=4,739, p=.000; R=.583, R²=.339, R²= Adj.=.336
Technical competency
Constant
Intensity of the Internet 
usage
Perception of the Internet
Benefits of the Internet
Usage of the electronic 
devices

4.462

.021

.365

.336

.831

.572

.007

.075

.031

.099

.097

.159

.353

.261

7.802

3.084

4.847
10.729
8.406

.000

.002

.000

.000

.000

F=84.940, df=4,736, p=.000; R=.562, R²=.316 R²= Adj.=.312
Cognitive competency
Constant
Intensity of the Internet 
usage
Perception of the Internet
Benefits of the Internet
Usage of the electronic 
devices

2.194
.012

.298

.101

.251

.274

.003

.036

.015

.046

.124

.286

.232

.171

8.017
3.750

8.342
6.727
5.446

.000

.000

.000

.000

.000

F=67.871, df=4,713, p=.000; R=.525, R²=.276, R²= Adj.=.272
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Variable Unstandardized 
Coefficients

Standardized Coefficient. t p

Overall digital skill com-
petency

B   SE

Personal competency
Constant
Intensity of the Internet 
usage
Perception of the Internet
Benefits of the Internet
Usage of the electronic 
devices

3.109
.007

.136

.107

.205

.244

.003

.032

.013

.041

.081

.155

.290

.172

12.761
2.31

4.292
7.997
5.025

.000

.021

.000

.000

.000

F=45.485, df=4,701, p=.000; R=.454, R²=.206, R²= Adj.=.202

DISCUSSION AND CONCLUSION

 It is found that the Internet is widely used by persons with disabilities regardless of their age 
and types of disabilities.  Although they face several challenges, the users find a lot of benefits 
in using the Internet. The Internet has brought about a transformation to them in the areas 
of knowledge, work, life, and the means of social communication. In education, the Internet 
has become a means of learning and knowledge-sharing, as well as easy communication. 
In the area of work, the acquired skills to use the Internet have become part of the basic 
criteria to compete in the labor market. The Internet also contributes to facilitate the social 
communication (Osman, 2015).  ICTs offer a great potential to support lifelong learning for all 
groups of students, including those who have special educational needs. The application of the 
Internet must enhance independence, integration, and equal opportunities for such people and 
in this way, it will facilitate their inclusion in the society as valued, respected, and contributing 
members.

 It can be concluded that regardless of the types of disabilities, many of the persons with 
disabilities use the Internet and are competent in using the Internet for the digital skill 
competencies and its dimensions (technical, cognitive, and personal competencies) and all the 
factors influence their competencies. The best predictor is the benefits of using the Internet 
for digital competencies, technical and personal competency while perception influences the 
cognitive competency the most. Therefore, in order to be competent, the Internet must be used 
frequently, with a positive perception toward the Internet together with having the benefits of 
the Internet in mind while using the electronic devices to the fullest. Hence, the learning theory 
holds true for the study. 

 Above all, persons with disabilities will be updated with contemporary technologies 
and devices as most of them use the Smartphone smartphones and are in for the race in the 
employment market and for education purposes especially children with disabilities. Their 
potential is bright.  

LIMITATIONS OF THE STUDY

 The limitation faced during the data collection is that it is difficult to get the exact number 
required for each category of the disabled. This is because some centers only have disabled persons 
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with certain types of impairment and difficulty. Thus, in order to have enough respondents for 
each category, other government and NGO centers were later approached to compensate for the 
number required for the various categories of impairments. 
 
 Another concern is the language barrier. Some of the disabled persons cannot communicate 
and cannot understand the questions well. Even though, the questions are explained to them 
but they are unable to express their opinion especially those who are having learning disabilities 
(e.g., slow learner) and speech difficulties (e.g., stutter). In addition, when dealing with the 
disabled persons, care must be taken into consideration so that they are willing and happy to 
participate in the study. This is because some respondents sometimes have unstable emotions 
where their moods can change and swing within a short time.

SUGGESTIONS FOR FUTURE RESEARCH

 It is suggested that other variables such as satisfaction with the Internet, motives of using 
the Internet, attitude toward the Internet, impact of using the Internet, perceived ease of use 
(PEOU) and perceived usefulness and be tested for Uses and Gratification Theory (U&GT) by 
Katz, Blumler and Gurevitch (1974), Theory of Planned Behavior (TPB) by Ajzen (1991), Theory 
of Reasoned Action (TRA) by Fishbein and Ajzen (1975) and the Technological Acceptance 
Model (TAM) model by Davis (1989) among others can used and tested. 
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Abstract
Social media has contributed significantly to the academic field. Students are keen to use the social media as a platform 
to grasp academic-oriented information and materials online. As such, in light of the Social Learning Theory (SLT), 
this study tries to examine the impact of the social media for educational use and educational information-sharing on 
students’ academic performance at the International Islamic University Malaysia (IIUM). The SLT helps to explain the 
impact on students’ academic performance when the social media is utilised for their study. Students are able to secure 
a better Cumulative Grade Point Average (CGPA) when they positively use the social media for their academic-related 
purposes. As SLT stress on the positive rewards, thus, the social media is widely used by the students since the advan-
tages of using it is outweigh the disadvantages. This is the main contributor to the use of the social media in the aca-
demic field. A quantitative research design is employed, using the survey method with questionnaire as an instrument 
for data collection. A total of 440 undergraduate students from Kulliyyah of Islamic Revealed Knowledge and Human 
Sciences (KIRKHS) participated in this study. The study finds that students’ academic performance is positively cor-
related with their social media for educational use and their educational information-sharing activities. Educational 
information-sharing is also found to partially mediate the relationship between the social media for educational use 
and students’ academic performance. Therefore, this study contributes to their utilising the social media positively in 
the academic field, which in turn, improves their academic performance. With this, the SLT theory holds true.   

Keywords: Academic performance; educational information-sharing; Malaysia; Social Learning Theory (SLT); social 
media for educational use.
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INTRODUCTION

 The usage of the social media is inevitable; it is used on a regular basis for multiple purposes. 
The advanced setting of social media which is user-friendly, effective and easy to use becomes 
valid reasons for its use in the academic field (Wan Roslina, Ziti Fariha & Nurul Haslinda, 
2017). Such a setting allows students to have educational information-sharing activities among 
their classmates and peers such as uploading, transferring information, voice calling, and video 
calling (Nur Hananie & Nurhidayah, 2016). In addition, with the advanced setting, lecturers can 
utilise the social media for effective academic discussions with their students both within and 
outside the classrooms (Waleed, Mohd Shahizan & Mahdi, 2014). As such, the social media is 
believed to be an effective tool in facilitating students’ studies ultimately resulting in their better 
academic performance. Thus, it implies that social media benefits students in their academic as 
well as personal purposes. 

 Despite the benefits of social media discussed, there are, however, some notable disadvantages 
of its usage on students’ academic performance. The social media was initially used for leisure 
activities but it has now become a daily routine for students which could develop into an 
obsession. Extended over time it can give a negative impact on students’ academic performance 
(Munkaila & Iddrisu, 2015). This is because most students cannot divide their time wisely 
between their academic and personal purposes.

 The scenario of social media usage among students and in the academic field indicates that 
there is a need to conduct a study on the impact of the usage of social media for educational 
use and educational information-sharing on students’ academic performance. Besides, scarcely 
research done on the impact of social media for educational use on students’ academic 
performance with educational information-sharing as the mediating effect. Previous studies 
are more focused and tested on information sharing and/or knowledge sharing instead. For 
instance, other areas like marketing (Wu, 2008) and organisation (Butler, 1999; Roslina & Skaik, 
2014) used information sharing and/or knowledge sharing as their oriented of study but not as 
the mediating effect. Thus, this study’s finding may contribute in examining the mediating effect 
of educational information-sharing on the relationships between social media for educational 
use with students’ performance.  In addition, the study helps to provide the foundation for 
understanding the role of the social media in facilitating students’ studies and in improving their 
academic performance. This is due to the fact that the social media is able to fulfil both academic 
and personal purposes. Students should be able to differentiate between the two purposes while 
they are online. Hence, it is important to keep in track as they know that the social media allows 
various of activities like sharing, sending and receiving any files and documents. As such, they 
can have own initiative to improve their grades like gather materials and find study partners 
online. Therefore, this study may shed some light on how to utilise the social media for students’ 
own good. 

 The study aims to investigate the following objectives: (1) to identify the level of social 
media usage for educational use, educational information-sharing, and academic performance; 
(2) to test the relationships between social media for educational use, educational information-
sharing and academic performance; and (3) to analyse the mediating effect of educational 
information-sharing between the social media for educational use and academic performance. 
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LITERATURE REVIEW
Academic Performance

 Academic performance is defined by two grade points, namely, a trimesters’ grade point 
average (GPA) and an academic years’ cumulative grade point average (CGPA) (Banquil, Chua, 
Leano, Rivero, Burce, Dianalan, Matieno & Timong, 2009). Most of the tertiary institutions 
used GPA score to measure the academic performance of the students. It is a good measurement 
because from there they can determine the relative level of academic performance of students 
(Banquil, Chua, Leano, Rivero, Burce, Dianalan, Matieno & Timong, 2009). To elaborate, 
in determining the GPA score, several criterions should be taken into account, for example, 
students’ performance in tests, course work and examinations. Thus, an increase of the GPA 
score reflects the better academic achievement of the students. 

Social Media for Educational Use and Academic Performance
             
 Social media acts as a learning platform. Students use the social media to gain relevant 
materials and at the same time it helps to broaden their views on certain topics assigned to them 
in class (Kanagarathinam, 2014). This is because social media like Twitter, Facebook (Waleed 
& Mohd Shahizan, 2013), Instagram (Adam and Nor Zairah, 2014) and blogs (Silvia and Reza, 
2013) enable students to get in touch with scholars or experts from whom they can ask questions 
and they can also view their peers’ comments on the same topics (Ahmed & Qazi, 2011; Nandez 
& Borrego, 2013). Thus, having a clear picture on the topic can help them produce better project 
papers, resulting in better grades. 

 In addition, the social media also provide a medium that can facilitate discussions with a 
large number of participants. Students can add their classmates, peers and their lecturers to join 
in the online discussions which can benefit students especially during the examination period 
when they can clarify confusing topics and discuss it with others (Yeboah & Ewur, 2014; Ziqing 
& Jinping, 2013). As a result, they can score better grades as they have understood the subject 
matter well. 

 In Malaysia setting, several studies support the usage of social media in academic fields 
as well as a mean in improving students’ grades (Adam, Nor Zairah & Oye, 2012; Waleed et 
al., 2014). Their studies find that the attachment with the social media imposes more positive 
impacts on University of Technology Mara (UiTM) students’ grades. This is due to the social 
media applications which help them a lot especially in completing their academic-related tasks. 
Therefore, this study postulates the following hypothesis:

H1: Social media for educational use is positively correlated with students’ academic performance. 

Social Media for Educational Use and Educational Information-Sharing

 Social media for educational use is closely related to educational information-sharing. 
Students are interested in using the social media because they can easily conduct educational 
information-sharing activities (Athirah, Khairul Mizan, Siti Munira, Dang Merduwati & Saiful 
Farik, 2011). It becomes more interesting when they not only can share but are also able to 
send and receive the information. This online activity can be done because of the interactive 
setting of social media (Yeboah & Ewur, 2014; Ziqing & Jinping, 2013) which can be upgraded 
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from time to time to suit the needs of users, especially students. This explains the increasing 
importance of social media in the academia. Waleed and Mohd Shahizan (2013) find that social 
media can impose a good impact on students’ grade when they utilise it for their studies. As 
previous studies found the positive relationship between social media for educational use and 
educational information-sharing, hence, this study postulates that:

Hofstede’s cultural dimensions theory 

 The Hofstede theoretical framework with its cultural dimension provides a holistic 
cultural understanding of values. The framework can be understood in terms of five cultural 
dimensions, namely power distance, individualism, masculinity, uncertainty avoidance, and 
long term orientation and indulgence (Hofstede, 2010).   The uncertainty avoidance framework 
by Hofstede, Hofstede and Minkov (2010)  underpins the analytical framework of the present 
study.

H2: Social media for educational use is positively correlated with educational information- 
sharing.

Educational Information-Sharing and Academic Performance

 Social media has become a means for sharing information fast. The intended information 
can be shared within a short time. Consequently, students are actively sharing educational 
information with their classmates and peers. Other reasons that contribute to the habit of 
sharing educational information is that the social media facilitate students in downloading, 
retrieving and saving the shared information in their online groups (Kim, Sin & He, 2013; Noor 
Azuan, Nor Liza, Rosmah & Hawati, 2015; Waleed, Norma, Mohd Shahizan, Ibrahim, Akram 
& Ali, 2017). Thus, they can add more references in their project paper and earn more points in 
elaborating as well as comparing the subject matter. With abundance of information in hand can 
help them to produce a quality project paper and gain more mark from their lecturers (Ahmed 
& Qazi, 2011). Previous studies also support that social media can help students in improving 
or maintaining their academic performance due to an excellent project paper (Azrinawati, 
Mohamad Afiq, Mohammad Khairi & Kee, 2013; Kanagarathinam, 2014; Wan Roslina et al., 
2017). They have a good command of language and are knowledgeable in the academic writing 
style. Therefore, it implies that social media can lead to a good academic performance. As such, 
this study crafts this hypothesis:

H3: Educational information-sharing is positively correlated with academic performance. 
The Mediating Effects of Educational Information-Sharing between Social Media for Educational 

Use and Academic Performance

 Educational information-sharing has the potential to mediate the relationship between 
social media for educational use and academic performance. This is because the new features 
of social media have inbuilt shared applications. Hence, it contributes to the sharing activities 
among students. Mensah and Ismail (2016) find that educational information-sharing activities 
help Malaysian students do well in their studies. However, now that students can view their 
computers from multiple screens simultaneously, they are finding it difficult to allocate their 



Human Communication 77

time wisely. They can now surf the social media for their academic purpose and navigate their 
personal interest websites simultaneously. Thus, this will somehow drag their focus from the 
intended purpose to find study materials online and might lead to a drop in their grades. The 
indicator is that students’ academic performance will improve when they utilise the social 
media for their academic purpose. Several studies support that social media can help improves 
students’ academic performance when they use it as a platform to exchange educational-
information with their classmates and peers (Mehmood & Taswir, 2013; Noorriati & Shireen, 
2012). Athirah et al. (2011) study also finds that UiTM students utilised the social media for 
the sake of their study, specifically, in sharing materials online with their classmates and peers; 
thus, improved their academic performance. Therefore, educational information-sharing can 
mediate the relationship between social media for educational use and academic performance. 
Hence, the hypothesis has been crafted:

H4: Educational information-sharing mediates the relationship between social media for 
educational use and academic performance. 

Social Learning Theory (SLT)

 Bandura’s Social Learning Theory (Bandura, 1971) is used to support this study with regards 
to the impact of social media usage for educational use and educational information-sharing on 
students’ academic performance. This is because SLT posits three important elements where (1) 
the individual is the learner; (2) peers and; (3) situations. These three elements can affect the 
individuals’ learning outcome. To further explain, students acquire new patterns of behaviour 
through: (a) observing the behaviour of others; and (b) modelling. However, they do not directly 
imitate an individual action or behaviour. They are more likely to apply behaviour that gives 
them benefits such as being rewarded. Thus, this means that students may directly observe the 
actions and behaviours of their peers but may imitate only when they find them beneficial.
Current studies also use SLT to explain the impact of social media on students’ studies (Amukune, 
2013; Vicera, 2016). In this context, SLT is applied to elaborate on the wide use of social media 
in the academic field. Students use social media as a tool in facilitating their studies. They use it 
to communicate their academic tasks, for example, to get relevant materials, share educational-
information and discuss their assignments or projects. This indicates that by using the social 
media, students can complete their tasks easily. SLT clarifies this situation as a positive reward 
where the social media use gives an advantage to the students. Meaning that, students observe 
and model others’ action in utilising social media for their own benefit. Therefore, the SLT 
theory can help to support this study. 
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Conceptual Framework
The literature review discussion attempts to describe the relationships in the conceptual 
framework, as illustrate below:
 

Figure 1: Conceptual framework of the impact of social for educational use and educational information-sharing 
on academic performance

Summary of the Hypotheses

 Hypotheses testing summary are listed in the Table 1. 

Table 1: Hypotheses testing summary

No. Hypotheses
H1 Social media for educational use is positively correlated with students’ academic performance
H2 Social media for educational use is positively correlated with educational information-sharing
H3 Educational information-sharing is positively correlated with academic performance
H4 Educational information-sharing mediates the relationship between social media for educational use
                and  academic performance

RESEARCH METHODOLOGY

 The study employs a quantitative research design where the respondents consist of IIUM 
undergraduate students from Kulliyyah of Islamic Revealed Knowledge and Human Sciences 
(KIRKHS). A questionnaire is used to gather the data for the study, starting from 1st September 
2017 until 30th September 2017. A total of 440 respondents participated in the study where 
343 are females and the rest are males with ages ranging from 18 to 29 years old (M=21.918, 
SD=0.564). 

 This study uses a stratified random sampling procedure. The sampling procedure helps to 
determine the divisions of a population involved and leads in dividing it into smaller groups or 
known as strata (Wimmer & Dominick, 2014). As for this study, the population is divided into 
two stratums: (a) Islamic Revealed Knowledge (IRK); and (b) Human Sciences (HS) divisions. 
As this study used questionnaire to gather data, there are two steps applied in getting the 

H1

H4

H2 H3

Social Media for 
Educational Use Academic Performance

Educational Infromation-Sharing
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respondents. First, it is really important to obtain a permission letter from Academic Management 
and Admission Divisions, especially, in conducting the research among IIUM students. The 
permission letter could help in getting lecturers’ consent, so that, the questionnaires can be 
distributed to their respective students during class time. Second, the data collections process 
take place in the areas that students normally congregate. For instance, the questionnaires were 
distributed at the mosque, library, around Hs café and also in Mahallah café. It easier to seeks 
their help to answer the questionnaire since they are free before going to class.   
The survey questionnaire consists of demographic information which specifically looks at 
gender, age (years old) and nationality. Social media for educational use is adopted from the 
Mingle and Adams’ (2015) study with seven items measured, for example, “I use social media 
to form a course/study group” and the Cronbach’s Alpha value is 0.86. Educational information-
sharing items (21) are adapted from McGraw Hill Education (2015) and its Cronbach’s Alpha of 
0.96. Effects of the social media participation on academic performance contain sixteen items 
where four items are adopted from Mingle and Adams (2015), for example, “I experience an 
improvement in my academic performance after participating in the social media” and another 
twelve items are adopted from Adam and Nor Zairah (2014) where one of the statements is “I 
use social media to help me perform well in my studies” and the Cronbach’s Alpha is 0.94. 

RESULTS 
Level of Social Media for Educational Purposes

 Table 2 presents the level of social media for educational use. There are seven items measured 
to determine the level of social media for educational use among students with a 5-point Likert-
scale from 1=strongly disagree to 5= strongly agree. 

Table 2
One sample t-test for social media use for educational purpose

No. Social Media for Educational Use M* SD % t** df P
1.
2.

3.
4.

5.
6.
7.

I use social media to collaborate for assignments.
I use social media to search for course topics, key-
words, and expert names.
I use social media to form a course/study group.
I use social media applications like YouTube to 
search for videos and playlists for extra learning on 
challenging class topics.
I use social media to ask questions to experts.
I use social media to get study group online.
I use social media to follow authors who have writ-
ten books that are being used in class.
Overall for Social Media towards Educational Use 
(α=0.863)

4.061
4.000

3.996
3.798

3.280
3.218
3.218

3.431

0.973
1.024

1.006
1.096

1.189
1.249
1.249

0.938

81.2
80.0

80.0
76.0

66.0
64.4
64.4

69.0

22.889
20.492

20.763
15.272

4.932
3.664
3.664

9.626

439
439

439
439

439
439
439

439

.000

.000

.000

.000

.000

.000

.230

.000

*5-point scale whereby 1=never (1-20%), 2=rarely (21-40%), 3=sometimes (41-60%), 4=often (61-80%), 5=always 
(81-100%).
**Test value is 3. 
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 The results show that majority of the respondents make use of their social media accounts 
for their study such as: (a) to collaborate for assignments (81.2%); (b) to search for course 
topics, keywords and expert names (80.0%); and (d) to form a course or study group (80.0%). 
Moreover, three-quarters of them (76.0%) are more interested in utilising YouTube applications, 
specifically, to search for videos and playlists for extra learning on challenging class topics. The 
rest of the respondents agree that the social media is helpful for their study since they can: (a) 
ask questions to experts (66.0%); (b) get study group online (64.4%); and (c) follow authors who 
have written books that are being used in class (64.4%). It can be indicated that students are 
keen to use the social media for specifics reasons and for certain tasks only. This is because there 
is one item reported as not significant. The item is “I use social media to follow authors who 
wrote the books that are being used in class” (M=3.218, SD=1.249, t(439)=3.664, p=.230). This 
means that the students did not see the importance of following authors who wrote the books 
that are being used in class. This is due to the fact that there are no official textbooks used for 
the class. Normally, the readings materials are taken from various sources like journal articles 
and not depending to only one book. However, for overall result, the respondents (69.0%) agree 
that the social media applications help them in their study (M=3.431, SD=0.938, t(439)=9.626, 
p=.000). This indicates that they use this online platform for the betterment of their knowledge.

Level of Educational Information-Sharing

 Educational information-sharing is divided into three types such as receiving, sending and 
sharing of information. There are seven items measured for each type of information-sharing 
with a 5-point Likert scale from 1=strongly disagree to 5=strongly disagree (Table 3).

Table 3
One sample t-test for educational information-sharing

No. Receiving Educational Information M* SD % t** df P
A
1.

2.

3.

4.

5.

6.

7.

Receive Educational Information
I use social media to receive class-related 
announcements.
I use social media to receive class-related 
documents.
I use social media to receive updates on class 
assignments/projects.
I use social media to receive reminders 
regarding class assignments/projects.
I use social media to receive feedback re-
garding class assignments.
I use social media to receive class-related 
video.
I use social media to receive streaming and 
recorded lectures.
       Overall Receive Educational Informa-
tion (α=0.931)

4.075

4.041

4.025

3.943

3.705

3.596

3.418

3.829

0.941

0.951

0.951

1.001

1.021

1.041

1.199

0.856

81.5

80.8

80.5

78.9

74.1

71.9

68.4

76.6

23.969

22.953

22.617

19.771

14.475

11.995

7.316

20.322

439

439

439

439

439

439

439

439

.000

.000

.000

.000

.000

.000

.000

.000
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No. Sending Educational Information M* SD % t** df p
B
1.

2.

3.

4.

5.

6.

7.

Send Educational Information 
I use social media to send queries to my 
group mates regarding assignments.
I use social media to send drafts of ideas on 
projects or assignments.
I use social media to send assignment pro-
gress reports.
I use social media to send collected study 
materials online.
I use social media to send academic-related 
online news.
I use social media to send motivational 
words.
I use social media to send e-books regarding 
study to friends.
      Overall Send Educational Information 
(α=0.921)

3.998

3.911

3.911

3.823

3.727

3.496

3.372

3.748

0.946

0.978

1.014

1.028

1.098

1.129

1.170

0.868

80.0

78.2

78.2

76.5

74.5

69.9

67.4

75.0

22.120

19.555

18.850

16.783

13.894

9.202

6.683

18.085

439

439

439

439

439

439

439

439

.000

.000

.000

.000

.000

.000

.000

.000

No. Educational Information-Sharing M* SD % t** df p
C
1.

2.

3.

4.

5.
6.

7.

Share Educational Information 
I use social media to share links related to 
classes with friends.
I use social media to share online academic 
materials with friends.
I use social media to share past examination 
questions with friends.
I use social media to share notes for missed 
classes or lectures with classmates.
I use social media to share study tips.
I use social media to share upcoming 
seminars or conferences updates with online 
groups.
I use social media to invite lecturers who use 
social media to follow group conversations 
or join chatrooms on academic matters.
       Overall Share Educational Information 
(α=0.924)

3.707

3.693

3.500

3.414

3.341
3.304

3.055

3.431

1.051

1.045

1.137

1.134

1.100
1.191

1.254

0.938

74.1

73.9

70.0

68.3

66.8
66.1

61.1

68.6

14.103

13.912

9.220

7.650

6.503
5.362

0.912

9.626

439

439

439

439

439
439

439

439

.000

.000

.000

.000

.000

.000

.000

.000

*5-point scale whereby 1=never (1-20%), 2=rarely (21-40%), 3=sometimes (41-60%), 4=often (61-80%), 5=always 
(81-100%).
**Test value is 3

 For receiving education information section, majority of the respondents’ claimed that they 
actively use the social media to receive educational information from their classmates and peers. 
The activities that they are often involved in are: (a) receive class-related announcements (81.5%); 
(b) receive class-related documents (80.8%); and (c) receive updates on class assignments or 
projects (80.5%). Three-quarters of the respondents (78.9%) admit that they use the social media 
for receiving reminders regarding class assignments or projects. Besides, they are also interested in 
receiving feedback regarding class assignments (74.1%) and receiving class-related video (71.9%). 
Apart from that, two-third of the respondents (68.4%) stated that they utilised the social media 
to receive streaming and recorded lectures. As all items for receiving educational information 
are positively rated and significant, it indicates that social media is an important tool to absorb all 
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the class-related information from their classmates and peers. This is supported with the overall 
percentage of 76.6% where the respondents stated that social media help them to catch-up and 
receive class information effectively (M=3.829, SD=0.856, t(439)=20.322, p=0.000). This means 
that the social media have been seen as a medium in keeping updated and abreast with the 
studies.

 In addition, for sending educational information section, majority of the respondents 
(80.0%) agree that the social media is utilised for sending queries to their group mates regarding 
assignments. Moreover, three-quarters of them attached to their social media accounts because 
it helps them in: (a) sending drafts of ideas on projects or assignments (78.2%); (b) sending 
assignment progress reports (78.2%); (c) sending collected study materials online (76.5%). 
Moreover, seven out of ten of the respondents (74.5%) make use of their social media to send 
academic-related online news to their classmates and peers. They also use the social media 
for other purposes, for example, to send motivational words (69.9%) and 67.4% of them send 
e-books regarding their studies to classmates and peers. The results show that students use social 
media effectively for their studies. It also reflects the ability of students to adjust the offered 
social media applications to their needs, mainly for their academic purposes. By and large, 
for this section, respondents (75.0%) agree that they use the social media to send educational 
information to their classmates and peers (M=3.748, SD=0.868, t(439)=18.085, p=.000). This 
means that this online activity gives them the advantage as they can extend their academic 
knowledge to one another. 

 As for sharing educational information section, it is reported that seven in ten of the 
respondents utilise social media to: (a) share links related to classes with friends (74.1%); (b) 
share online academic materials with friends (73.9%); and (c) share past examination questions 
with friends (70.0%). This means that the students know the benefits of sharing educational 
information via social media with their classmates and peers. Furthermore, they also admit that 
the social media do assist them in other sharing activities since the items gain about two-thirds 
of the percentage. The items are: (a) share notes for missed classes or lectures with classmates 
(68.3%); (b) share study tips (66.8%); and (c) share upcoming seminars or conferences updates 
with online groups (66.1%). Only six in ten (61.1%) of the respondents make use of their social 
media accounts to invite lecturers who use social media to follow group conversations or join 
chartrooms on academic matters. The overall percentage stated as 68.6% in the sharing process 
and it also show a significant result (M=3.431, SD=0.938, t(439)=9.626, p=.000). This implies 
that educational information-sharing activity benefit students’ study. It helps them in sharpening 
and building critical thinking where it could assist them to evaluate the subject matter well. 
They also may have different angles when look at things which it is good in developing their 
learning process. 

Level of Effect of Social Media Participation on Academic Performance

 This section, specifically, measured sixteen items to test social media participation on 
academic performance, with a 5-point Likert scale, from 1=strongly disagree to 5=strongly 
agree (Table 4). 
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Table 4
One-sample t-test for effect of social media participation on academic performance

No. Effect of Social Media Participation on Academic 
Performance

M* SD % t** df P

1.

2.

3.

4.

5.
6.
7.
8.

9.

10.

11.
12.

13.

14.

15.

16.

I receive announcements from lecturers and faculty 
members through social media.
I use social media to gain more vocabulary, improve 
writing and reduce spelling mistakes.
I use social media to improve my English language 
proficiency.
I arrange group discussions with my classmates 
using social media.
I discuss my assignments with friends online.
I use social media to facilitate academic activities.
I use social media to improve my reading skills.
I use social media to improve my interactions with 
classmates and lecturers for academic performance.
I make an appointment with my lecturer through 
social media regarding assignments.
I use social media to do examination discussion with 
my friends.
I use social media for educational purposes.
I experienced an increase in my academic perfor-
mance after participating in social media.
I use social media to have a positive influence on my 
academic performance.
I use social media to help me perform well in my 
studies.
I spend a lot of time reading books online to im-
prove my academic performance.
I use social media so that I can concentrate more in 
my studies.
        Overall Students’ Academic Performance 
(α=0.936)

3.977

3.973

3.971

3.886

3.886
3.736
3.725
3.714

3.680

3.618

3.521
3.443

3.296

3.252

3.100

2.841

3.601

0.915

0.952

0.965

0.936

0.926
0.879
0.975
0.928

1.041

0.971

0.923
0.899

0.932

0.929

1.021

0.991

0.679

80.0

79.0

79.4

78.0

78.0
75.0
75.0
74.3

74.0

72.4

70.4
69.0

66.0

65.0

62.0

57.0

72.0

22.397

21.438

21.100

19.871

20.081
17.566
15.590
16.134

13.692

13.355

11.831
10.344

6.647

5.695

2.055

-3.368

18.583

439

439

439

439

439
439
439
439

439

439

439
439

439

439

439

439

439

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.000

.021

.001

.000

*5-point scale whereby 1=strongly disagree (1-20%), 2=disagree (21-40%), 3=slightly agree (41-60%), 4=agree 
(61-80%), 5=strongly agree (81-100%).
**Test value is 3. 

 Majority of the respondents (80.0%) admit that they receive announcements from lecturers 
and faculty members through social media. The respondents do not only focus on this specific 
reason but they also have other interest in using social media as more than three-quarters of 
them use it to: (a) gain more vocabulary, improve writing and reduce mistakes (79.0%); (b) 
improve their English language proficiency (79.4%); (c) arrange group discussions with their 
classmates (78.0%); (d) discuss their assignments with their friends online (78.0%); (e) facilitate 
their academic activities (75.0%); and (f) improve their reading skills (75.0%). It is notable that 
the respondents use the social media for other purposes as seven over ten of them agree that this 
online platform can help them to: (a) improve their interaction with classmates and lecturers 
for academic performance (74.3%); (b) make an appointment with their lecturer through social 
media regarding assignment (74.0%); (c) do examination discussion with their friends (72.4%); 
and (d) use it for educational purposes (70.4%).  
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In addition, two-thirds of the respondents (69.0%) report that they experience an increase 
in their academic performance after participating in the social media and six in ten of them 
(66.6%) are confident that the online activities have a positive influence on their academic 
performance. Apart from that, it is also reported that six in ten of the respondents use the social 
media to help them perform well in their studies (65.0%) and they spend a lot of time reading 
books online to improve their academic performance (62.0%). More than half of them (57.0 %) 
use the social media to encourage them concentrate more on their studies. It is supported with 
the overall percentage for all sixteen items (72.0%) where it indicates that the students admit 
that the online platform helps in their study like to achieve and to improve their grade or CGPA 
(M=3.601, SD=0.679, t(439)=18.583 p=.000). 

Hypotheses Testing 

Relationships between Social Media for Educational Use, Educational Information-Sharing 
and Students’ Academic Performance

 There are two analyses used to test the relationships between social media for educational 
use, educational information-sharing and students’ academic performance. The analyses are: 
(a) zero-order and partial correlation; and (b) hierarchical regression.  

Table 5
Zero-order and partial correlation between educational information-sharing, social media for educational use and 
academic performance.

Control variable Variable (N=440) Academic 
performance

Social media 
for educational 

use

Educational 
information- 

sharing
Zero order

Educational 
information- sharing 
(partial)

Academic performance 
Social media for educational 
use 
Educational information- 
sharing
Academic performance 
Social media for educational 
use 

1
r=.630, ρ=.000

r=.651, p=.000

1

r=.227, p=.000

1

r=.813, p=.000

1

1

 The correlation between social media for educational use and students’ academic performance 
is strongly positive and it is significant (r=.630; p=.000); hence, hypothesis 1 (H1) is supported 
(Table 5). Hypothesis 2 (H2) is also supported with a very strong positive relationship (r=.813; 
p=.000) between social media for educational use and educational information-sharing. In 
addition, the correlation between educational information-sharing and students’ academic 
performance is strongly positive (r=.651; p=.000); hence, hypothesis 3 (H3) is also supported. 
As all the criteria for mediating effect have been met where all the correlation tests are significant, 
thus, a hierarchical multiple regression analysis is performed (Table 6). This analysis is to test 
the overall model of mediating effect of educational information-sharing on social media for 
educational use on students’ academic performance.
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Table 6
Hierarchical regression analysis for students’ academic performance with social media for educational use and 
educational information-sharing

Model Unstandardized 
Coefficients

Standardized 
Coefficients

T P

  B SE B
1 (Constant)

Social media for educational use
1.738
0.514

.113

.030
 

0.63
15.422
16.961

.000

.000

F(440) =287.688, df1=1, df2=438, p=.000, R=.630, R2= .396, R2 Adj.=.395; F change=287.688, df1=1, df2=438, 
p= .000

2 (Constant)
Social media for educational use
Educational information-sharing

1.467
0.242
0.343

.115

.050

.051

 
.297
.410

12.789
4.881
6.744

.000

.000

.000

F(440)=181.198, df1=2, df2=437, p=.000, R=.673, R2=.453, R2Adj.=.451; F change=45.488, df1=1, df2=437, 
p=.000

 The results show that educational information-sharing partially mediates the relationship 
between social media for educational use on academic performance. This is due to the Beta 
weight reduction of .333 from Model 1(β =.630, t=16.961, p=.000) to Model 2 (β = .297, t=4.881, 
p=.000), yet their relationship is still significant. This is also supported by the reduction of the 
overall relationship value of 242.2 from F change=287.688 to F change=45.488. Therefore, H4 
of the study is supported where educational information-sharing mediates the relationship 
between social media for educational use and students’ academic performance. Figure 2 
illustrates the relationships between these three variables, social media for educational use, 
educational information-sharing and academic performance.

Figure 2: Mediating effect of educational information-sharing and social media for educational use and academic 
performanceWWW

Social Media for 
Educational Use

Academic
Performance

H1

H4

H3H2

β=.651, p=.000β=.813, p=.000

β=.297, p=.000

β=.630, p=.000

Educational Information-
Sharing
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DISCUSSION

            The result shows that hypothesis 1 (H1) is supported as the correlation between social media 
for educational use and students’ academic performance is strongly positive and significant. 
Studies revealed that UiTM students use the social media mainly for their academic purposes 
and it yields a better CGPA (Adam et al., 2012; Waleed et al., 2014). Similarly, this study found 
that IIUM students also make use own social media for their academic purposes. On the same 
basis, it can be indicated that, IIUM and UiTM students share the same online habit as they 
use it to get their tasks done and apparently it help them to obtain a better grades. This is 
also in line with the Kanagarathinam (2014) study where he finds that students experience an 
improvement in their academic performance when they utilise the social media positively for 
their studies. In fact, social media opens up the opportunity for them to consult with experts in 
their field of interested (Ahmed & Qazi, 2011; Nandez & Borrego, 2013). The online activities 
benefit them because suggestions or comments posted by experts or researchers give them the 
ideas in improving their assignments and projects.

 In addition, hypothesis 2 (H2), social media for educational use is positively correlated with 
educational-information sharing is also supported. A previous study emphasized how students 
use social media for educational information-sharing activities with their classmates and peers 
(Athirah et al. 2011). The advanced setting of social media enables students to share, send 
and receive information (Yeboah & Ewur, 2014; Ziqing & Jinping, 2013). Waleed and Mohd 
Shahizan (2013) concur that students will obtain a good grade when they actively use social 
media mainly for academic purposes. 

 Hypothesis 3 (H3) is supported with a strong positive relationship between educational-
information sharing and students’ academic performance. The habit of sharing educational-
information may lead to a better grade (Kim et al., 2013; Noor Azuan et al., 2015; Waleed et 
al., 2017). This is possible because the shared information may receive feedback and comments 
which give an extra input in completing the academic-related tasks. 

 Hypothesis 4 (H4): educational information-sharing mediates the relationship between 
social media for educational use and students’ academic performance is also supported with 
a partial mediating effect. This means that IIUM students do use the social media to share 
educational information with their classmates and peers. The continuous tradition of sharing 
activities is helping them to secure a better CGPA. Similarly, students in UiTM also utilise their 
social media accounts to have educational information-sharing activities with their classmates 
and peers (Athirah et al., 2011). This implies that engagement with social media helps students 
in their academic activity. Nonetheless, social media alone without educational information-
sharing cannot contribute to an improvement in CGPA. Students will obtain a good CGPA only 
when they use the social media as a platform for sharing academic-related information with 
their classmates and peers (Mensah & Ismail, 2016; Noorriati & Shireen, 2012). This proves that 
social media use contribute less to academic performance due to the existence of educational 
information-sharing as the mediating effect.    

CONCLUSION

 All tested hypotheses in the study are supported with significant relationships. Therefore, 
it indicates that social media for academic purposes gives an advantage in improving students’ 
academic performance. In addition, educational information-sharing is able to mediate the 



Human Communication 87

relationship between social media for educational use and students’ academic performance. 
Thus, this implies that educational information-sharing is a powerful construct in gaining a 
better academic performance. 

 There are limitations faced when conducting the study. Among others, the limitation is 
on the data collection process. The data collection process is quite challenging due to the 
fact that some respondents were reluctant to answer the questionnaires as they are busy with 
classes and with their extra-curricular activities. Not only that, some of them did not return the 
questionnaires as promised. These limitations required the researcher to extend the planned 
time for data collection. 

 This study is limited to the KIRKHS undergraduate students only and confined to the arts-
based faculties. Therefore, it is suggested for future studies to include other arts-based faculties 
besides KIRKHS as well as the science-based faculties. In addition, for the future studies, it is 
suggested to use Structural Equation Model (SEM due to its ability to test the mediating effects 
with many variables and it is more appropriate to analyse partial correlation and regression 
rather than using SPSS.
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Abstract
Preceding literature indicates many scholars are deeply involved in understanding the social media 
phenomenon; however, depth assessment on the theoretical foundations of social media-related 
studies is still scarce in Malaysia when compared with Western research trends analyses. This study 
reflects on the stature of social media research from 2004-2015, particularly on theoretical aspects. 
The paper content analyzed scholarly articles in Malaysian journals and doctoral dissertations 
conducted in Malaysian universities to trace the theoretical footings and trends. Additionally, so-
cial media scholars were interviewed to grasp on the underlying reasons for theoretical application 
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in Malaysia. The results illustrate theoretical presence among Malaysian scholars were higher than 
the Westerners. The most frequently utilized theories were uses and gratifications, agenda setting 
and diffusion of innovations. Malaysian scholars explained the theories selected for their studies 
were based on research background, their personal connection to theories and relevancy of those 
theories towards social media related issues. Additionally, cited theories were mostly employed as 
theoretical framework, followed by mere reference and comparison of theories. Although theoreti-
cal application is prevalently higher than the West, the practice of theory building and extension 
is still limited. Therefore, this study recognized the need for improvements on theoretical advance-
ment and conceptualizations. 

Keywords: social media, research trends, theoretical application, Malaysia, mixed methodology

INTRODUCTION
 Ever since the social media emergence, the new communication technology is seen thriving, 
as users are fully embracing the application in their everyday life. People are adopting social 
media in their lives to create messages or information, portray ideas or share opinions and to 
stay connected with other users online (Mustafa & Hamzah, 2011). It is also easy to comprehend, 
user friendly and entertaining in interacting and socializing online. In particular, Kaplan and 
Haenlein (2010) segmentized social media into six types, including blogs and microblogging 
(i.e. Blogspot or Twitter), social networking sites (SNS) (i.e. Facebook or MySpace), content 
communities (i.e. YouTube or Flickr), collaborative projects (i.e. Wikipedia), virtual social 
world and virtual game world. Globally, statistics illustrate there are about one billion Internet 
users in Facebook, 200 million are profusely tweeting on Twitter, 800 million watches YouTube 
and 200 million are on LinkedIn (Pick, 2013). 

 Recently, Malaysians has also shown keen interest in using social media to connect, 
communicate and socialize with others. Based on the findings in Yahoo! Net Index Study 
conducted in 2011 on “Internet Trends, Digital Development and Online Behavior in Malaysia”, 
our country is the leading country in social networking across Southeast Asia (News Straits 
Times, 2011). More than 90% of Malaysians are seen to be connected with other users online 
via Facebook, making it the leading social media network in the country (MCMC, 2017; 
Ahmad, Chang, Mustaffa, Ibrahim, Mahmud & Dafrizal, 2012). Other users in the nation are 
on Instagram (56.1%), YouTube (45.3%), Google+ (28.3%), Twitter (26.6%), LinkedIn (9.1%) 
and other lesser known social networking sites (0.9%) (MCMC, 2017). Furthermore, Malaysia 
is also ranked in eighth place globally (62%) in September 2016 for possessing active accounts 
on top social network (We Are Social, 2016). The statistics above portrayed social media has 
evolved greatly in Malaysia.

 The widespread adoption of social media among Malaysians has opened up numerous 
research opportunities for scholars. Explicitly, social media research in Malaysia has been 
increasing, denoting that scholars are actively exploring on the usage, issues and effects of social 
media on the users. Since the inception of social media, some scholars perceived that aspects 
of communication and media were undergoing rapid change (Khang, Ki & Ye, 2012; Baran 
& Davis, 2012). The new media technology has altered mass communication to interactive 
digital communication (Littlejohn & Foss, 2008) where it is multi-directional, giving more 
control for users to create, select, send, receive or alter user generated content or messages 
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(Chaffee & Metzger, 2001). Other than extending the mass media with more media choices to 
communicate, the development of social media also changes how people communicate with 
each other (i.e. their communication patterns and habits), how people consume media content 
and the impact of social media that may be slightly different from conventional media (i.e. 
newspapers, magazines, radio and television). 

 In the state of social media, the new communication technology is perceived to be more 
transactional. Users are no longer passive media audiences (Wei, 2008), but rather active and 
more engaging ones as the media content can influence the receiver and the receiver can also 
affect the sender. Social media users are also known as prosumers or producers (Khang, Ki 
& Ye, 2012) because they have the power to create, use, receive and alter media content. The 
multi-directional communication also leads to the users’ own perceptions and decisions when 
interpreting those messages (Chafee & Metzger, 2001). These changes have revolutionized 
the media environment because the impact differs from the conventional media such as print 
media, radio and television. 

 The notion was also agreed by Idid (2014), where he indicated the need to understand the 
diffusion of social media in Malaysia. He mentioned “concepts of media audience, effects of 
media, space of communication and time have been changed” (Idid, 2014, p.14). These changes 
of communication patterns and habits are also contributing to the advancement of theories 
in explaining and understanding the new aspects of social media. According to Baran and 
Davis (2012, p. xvii), “theories was in ferment as new perspectives challenged long-standing 
assumptions”. Past studies indicated that there are a few scholars who believed that existing 
mass communication theories are still useful in understanding new communication technology 
such as social media, but efforts need to be made in refining and ensuring that these theories 
are suitable with the new approaches of social media (Weaver, 2000; Scolari, 2009). Thus, it 
is imperative to understand the theoretical aspects of social media related studies to further 
comprehend the significance of social media diffusion and its consequences on society and 
recognize the current state of social media development and research in Malaysia. 

 Undeniably, social media research in Malaysia has increased significantly consistent with 
the progression of this new media technology. There are diverse issues concerning social media 
that were investigated on such as privacy, identity and reputation, media effects, usage and 
gratifications, public relations on social media, politics in social media and more (Mun, Li, 
& Fernandez, 2011; Ishak, Sidi, Jabar, Sani, Mustapha & Supian, 2012; Hamid, Ismail, Ishak 
& Yazam, 2013; Beers, 2014; Abdulahi, Samadi & Gharleghi, 2014; El-Kasim & Idid, 2016). 
Nevertheless, even though social media research has been rising in the communication field, 
attempts to understand the issues and concerns regarding the state and patterns of social media 
studies are still limited in Malaysia. Prior studies have also showed that it is essential to review 
past research to see the development of a certain field (Cho & Khang, 2006) to allow observation 
of trends in research. With the fast-changing media landscape from traditional to social media, it 
is imperative for us to identify the gaps, issues and insights on the state of theoretical application 
for future research directions on social media. According to Kamhawi and Weaver (2003), the 
importance of determining research trends is to identify the patterns, frequencies and stature of 
mass communication research and the progression of social media technology in the country. 
W
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 In the recent years, a number of scholars have traced along research scholarship in the area 
of mass communication, Internet, new media and social media to identify the direction of the 
field as well as research trends and patterns (Kim & Weaver, 2002; Khang, Ki & Ye, 2012; Zhang 
& Leung, 2014). In Malaysia, few attempts have been made to comprehensively analyze research 
trends in the mass communication discipline, specifically on theoretical application (Hassan 
& Salleh, 1990; Merican, 2005; Idid, 2014). Consistent with the increasing adoption of social 
media in Malaysia, scholars have also investigated on the patterns and issues in research related 
to social media in selected journals pertaining to microblogging (i.e. Twitter), collaborative 
projects (i.e. wikis) and content communities (i.e. YouTube) (Alias, DeWitt, Siraj, Kamaruddin 
& Daud, 2013; Alias, Sabdan, Abdul Aziz, Mohammed, Hamidon & Jomhari, 2013; Alias, 
Razak, elHadad, Mat Noh, Kunjambu & Muniandy, 2013). So far, these studies have focused 
on research topics, issues category, sampling, research method and data analysis. Nonetheless, 
studies pertaining to understanding the theoretical foundations of social media related studies 
are still limited when comparing with the theoretical trends analyses in the Western countries. 
Henceforth, in fulfilling the gap of addressing theoretical understandings in social media 
related studies, this paper intends to assess trends and patterns of theoretical application in 
social media research. 

RESEARCH OBJECTIVES AND RESEARCH QUESTIONS

 The objective of this study is to examine the theoretical application and trend in social 
media related studies on Malaysian users. Intrinsically, this present study aims to address the 
following questions:
RQ1: What is the frequency of theory driven studies related to social media on Malaysian users?
RQ2: What are the types of theories employed in social media research?
RQ3: How are the cited theories used in social media research?
RQ4: What are the scholars’ reasons to using a certain theory in their social media research?

LITERATURE REVIEW 
Past Theoretical Assessment in Communication Research

 Prior studies postulated that theoretical development has always been a major concern 
among scholars in the field of communication and media. Theory is defined as organized set 
of concepts and explanations that helps to investigate, interpret and understand relationship 
of a certain issue or phenomena that occurs regularly (Keyton, 2006; Baran & Davis, 2012). 
Specifically, theories help us organize, collect and describe a problem in the social world, 
relationships of the problem, underlying reasons to explain the relationship as well as the links 
between the problem, relationships and findings (Miller, 2005; Potter & Riddle, 2007). 

 In one of the research trends analyses in the West, DeFleur (1998) assessed the 
communication research scholarship to see the most widely used theoretical perspectives in 
mass communication. His findings showed magic bullet, uses and gratifications, modeling 
theories, adoption of innovations and agenda setting were among the popular communication 
theories at that time (DeFleur, 1998). Then, in 2003, Kamhawi and Weaver found majority of 
mass communication research lack in instilling theories with only 30.5% theory-based articles 
from 1980-1999. Additional 9% seems to entail a theory in their studies. And within these 
theory-driven articles, the most commonly utilized theories were information processing, uses 
and gratifications, media construction of social reality, hegemony or critical theory, cultivation, 
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agenda setting and diffusion of innovations (Kamhawi & Weaver, 2003). Still, the study 
recommends for greater theoretical construction in the future.

 A year later, Bryant and Miron (2004) conducted a content analysis on leading communication 
journals such as Journalism & Mass Communication Quarterly, Journal of Communication and 
Journal of Broadcasting and Electronic Media over 44 years (1956-2000) to examine the major 
research trends in communication theory. The results found that absence of theory was apparent 
with only 32% of 1,806 data collected mentioned some form of theory. These authors identified 
26 widely used theories in communication research. Theories that were most mentioned were 
agenda setting and uses and gratifications. Other utilized theories include media dependency 
theory, framing theory, social learning theory, media hegemony, knowledge gap theory, 
cultivation theory, social construction of reality, McLuhan’s Sense-extension, diffusion theory, 
Lerner’s Modernization theory, cognitive dissonance, four theories of the press, Information 
theory of media, four function theory, cybernetics, system theory, linear models, attribution 
theory, two-step flow, symbolic interactionism, Piagetian theory, functionalism, behaviorism, 
psychoanalytical theory and Marxism theory.

 Compared to DeFleur (1998) as well as Kamhawi and Weaver (2003), this study not only 
examined the most frequently used theories, but also investigated on how the cited theories 
were used in research. Bryant and Miron (2004) found that 48.03% of the articles were only 
referring to a theory, 26.13% utilized theory as theoretical framework, followed by comparison 
of theory (7.9%), critique theory (4.31%), propose a theory (3.16%), test new theory (2.58%), 
integrate theories (2.01%), and expand theories (1.87%) (Bryant & Miron, 2004). Moreover, 
Bryant and Miron (2004) also extended their theoretical analysis with the latest journal articles 
from Communication Research, Mass Communication & Society and Media Psychology from 
2001 until 2004. The findings portrayed framing, agenda setting, cultivation theory, uses and 
gratifications, mediation models or theories, third person effects, social cognitive or learning 
theory and selective exposure were among the most frequently studied theories. These authors 
also looked into how the theories were used in newer research. Theories were applied as mere 
reference (45%), followed by theoretical framework (23%), theory construction (18%) and 
critique of theory (14%) (Bryant & Miron, 2004). 

 Few years later, Potter and Riddle (2007) analyzed media effects related studies in selected 
journals including Journalism & Mass Communication Quarterly, Journal of Broadcasting 
& Electronic Media, Journal of Communication, Communication Research, Public Opinion 
Quarterly, Critical Studies in Mass Media, Communication Theory, Media Psychology, 
Human Communication Research, Communication Monographs, Communication Education, 
Quarterly Journal of Speech, Mass Communication Review, Journal of Advertising, Audio-
visual Communication Review and American Political Science Review. In this study, the most 
widely cited theories were cultivation theory, agenda setting and uses and gratifications. Their 
findings also mentioned that theoretical usages in media studies were still limited and needed 
improvement in theoretical development.

 Hence, a dominant theoretical trend can be seen in previous communication and media 
research trends analyses, which is the absence of theoretical application. And within the 
literature, the most frequently applied theory in communication and media research were uses 
and gratifications, agenda setting, cultivation theory, diffusion of innovations, critical theory, 
information processing, media construction of social reality and social learning (DeFleur, 1998; 
Kamhawi & Weaver, 2003; Bryant & Miron, 2004; Potter & Riddle, 2007).
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Past Theoretical Assessment of Communication Research in Malaysia
 
 In Malaysia, the state of theoretical application in communication research was also similar 
with the West. Theoretical contribution in communication and media related research was still 
lacking and needed improvement in future endeavors. Hassan and Salleh (1990) and Idid (2014) 
said Malaysian scholars were rarely conceptual or theoretical in their research. However, among 
the theory driven studies, the most prevalently used communication theories were agenda 
setting, diffusion of innovation, spiral of silence, third person effects and uses and gratifications 
(Hassan & Salleh, 1990). Furthermore, Hassan and Salleh (1990) and Idid (2014) mentioned 
theoretical usages among Malaysian scholar were mostly application of existing theories from 
the West. These scholars debated that Malaysian scholars should not only adopt Western theories 
in developing and testing hypotheses in the communication field, but they should also conduct 
more fundamental research that apply or develop new or integrated concepts and theories that 
are more relevant to our society’s cultural setting, values and more. 

Past Theoretical Assessment of New Media and Social Media Studies

 In going along with the advancement of social media technology, scholars have also 
explored on the state of theoretical conversations in Internet, new media and social media 
related studies. Literature showed that some scholars believed with social media penetrating 
into the communication and media industry as one of the important means in interaction, 
the application changes the users’ habits, as well as its role and effects on each individual and 
society (Craig, 1999; Scolari, 2009). It can be perceived that theories of the mass media may not 
be applicable to understand the new media or social media phenomenon, thus, implicating the 
need to assess on the theoretical applications trends among scholars in this field. 

 Previous studies indicated that theoretical application in new media or social media 
studies were still limited. In particular, Western scholars have conducted quantitative content 
analysis to understand on the research trends pertaining to Internet, new media, social media 
and social networking sites (SNS) in selected communication journals (Kim & Weaver, 2002; 
Cho & Khang, 2006; Khang, Ki & Ye, 2012; Zhang & Leung, 2014). In 2002, Kim and Weaver 
conducted a study on the Internet-related research to see the theoretical and methodological 
trends in communication journals between 1996 and 2000. Findings of the study stated theory-
based communication research on Internet was low with only 96 articles. The most commonly 
employed theories were uses and gratifications, information processing, diffusion or adoption 
theory, dependency theory, hegemony theory, media use patterns, personal relations, agenda 
setting and persuasion. 

 Several years later, Wei (2009) investigated on the research trends and patterns of new media 
technology studies in China from 2000 until 2007. The theoretical application in new media 
related research in China was lower than the Western analyses with only five theory based 
papers from 69 articles. Findings stated that the prevalently cited theories were McLuhan’s 
media-centered theory, agenda setting and democracy theory. Another example is Khang, Ki 
and Ye’s (2012) scholarly work on the research patterns and trends on social media studies 
in advertising, communication, marketing and public relation fields from 1997 to 2010. One 
of the research trends that the authors drew out was measuring the theoretical application in  
social media research. About 40% of the sample assessed referred to certain concept, theory or 
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theoretical framework. This is an apparent increase of theory-based research when compared 
to past theoretical analyses on new media or social media research. The results stated social 
information processing theory was the mostly used theory, followed by uses and gratifications, 
relationship management theory, agenda setting, framing and diffusion of innovation. 

 In Malaysia, although there are a few studies that have assessed on the research trends and 
occurrences concerning social media research, such as Twitter, wikis and YouTube in journal 
articles (Alias, DeWitt, Siraj, Kamaruddin & Daud, 2013; Alias, Sabdan, Aziz, Mohammed, 
Hamidon & Jomhari, 2013; Alias, Razak, elHadad, Mat Noh, Kunjambu & Muniandy, 2013), 
but we still lack in understanding the theoretical conversations of social media related studies 
on Malaysian users. Past studies have identified trends in topics, issues category, sampling, 
research methods and data analysis techniques, thus, implicating a need for us to understand the 
theoretical footings of social media scholars in the country. Therefore, past literature from the 
Western countries above has provided a framework of analysis to identify the theoretical trends 
in research, which is understanding theoretical application in research, which theory is mostly 
employed in communication and social media research as well as how the cited theories is used 
in those studies. With this framework (See Figure 1.0), we would then be able to compare the 
theoretical patterns of social media studies on Malaysian users with the examination executed 
by the Western scholars.

Figure 1: Framework of Analysis

METHOD

 The present study employed a mixed methodology of quantitative and qualitative approach. 
Both content analyses and in-depth interview were conducted. These methods utilized purposive 
samplings. The content analysis was conducted to have a detailed indication of theoretical 
trends in the social media research literature, whereas, the in-depth interview was employed 
to discern on the underlying reasons for theoretical application from the perspectives of social 
media scholars in Malaysia.

Sampling of Content Analysis and Selection of Articles/theses

 Particularly, the content analysis focused on published papers pertaining to social media in 
selected Malaysian academic journals within the communication, media, social sciences and 
humanities disciplines that were classified in the Malaysian Citation Index Website (Malaysian 
Citation Index, 2015). Bryant and Cummins (2007) lamented that scholars should assess 
journals from the early years to the recent decades to know where a certain field has been and 
its future directions. This paper also conducted content analysis on doctoral theses on social 
media from selected universities in Malaysia that offers PhD in Communication and Media. 
The sample was drawn from the year 2004 until 2015. The year 2004 was chosen as the start of 
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analysis to mark the early years of social media as one of the mainstream media channel (Boyd 
& Ellison, 2007; Khang, Ki & Ye, 2012), whereas, 2015 signifies the current state of social media 
development. The unit of analysis was the entire-full-length article or thesis on social media, 
involving counting of each articles or thesis that mentioned the context of study for frequencies.

 Implicitly, this present study selected 21 influential communication, media, social sciences 
and humanities journals in Malaysia. For the communication and media field of areas, seven 
journals were utilized as sample including Malaysian Journal of Communication, Malaysian 
Journal of Media Studies, Global Media Journal-Malaysian Edition, Journal of Language and 
Communication, The Journal of the South East Asia Research Center for Communication and 
Humanities (SEARCH), Journal of Media and Information Warfare and Journal of Human 
Development and Communication. For the social sciences and humanities discipline, this study 
content analyzed 14 journals comprising of Journal of Malaysian Studies, International Journal 
of Asia Pacific Studies, The Asian Journal of Humanities, eBangi (Journal of Social Sciences and 
Humanities), AKADEMIKA (Jurnal Sains Kemasyarakatan dan Kemanusiaan), SARJANA, 
JATI: Journal of Southeast Asian Studies; PERTANIKA (Journal of Social Sciences & Humanities), 
Universiti Tun Abdul Razak e-Journal, Voice of Academia, International Academic Research 
Journal of Social Sciences and Journal of International Studies. 
(2009) suggest three forms of participation: political participation, policy participation, and 
social (civic) participation. 

 In selecting the doctoral theses, this current research focused on universities in Malaysia 
that provide PhD program in Communication and Media. Philosophy dissertations were also 
examined because this study aims to include all studies related to social media on Malaysian 
users from 2004 to 2015. A total of 21 universities were included such as Universiti Malaya 
(PhD of Media Studies); Universiti Sains Malaysia (Doctor of Philosophy, Communication); 
Universiti Kebangsaan Malaysia (Doctor of Philosophy, Communication); Universiti Putra 
Malaysia (PhD in Mass Communication or PhD in Human Communication); Universiti 
Utara Malaysia (Doctor of Philosophy, Communication); Universiti Teknologi MARA (PhD 
in Communication or Doctor of Philosophy of Information and Media Warfare); Universiti 
Teknologi Petronas (PhD in Social Science and Humanities – Journalism Communication 
and Media Studies); Universiti Malaysia Perlis (PhD in Social Science, Communication – 
Media Studies); International Islamic University Malaysia (PhD in Communication); Monash 
University (Doctor of Philosophy – Communications and Media Studies); University of 
Nottingham (PhD in Modern Languages and Cultures – Media); Infrastructure University 
Kuala Lumpur (PhD in Communication); Open University Malaysia (Doctor of Philosophy, 
Communication); International University of Malaya-Wales (Doctor of Philosophy, Professional 
Communication); Asia eUniversity (PhD in Arts – Media Studies); Universiti Sains Islam 
Malaysia (Doctor of Philosophy Communication); Universiti Teknikal Malaysia Melaka (PhD 
in Technical Communication – Media and Communication); University Malaysia Sarawak 
(Doctor of Philosophy, Communication Studies); Curtin University Sarawak Malaysia (PhD 
in Media, Culture and Communication); University Malaysia Sabah (PhD in Communication) 
and Universiti Malaysia Terengganu (PhD in Communication – Human Communication/
Organizational Communication). The doctoral theses were searched through the Malaysian 
Theses Online (MyTo) database to find dissertations on social media. With information from 
the database on the theses’ title, year, author and university, we then search the online libraries 
of the stated university to find the indicated theses title or any other studies on social media 
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towards Malaysian users from 2004-2015. If the theses are available online, we download the 
dissertation for data collection process. If there are no online versions of the thesis, we would 
then go to the libraries of the universities to go through their repository in collecting and coding 
data. 

 The selection criteria were undertaken through a search on the following relevant keywords 
in the abstract section of the research articles and doctoral theses: “new media”, “social media”, 
“social media usage or adoption”, “social media effect or impact”, “online social network” or a 
particular social media (i.e. Twitter, YouTube, Facebook, Flickr, wiki, others) and the research 
must be on Malaysian users. Specifically, this study defined social media research as studies 
that explored on the usage and impact of social media on the Malaysian users. Social media 
refers to collaborative project (i.e. Wiki), blogs and microblogging (i.e. Blogspot or Twitter), 
content communities (i.e. YouTube or Flickr), social networking sites (i.e. Facebook), virtual 
game world and virtual social world (Kaplan & Haenlein, 2010). 

Measure

 Adopting the analytical framework from past literature of theoretical trends analyses of 
communication and social media related studies (Kamhawi & Weaver, 2003; Bryant & Miron, 
2004; Khang, Ki & Ye, 2012), this current study examined the following variables in garnering 
the theoretical patterns of social media research: (1) presence of theory, (2) the most prevalently 
applied type of theory and (3) uses of theory in research.  

Presence of Theory

 Using a codebook as the research instrument, we coded each journal paper and doctoral 
thesis according to theoretical application in social media research. Firstly, each article or thesis 
is coded to see whether it is theory-based or not. Drawing upon the meaning of theory from 
past studies, we defined a theory, theoretical framework, concept or model as a set of organized 
explanation to test and understand about the relationship of a certain social media issue or 
phenomena (Keyton, 2006; Baran & Davis, 2012; Kim, Hayes, Avant & Reid, 2014; Khang, Han, 
Shin, Jung & Kin, 2015). For the article or thesis to be coded as theory-driven, it must be able to 
mention a specific name of theory, theoretical framework or model. 

Type of Theory

 In distinguishing the types of theory employed in social media studies on Malaysian users, 
this study categorized according to communication theories and non-communication theories. If 
one of the social media study referred to more than one theory, we coded it as multiple theories. 
For each category, the name of the theory must also be coded for the analysis. 

Uses of Theory in Research

 Next, this study also examines how the cited theories were used in the journal papers or 
doctoral theses and the frequency of its uses. We coded this part by categorizing theory-based 
papers or theses 
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according to the grouping from Bryant and Miron (2004), (1) using a theory as mere reference, 
(2) using theory as theoretical framework, (3) comparison of two or more theories, (4) critiquing a 
theory or theories, (5) proposing a new theory, (6) testing a new theory, (7) integrating two or more 
theories or (8) expanding a certain theory.

Sampling of In-Depth Interview and Coding Procedures

 The sampling of the in-depth interview is also purposive, which comprise of social media 
scholars in Malaysia. The informants were selected based on the following criteria: experience 
(expertise and number of years in the academic field of communication), publication (number 
of publication papers or books on social media or new media) and availability to participate 
in this study. A total of six informants from Klang Valley, Negeri Sembilan and Penang were 
interviewed. All of the informants were communications and social media scholars from the 
universities in Malaysia. An interview guideline with open-ended questions based on the 
research questions were designed for the questioning of the informants. The in-depth interviews 
were then transcribed verbatim and analyzed using thematic analysis.

Inter-coder Reliability 

 This study utilized the Cohen (1960) kappa (K) to obtain the reliability of the content analysis. 
A total of 10% of the 92 journal papers and 10% of the 16 doctoral theses were measured by the 
first author and a communication graduate as the second coder. For both journal article and 
doctoral theses content analyses, this present study achieved an average inter-coder reliability 
of .88 vs. .95. The two coders independently analyzed randomly selected papers and theses for 
the inclusion as social media studies, and the agreement was 100%. For the content analysis 
of journal papers, 9 randomly selected articles were independently coded. Approximately 2 
doctoral theses were also coded for inter-coder reliability. The inter-coder reliability coefficients 
was 1.0 vs. 1.0 for presence of theory; 1.00 vs. 1.0 for type of theory; and .70 vs. 1.0 for uses of 
cited theories in research.In addressing the reliability of the in-depth interview, this study pre-
tested the interview guidelines that were conceptualized. Explicitly, we pre-test on the first two 
informants of the interviews to identify whether the questions are suitable and applicable to 
answer the research question. It was found that all of the questions are relevant to achieve the 
research objective and we also extended the interview protocol with more probing questions to 
understand the reasons for theoretical usage.

FINDINGS AND DISCUSSION
Frequency of Theory-Driven Social Media Research in Malaysia

 Of the 3014 articles published in the selected communication, media, social sciences and 
humanities journals in Malaysia from 2004 until 2015, only 92 (3.1%) articles were concerning 
social media. However, 13 social media articles were excluded from this research because 
the studies were not on Malaysian users but from other countries such as Australia, India, 
Indonesia, Italy, the Middle East, the Philippines, Singapore and Somalia. Henceforth, after 
the data reduction, this study explored on the research trends of 79 social media articles that 
were on Malaysian users (See Table 1). The findings also showed that the Malaysian Journal 
of Communication and PERTANIKA were dominant publication venues for Malaysian social 
media research. Not only that, results also connoted that social media studies were mostly 
published in communication and media related journals than other disciplines.
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Table 1
Frequency of social media articles on Malaysian users 

Journal Name Frequency of articles on social media 
research from 2004-2015

Percentage (%)
(n=79)

Malaysian Journal of Communication

PERTANIKA 
Malaysian Journal of Media Studies

eBangi

Journal of Media and Information Warfare

Global Media Journal-Malaysian Edition

Journal of Malaysian Studies

AKADEMIKA

SEARCH

Voice of Academia 

Journal of Language and Communication

Journal of Human Development and 
Communication

24

12

9

7

7

7

5

3

2

2

1

30.3

13.9

11.4

8.9

8.9

8.9

6.3

3.8

2.5

2.5

1.3

TOTAL 79 100

 Moreover, from the 21 universities that offer PhD in Communication and Media, only 16 
doctoral dissertations were pertaining to social media research. But, two of the theses were 
excluded from the sample because those studies were from PhD in Language and Social Sciences. 
Furthermore, two more doctoral theses were excluded from the sample as those studies focused 
on Indonesian and Sudanese users. Thus, a total of 12 doctoral theses were included in the 
sampling of the content analysis (See Table 2). The findings stated that both Universiti Putra 
Malaysia and Monash University have the most social media related studies on Malaysian users.

 The analysis implied that social media research in Malaysia was in formative stage with 
the low numbers of published articles and doctoral dissertations between the timeframe of 
2004 and 2015. However, it represents a very active area of discipline as the numbers of studies 
keep increasing over the time span. This is similar with previous suggestions and reports that 
state only 5.5% articles were on social media in advertising, communication, marketing and 
public relations journals in 1997-2010 (Khang, Ki & Ye, 2012). New media related studies in 
China were also low (Wei, 2009). With social media recently penetrating into the mainstream 
communication of our country’s media landscape, this research trend is rather comprehensible 
as scholars still lacks of training and expertise on the subject matter. Thus, we also foresee 
that a growing number of social media research will likely happen in catching up with the 
advancement of social media in the nation.  
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Table 2
Frequency of social media related theses on Malaysian users

University Frequency of doctoral theses on social 
media from 2004-2015

Percentage (%)
(n=12)

Universiti Putra Malaysia

Monash University

Universiti Malaya

Universiti Sains Malaysia

International Islamic University Malaysia

4

4

2

1

1

33.3

33.3

16.8

8.3

8.3

TOTAL 12 100

Theoretical Application in Social Media Research

 In this study, theory is referred to as a set of guidelines or organized system that helps to 
explore and explain certain phenomenon. Based on the theoretical assessment on social media 
studies on Malaysian users, about 62% of the 79 published articles on social media appeared 
to be theoretically driven. Other studies did not indicate any theoretical presence in their 
research (38%). As for the content analysis of doctoral theses, all of the 12 social media related 
dissertations implicated that they utilized an explicit theory, theoretical framework, concept or 
model in their studies.  

 The trends mentioned above actually contradict with findings from preceding literature. 
Prior studies asserted that lack of theoretical application was one of the major concerns in 
Internet, new media and social media studies in the West (Kim & Weaver, 2002; Khang, Ki & 
Ye, 2012). Low applications of theories in those studies were apparent (27-40%) (Kim & Weaver, 
2002; Cho & Khang, 2006; Wei, 2009; Khang, Ki & Ye, 2012). Past research also stated that, in 
1970s until 2013, theoretical application of mass communication studies in Malaysia were low, 
particularly in building theories (Hassan & Salleh, 1990; Merican, 2005; Idid, 2014). Merican 
(2005) also agreed with the notion as he perceived Malaysian scholars lacked in using, evaluating 
and building theories. Therefore, it can be distinguished that social media related studies on 
Malaysian users were mostly driven by theories, illustrating that scholars have evolved. This 
ultimately portrayed an encouraging pattern in theoretical application, further validating the 
accuracy of the findings. 

 This study also made comparative analysis of theoretical presence results between two 
timeframes to see the theoretical evolution in social media research. In particular, this research 
assessed between the eras of social media emergence (2004-2009) and the current stature of social 
media research (2010-2015) in Malaysia. Findings indicated that in the first half, many scholars 
did not build their research on a theoretical foundation, which may be due to the lack of skills, 
insights and experience in the social media discipline as it is still a new field in communication. 
Over a significant period of time, when social media is becoming an increasingly popular 
application and research phenomena, the latter period portrayed that social media research 
in Malaysia became more theoretically solid. This symbolized that Malaysian scholars became 
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more aware on the importance of theoretical application to further comprehend the social 
media phenomenon (see Table 3). Thus, it can be assumed that although the theoretical footings 
was insufficient during the early years of social media research, but with the new technological 
developments, theoretical expertise and improved facilities today, researchers are becoming 
more theoretically oriented in their studies.

Table 3
Theoretical application between two periods of time

Social Media Research Frequency of social media 
research in the first phase 

(2004-2009)

Frequency of  social media 
research in the second phase 

(2010-2015)
Journal Articles

PhD Dissertations

7

2

72

10
TOTAL 9 82

Types of Theories Most Commonly Used in Social Media Research

 Not only this study looked into the theoretical presence in social media studies, but it 
also delved deeper into the theoretical trends by identifying the most commonly employed 
types of theories. From the findings of the 49 theory-driven social media related papers in 
the Malaysian journals of communication, media, social sciences and humanities, the study 
revealed 47 different types of theories or models were frequently utilised from the years 2004 
until 2015. Moreover, there were certain theories or models that were cited in two or more 
articles pertaining to social media. Predominantly, theories that were mostly mentioned in 
the published articles were uses and gratifications theory (9), followed by constructivist theory 
of learning (4), agenda-setting theory (2), diffusion of innovations theory (2), social penetration 
theory (2), media richness theory (2), social presence theory (2), technology acceptance model 
(TAM) (2),communities of practice theory (COP) (2) and dialogic communication theory (2) (see 
Table 4). The other remaining 37 theories were used over the other papers. For PhD dissertations, 
results found 17 theories or models in the 12 theses on social media. Some of the theories were 
cited in more than two theses on social media. Intrinsically, the most widely employed theory in 
doctoral thesis was uses and gratification theory (2), followed by diffusion of innovations theory 
(2) and media systems dependency theory (2) (see Table 5). The different types of theories used 
in Malaysian journal articles and PhD dissertations implicated that researchers in the nation 
were discovering on the issues of social media from many perspectives (communication and 
other disciplines) to understand more in-depth on the adoption and consequences of social 
media to the society. This further coincides with the role of academic research in contributing 
to the assimilation of knowledge and to solidify theoretical footings among scholars. Yet, only 
a limited number of those theories were applied in two or more journal articles or PhD theses, 
denoting that only a small amount of dedicated following of certain theories among Malaysian 
scholars.

 Apart from the findings of the content analysis, the in-depth interviews with Malaysian 
social media scholars have also discussed on the widely employed theories in exploring the 
social media phenomenon. The findings discussed that there are two types of theories that 
scholars employed such as communication theories and non-communication theories.
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Table 4
Theories utilised in social media articles on Malaysian users

Theories Frequency (n)

Uses and gratifications theory
Constructivist theory of learning
Agenda-setting theory
Diffusion of innovations theory
Social penetration theory
Media richness theory
Social presence theory
Technology Acceptance Model (TAM)
Communities of practice theory (COP)
Dialogic communication theory
Media systems dependency theory
Framing theory
Unified Theory of Acceptance and Use of Technology (UTAUT)
Public sphere concept
Multistep flow theory
Dynamic awareness theory
U-curve model
Communication privacy management (CPM)
Modernisation theory
Uncertainty reduction theory
Life satisfaction theory

9
4
2
2
2
2
2
2
2
2
1
1
1
1
1
1
1
1
1
1
1

Theories Frequency (n)
Horman’s exchange theory
Strength-of-weak-ties theory
Self-categorisation theory
Fogg’s prominence-interpretation theory
Socio cultural theory
Social exchange theory
Information-seeking theory
Domain theory
Social influence theory
Cues filtered out approach
Lens model approach
Heuristic principles
Scaffolding strategies
Elaboration likelihood model
Motives and frequency model
Pedagogy, Social interaction and Technology model (PST)
Rank’s model of persuasion
Searle’s speech act framework
Baskaran local language referent framework
Jackson and Bradford’s model for confidence policing
Second-order model of empowerment
Analytic Hierarchy Process (AHP)
Social network component
Herbert’s taxonomy of compliment response strategies
Hermeneutics
Online peer review framework

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

47 Theories 66

Note: One journal article may use more than one theory, thus, the frequency 
of theories will be different from the frequency of journal articles.
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Table 5
Theories mentioned in social media related theses

Theories Frequency (n)

Uses and gratifications theory
Diffusion of innovations theory
Media systems dependency theory
Social capital theory
Constrict theory
Lens model approach
Berlo’s Sender-Message-Channel-Receiver (SMCR)
Tholkaappiya Meypaatiyal theory
Agenda-setting theory
Priming theory
Media theory
Actor network theory
Delleze and Guattari’s concepts of rhizomatic assemblages
Manual Delanda’s social assemblage
Self-presentation theory
Citizenship theory
Communities of practice theory (COP)

2
2
2
1
1
1
1
1
1
1
1
1
1
1
1
1
1

17 Theories 20

Note: One dissertation may use more than one theory, thus, the frequency of theories will be different from the
frequency of PhD dissertation.

 For the communication theories, Malaysian scholars prefer theories in mass media, 
communication and information technology, interpersonal communication and relations as well 
as organizational communication. In particular, among the theories that were named include 
uses and gratifications, media systems dependency theory, diffusion of innovations, technology 
acceptance model (TAM), unified theory of acceptance and use of technology theory (UTAUT), 
theory of reasoned action, theory of planned behavior, social learning theory and organizational 
theory. In addition, scholars also revealed that non-communication theories were also utilized 
in social media research, namely from the fields of marketing, sociology, psychology, technology 
and Islamic studies. Distinctively, the theories include theory of consumption value, social ties, 
model of goal directed behavior, model of motivation process, behavioral reasoning theory, tri-
component attitude model, push and pull theory, Bordieu theory of practice, actor network theory, 
social capital theory, Delleze and Guattari’s concepts of rhizomatic assemblages, self-determination 
theory, technology readiness levels (TRL), Assabad and Murunah.

 It is certainly evident that with the results of both analyses, the current trends in the 
most commonly types of theories in social media research were uses and gratifications theory, 
constructivist theory of learning, diffusions of innovations theory, agenda-setting theory, media 
systems dependency theory, social penetration theory, media richness theory, social presence theory, 
technology acceptance model (TAM) and dialogic communication theory. From the results, we 
can see that communication related theories were most commonly employed in social media 
research on Malaysian users. In fact, the findings concurred with those of past theoretical 
trends analyses in social media and mass communication research. Hassan and Salleh (1990) 
and Idid (2014) indicated that past research trends analysis on media communication studies 
in Malaysia commonly utilized theories were agenda-setting theory, diffusions of innovations 
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theory and uses and gratifications. In the West, scholars also emphasized on the usage of uses 
and gratifications, diffusions of innovations, dependency theory and agenda-setting theories in 
new media and social media related studies (Kim & Weaver, 2002; Cho & Khang, 2006; Khang, 
Ki & Ye, 2012). Nevertheless, this study also acknowledged that other theories that were applied 
in prior social media or new media related studies such as information processing, personal 
relations, media use patterns, McLuhan’s media centred theory, social information processing 
theory and relationship management theory were not mentioned in this study (Kim & Weaver, 
2002; Wei, 2009; Khang, Ki & Ye, 2012).

How The Cited Theories Are Used in Social Media Research?

 It is also worth noting that this study also raises the question on how the cited theories 
are being utilised in social media studies on Malaysian users. In exploring this objective, the 
current research examined the frequency of the usage of the cited theories by adopting the 
variables from Bryant and Miron’s (2004) study on theoretical trends in mass communication 
research. The results of the content analysis of journal articles and doctoral theses depicted that 
most extensive array of cited theories were employed as theoretical frameworks for the social 
media related studies (42.9% vs. 50%) (See Figure 1). This is then followed by merely referencing 
to certain theories or models (38.8% vs. 33.3%), comparison of theories (6.1% vs. 16.7%) and 
critique of theories (4.1% vs. 0%). What is certainly clear is the lack of theoretical development 
or construction among Malaysian scholars was apparent. The findings revealed that only the 
publication articles explored on theoretical developments such as integration of theories (4.1%), 
testing new theory (2%) and expansion of a theory (2%). However, there was still no paper on 
the proposal of new theory to understand the social media phenomenon in Malaysia. Thus, this 
could mean that theory building or development were still inadequate among scholars.

Figure 2: Uses of theories in social media journal articles and PhD dissertations
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Additionally, the findings from the interview also discussed on the uses of theories by Malaysian 
social media scholars. Scholars mentioned that they utilized the cited theories by expanding those 
theories with the addition of new concepts or variables to existing theories with elements that 
were more relevant to the Malaysian culture, religion and values as well as based on the social 
media body of knowledge. Moreover, scholars integrated theories by combining two or more 
theories from either the communication field or with theories of other disciplines to further 
understand and address the social media issues. Findings also exude that scholars compared 
one theory with another to see the differences of those theories in explaining the social media 
phenomena. Other than that, scholars also used the cited theories as theoretical framework or 
as a structure to support or challenge the critical assumption of the research study. Not only 
that, mere reference was also apparent where scholars expressed that their students’ research use 
theory to lip service, which is to support the social media issue but did not further explain in 
their study’s framework, process or solution.

 Thus, based on the findings of both content analysis and thematic analysis, this present 
study portrayed that theories were mostly employed as theoretical framework, mere reference, 
compare one or more theories, extend theories or integrate existing theories. Consistent with 
the results of previous studies, Byrant and Miron (2004) also remarked that 26.13% of their 
findings showed the uses of theories in mass communication studies from 1956 to 2000 were as 
theoretical framework. This current research painted a rosy picture of theoretical progression 
with a gradual increase of using the cited theories as theoretical framework. Unfortunately, 
this paper also implied that the theoretical foundations in Malaysia remain shaky, as scholars 
still lacked in theoretical construction of testing, integrating, expanding or in proposing 
new concepts or ideas for this phenomenon. There was no new theory that was developed 
specifically to understand and explain the social media issue in this nation. This is well expected 
as theoretical development is a global issue, however, the absence of theoretical development is 
considered alarming as when a study is atheoretical, the study is considered directionless (Wei, 
2009).

 Even though the social media phenomenon is considered new in our country, but we still 
need more efforts and developments to take place by considering new, improved or more robust 
concepts that may not be explained by the existing theories. Weaver (2000, p. 14) suggested 
that there is a dire need “to develop new concepts or theories to build on those that presently 
exist. Existing theories can still be useful approaches in social media environment, but in order 
for these theories to remain useful, the concepts or theories must be refined with other new 
concepts or theories”. Scolari (2009) also agreed with the notion by proposing that although the 
existing concepts and theories are still useful for the new media, they still need to be remodeled 
to suit with the new approaches of the new media technology (Landow, 2003; Bolter, 2003). 
Therefore, it has been consistently proposed that theories should be refined and tested with the 
addition of new communication technology concepts in future social media research.

 Aside from that, with the high frequency of existing communication and non-
communication theories for social media research, another question arises on whether these 
established theories from the Western perspectives were appropriate for the Malaysian social 
media and communication landscape. Based on the findings, there were only a few studies 
that integrated and expanded theories with new concepts pertaining to social media as well as 
Malaysian cultural settings. Culture means “(1) the relatively specialized lifestyle of a group of 
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people, (2) that is passed on from one generation to the next through communication” (DeVito, 
2016, p. 52). In spite of theories’ function should be applicable for all culture, but, theories 
should also be extended to suit with the respective cultural values, patterns or experience of a 
certain society or fractions of people. In 1988, Dissanayake stated that communication concepts 
or formulations from the Western idealogies were seen as not suitable for the Eastern societies 
like Asian countries. For example, Lasswell’s model was more focused on the communication 
approach of an individualist, ignoring the society, social structure and culture (Dissanayake, 
2009). Meanwhile, Asians practice high-context communication that is more to collectivism 
in preserving good relationships with others (Hofstede, 2001; Hall & Hall, 1990). Thus, the 
theoretical trends showed that Malaysian scholars lack in offering robust theoretical approach 
suitable to the different cultural situations of this country. It seems that we lack in ‘local’ theories 
that are more relevant to our culture, norms, values, beliefs, attitude and behavior. Similarly, 
Hassan and Salleh (1990) and Merican (2005) also confronted the issue in their assessment on 
mass communication research in Malaysia. They mentioned that Malaysian scholars lacked 
in communication identity as we adopt Western ideologies in research, program syllabus and 
courses. With the globalised world of high social media adoption, cross-cultural communications 
among social media users are increasing. Because Malaysia has multiple ethnicities, vibrant 
cultural traditions and Asian norms and etiquette, social media research in this country should 
also focused on intercultural interactions, sensitivity and understanding. Thus, we suggest for 
more theoretical expansions and ‘localised’ theories to better understand social media usage 
and its effect on the Malaysian society.  

Reasons to Using a Certain Theory in Social Media Research

 This study has also shed light on the reasons for theoretical usage in social media related 
studies on Malaysian users from the scholars’ point of views. The findings suggest that scholars 
applied certain theories in their research because of the background, interest and relevancy 
of the theories in understanding, exploring and explaining social media related issues and 
problems. 

Background

 In the interview, scholars strongly believed that background was one of the main reasons 
to the utilisation of theories. Background means something that is prepared before hand to 
explain a particular situation or information on a person’s education, social or work experience 
(Background, 2017). According to the scholars, theoretical usage was based on two reasons, 
research background and education background. Particularly, the findings indicated that 
scholars employed theories based on the research background to fulfil their research objective 
and problem of their studies. A theory is also employed as a framework to test the research 
assumptions or hypothesis in the social media study. Meanwhile, scholars also emphasized that 
theories were used to answer the research questions of the study. In addition, scholars also 
chose certain theories as they perceived the cited theories were accurate and appropriate to 
understand the social media issue at hand.

 Additionally, scholars mentioned that education background was one of the reasons to 
theoretical application. One of the informants mentioned that he utilised the Bordieu theory of 
practice and actor network theory because anthropology is his educational background and he 
wanted to explore on both the communication and anthropologist aspects of the social media 
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issue. Moreover, scholars usually use the same type of theories because of their limited training 
and experience on theoretical application and construction. Thus, Malaysia needs more local 
experts in communication that are strong in theory development. Students and scholars 
should constantly upgrade themselves and get trained with more theoretical knowledge and 
understanding for better cultivation of theories.

Interest

 The results of the thematic analysis also showed that scholars’ interest played a part in using 
certain theories. They preferred a certain theory because it was perceived meaningful, where 
they feel connected and happy using the theory. In particular, scholars remarked that the theory 
is suitable because they trust and have personal connection to the theory. Scholars also felt 
content when seeing that their students also applied the same set of theories in their respective 
research

Relevancy

 Findings also painted a picture that relevancy of theories led to the usage of theory. 
According to the informants, the theories are relevant in terms of commonly utilised theories 
for social media phenomena. This could be because the theories are considered the best or most 
appropriate theory to understand and solve social media related problems or in looking into the 
communication and cultural elements of social media research. However, the usage of certain 
theories based on only education training or background and interest could lead to bias usage of 
certain theories, thus restricting oneself from further improving in their theoretical capabilities. 
Thus, this facilitate that future studies should incorporate more diversified perspectives with the 
utilisation of other theories or models, or better yet by creating noble ones that is suitable for the 
research at hand.

CONCLUSION

 Scanning from the early emergence (2004) to the current literature (2015) on social media, 
this study represents the most updated research trend study on social media studies in Malaysia. 
In the previous social media research trend studies by Malaysian scholars, their studies have 
only focused on research topics, issues category, sampling research method and data analysis 
(Alias, DeWitt, Siraj, Kamaruddin & Daud, 2013; Alias, Sabdan, Abdul Aziz, Mohammed, 
Hamidon & Jomhari, 2013; Alias, Razak, elHadad, Mat Noh, Kunjambu & Muniandy, 2013). On 
the contrary, this study is a more comprehensive analysis by covering more research patterns 
such as theoretical presence, the most prevalently utilised theory and how the cited theories are 
utilised as.

 As a whole, this study has exhibited continuous growth in the frequency of social media 
studies in Malaysia. The current research also indicated social media has gained growing 
interest among scholars in keeping up with the promising adoption and impact of social media 
usage in the daily lives of Malaysians. The results and discussions of this study have portrayed 
a greater outlook and elaboration on the encouraging theoretical trends of social media studies 
on Malaysian users that can subsequently pave the path for future research in this field. With 
the identification of the theoretical trends in social media research, students and researchers 
can utilise these research patterns to prepare for the foreseeable future of the field. Scholars may 
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also use the research trends in garnering more ideas and concepts for the cultivation of theories 
and social media technological advancement.

 We also understand that the 79 Malaysian journal articles and 12 PhD dissertations do 
not constitute a representative sample of all social media related studies on Malaysian users, 
however, they do cover a wide spectrum of issues and trends in theoretical application. Even so, 
this body of literature still needs to be further expanded and explicated by including publications 
from high impact journals that pertains to social media research on Malaysian users. 
However, it should be noted that theoretical foundations and rigorousness need to be further 
solidified for future scholarly endeavours. More fundamental and theoretically motivated 
research is needed to further explain the social media issues in the country. Theory based 
research can yield more knowledgeable insights, direction and progression of theoretical 
application and development in social media research. 
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Abstract
One of the successful health inventions of the 20th century is vaccine that has helped combat and 
prevent deadly diseases. The eradication of smallpox globally and the elimination of poliomyelitis 
from the world Health Organization (WHO) regions strongly reflects the success rate of the vac-
cination programs. However, for some unexplained reasons there were parents of children aged 
seven years and younger who were hesitant in getting their children vaccinated although these vac-
cinations may not cost them much. Therefore, it is interesting to examine the factors contributing 
to such behaviors by these parents. The aim of this paper is to review literature related to the studies 
on information seeking and trust on vaccination practices. Specifically, the review of literature is 
aimed at critically assessing past studies that has been conducted on information seeking of vac-
cination practices. 

Keywords: Vaccine hesitancy, Health Information seeking, Trust, and Parents.  
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Introduction

 Seeking information about one’s health is increasingly in the rise in today’s health conscious 
society. Wilson (1999) defined information seeking behavior as an activity an individual may 
engage in when the need for a specific information occurs, this would result to searching 
for the information in any way, to use or transfer the information to fulfill a particular need. 
Wilson (1999) says this behavior occurs due to the constant need of a user to fill up a gap 
in information need. The user could get this information from a formal or informal source, 
which may satisfy his need or not. (Wilson, 1981) says when the user is actively or passively 
searching for information, he/she might encounter barriers which could alter behavior after 
such information is encountered. Information need is the driving force of information seeking. 
An awareness that something is missing necessitates information seeking that contributes to 
understanding (Kassulke, Stenner-Day, Coory, & Ring, 1993). 

 Belkin, Oddy, and Brooks (1982) highlighted that an inadequate state of knowledge is a 
problem of which seeking out information might be a method to solve this problem.  Information 
seeking behaviour helps us to understand why people search for information from sources they 
believe or trust best to fill their information need (Kim, 2017). 

 The phenomena is not new and as pointed out by Lambert and Loiselle  (2007), there is 
an increasing documentation of key coping strategies in the promotional activities of health-
related activities. The increase of access to knowledge through the internet has also contributed 
significantly to the increase in information seeking. Kim’s (2017) report for ASC communications 
stated that 72% of consumers are using the internet to find healthcare information. Thus 
showing that consumers today are actively involved in information seeking where healthcare 
information is concerned. While the report showed that many were engaging in information 
seeking, it is interesting to note that there were also those who were still refusing precautionary 
measure and one of such example is the refusal of child vaccination. 

Health information seeking behaviour

 Health Information seeking behaviour (HISB) is a concept defined by some scholars as 
outlined below to explain the need to seek health information, who seeks what and why. Lenz 
(1984), stated that HISB can vary in two dimensions or concepts which are; a) extent depth and 
scope of the search b) method (information source used).  Johnson (1997) defined Information 
seeking as knowledge obtained through a specific action, situation or event. HISB could also be 
defined as information sought or obtained to clarify an issue that is verbal or nonverbal (Corbo-
Richert, Caty, & & Barnes, 1993). Johnson (1997), espoused that information seeking is an act 
of purposive information acquisition. Czaja, Manfredi,  & Price (2003) defined information 
seeking behaviour as the medium through which a person or an individual seeks an information. 
Rees and Bath (2001) defined HISB as when Individuals need to confront an urge or quest 
for knowledge by seeking information. These definitions show that people seek, need and use 
health-related information indirectly or directly. An individual can indirectly retrieve health-
related information on the television or while listing to a radio or from a friend. This is a passive 
way of seeking out health information. While he/she can as well decide to deliberately seek out 
health-related information this is an active way of seeking out health information from sources 
such as parents, friends, clinic, internet or the media (Rees & Bath, 2001).
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 A national survey in United States of America showed that the number of people who seek 
health-related information on the internet is rising (Taylor & Leitman, 2004). Fox and Rainie 
(2002) argued that, people intentionally seek out health-related information about a particular 
health issue or a trending health topic. The type of information sought will determine the choice 
of the source and search. However, searching on the internet would be different from searching on 
a print or broadcast media (Johnson, 1997). When it comes to information seeking the internet 
is a vast field of information, and this information is never ending as updates come almost every 
second from all corners of the globe. This information might be helpful, inaccurate, accurate 
or detrimental (Meric et al., 2002; Sandvik, 1991). A survey by Pew Internet & American life 
poll found that over 6 million people go online in search of health information each day, and 
this is more than the regular visit to a health care provider or facility (Fox & Rainie, 2002). 
Taylor and Leitman (2004) stated that 74-80 percent of American adults who have internet 
access searched for health information on the internet at least once a year. This results shows 
that people search for information from the internet and other sources.  It is thus, important to 
examine information seekers from a demographic perspective. 

Gender 

 According to studies (Fox & Fallows, 2003; Fox & Rainie, 2002) women seek health 
information more frequently than men online because they (women) are more likely to seek 
multiple types of health information or be seeking an information on behalf of someone else. 
In a survey to identify women’s information needs, Bakar (2011), found that 80 women in 
Malaysia, depend mostly on the print (magazines and newspapers) and broadcast (television 
and radio) media for health-related information. Of which they prefer magazines with popular 
health sections. The survey also says 10% percent of women turn to the internet for health 
information using relevant web pages and sites. In Pennsylvania, USA, 42% of 184 female 
respondents aged 18 and above reported that they visited the library monthly, while 36% visited 
weekly. Prior literature by also shows that females trust the print media, television, and internet 
as a source of health information as compared to males (Wingfield & Reese, 2009).  Kassulke, 
Stenner-Day, Coory, and Ring (1993) asserted that although male and female respondents seek 
and use the same health information sources (medical practitioner).  However, as argued by 
Fidishun (2007), women search or seek health information more than men because women 
search for health information for themselves and their family members. 

Age

 Fox and Fallows (2003) also argued that people aged 30 and 64 search for more health 
information than those aged 29 and below as well as those that are 65 and above. Gavgani, 
Qeisari, & Asghari (2013) stated that among library users in Iran who seek health-related 
information, 37% were between 21-30 years old and about 33.5% were between 11-20 years old. 
52.5% of respondents had a university degree, 25% of respondents were high school students, 
24% of respondents were currently employed. Findings from Gollop (1997), showed that people 
from sixty-three to 88 years of age seek health-related information from their physicians, the 
mass media, family members and close friends. Individuals over 65 years seek the internet more 
as a source of health information unlike those from 65 years and below (Wingfield & Reese, 
2009). Seeking health related information has no age grade, the search for the information has 
to do with the individuals need for the information. 
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Race and environment

 A study shows that Hispanics (75%) were the lowest to seek out health information when 
compared to African-Americans (76%) and Whites (82%) (Fox & Fallows, 2003). An individual 
with a higher level of education is more likely to search for a health information online (Fox 
& Fallows, 2003). Although the internet was the choice for health-related information using 
search engines like Yahoo and Google to find information (Fidishun, 2007). A survey in Canada 
shows that among 253 respondents living in rural areas, 85% of the respondent seek health 
information for personal use while 18% search for health information on behalf of someone 
else. The results also show doctors and the internet were the most frequent source of health-
related information as cited in (Gavgani, Qeisari, & Asghari, 2013). 

 A study carried out in USA shows that a patient gets 13-16 minutes with his or her physician. 
This time is limited to discuss major health-related issues, thus patients may be forced to seek 
more insights about their health challenges or other health-related information from a local 
library (CAPHISIMLA, 1996). Health topics are always confusing to people especially with a 
lot of promotional materials they have access too.  It is always difficult to understand since these 
materials or messages are not targeted to a certain group of people. People with different level 
of knowledge, age, gender, and race may have varying level of understanding of the information 
received might have to turn to their physician for advice or explanation on any health-related 
issue they seem to lack understanding about. This is also applicable when a parent seeks out 
vaccine related information, as discussed below.           

 Salmon et al. (1999) examined the source of vaccine information that parents have access to 
or seek actively influence their vaccine beliefs or impact their vaccination behaviour.   The source 
could be from health providers, hospitals, clinics, parents, family members, friends, religious 
leaders, the internet, magazines or libraries. This may vary by ethnicity as African Americans 
use or trust newspapers for health-related information, while non-Hispanic Whites trust health 
providers and also seek them out for health-related information. Mexican Americans talk to 
friends about health information but trust more in what their mothers had to say and build 
strong vaccine beliefs on them. Nevertheless,  the internet is the most popular source for health-
related information (Moran, Frank, Chatterjee, Murphy, & Beazonde-Garbanati, 2015)
 
 Omer et al. (2006) highlighted that parents seek vaccine information on the internet more 
than the traditional means of a health practitioner. Such a parents with more internet vaccine 
exposure are more likely to seek nonmedical exemptions from vaccination. Salmon et al. (1999) 
argued that parents who rely on other media and library hold lesser vaccine beliefs as to parents 
who rely on the internet. Parents who use interpersonal sources (e.g. family and friends) hold 
lesser beliefs as those who use the internet. Parents who perceive Internet to obtain information 
about vaccines are more likely to delay vaccination and hold anti-vaccine beliefs, as well as 
parents who used interpersonal sources (e.g. family and friends), media sources and library 
(Salmon et al., 1999). However, a survey by Hesse et al. (2005) indicated that 62.4% respondents 
expressed physicians remains the most highly trusted source for vaccine information despite 
the availability of the internet and other sources. Their reason is that Physicians give a better 
understanding and clearer picture of the whole vaccination process. 

 Vaccination beliefs are affected by the source of vaccine information. The providers serve 
as the very first knowledge and impression a parent would have about vaccination. Poor 
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communication or inadequate communication channels and medium can result to vaccine 
hesitancy. For example, if a message about vaccination is disseminated and such a message 
omits key details such as why vaccines are recommended or the effectiveness and safety of the 
recommended vaccine, this could lead to hesitancy because the message lacks key details about 
vaccination. The concept of vaccine hesitancy does not apply when there is low or no availability 
of vaccine or vaccine programs. 

Vaccine hesitancy

 Vaccine hesitancy can be defined as the refusal or delay in acceptance of vaccines despite 
availability (WHO-SAGE, 2014). Vaccine hesitancy could be context-specific, complex, varying 
across time, influenced by factors such as convenience, confidence, and complacency as defined 
by Strategic Advisory Group of Experts in conjunction with World Health Organization 
(WHO-SAGE, 2014) Confidence is defined as trust in the safety and effectiveness of vaccines 
and vaccinations. This is evaluated by the competence, reliability, and durability of healthcare 
providers.  This is seen as the very first step towards vaccinations. If this trust is broken, then 
prevention of vaccine hesitation is almost impossible (WHO-SAGE, 2014). Complacency is 
defined as when a parent or an individual’s perceived risks of Vaccine-preventable diseases (VPD) 
as low, leading such individual to erroneously conclude that vaccination is not necessary. This 
attitude could be towards a certain vaccine or vaccines. The ability of an individual or parents 
to make a call on whether to vaccinate or not depending on the risk gives a degree to which 
complacency can cause hesitancy (WHO-SAGE, 2014). Convenience is defined or measured by 
the affordability, availability, willingness to pay, accessibility, and ability to understand health 
language or vaccine contents. These factors can make a parent hesitant towards vaccination. 
Safety concerns are often related to vaccine hesitancy, a death or a serious side effect from a 
vaccine can trigger hesitancy globally, if not managed and addressed properly (WHO-SAGE, 
2014). 

 As a conclusion, vaccine safety (trust in vaccination practice) can be associated with vaccine 
hesitancy. Thus, it is important to not exercise strong caution concerning the concept of “vaccine 
hesitancy” and “vaccine safety”, as vaccine safety (trust in vaccination practice) is one of the 
drivers of vaccine hesitancy. Trust is a concept defined under the term “vaccine safety” this 
concept explains an individual’s willingness to accept a vaccine. 

Trust on vaccination process 

 Trust often plays a central role in any medical decision making, and this affect an individual’s 
willingness to accept a care, medical recommendations or decisions (Gilkey et al., 2014)   The 
level of confidence and trust in a medical factional or healthcare vaccine providers also influences 
vaccine hesitancy (Glanz et al., 2013). Parents choose or make vaccine decisions before the child 
is born or during pregnancy, and as such might decide to discuss with their doctor. This might 
be in situations where parents feel or understand that the pediatrician lacks adequate vaccine 
knowledge, and this may result in vaccine refusal or delay.   Glanz et al. (2013) also reported 
that 70% of parents who have a lower level of confidence or trust in their pediatrician’s advice 
will mostly refuse or delay vaccination. These parents also believe pediatricians also report or 
advise them on only the benefits of vaccines and not the risk or side effects if any. So this makes 
them question the of the integrity of the information received. (Glanz et al., 2013). A report by 
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Immunizations American Academy of Paediatrics (2017) indicated that at least once a year, 
74% of pediatricians reports confirms a parent who refused or delayed a certain vaccination. 

 A study by Thornock (2017) showed the fallout in the relationship between parents and 
physicians. Equally, a lack of trust in Physician’s recommendations made parents either refuse 
or delay vaccination of their children.

 Sanita (2008) illustrated that lack of information resulted to delay and non-vaccination of 
the Measles Mumps and Rubella (MMR) vaccines in Italy. Personal experience, level of trust 
and value system of vaccine policies plays a fundamental role in parental decisions about 
vaccination (Julie, Chapman, Hawe, & Burgess, 2006). A study which was carried out in Australia 
highlighted that mothers of children (infants) belief its best to discuss vaccine issues and risks 
with an expert or professional before taking vaccine-related decisions (Julie et al., 2006). Trust 
in a child’s doctor plays a distinguishing factor in a parent’s acceptance or refusal 
of vaccine (Gust et al., 2004). Gust et al. 2004 further emphasized that low trust in a child’s or 
family’s doctor means low trust in vaccination.

 One of the key factors influencing vaccinations is parental confidence in vaccination 
programs (Tickner, Leman, & Woodcock, 2006). Parents are always keen to safety issues, which 
drops or affects vaccination rates especially when these issues are not clearly defined or resolved. 
(McCauley, Kennedy, Basket, & Sheedy, 2012) stated that 63.1% of parents reported being “very 
confident” and 35.5% reported that they are “somewhat” confident in the safety level of vaccines 
(immunizations). Low confidence in vaccines is a threat to vaccination programs. Most parents 
tend to be very protective and worry over the inadequate information’s about vaccines (Dube 
et al., 2013). Weiner, Fisher, Nowak, Basket, & Gellin (2015) argued that 81.4% of expectant 
mothers in their second to third trimester of pregnancy believed in the effectiveness of childhood 
vaccines, while 73.5% had confidence in the safety of childhood vaccines. 
                
 Vaccine safety scares has always played an integral role in public confidence in vaccination 
and in turn can result to outbreaks of deadly diseases and death. Even in England, vaccine safety 
scare can motivate sustained and rapid reductions in vaccine coverage. The (MMR) vaccine 
coverage went from 91.8% to 79.9% in 2004 prior to scare of the vaccine (Health and social 
care information, 2014). Public confidence in vaccines can drop any time due to negative media 
reportage. This can increase vaccine scare and drop vaccine acceptance from 80 to 30% (Nicoll, 
Elliman, & Ross, 1998). In Australia, febrile reactions in children following influenza vaccination 
in April 2010 lead to an adverse event signal,  here by slowing and reducing vaccination process 
and acceptance (Bishop, 2010). This vaccine safety can undermine vaccine confidence and 
thus reduce immunization rates, many parents illustrated that lack of proper information and 
continuous update about a vaccine crisis such as the influenza vaccine in Australia, left parents 
unsure about the vaccine and made them worry about the safety level of the vaccine (King & 
Leask, 2017). A study by Kennedy, LaVail, Nowak, Basket, & Landry (2011) pointed out that 
high confidence in vaccines doesn’t necessarily or mean “high immunization rates”.

 The eradication of smallpox and control of infectious diseases such as rubella, measles, 
polio, and tetanus all over the world is recognized as the great success of vaccines (WHO, 2005). 
However recent outbreaks of measles in the United Kingdom (UK), and the United States of 
America (USA) raised concerns about vaccination (Gastanaduy, Redd, Fiebelkorn, Rota, & Rota, 
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2018). Other studies by (Wakefield, Murch, Anthony, Linnell, & Casson, 1998; Taylor, Miller, 
Farrington, Petropoulos, & Favot-Mayaud, 1991) emphasize that the link of “autism” to (MMR) 
vaccines against mumps, rubella, measles, is a case that aroused fear and distrust in vaccination. 
This may therefore, contribute to vaccine hesitancy by parents. Gust et al. (2003) explained 
that vaccine hesitancy can take several forms. Parents reported hesitant towards vaccination, 
either refuse or delay only a certain type of vaccine (Gust et al., 2003).   In 2009, Freed, Clark, 
Butchart, Singer, & MM (2009) reported 11.5% of parents had refused a certain vaccine for their 
kids. This refusal occurred mostly with varicella 32% and human papillomavirus 56% vaccines. 
Dempsey and Patel (2010), also reported that  parents (86%) refused the (H1N1) vaccines and 
parents (76%) refused the (seasonal influenza) vaccines respectively. 
 
 However,  no medication is without risk of adverse reaction, an occurrence of Adverse 
events following immunization (AEFI) such as mild fever and a sore arm, these effects can 
settle without treatment and don’t have a long-term consequence (WHO, 2005) In countries 
like Europe, to a few Asian and African countries,  AEFI is one of the perceived cause for 
loss of public trust in vaccination process, and the resurgence of vaccine-preventable diseases 
(VPD) and change in health policies (WHO, 2005) Since vaccines are given to healthy people to 
prevent diseases unlike other health medications which is to control or cure a sick person, there 
has been a lower tolerance for AEFI and risk is at its minimum (WHO, 2012). Reddening, pain, 
swelling, irritation, and fever are the most common AEFI of vaccinations (WHO, 2002).

 Severe reactions may include, “hyporeactivity” and inconsolable persistent crying, 
convulsions, thrombocytopenia, and episodes of “hypotonia” which are usually characterized 
by spontaneous remission with no sequelae. They can also have a significant impact on health 
(WHO, 2002). Another rare yet severe reaction is “Anaphylaxis”, this can be fatal unless treated 
on time (Organization, Pan American Health, 2002). These reactions play a major role on 
parental trust in vaccinations and decisions to vaccinate. Most parents tend to want to worry 
more about the AEFI than the risk of possible exposure to disease (Lantos et al., 2010). Other 
studies by (Burnett et al., 2012; Larson, Cooper, Eskola, Katz, & Ratzan, 2011), highlighted 
that lack of trust in information sources such as health providers or scientific research or the 
government due to a misinformation or personal disbelief will lead to vaccine hesitancy.  

 Behavioural and social factors related to belief systems, cultural issues shape a parent’s mind 
about the level of trust for vaccination (Gust et al., 2004). Gust et al. (2004) further explained 
that a parental level of education contributes to vaccine hesitancy, parents with 12 years or 
less education are more likely to distrust the medical information, therefore seek traditional 
methods or advice from parents, friends or family members within the same community. Opel 
et al. (2011) found in their own study a different result to that of (Gust et al., 2004) they found 
that parents with a higher level of education, worry more about the safety of vaccination as to 
parents with a low level of education. This paranoia makes them hesitant towards vaccination, 
especially if or when they don’t get convincing answers to their worries. Findings of Smith, 
Kennedy, Wooten, Gust, & Pickering (2006) also compliments results of Opel et al. (2011). 
Smith et al. (2006) found that college-educated parents had the most refusal rate of childhood 
vaccination as compared to parents with no college education.
W
 Opel et al. (2011) argued that socioeconomic background affects parental vaccine beliefs 
as parents with high-income show lesser vaccine beliefs as compared with parents of lower-
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incomes. Vaccine safety beliefs may differ according to the parental socioeconomic background 
and community. Parents with a higher level of education or income as well as exposure 
might perceive this meaning as “autism” or “autoimmune” disease, while parents with a lower 
educational background, income, might perceive it as fever, soreness. Although further studies 
may help throw more light on this (Charitha & Amanda, 2013). 

Improving Trust in vaccine process

 An important driver of vaccination is safety, building public trust in vaccines is a key 
step towards a successful vaccination programme. This can only be achieved through 
communicating the right, simple and transparent information to the target audience. Vaccine-
related information, should contain i.e. schedule of the vaccine, supplies of syringes, the content 
of vaccines, after effects if any and how to manage AEFI should the need arise (WHO, 2002). 
Risk of serious adverse effects could be minimized by following contraindications, this is 
because it is almost impossible to predict who will have or may not have a serious reaction 
to the vaccine (WHO, 2012). The media also plays a big role in handling damage control of a 
vaccine issue.  For example, Casiday (2005) highlighted that parents lost interest in vaccination 
and were unsure how to approach vaccination decisions because of media coverage on the 
United Kingdom (UK) MMR vaccine issue confused parents, invoked fear and made them 
anxious. When there is a communication crisis about a vaccination process the organization 
in charge should think of possible ways to manage the crisis. The communication process to 
the public should be transparent as possible so in as much as it provides knowledge about 
the situation, it should not invoke fear to the highest level (WHO, 2005). In order to reduce 
vaccine hesitation and improve vaccine safety, effective and efficient communication becomes 
a key success factor.  Therefore, the success of any vaccination program is based on effective 
and efficient communication. Communication is a major link between vaccination acceptance 
and refusal because, the medium through which information about vaccination is disseminated 
determines how it will be accepted by the end users (WHO, 2012). 

The internet provides a lot of unfiltered vaccine information which reflects poorly designed 
and misleading summaries.  This information (from the internet) have not improved vaccine 
confidence or trust (cdc.gov, 2018). However, online platforms mirror avenues that have 
been created to help parents answer any vaccine questions they might have webpages such as 
(http://www.cdc.gov/vaccines/ conversations).  Building parent-physician relationship is key to 
improving vaccine trust (WHO, 2012). This relationship will make the parents feel comfortable 
enough to share their worries about vaccinations and get all possible information and help 
available. With the advancement of technology today it would be nice to see if “oral vaccinations” 
can replace “injections”. This would help parents worry less about the pain of vaccination. The 
dosage of vaccination is also a thing to look into because some parents belief vaccination doses 
are too much and could be affecting a child’s immune system (Charitha & Amanda, 2013).

CONCLUSION 

 Parental hesitancy for vaccination is a major public health concern that can be influenced 
by certain factors such as environmental, vaccine safety, or personal beliefs. These factors 
don’t come into play if the parent or individual don’t seek out vaccine-related information or 
passively view them. This calls for vaccine-related information to be readdressed and tailored 
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in a way that it gets to the target audience. Secondly with the advancement of technology, it 
would be helpful to develop vaccine information that is easy to asses and understand. Health 
practitioners/workers should be trained on how best to pass vaccination messages to their 
clients because poor communication can result in lack of confidence which can make a parent 
hesitant towards vaccination.
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Abstract
Sometimes, the new era can be cruel. A lot of research explains that old media like newspaper 
are trying so hard to survive for the consumers, however the consumers are changing their habit 
by searching the news from the online media. This case makes the newspaper circulation is going 
down so fast and some newspaper already closed. This “tragedy” also impacts in Indonesia, that the 
number of newspapers is greatly reduced, especially sports newspaper. BOLA as the oldest sports 
newspaper in Indonesia are still survive to fulfill the wishes of the oldest and their loyal consumers. 
This research describes some secret of the existence of BOLA, which are the adaptation of the 
convergence strategy and the optimization of the promotion strategy. The results of this research 
know that BOLA is using three convergence strategies by Grant (2009) in some different ways. They 
are not closing the old media like the newspaper, even they start to build the digital website that 
have a different perspective of sports news. The strategy is the newspaper are still created for the 
oldest consumers, but they are also giving the new and young consumers the digital media from 
bolasport.com. However, BOLA used 8 parts of promotion strategy theory from Kotler (2009), that 
the biggest attentions to grab new consumers are from the special events. This research is based on 
qualitative method, and using deep interview with four persons from BOLA to find the data. Two 
interviewees from newsroom to cover the convergence data and the others from marketing division 
for knowing the promotion. The biggest benefits that can be showed from this research are the way 
of survival that can be used by other media, especially sports newspaper.

Keywords: Sports Newspaper, BOLA, Convergence, Promotion, and Indonesia.
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INTRODUCTION 

  Print media is the oldest compared to other mass media, but with the advances in information 
and communication technology industry turned out to have a considerable impact for the 
print media. With the increasing popularity of the internet, print media is facing a decline 
in readership and market penetration. More and more readers now are turning to the online 
version of the newspaper (McQuail, 2010). Based on data released by one of the company’s 
telecommunications services solutions provider Ericsson Mobility Report in 2017 shows that 
internet customers in Indonesia keeps increasing. In fact, according to the report, Indonesia 
is on the order of a third of the whole country in Southeast Asia and Oceania. This increase 
reached ten million users during the first quarter (Q1) of the year 2017 (Nur Zuhra, 2017). On 
January 2017 Research Company We Are Social returns announced their latest report related 
the development of internet use around the world. As a result, they call Indonesia as the country 
with the largest growth in number of internet users in the world to reach the figure of 132.7 
million users at the beginning of the year 2017 (Nur Zuhra, 2017).

 This is an era when internet penetration getting higher, media based on ink and paper 
began to be tested. Each year, Serikat Pekerja Surat Kabar Indonesia (SPS) or a Newspaper 
Publisher formerly States record number of print media, along with the profits and daily print 
run. This data includes daily, weekly, tabloids, and magazines. Since 2008 to 2014, daily print 
run shows the trend is raising, even though the number of media up and down. In 2008, the 
total is recorded daily print run reached 7.49 million. In the year 2014, the total print run has 
reached 9.65 million. However, the rise was stopped in the year 2014, because in 2015 the daily 
print run begins to decreased, just reaching 8.79 million, down 8.9 percent from the previous 
year. The decline of the daily print run in 2015 is experienced also by weekly, tabloid, and 
magazines (Anshari, 2017). 

 One of the oldest newspapers in Indonesia Sinar Harapan Daily, confirm the serious 
problems that encounter business media in Indonesia. In January 1st 2016 they officially 
declared bankrupt. Before the afternoon newspaper that being broke, several other companies 
have already shut down some lines of print, such as Hi, Tabloid Soccer, Indonesia Finance 
Today, Chip, Tech Life, T3, What Hi Fi, reader’s Digest, Bloomberg Business Week, my friend, 
Fortune, Gaul, Car Guide, The Jakarta Globe, Koran Tempo Daily and include BOLA (“Sederet 
media cetak yang tutup lapak,” 2017). But not all the print media being broke, because some 
there are which make the online versions of his despite its news content equal to that reported 
in the Print Edition, so that if readers want to know the news outside of the Print Edition, they 
can access it via its online media.

 BOLA newspaper is one of print media who also had to give up because of the internet, 
new media and also there is a fault management in the face of the digital world. As quoted from 
Simaepa (2016) that is, on June 7, 2013, in the midst of the siege of reading free information 
via the internet, management of BOLA thus publish the daily sphere. BOLA newspaper raised 
in1988, then in 1997 developed into two times in one week, namely Tuesday and Friday, up to 
the year 2010 published three times Monday, Thursday and Saturday also in 2013 appears daily 
published Monday until Saturday. No less than three years, the daily newspaper is trying very 
hard to survive in the print media business.
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According to Simaepa (2016), the management of BOLA is less responsive to the internet, as 
well as its content which is still guessing-style score, no longer sought after by readers brought 
up by him. In a nutshell, both tabloids or daily just shoves the entrance for the reader to know 
the football information. When this generation is already big, which then are sensitive to the 
development of the internet, they prefer the other readings are creative and unique. 

 As for the data there are many printed media-oriented sports news in Indonesia like Soccer 
Superball, and Top Skor are being bankrupt because they can compete in a good way in the new 
media era (Anshari & Prastya, 2014). In their research suggests that in the new era, all the print-
oriented sports newspaper need to growth and try to use internet as the successful key. The 
research also indicates that there are two print media still in contention, one of them is BOLA. 
In the brief observation that has researchers do, until 10th March 2018 BOLA is still published. 
BOLA is the first sports media and became a pioneer in sports-themed media which is managed 
well and easy to get the acceptance. 

 The phenomenon that BOLA newspaper is still exist and surviving on the internet era in 
Indonesia, make researchers interested in knowing how the media can survive in the midst of 
the convergence that makes print media increasingly eroded and the individual commandments 
themselves began to fall, especially seen from the activities the promotion does. Promotion is 
one of the things that are very important because it is related to the benefits that will be retrieved 
by the company. The company certainly should be able to design the proper promotion mix in 
achieving the objectives of the company, as for one of the purposes of the company are able 
to attract consumers to buy the products offered. In addition, researchers also want to how 
strategy convergence that BOLA applies in the existence as the oldest sports print media in 
Indonesia in the face of the digital age media. 

 This becomes interesting because Indonesia is known as the third countries in the world 
that the population is very love to see and know anything about football.  Also, these purposes 
of research can capture the context of how one of print media can be surviving by combining 
technological advances to embrace Indonesia society. This research gives an outline of the main 
issues that are sourced to the existence of a media strategy in the digital age, do the problem 
formulation is: How BOLA newspaper apply the promotion and convergence strategies to 
survive in the digital age?

THEORETICAL REVIEW
Strategy of the Media Existence

 According to Flew (2008) the concept of existence in human social life, and especially the 
most important is the state of existence of himself or herself. The existence can be interpreted 
as something that is considered of mankind is not static but always be moving. The media that 
it can still maintain its existence should keep moving and dynamic to follow the movements of 
the age.

 Regardless of the differences in predictions that print media will continue to grow or not, 
certainly the phenomenon of the print media collapsing is an early warning for the industry 
to immediately devise some best strategies for maintaining their existence in the midst of an 
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increasingly tight competition. The development of the new media era is marked by the rise of 
online media has led to a growing industry than print media such as newspapers and magazines 
(Lievrouw & Livingstone, 2006). The print media at the beginning of the era of the Reformation 
had sprouted a tub of mushrooms in the rainy season due to the opening of the tap is freedom 
of the press through a press law number 40 of the year 1999, now start decreased because they 
can’t compete with the new media. 

 At least there are some strategies that should be done by the print media industry to achieve 
that end. However, especially from some of the strategies that are, first, the print media should 
do the convergence technology (Straubhaar, LaRose & Davenport, 2009). This is important 
because of the way the public in consuming media has changed drastically. The presence of 
smart phones, making the community no longer dependent on newspapers, magazines, 
television, and radio, to consume information. With the development of smart phones, all forms 
of information from conventional media, it can be accessed with ease, as if all the information 
is there in the grip (Jenkins & Thornburn, 2003). In addition to the convergence of technology, 
efforts to maintain the existence of the print media is to strengthen its content. One that can 
be done to these goals is by applying the current investigative journalism is still not popular 
enough performed by online media, as well as familiarize editors to produce in-depth coverage 
of the work.

Promotional Mix

 According to Kotler and Keller (2012) definition of promotion is a means by which companies 
seek to inform, persuade and remind consumers either directly or indirectly, on the products 
and brands they sell. Promotion is one of the factors determining the success of a marketing 
program. No matter how good a product, when consumers have never heard of the product 
and not sure that it would be useful for them, then they will never buy it. As for promotional 
activities can be done in several ways with the promotion mix. Kotler & Keller (2012) suggested 
that the promotional mix includes eight elements, including personal selling, public relations 
and publicity, sales promotion, direct marketing, advertising, events and experience, interactive 
marketing, and word of mouth marketing.

 Personal selling is the direct communication (face-to-face) between seller and prospective 
customers to introduce a product to prospective customers and establish customer 
understanding of product so that they will then try and buy it. Cutlip, Center, & Broom (2011) 
suggested that the personal selling is a process that helps and persuading one or more prospects, 
to purchase the product, in the form of goods or services, or to act in an idea through the use of 
the presentation oral. Gane (2008) added that there were some of the main tools in community 
relations marketing promotion, namely: publication. The material of publications includes 
annual reports, brochures, articles, company magazines, periodic reports, as well as audio visual 
material. The company can draw attention to a new product or other marketing activities by 
organizing special events such as news conferences, exhibitions, contests, competitions, and a 
Memorial Day.

 Through sales promotions, the company can attract new customers, affecting its customers 
to try new products, encourage customers buy more, attacked the promotional activities of 
competitors, increasing impulse buying (purchase without a plan before), or seeks closer 
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cooperation with retailers (Gane, 2008). Types of sales promotions are some promotional tool 
alternative sales oriented towards the consumer: coupons, deals, premium, and contest, and 
loyalty programs, point of purchase, price cuts, and placement product. Direct marketing is a 
marketing system that is interactive, which utilizes one or more advertising media to cause a 
measurable response or transaction at any location. 

 In direct marketing, promotional communication is indicated directly to individual 
consumers with the goal of keeping the messages addressed consumers are concerned either 
by phone, mail, or by coming directly to the place (Cutlip, Center & Broom, 2011). Direct 
marketing is the use of direct channels .

 For reaching out and hand over the goods and services to customers without the use of 
intermediary marketing. These channels include direct mail, catalogs, telemarketing, interactive 
TV, kiosks, internet sites, and moving equipment (mobile device). 

 Advertising is a form of impersonal communication that are used by the company’s goods 
or services. The role of advertising in marketing is to build awareness to the existence of the 
products or services offered, increasing consumer knowledge about the products or services 
offered, persuading prospective consumers to buy or use of such products or services, and 
company distinguish itself with other companies that support the positioning of a product or 
service (Gane 2008). 

 Kotler & Keller (2012) also wrote that events and experience is an activity and company-
sponsored programs designed to create interactions daily or special brand-related interactions 
with consumers, including arts, entertainment and sports causes of the event or activity to be 
less formal. As for the types of events and experience are sports, entertainment, festivals, art, 
charitable activities, and the activity on the streets.

 According to Kotler & Keller (2012) interactive online marketing online programs and 
activities are designed to engage customers or prospects and directly or indirectly raise awareness 
improve image or create sales of products and services. As for channels of interactive marketing 
can be through the company’s website and online advertising. Word of mouth communication 
is a form of communication that engages individuals in sharing information with others in 
verbal form, including face-to-face, telephone and internet (Gane, 2008). Communication of 
the word of mouth is more persuasive because the sender of the message does not have an 
interest at all over the actions of the recipient after that.

Media Convergence

 The development of digital technology is pushing the conventional media to do convergence. 
The convergence of media is one of the development of mass media which involves many 
factors technology in it. Media convergence occur because driven by advances in technology, 
particularly online media, the function of the media and media competition. The convergence 
of media is a program that can accommodate multiple media channels so that the same content 
can be accessed via multiple media. Because the function of the media is the same but each 
having different character. With the convergence of industrial structure is achieved it will be a 
strong and broad target (Albarran, Olmsted, Svlvia, Wirth, 2006).
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 In the convergence of journalism is known the existence of the three models according 
to Grant (2009) convergence newsroom, newsgathering, and convergence of content. First, 
the convergence newsroom. In this convergence of different platform journalist, e.g. from 
newspapers, online, and television to unify itself in one space the news production. Their task in 
accordance with its media platform. Second, is the convergence of news gathering. In running 
this model, a journalist required for being able to reach the level of multitasking. 

 Through specialized training, journalists need to be able to do the job done by the media 
with other platforms in a single group. For example, a print reporter should be able to make 
the news for print, online, and at once for television. It also demanded to take photos or video. 
Third, the convergence of Content. The news is finally presented in the form of multimedia, 
which is a combination of text, images, audio, video, blogs, podcasts, or slide show. The options 
are growing. Today, the convergence of content was very young or new starts. However, we can 
peek at the future through the innovative website

 Citing the Grant and Wilkinson (2009) in his book Understanding Media Convergence says 
the two wrong becomes a factor or digitize media convergence are digital network infrastructure 
development costs become lower. Also, there are advances in digital technology that the daily 
cost is becoming increasingly cheaper, so convergence actually helps with the business or 
economic media. Model convergence media of Grant was also related to the business of media 
and somehow related to apply in the media themed sport that are falling down and began to be 
abandoned by their loyal readers (Boyle & Haynes, 2009). 

METHODOLOGY

 In this study, the researchers tried to explain on the basis of the results of the findings of 
existence strategy of the media represented by this mix of promotion as well as the convergence 
strategy, that applied by BOLA in maintaining their life in the middle of the rise of online media.  
The approach that used in this study is a qualitative approach to the types of descriptive research 
(Wimmer & Dominick, 2011) to explain the application of the concept of the promotional 
strategy and the convergence strategy of BOLA. 

 This research will include data in the form of explanations of the resource persons. The data 
can be derived from the interviews, field notes, photographs, videotape, personal documents, 
notes or memos, and other official documents. The unit of analysis that is examined is the 
head daily editorial and head of marketing division. Where researchers conduct interviews 
with 2 resources which consists of; Riemantono as head editor-in-Chief of BOLA that play an 
important role in every movement of the content in newspaper. 

 In addition, researchers also interviewed Bernard Sitorus as the head of marketing of BOLA 
which explains the details about their steps in making the BOLA still exist. In addition to using 
the data the results of the interviews, researchers also use study examining the document with 
all kinds from official website as well as social media. 
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RESEARCH RESULTS

The Implementation of Promotion Strategy in BOLA.

 BOLA newspaper has consumer segmentation, as seen from the sex, then the BOLA reader’s 
majority are male. BOLA’s company profile also mentioned that in terms of age, of BOLA readers 
ranged in ages 20 to 29 years old. In carrying out its business for over 31 years, BOLA uses eight 
elements in promoting the promotion mix of BOLA itself. Elements of personal selling are done 
by using Sales Promotion Girl as the person in charge to do the promotional of newspaper. 
These promotional activities carried out by means of direct sales by holding Sales Promotion 
Girl that offers BOLA to prospective customers especially in some special events or in daily 
events.

Figure 1. The activities of the Personal Selling BOLA by sales promotion girls.

 In carrying out promotional activities, BOLA used the public relations and publicity to keep 
good relations with parties outside the company (public). The continuity of good relations with 
the various parties is important one of these is the community, by organizing various activities 
including BOLA Goes to Campus, watching football match together, or gathering community

Figure 2. Event of BOLA Goes to Campus’s poster.



Human Communication 133

 BOLA also using sales promotions by utilizing a variety of tools, including sales promotion 
through the quiz was given the name “Surefire Predictions”, coupons, vouchers, and discounts
informative rather than persuasive. 

 Figure 3. Coupon in the form of free tickets Indonesian Football Match.

 Direct marketing is done by BOLA that offers direct to consumer potential candidates to 
buy the BOLA newspaper. This is similar to that expressed by Benhard Sitorus in interview 
excerpts are as follows:

“...should be, so the duty to do direct marketing department this is a CAD. The 
Department offers direct to audience CAD potential to purchase the BOLA”.

 To offer a product to the potential consumers for BOLA, the promotion division using 
multiple channels such as email, SMS, television, radio, and websites. BOLA newspaper also 
using a barter system for advertising to promote its products. The barter system is between the 
advertising media, including BOLA exchange to advertise in other media. For example, BOLA 
advertises radio Sonora on some special edition of BOLA and otherwise the radio Sonora 
advertises BOLA through the broadcasts and giving some special sports programs.

Figure 4. The broadcast process of BOLA on the Radio Sonora FM
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 BOLA also organizes events and experience in the form of programs or activities such as 
sports, entertainment, as well as charitable activities. As for the example of sporting activities 
namely BOLA rolling out event CFD (Car Free Day), such as the poster below:

Figure 5. Design poster of Car Free Day event.

 Interactive marketing’s element in the promotional mix is also applied by BOLA in an 
attempt to do the promotion. As for the media used in interactive marketing this is through 
social media like Facebook, Twitter, YouTube, and Instagram. 

Figure 6. The display of BOLA’s Facebook Homepage.

 For the word of mouth elements, in 2005 up to 2017 BOLA ever used this type of marketing 
by using some athletes such as Bambang Pamungkas who is a football player and the former 
captain of Indonesian national football team. These athletes will be making a testimonial 
demonstrated to prospective consumers about the superiority of BOLA as the one and only 
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sports newspaper in Indonesia, compared to other sports print media or other sports media. 
 In addition, athletes will also recommend and encourage prospective consumers to start 
buying and reading the BOLA. The tight business competition faced by companies in particular 
industrial company in mass media, make the company must perform a wide variety of ways to 
win the competition so that his business can keep going with well, that is one with the promotion. 

 All promotional elements are applied by BOLA in accordance with expressed by Kotler 
& Keller (2012:478) that includes eight promotional mix elements, including personal selling, 
public relations and publicity, sales promotion, direct marketing, advertising, events and 
experience, interactive marketing, and word of mouth marketing. Thus, the BOLA implements 
all of the elements in its promotional activities.

The Implementation of Convergence Strategy in BOLA.

 The Model of convergence media strategy by Grant (2009) was also related to the business 
of media. By doing the convergence of media the company can press the production costs and 
also their human resources. As the merger of the space production of some platforms, and 
journalists should be multitasking, they need to be able to work on more than one platform or 
line of work. Hence convergence is also used as a form of emphasis costs by media. 

 In the newsroom convergence, there are different platform journalists: newspapers, online, 
and television to unify itself in one space the news production. BOLA has already done 
some changes to be able to continue to survive as the largest sports media. BOLA doing the 
convergence where the current media already had multiple platforms by working with other 
companies that are still one group with Kelompok Kompas Gramedia, such as radio channel is 
teaming up with Sonora FM and the television who work with Kompas TV. 

 The convergence create BOLA became biggest sport newspaper, trusted in many platforms 
in the field of media can also help the development of sports in Indonesia. It also conducted for 
survival in the digital age that is currently going on. One way with air-multiplatform because 
that way BOLA can follow the market and can maintain the newspaper existence. The following 
image shows the changes in the BOLA:

Picture 7. The form of multiplatform in BOLA
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 In addition to performing with various newsroom convergence platform BOLA newspaper 
also do convergence by holding events with invite also invited communities in the newspaper. 
Convergence newsroom also utilized the BOLA to do promotions and sales. With so many 
platforms certainly, BOLA can do to better utilize promotional platform. That strategy shows in 
the interview with Marketing Manager of BOLA, Benhard Sitorus:

“… sure, we took benefit from social media, because of the large user traffic, we utilize 
the total followers, for example we started the promotion in the afternoon hours, promo 
products for instance will rise with this cover, theme, poster or Special Edition, While 
the regular content, if the content is usually a longer hot due to its real time as digital 
media ...” 

 Social media platform also used by BOLA to improve sales promotion of newspaper by 
using a great traffic from social media then presents a compelling news footage that will be 
published in print media as well as increase the number of readers by also presenting the news 
content that is being hot in social media. Convergence newsroom is also used by BOLA to 
attract advertisers. Ads that get in on BOLA is shown in the two platforms or cross platform. 
So, ads in the media would be aired in another media platform that owned by BOLA and that 
becomes more valuable from attracting advertisers to advertise on their media. BOLA harness 
their convergence strategy to become the attraction of the medium in attractive markets also 
towing the advertisers. BOLA still utilize their multiplatform to become an attraction for 
advertisers in BOLA where they do bundle advertising by way of serving ads on two platforms 
at once that made the ad becomes more widespread coverage both from the region or target 
market.

 In running the convergence of newsgathering, a journalist required for being able to reach 
the level of multitasking. Through specialized training, a journalist needs to be able to do the job 
done by the media with other platforms in a single group. For example, a print reporter should 
be able to make the news for print, online, and at once for television. It also demanded to take 
photos or video. BOLA also apply this kind of convergence strategy. The journalist of BOLA is 
no longer just looking for news only to print but should be multitasking with the other media, 
like the online media: bolasport.com which also relate to the platform from the newspaper. 

 The strategy certainly can reduce the cost of improvements to the way of BOLA journalists 
who should be able to overlook the multitasking and also ship via multiplatform owned, for 
example, when covering the World Cup news BOLA will send one journalist to write the football 
news for the newspaper and also the online media and sometimes the journalist will be able to 
announce the results and the situation in the field by broadcasting the news on Sonora radio, as 
claimed by Benhard Sitorus:

“… we got efficiency in systems of newsroom, so reporters are should be multitasking 
by sending sports news not only for the print media, but also needs to cover the online 
media and sometimes the broadcast media also, three media in one report. “

 The journalist required to be able to do multitasking reports because there are many 
platforms of BOLA and the reporter also should be able to also fill and update the news on the 
other platform. So, not only just take snapshots and in-depth news for print, but also video to 
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digital media. The newspaper also has many journalists, so every day they also need to send 
many news for the other platforms. The following figure will reinforce the statement:

Figure 8. The News on bolasport.com and newspaper wrote by BOLA journalist Suci Rahayu.

 Last one, the convergence of content. The news is finally presented in the form of multimedia, 
which is a combination of text, images, audio, video, blogs, podcasts, or slide show. The options 
are growing. Today, the convergence of content was very young or new starts. However, we can 
take a peek of the future through an innovative website. BOLA keep its existence with one way, 
namely by presenting news content fixes deeper but not detached from the side of the news 
feature. So, besides the news presented should still have a lot of information as well as in-depth 
but must also keep providing entertainment or entertainment. 

 BOLA also did a survey on customer satisfaction in the convergence of the content to 
know the extent to which customers love the content served by the newspaper. The survey can 
improve the content by listening and read some criticism and suggestions from the customers 
either through social media: Facebook and twitter or via personal email and chat platform like 
WhatsApp.
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Figure 9. The survey on BOLA Facebook’s page.

 BOLA in the convergence of content received advice as well to determine the content or 
themes to be presented or aired both in their print media as well as in digital media. So, the later 
theme news in accordance with the wishes of the majority of readers and subscribers. BOLA 
also utilize social media in doing the convergence of content as the largest and oldest sports 
media. Riemantono as the chief editor says that BOLA takes a lot of benefits from media social 
media and also utilizes YouTube account:

“… the millennial generation is facing, which is not only more often access information 
from mobile and tablet there are also too much access from social media that we tried. 
After using Facebook, Twitter, and Instagram, we also using YouTube as the channel. “ 

 BOLA is using social media to be able to sustain its existence especially among the millennial 
generation is the generation that is accessing the news or information via gadgets like laptops, 
smartphones, tablets and more. At this time BOLA began more serious to make use of social 
media that make the viewer, visitors or followers is currently growing quite significantly. In 
fact, BOLA Management (2018) also formed a team of multimedia for social media from the 
newspaper to handle the circulation of the news that currently more active on social media and 
YouTube account. 

 BOLA also works with Sonora radio for making a quiz over the radio then the answer can 
be given through the social media. The YouTube channel also presents information by referring 
many sports influencers in Indonesia such as athletes, the sports presenter, and sports journalist 
to influence the audience in the video display through the YouTube channel. The convergence 
of BOLA is also impacting on the business side especially from the advertisers. 

CONCLUSION 

 For old media like newspaper, there are several ways to survive in this digital age. But 
whatever it is, the first key is try to join in the new era by combining internet into the media and 
the company. However, internet is the potential key to survive in the media industry in this new 
era. BOLA as the oldest sport themed newspaper in Indonesia are trying so hard to continue 
their legacy for their loyal readers in the print media industry. First of all, BOLA survives to 
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become the sport media that only focused on the newspaper area for giving information to the 
public. Until two years ago they gave up by the reality that nowadays internet is the highway to 
survive in this industry. By that time, BOLA tries to adapt the new technology on their product.

 Form that moment, BOLA try to apply the convergence strategies for their product. By using 
the theory from Grant (2009), BOLA already applying the theory by make a good combination 
with other medias like, Sonora Radio, Kompas TV, Kompas.com as their brother in the Kompas 
Gramedia group. BOLA also adapt the newsroom convergence, newsgathering and the content 
by optimize their journalist. Every reporter in BOLA needs to create and report a news for many 
platforms such as BOLA the newspaper, Bolasport.com (the online media), and all BOLA’s 
social media. The greatest advance of BOLA is the creation of Bolasport.com as their digital 
platform that give another dimension and level of the new.

 In the other hand BOLA also applying the promotion strategy by showing some different 
range of promotion of their product for their customers. Social media became the key to promote 
the newspaper from different angle for different target market. In the old days, BOLA is famous 
for the old people, but nowadays by applying the social media and interactive online marketing, 
BOLA try to reach the young readers. By develop their product into another platform, BOLA 
also grab some new kind of advertisement. The advertiser is happy to sell their product in 
BOLA, because their product can be seen in several media at once.
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