
FBM

2025

Insights
FACULTY  OF BUSINESS AND MANAGEMENT
UNIVERSITI TEKNOLOGI MARA, CAWANGAN KEDAH

VOLUME 12



ii

FBM INSIGHTS

Faculty of Business and Management

Universiti Teknologi MARA Cawangan Kedah

e-ISSN 2716-599X

The editorial board would like to express their heartfelt appreciation for the contributions
made by the authors, co-authors and all who were involved in the publication of this bulletin.

Published by : Faculty of Business and Management,

Universiti Teknologi MARA Cawangan Kedah

Published date : 9 October 2025

All rights reserved. No part of this publication may be reproduced, copied, stored in any
retrieval system or transmitted in any form or by any means, electronic, mechanical,
photocopying, recording or otherwise, without the prior permission from the Rector, Universiti
Teknologi MARA Cawangan Kedah, Kampus Sungai Petani, 08400 Merbok, Kedah,
Malaysia.

The views, opinions, and technical recommendations expressed by the contributors and
authors are entirely their own and do not necessarily reflect the views of the editors, the
publisher and the university.



iii

FBM INSIGHTS EDITORIAL BOARD

Advisor
Dr. Yanti Aspha Ameira binti Mustapha, Universiti Teknologi MARA Cawangan Kedah

Chief Editor
Dr. Zuraidah binti Mohamed Isa, Universiti Teknologi MARA Cawangan Kedah

Dr. Norhidayah binti Ali, Universiti Teknologi MARA Cawangan Kedah

Managing Editor
Dr. Azyyati binti Anuar, Universiti Teknologi MARA Cawangan Kedah

Puan Nurfaznim binti Shuib, Universiti Teknologi MARA Cawangan Kedah
Puan Nurul Izzati binti Idrus, Universiti Teknologi MARA Cawangan Kedah

Editors
Dr. Dahlia binti Ibrahim, Universiti Teknologi MARA Cawangan Kedah
Dr. Roziyana binti Jafri, Universiti Teknologi MARA Cawangan Kedah

Puan Rosliza binti Md. Zani, Universiti Teknologi MARA Cawangan Kedah
Puan Najah binti Mokhtar, Universiti Teknologi MARA Cawangan Kedah

Puan Yong Azrina binti Ali Akbar, Universiti Teknologi MARA Cawangan Kedah
Puan Hanani binti Hussin, Universiti Teknologi MARA Cawangan Kedah

Puan Shakirah binti Mohd Saad, Universiti Teknologi MARA Cawangan Kedah
Puan Wan Shahrul Aziah binti Wan Mahamad, Universiti Teknologi MARA Cawangan Kedah

Puan Syukriah binti Ali, Universiti Teknologi MARA Cawangan Kedah
Dr Rabitah binti Harun, Universiti Teknologi MARA Cawangan Kedah

Puan Fatihah Norazami binti Abdullah, Universiti Teknologi MARA Cawangan Kedah
Puan Jamilah binti Laidin, Universiti Teknologi MARA Cawangan Kedah

Dr. Norhafizah binti Abdul Halim, Universiti Teknologi MARA Cawangan Kedah

Manuscript Editor
Dr. Siti Norfazlina binti Yusof, Universiti Teknologi MARA Cawangan Kedah
Dr. Berlian Nur binti Morat, Universiti Teknologi MARA Cawangan Kedah

Secretary
Puan Intan Nazrenee binti Ahmad, Universiti Teknologi MARA Cawangan Kedah

Puan Syahrul Nadwani binti Abdul Rahman, Universiti Teknologi MARA Cawangan Kedah

Technical Board
Dr. Afida binti Ahmad, Universiti Teknologi MARA Cawangan Kedah

Graphic Designer
Dr. Shafilla binti Subri, Universiti Teknologi MARA Cawangan Kedah



iv

TABLE OF CONTENTS

Editorial Board………………………………………………………………………………………..iii

1. UNMASKING TOXIC LEADERSHIP FROM A HUMAN RESOURCE
PERSPECTIVE
Nurul Hayani Abd Rahman, Shaira Ismail & Nani Ilyana Shafie

1

2. UNEMPLOYMENT CHALLENGE AMONG UNIVERSITY STUDENTS
Azfahanee Zakaria & Sarah Sabir Ahmad

4

3. FACTORS THAT TRIGGER IMPULSE BUYING IN SOCIAL MEDIA
COMMERCE
Fatihah Norazami Abdullah

7

4. ARTIFICIAL INTELLIGENCE’S IMPACT ON GENERATION ALPHA’S
HIGHER EDUCATION EXPECTATIONS
Nurliyana Abas, Hanani Hussin & Azira Rahim

11

5. SOCIAL MEDIA: GENERATIONAL TRENDS AND STRATEGIES
Norhidayah Ali, Azni Syafena Andin Salamat & Suhaida Abu Bakar

17

6. STRONGER FINANCES, STRONGER LIVES: BUILDING HEALTH
THROUGH ECONOMIC RESILIENCE
Nor Razuana Amram, Muhammad Asyraaf Hashim & Nuraina Nadia Rosli

19

7. RESEARCH TREND IN CUSTOMER-BASED BRAND EQUITY (CBBE) AND
ITS CONTRIBUTING FACTORS
Musdiana Mohamad Salleh & Etty Harniza Harun

22

8. UNDERSTANDING THE ENTREPRENEURIAL MINDSET AMONG
STUDENTS: A REVIEW
Nur Diana Hassan & Siti Fairuza Hassam

26

9. BANK-BASED SHORT-TERM FUNDS: SUPPORTING WORKING CAPITAL
AND BUSINESS CONTINUITY
Anita Abu Hassan, Mohd Syazrul Hafizi Husin & Rosliza Md Zani

30

10. THE POSITIVE IMPACTS OF BOYCOTTS: ESSENTIAL INSIGHTS FOR
MALAYSIAN BUSINESS
Shakirah Mohd Saad

33

11. CLICK TO EAT: UNDERSTANDING USERS’ BEHAVIORAL INTENTIONS
Mohd Najmie Osman, Norhidayah Ali & Azyyati Anuar

36

12. WHEN BANKS LOSE THEIR HUMAN TOUCH
Anita Abu Hassan & Mohd Syazrul Hafizi Husin

38

13. AT THE EDGE OF CODE AND CONSCIENCE: LEADERSHIP IN THE AGE
OF AI
Hafizah Besar Sa’aid & Kardina Kamaruddin

40



v

14. BLOCKCHAIN USAGE IN MANAGEMENT: MALAYSIAN PERSPECTIVES
AND APPLICATIONS
Mohd Fazil Jamaludin, Mohd Shafiz Saharan & Khairul Azfar Adzahar

44

15. WATCHING THE WATCHERS: PRIVACY CONCERNS AS A BRIDGE
BETWEEN SURVEILLANCE AND TRUST
Hanani Hussin, Nurliyana Abas & Norafiza Mohd Hardi

49

16. KPIs VS. PEOPLE: STRIKING A BALANCE BETWEEN TARGETS AND
TALENT
Rosliza Md Zani, Shakirah Mohd Saad & Abd Rasyid Ramli

55

17. EARLY RETIREMENT: A BLESSING OR A BURDEN?
Wan Shahrul Aziah Wan Mahamad & Ramli Saad

57

18. THE GIG ECONOMYAND LABOR RIGHTS IN MALAYSIA: BALANCING
FLEXIBILITY WITH SECURITY
Jamilah Laidin, Nor Azira Ismail & Shahiszan Ismail

61

19. DIGITALIZATION OF FINANCIAL ADVISORY THROUGH ROBO-ADVISORS
Chaleeda Som Sak

64

20. FINANCIAL LITERACY IN A CHANGING ECONOMY: A MALAYSIAN
PERSPECTIVE (2020–2024) LITERATURE REVIEW
Fauziah Mohamad Yunus & Azlin Azman

67

21. ASSESSING THE ROLE OF CASH TRANSFER PROGRAMS IN
ADDRESSING MALAYSIA’S COST-OF-LIVING CHALLENGES
Nor Azira Ismail, Jamilah Laidin & Shahiszan Ismail

71

22. THE IMPACT OF FOMO ON THE PERFORMANCE OF GENERATION Z
Nurul Izzati Idrus & Nurfaznim Shuib

73

23. BRIDGING THE DIGITAL DIVIDE IN OFFICE RECORDS MANAGEMENT: A
POST-PANDEMIC IMPERATIVE
Nurfaznim Shuib & Nurul Izzati Idrus

76



17

SOCIAL MEDIA: GENERATIONAL TRENDS AND STRATEGIES

Norhidayah Ali
Faculty of Business and Management, Universiti Teknologi MARA Cawangan Kedah

norhidayah@uitm.edu.my

Azni Syafena Andin Salamat
Faculty of Administrative Science and Policy Studies, Universiti Teknologi MARA Cawangan

Kedah
azni_syafena@uitm.edu.my

Suhaida Abu Bakar
Academy of Contemporary Islamic Studies, Universiti Teknologi MARA Cawangan Kedah

suhaida596@uitm.edu.my

INTRODUCTION

Nowadays, social media has become a critical part of how businesses interact with their
customers. It offers plenty of ways to engage, advertise to the target markets, and share
meaningful content. Platforms like Facebook, Instagram, TikTok, and LinkedIn help brands
reach a diverse range of people, from the digitally native Generation Z (Gen Z) to Millennials
who mix experience with technology, and the more traditional Generation X (Gen X). However,
to truly make an impact, companies need to understand what each generation wants and how
they behave online. Creating content that’s tailored and based on real data helps build trust,
engage people, and encourage them to take action. Since social media changes rapidly,
businesses must remain flexible, collaborating with influencers, using smarter ads, and
constantly adjusting to what their audience expects. In essence, by paying close attention to
these generational trends, companies can strengthen their presence and maintain it over time.

SOCIAL MEDIA TRENDS, GENERATIONS, AND STRATEGIES

Businesses that seek to perform on social media in 2025 must understand how different
generations use these platforms. Take Generation Alpha (born 2010–2024), for example, they
have grown up with technology surrounding them and favor video apps. Studies by Cropink
(2025) revealed that 93% of them watch YouTube and 85% use TikTok for quick, fun videos.
Thus, brands seeking to connect should focus on making engaging, visually rich content.
Meanwhile, Gen Z (1997–2010) values honesty and stories told through images and videos.
Their favorite platforms include Instagram (65%), YouTube (68%), and TikTok (75%). Almost
half of them even use these apps instead of traditional search engines, which changes how
companies need to reach them. Moreover, Millennials (1981–1996) often use social media for
both personal and work reasons. They mostly socialize on Facebook (67%), Instagram, and
LinkedIn. At the same time, older generations like Gen X (1965–1980) and Baby Boomers
(1946–1964) tend to prefer platforms they are familiar with, such as Facebook and YouTube.
For instance, 74% of Gen X and half of Baby Boomers still use Facebook regularly, while 70%
of Gen X and 60% of Boomers watch YouTube (ClearVoice, 2025). These groups usually prefer
clear, simple content and respond well to more traditional marketing styles.
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Furthermore, social media is crucial for service providers seeking to share success
stories, testimonials, and helpful content that foster trust and visibility (Tuten & Solomon, 2021).
Trust is built through authentic engagement, and visibility is enhanced through strategic content
dissemination. When companies interact personally and offer content that feels relevant, they
can build stronger bonds with and visibility. Additionally, influencers play a vital role here as
well. They help brands reach more people through real, relatable content that sparks genuine
interest and positive word-of-mouth online (Delbaere et al., 2021). In addition, targeted ads
enable businesses to aim their campaigns at the right audience, which often yields better results
(Chaffey & Ellis-Chadwick, 2022). This is attributable to the fact that targeted advertising uses
data such as demographics, interests, and suitable social media platforms to reach people who
are more likely to respond positively. Accordingly, by focusing on a specific group rather than a
broad audience, businesses can reduce wasted ad spend and increase the chances of
generating leads, sales, or other desired outcomes. Knowing how different generations prefer to
use social media is essential. Millennials and Gen Z like visually exciting platforms like
Instagram and TikTok, while Gen X and Baby Boomers tend to favor relationship-focused and
informative content on Facebook and LinkedIn (Karaarslan & Nacar, 2024). Therefore, by
matching their approach to these preferences and focusing on trust and education, businesses
can boost engagement, build loyalty, and thrive.

CONCLUSION

In conclusion, social media marketing performs best when companies understand how
different generations think and behave online. From Generation Alpha’s love for videos to Gen
Z’s desire for honest storytelling, and the more fact-driven, relationship-focused content
preferred by Millennials, Gen X, and Baby Boomers, the key is adapting strategies to fit each
group. Using personalized content, influencer partnerships, and smart advertising tools helps
brands build trust, connect with audiences, and increase sales. As social media keeps evolving,
companies must stay flexible and responsive to these changes, as it will be critical for success.
In essence, brands that excel will engage more people, create loyal customers, and secure their
place in the future of social media platforms.
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