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EDITOR'S NOTE
First and foremost it is never too late for me to wish everyone a happy and promising new
year 2022. Although we are still being surrounded by Covid-19, we are still observing our
SOPs and never take this virus for granted.
This chapters in book is mainly focusing on how business records management functions
and the applications of social media in organizations. All articles that are included in this epublication are taken from research papers that have been done from 2011 to 2022. All of
these articles are in the scope of “Social Media Engagement: is it a Need or a Want in
Business Records Management”.
The importance of good review paper is it can refine the state of knowledge, describe clear
contradictions, recognize needed research and even create an agreement where none
existed before
The analyses of these articles are done by all of the team members thus I would like to
express my gratitude and thank you to all of their support and commitment.
Last but not the least, strike for the best and strive for excellence throughout our most
productive year in UiTM.
Have faith!
Lots of Love,
MS Suriani Jack
Chief Editor
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CHAPTER 1

IMPACT OF SOCIAL MEDIA
APPLICATION IN BUSINESS
ORGANIZATIONS
Anjelica Renny ak Sila
Suriani Jack

The internet profoundly affects how individuals
communicate and build relationships today. The
industry has shifted from traditional corporate
communications practices to public relations utilizing
social media platforms. It is the new frontier in doing
business since social networking was established.
Online networks and communities allow individuals to
create and share information, ideas, interest, and
other forms of expression.

Based on the article that has been studied, the issue relating to this article is the
risk of digital in social media. Social Media accounts can be prone to Breach of
security. The breaches of client confidentiality, leaks of intellectual property, and
violations of the firm's policies or codes of conduct. Violation and leaks can
devastate an organization's reputation, making customers and clients less likely
to invest in the company's products or services if the strike is severe enough. Also,
these types of leaks could lead to legal action, so social media accounts should
require strong passwords and firewall protection.

Many studies from the literature reveal that social media is used for business
development. For instance, Facebook create a reliable connection between
products and significant advertising opportunities. Blogs, generate a platform to
post comments on any event that needs to be publicized and can be utilized as a
promotional technique for customer adoption and promotions. Through social
media, companies have seen an enhancement in their brand awareness and
image. According to a researcher from India, they observed that most of 7
companies use traditional and social media to reach out their potential
customers. As, social media comes from marketing or corporate communication
department in most companies, except for one organization with its own social
media department

This research is a descriptive study using a qualitative method with the support
of literature reviews available from various sources, secondary data from
observations in online social media applications and tools, and interview forms
mailed to business development managers.
Based on the article's findings, Many studies from the literature reveal that social
media is used for business development. Facebook, YouTube, Instagram, Twitter,
and other social media play an essential role in how online users discover,
research, and share information about brands and new product businesses. An
online survey reported that around 60% of consumers who research products
online learned about a specific retailer or brand through social networking sites.
For example, Blogs generate a platform to post comments on any event that
needs to be publicized and can be utilized as a promotional technique for
customer adoption and promotions. Through social media, companies have
seen an enhancement in their brand awareness and image. A researcher from
India observed that most companies use traditional and social media to reach
out to their potential customers as social media comes from the marketing or
corporate communication department in most companies, except for one
organization with its own social media department.
It has been observed that the use of social media applications and tools has
aided businesses in better branding their products, reaching out to a larger
number of customers, and meeting their needs. Through social media,
businesses have seen increased brand awareness and image. According to
these studies, there are numerous benefits but few drawbacks. Companies can
make better use of social media by ensuring that their message is clear, that
chaos is avoided, and that their online image matches their brand image.
Marketers see social media, a popular hangout spot for many people, as a gold
mine for brand and business development and growth.
The use of social media for any business is to keep track of organizations'
competitive positions by providing vital market information and statistics for the
entire industry. Social media also encourages the exchange of knowledge and
expertise, which aids in accelerating innovation and developing new products
based on customer feedback, suggestions, and recommendations, among
other benefits.

CHAPTER 2

PROMOTING SUSTAINABLE
FINANCIAL SERVICES THROUGH
THE ADOPTION OF E-WALLET
AMONG MALAYSIAN WORKING
ADULTS
Anjelica Renny ak Sila
Suriani Jack

The 21st century marks the widespread diffusion of
mobile services stemming from the latest mobile
technologies that enable consistent connectivity to
smart mobile phone users (Karim et al., 2020). The
rapid advancement in smartphones, payment
systems, and wireless telecommunications has
significantly enhanced the means of purchase
transactions in the real world, apart from cards and
cash. The electronic wallet (e-wallet) has become the
next wave of marketing, as payments are made using
mobile devices. Using the e-wallet offers a level of
ease and speed and gives consumers a sense of
comfort and security in their purchase transactions.
The present study explored user intention toward the adoption of eWallet and the
effect of social influence on eWallet use behavior. The use of mobile payment or
eWallet has been explored using diverse theoretical models and in different
contexts. Nevertheless, further exploration should investigate eWallet adoption
among young consumers in emerging economies, such as Malaysia, as the
Malaysian government is pursuing to become a cashless economy (Tariq, 2020).
Unfortunately, eWallet adoption is scant in Malaysia. Therefore, this present study
investigated eWallet adoption among Malaysian professionals with the attributes
of eWallet predicting the intention to use and the AEWs.

Technology adoption studies use several prominent theoretical models with
different contextual and technological factors. Perceived usefulness (PU) is using
a tech-technological tool to perform tasks. Users are more likely to adopt new
technology they find useful. Perceived ease of use (PE) is key to a consumer
adopting a technology. Social influence (SI) refers to how important others think
you should use a technology. FC include access to technology resources and
technical and administrative support, which helps accept new technologies.
Compatibility (CM) is the uniformity of new technology with the user's existing
values, needs, and experiences. Finally, perceived trust (TR) influences
consumers' tech attitudes.

This study examined data collection on the effect of PU, PE, SI, FC, CM, and TR on
the INE and the AEW among working adults in Malaysia. The cross-sectional
research design was adopted to gather quantitative data from 1,156 Malaysian
working adults through an online survey conducted in April 2020. ii. Data analysis
This study designed a Google Form, which highlighted the study purpose,
reported the procedure of the study, and collected informed consent from all
respondents before survey participation. In addition, the questionnaire link was
shared across social media to capture responses.
Based on the article's findings, Technology adoption studies have utilized several
prominent theoretical models, each with different contextual and tech-related
factors that impact the adoption of technologies. The UTAUT outperformed all
the eight models using the same data by explaining 70% of the variance in users'
intention to use IT. Both perceived usefulness and ease of use (PU) are important
factors for technology adoption. PU has a significantly positive correlation with
INE to use technology. For instance, perceived usefulness (PU) was reported to
significantly affect e-learning use in India and Malaysian working adults'
willingness to use e-money as a new mode of payment.

It has been observed that the use of social media applications and tools has
aided businesses in better branding their products, reaching out to a larger
number of customers, and meeting their needs. Through social media,
businesses have seen increased brand awareness and image. According to
these studies, there are numerous benefits but few drawbacks. Companies can
make better use of social media by ensuring that their message is clear, that
chaos is avoided, and that their online image matches their brand image.
Marketers see social media, a popular hangout spot for many people, as a gold
mine for brand and business development and growth.
The electronic wallet payment system enables businesses to conduct their
operations at a low cost of financial transactions. It has advantages for all types
of companies. This payment system assists them in increasing sales by allowing
customers to pay for goods or services more conveniently and by broadening
their customer base to include those who shop online.

CHAPTER 3

SOCIAL MEDIA MARKETING AND
BUSINESS SUCCESS OF AUTOMOBILE
DEALERS IN RIVERS STATE

Maureen Anak Apong
Suriani Jack

As we know, social media is one of the platforms for
business success, which can help gain income. As for
this article, the automobile dealers in Rivers State
have discovered that Facebook, Twitter, and YouTube
significantly influence their sales growth. This is
because one hundred and forty-three respondents
have answered the tool spearman rank order
questionnaire, which has a relationship with social
media platforms.

Based on the article, the author has stated that the product can be presented
with qualitative features and promotional tools. Still, the matters in the comments
on social media that they left can cause business losses. Besides, by having that
kind of comment, it would make other buyers though the same thing and would
not get support from them. This could be why social media marketing is so
challenging to marketers.

This article is about social media marketing and business success of automobile
dealers in Rivers State by N. Gladson Nwokah and Felix Lebete Aeenee. This
research has been established on December 19, 2017 which from Department of
Marketing by Faculty of Management Science. From the article, the authors have
shown the statistic and their analysis on how social media really helping them
thru the business era. Besides, the social media such as Facebook, Twitter and
YouTube have increased their level of business success.

The methodology for this research article is Data Analysis. The authors used the
Spearman rank-order correlation tools for data analysis at a 95% confidence
interval. By having this kind of data, they can cover the hypotheses of Ho1 to
Ho10, bivariate and using all formulated in the null form. Other than that, they
also used Data Collection. In this research, there is 32 article that the authors
have used to find out how soc media can be the main platform for successful
automobile businesses. Each of the articles has helped them gain different
strategies to make their automobile business more well-known and trusted.

Based on the article's findings, there is a significant relationship between
Facebook and sales growth, market share, and profitability of automobile car
dealers in Rivers State. Next, a significant relationship exists between Twitter and
sales growth, market share, and profitability of automobile car dealers in Rivers
State. Lastly, a significant relationship exists between YouTube and sales growth,
market share, and profitability of automobile car dealers in Rivers State.
This article's primary purpose is to establish the relationship between social
media empirically. Therefore, for social media, they should advertise all the
details that are needed for easy patronage promotion of the products. Other
than that, the automobile car dealers should adopt new ideas so that they can
make more exciting advertising. Next, as social media can be effective in how it
works on marketing strategy, the automobile car dealers should choose one of
the most suitable social sites to grow their business and quickly make it for
customers to get their needs.
Nowadays, social media is important for people to look up to daily. Therefore,
this method helps them keep track of sales growth, market share, and profit.
Furthermore, as we know, business record management is where people keep
track of their past and present work, so it would make their job easier in case
something happens to their paperwork.

CHAPTER 4

SOCIAL MEDIA MARKETING FOR
BUSINESSES: ORGANIC
PROMOTIONS
OF WEB-LINKS ON FACEBOOK

Maureen Anak Apong
Suriani Jack

In this article, the authors wanted to explain how
social media marketing influences their organic
business promotion. This social media can give the
effectiveness of various promotion types such as
web-link, which we designed and an experiment on
Facebook. By doing this, they can determine the value
of their product information on social media. Besides,
there are comments section on the Facebook pages
where customer can leave their opinion about the
business.
The problem with this method is that Facebook can hide a post. This problem can
lead to a particular post would not pop out on their timeline. The customer can
also leave an adverse reaction on their social media. This problem can cause
their work frame to drop, and their social media marketing strategy will fail.
This article was established by Yash Chawla and Grzegorz Chodak on June 18,
2021. Their focuses are on how social media marketing for businesses: Organic
promotions of Web-links on Facebook. Nowadays, the number of internet users
has led businesses to explore how to manage the promotion of their products.
Therefore, this is an excellent opportunity for them to gain more views and
customers by studying on social media strategy of the business.

The methodology for this research article is Data Analysis. Data Analysis
The data analysis used for this article is multiple linear regression which can get
the number of Facebook users, their reactions, and link clicks on their social
media. Next is data Collection; the data they collect from this article is by having
an experiment with varying ages so that they know how many people follow
their news or promotion toward organic in social media.
Based on the article findings, E-store has reached 17,546 Facebook users,
resulting in 664 reactions and 258 link clicks from their customers. Furthermore,
they found that 44.48% contribution of social media improvement get A4 in
experiments that they provide.
Their focuses in this article are to find how social media could influence more in
the business market. The authors should try other websites or social media to
promote their organic products. To make your business successful, the author
needs to manage their time posting on Facebook. As we know, if the customer
rarely sees your post in their timeline, it could make them lose interest in your
product.
Business record management is one of the command things for a company
that can keep its records safely. As for this article, the authors have used devices
to experiment with their business promotion. Therefore, the authors should
establish an offsite record storage location to secure their strategy in making
this business successful. Other than that, electronic records management is the
best storage method to make their document more secure.

CHAPTER 5

HOW SOCIAL MEDIA CHANGES
TODAY’S MARKETING STRATEGIES

Olina Anak Andrew Dana
Suriani Jack

Nowadays, the internet has become the most
important thing to everyone. In past recent years,
Facebook has become the first social network to
reach 1 billion active users every month. Social events
and shared information within your target market will
help you understand developments in the industry.
We can also make an income from social media; in
this article, the researcher will discuss how social
media changes today’s marketing strategy.

Based on the article that has been studied, there is one problem statement in this
article about the contemporary marketing analyzes address many issues and
problems in the social media environment related to branding. A social media
firestorm is described as a sudden release of large numbers of messages that
include derogatory feedback and protesting activity against an individual,
organization, or community on social media networks, it is one of the most drastic
threats to companies.
This research article was created by Nasr Abdulaziz Murshed, doctor of business
management program at Istanbul Aydin University Istanbul, Turkey. This research
article is dated September 2020. This research study is about how social media
changes today's marketing strategies in business management. Social media
has become the most important part of everyone's life and affects every aspect
of personal life, especially in business. Some social media platforms can be used
as a business strategy. From the research article, the most significant social
platform that has been used in April 2020 is Facebook.

The methodology for this research article is Data Analysis and Data Collection. In
data analysis, the author uses the theoretical and practical literature to identify
social media influents. From the theoretical and practical point of view, to know
what certain people have many names, such as ‘influencer’ who is often named
‘instafamous,’’’micro-famous,’ ‘company mav’ and the ‘common king’, to name
a few. For Data Collection, the 73 articles and journals were used as literature
material, and each of the articles and journals has a different country, year, and
also different author. All the articles and journals have been used in this
research.
Based on the article's findings, The worldwide social penetration rate reached
49% in 2020, with the highest penetration rates in East Asia and North America at
71% and 69% in Europe, followed by northern Europe at 67%. Besides that, COVID19 also bring an impact on social media; during this pandemic, we're all
adapting to life, whether it's marketing at a time when people buy less, work
from home, or study at home.
This article aims to identify some of the most critical social media new topics,
such as social influencers, endorsement, native advertising, and social media
conflicts called social media firestorms. The author should survey for the
influencers to do feedback about these social media firestorms so that they can
find the answer because they can get a direct response from the influencers
themselves.
In today's era, social media has become part of the daily routines of people's
lives. Bearing in mind the role of social media in the lives of consumers,
advertisers and companies rush to social networks and hope that they can
communicate with their target clients. Too many companies were moving into
marketing in the media to target the people as their clients. All businesses need
to develop a marketing plan for social media and run the social business on
social media to promote their businesses. Nowadays, companies cannot avoid
social media; as the author mention, 71 percent of customers who have had a
positive experience with a brand in social media service are likely to
recommend it to others.

CHAPTER 6

USE OF SOCIAL MEDIA AS AN
EFFECTIVE MARKETING TOOL FOR
FASHION STARTUPS IN SAUDI
ARABIA

Olina Anak Andrew Dana
Suriani Jack

Nowadays, social media has become a powerful tool for
advertising. Internet, social media, mobile apps, and
other digital devices have become part of the daily lives
of the majority of the population all over the world. Social
media has provided a popular place for communication
and sharing content between people. By using social
media networks, consumers can communicate more
effectively. In Saudi Arabia social media has encouraged
and facilitated the promotion and creation of various
businesses, resulting in the development of many startup
fashion businesses on platform such as Instagram and
Facebook.
Based on the article, the problem statement is that in Saudi Arabia, the benefits
of social media are slightly different from those of other countries. This is because
of the various cultural norms and mindsets; social media is considered a
marketing tool for existing brands and a motivating factor for new businesses to
launch. This paper research will seek to improve the understanding of the
benefits of the use of social media as an effective marketing tool for fashion
startups utilizing examining existing knowledge on social media marketing and
demonstrating how fashion startups can use social media to benefit their
business
This article was created by Noran Trad, Maha Abdullah Al Dabbagh in 2020. This
article discusses using social media as an effective marketing tool for fashion
startups in Saudi Arabia. Social media is a platform that reaches across the
globe and significantly impacts how to become interactive with the fashion
industry. In this article, the author highlights the importance of social media as a
marketing tool and examines key strategies and concepts that potential fashion
startups can utilize in the digital market area.

The methodology for this research article is Qualitative Approach. This article
research many sources of information that are being used in producing this
paper, such as scientific articles on social media marketing and general
literature on fashion marketing. The sources have provided sufficient
information to analyze the benefits fashion startups can generate when
adopting social media as a marketing tool.
Based on the article's findings, the total number of social media users is
estimated to increase by 3.29 billion in 2022, which will be 42.3% of the world
population. Besides that, social media has become an effective marketing tool.
It has created a new dimension of marketing and provided many opportunities
for marketers to build brand awareness among consumers. 94% of Saudi female
entrepreneurs, who participated in the survey, pursued a business startup.

This research article aims to improve understanding of the benefits of using
social media as practical marketing tools for fashion startups. The author
mentioned that it tries to familiarize the targeted audience, including potential
fashion startup entrepreneurs, with many concepts and strategies related to
social media marketing, such as content marketing, consumer engagement, the
impact of influencers, user-generated content, and consumer purchasing
behaviors of fashion brands. Other than that, my recommendation for this
article is that the author should make survey feedback for better results. For
example, the author has to create a google platform and do feedback questions
for them to answer.
Today, social media is not a new technology. It has become a part of our life.
This paper has examined the effect of using social media as a fashion
marketing tool and how social media has provided great opportunities for
marketers to raise consumers' awareness of brands. About the fashion startups
in Saudi Arabia has been given. It showed how the internet provided Saudi
entrepreneurs, especially females, with new selling and marketing channels and
offered them various platforms to communicate with retailers and consumers.
Using social media has ended the difficulty they had to pass when starting their
own business.

CHAPTER7

SOCIAL MEDIA, BUSINESS
CAPABILITIES AND PERFORMANCE:
A REVIEW OF LITERATURE

Vanissa Grace Chin Anak Domson
Suriani Jack

The evolution of social media is widely employed in
today's business operations at all levels of scale, from
micro and small businesses to medium and large
corporations. Current technologies have shown to be
effective instruments for enabling business network
collaboration across various firms, and the
application industry is booming. The effects of social
media on management might explain why social
media has such an impact on corporate
performance.
Based on the article is to examine and evaluate the extent to which social media
influence organizational capacities and business performance, utilizing a review
of related literature as a research approach. An analysis of the literature
revealed that social media significantly improves a business's skills and
performance. Although social media has been regarded as the most effective
medium in business practice, there is a lack of awareness about how social
media might aid a company. Some publications argue against using social
media in the workplace because it is blamed for diminishing employee
productivity by allowing them to spend unreasonably long periods online and
conversing.
This research review uses the source of references in the 21st century. Social
media is a new kind of networking that people utilize with the internet as a
medium. It reaches a significant number of individuals throughout the world,
regardless of distance. Social media is described by Kaplan and Haenlein (2010)
as "a series of Internet-based applications built on the ideological and
technological underpinnings of Web 2.0." As a result of the emergence of Web
2.0, networked corporate institutions gained a competitive edge. This refers to
businesses that can effectively use social media tools to improve two-way
communication, collaboration, and business processes (Bradbury, 2010).

Several models that have been built for this purpose have been used to analyze
and quantify the effects of web 2.0. (Andriole, 2010; Birkinshaw and Crainer, 2009;
Bughin, 2011; Dutta, 2012).
The methodology is data analysis; to what level do organizations employ social
media technologies in their business processes to engage with customers?"
"How does social media affect corporate performance and capabilities?' are the
study questions in this article. Next is data evaluation. The researchers combed
through the existing literature to find answers to the study questions. The
evaluation was based on popular search engines
and databases.
The research finding is based on how social media impact business
performance. According to resource-based theory, the result is that a collection
of resources that firms get (such as human resources, information
communication technology infrastructure, and social media) are unique to the
business and cannot be imitated by competitors. Therefore, the right resource
mix will give your company a competitive advantage and help you perform
better. KPMG International also stated that most firms use social media to
improve client interactions. However, more than half are increasing their social
media usage to promote product and service innovation and recruiting.
This research paper aims to see the impact or capabilities of business through
social media. Business capabilities play a significant influence in improving
business success. Van Heck and Vervest (2007) claimed that diverse sets of Web
2.0 features, when combined, generate an ecosystem of capabilities that aid in
business networking, network effects, and enhanced performance. However, the
authors believe such network effects and increased performance are
achievable only if the network develops Networked Business Operating Logic.
Social media has been widespread in recent years, with the most prominent
applications being social networking, content sharing, and online access.
Because of its dependability, stability, and instantaneity, social media opens
many opportunities for organizations, such as internet marketing. Social media
marketing refers to marketing that takes place on social media platforms.
Thanks to social media marketing, companies may now reach out to targeted
consumers instantly. Aside from that, social media marketing has several
obstacles in the area. This article discusses the benefits and drawbacks of social
media marketing in the modern-day.

CHAPTER8

SOCIAL MEDIA MARKETING SOCIAL
MEDIA MARKETING: ADVANTAGES
AND DISADVANTAGES

Vanissa Grace Chin Anak Domson
Suriani Jack

Due to the lack of Internet-based social media, one
individual can speak with hundreds or even
thousands of people worldwide. Social media has
exploded as a type of online debate in which
individuals create, share, bookmark, and network at a
rapid pace. All forms of social media allow you to
showcase yourself and your items to dynamic
communities and individuals who may be interested.
Users distribute information on social media, which is
essentially self-promotion. Social media's viral nature
makes it an exciting tool for businesses to sell their
products and services.
Following the emergence of Web 2.0 technologies, consumer-generated product
reviews, images, and tags, which serve as a valuable source of information for
customers making product choices online (Ghose, Ipeirotis, & Li 2009), have
increased rapidly on the Internet and have had a significant impact on electronic
commerce (Forman, Ghose, & Wiesenfeld 2008). Unfortunately, adverse post
reactions are one feature of social networking that is highly harmful to marketing
initiatives. Unhappy consumers or industry competitors can upload defamatory or
abusive photographs, posts, or videos, and there isn't much a marketer can do
about it. Negative or other non-constructive comments, on the other hand, cannot
be disregarded. It requires more time to efficiently administer social networks to
reply to and neutralize detrimental messages in real-time.
In this research paper, the references that we used are journaling articles. This
article's researcher explained the pros and cons of using social media in marketing
strategies and its features. Social media has become an essential and fastincreasing method for businesses to reach out to targeted clients effortlessly. Social
media marketing uses social media networks to promote a company and its
products. This type of marketing may be viewed as a subset of standard Webbased promotion tactics, such as e-mail newsletters and online advertising
campaigns.

The methodology that being used in this article is data analysis which the data from
observation were analysed and organized into categories which is advantages and
disadvantages for author to finalize the observation result.
The research findings are based on how social media marketing has advantages
and disadvantages in business. Social media marketing refers to marketing that
takes place on social media platforms. Companies may now reach out to targeted
consumers efficiently and instantaneously thanks to social media marketing. Aside
from that, social media marketing has several obstacles in the area. This article
discusses the benefits and drawbacks of social media marketing in the modernday. Because social media affects all aspects of the Internet and transforms the role
of the Internet in people's lives, it should be considered an essential part of
marketing, advertising, and online content creation by marketers, advertisers, and
content creators as a fundamental part of their communications.
The goal of this study was to identify the primary benefits and drawbacks of the
advancement of Internet technology in the field of social media marketing.
Marketers trying to reach their target consumers by whatever means possible
should use social media. The medium offers a variety of benefits and drawbacks
depending on the company, and many businesses are still trying to figure out how
to utilize it effectively. The ordinary business owner or marketer does not entirely
understand the dangers and obstacles.
More effective administration of present records (both paper and electronic)
decreased or eliminated record-keeping redundancy, lowered expenses for records
storage equipment and supplies, and increased useable office space by eliminating
needless file storage.
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