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ABSTRACT

Industry 4.0 is a name for the current trend of an automation and data exchange in
manufacturing technologies. It includes cyber-physical systems the internet of things
(10T), cloud computing and cognitive computing. The readiness of the people in
organisation is at critical stage in order to run the organisation smoothly. This study aims
to explore the acceptance and use of new media among corporate communication
practitioners and to examine the influence on organizational citizenship behaviour. The
study employs quantitative methodology of cross sectional — correctional survey. A set of
questionnaires containing 4 sections measuring all instruments in the study were
conducted on 268 corporate communication practitioners. Off 268, 62 males and 206
females selected using stratified random sampling among corporate communication
practitioners working with MNC’s in Malaysia. For data analysis, SPSS statistical
software was utilized for preliminary data processing and Structural Equation Modelling
(SEM) of AMOS was used for exploratory data analysis and multi-correlational analysis.
There are 16 hypotheses developed in the study. All hypothesis is accepted due to its
significance. However, further findings lead to 3 constructs to be dropped due to its
fitness in full CCNA model [NMEE, CCSB & OCB]. Testing on the three mediators
[NMPE, CCUB and CCSB] is partially mediate between the two variables.
Demographical factors [Gender, age, working experience & level of Education] moderate
the relationship in the full model. Therefore, the final contributions of Corporate
Communication New Media Acceptance (CCNA) model consist of five final constructs
[NMSI, NMFC, NMPE, CCBI & CCUB]. The CCNA model are expected to assist
corporate communication practitioners in improving their performance as well as towards
Ministry of Higher Education in revising the structure by highlighting the importance of
new media & Ministry of Human Resource will benefit from the study to increase
company efficiency, productivity and contribute to high gross domestic profit (GDP) and
policy amendment based on current demand and new media usage in industrial practices
moving forward in fulfilling industry 4.0.



TABLE OF CONTENTS

CONFIRMATION PANEL OF EXAMINERS
AUTHOR’S DECLARATION

ABSTRACT

ACKNOWLEDGEMENTS
TABLE OF CONTENTS
LIST OF TABLES

LIST OF FIGURES

LIST OF ABBREVIATIONS

CHAPTER ONE: INTRODUCTION TO THE STUDY

11
1.2
1.3
1.4
1.5
1.6
1.7
1.8

Overview

Background of the Study

Problem Statement

Conceptual Framework and Research Framework
Research Objectives (RO)

Research Questions (RQ) and Research Hypotheses (RH)
Research Hypothesized Model

Variable Conceptual and Operational Definitions

18.1
1.8.2
1.8.3
1.8.4
1.8.5
1.8.6
1.8.7
1.8.8

New Media Performance Expectancy (NMPE)

New Media Effort Expectancy (NMEE)

New Media Social Influence (NMSI)

New Media Facilitating Conditions (NMFC)

Corporate Communication Behavioural Intention (CCBI)
Corporate Communication Use Behaviour (CCUB)
Corporate Communication Sharing Behaviour (CCSB)

Organisational Citizenship Behaviour (OCB)

Vi

Page

Vi
Xiv
XViii

XXii

© oo o1 A~

16
16
17
18
18
18

19
19
20



1.9  Scope of Study 21
Page
1.10 Significance of the Study 21
111 Summary 23
CHAPTER TWO: LITERATURE REVIEW
2.1 Introduction of Internet and New Media used 25
2.1.1 Internet Used in Organisation 26
2.1.2 Internet and New Media 27
2.1.3 Internet usage in Malaysia 28
2.1.3.1 The Importance of Internet to its users 30
2.1.3.2 The Contributions of New Media and organisations 31
2.1.4 Internet and Multinational Corporations 32
2.1.4.1 The Evolution of the Multinational Corporations 33
2.1.4.2 Innovation in Multinational Corporations in Information Age 34
2.1.4.3 Issues Relating to Multinational Corporation (MNC) 36
2.1.5 New Media Used in Organisation 36
2.1.5.1 Contributions of New Media towards Organisation 37
2.1.5.2 New Media Used in Malaysia’s Organisation 39
2.1.5.3 New Media Used in Multinational Corporations (MNC) 40
2.1.6 Corporate Communication Practitioners Responsibility 42
2.1.6.1 Corporate Communication Practitioners and New Media
Usage 43
2.1.6.2 Corporate Communication Practitioners Profile of New
Media Acceptance in Malaysia 44
2.1.7 Advantages of New Media to Corporate Communication Practitioners 45
2.1.8 Disadvantages of New Media to Corporate Communication
Practitioners 46
2.1.9 Corporate Communication Practitioners Acceptance and Actual Used
on New Media: Case Study Examples 46
2.2 Corporate Communication Roles and the usage willingness to share 49

Vil





