
The Role of ICT in our Daily Life Applications: 
Obstacles and Challenges

  The Impact of Social Media Adoption on Entrepreneurial 

Ecosystem

Bodor Almotairy,1 Manal Abdullah*2 and Rabeeh Abbasi3

1Department of Information System at King Abdualaziz University, Jeddah, Saudi Arabia 
2Department of Information System, King Abdualaziz University, Jeddah, Saudi Arabia
3Department of Computer Science, Quaid-i-Azam University, Islamabad, Pakistan

ABSTRACT

Since entrepreneurial is important driving for economic growth, researchers should be helpful to develop greater stra-
tegic insight into innovation technology in this group. This paper is a content analysis that seeks to systematize the 
studies carried out on the use of social media in the entrepreneurial ecosystem. Twenty-four studies were reviewed using 
a synthesis-and-interpretation-based approach. The results of the content analysis reveal the effectiveness of social 
media in connecting the key actors in the entrepreneurial ecosystem such as such as partners, suppliers, universities, 
and resource providers in many aspects. The available literature suggests that social media-Twitter and Facebook-in 
particular-have been the most platforms used by entrepreneurs. Startups presence in social media more than established 
companies. Social media affects positively on startups’ performance. The use of social media in the entrepreneurial eco-
system is affected by a number of variables, such as the organization culture, region, gender, age, and business environ-
ment. Moreover, most of the studies follow a quantitative approach, to measure frequency of the use of social media by 
SMEs. The relevance of this study lies in the fact that it illuminates future research as it identifi es the research gaps in 
the use of social media as a communication channel between Small and Medium Enterprise SMEs and other stakehold-
ers in the entrepreneurship ecosystem.
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INTRODUCTION

In the last few decades, new information and commu-
nication technologies have taken the world of entrepre-
neurship by storm. The market dynamics and the com-
petitiveness of businesses-be they established companies 
or startups- have been challenged by the increasing 
power of the Internet and Internet-based social media. 
These new technologies have a signifi cant impact on 
how entrepreneurs operate and how they interact with 
each other [1]. They provide new ways of fi rm-to-fi rm 
communication, information sharing and thus link com-
panies to the different players in the ecosystem [1][2][3].

Social media is a set of “virtual communities” that 
allow users to sign up for a public profi le and establish 
a network of relationships with people of same interests 
[4]. Advances in information technologies, such as the 
advent of Web 2.0 and the rise of social media applica-
tions (Facebook, LinkedIn, Twitter, Slack etc.) have rev-
olutionized the communication landscape. People can 
now connect with their real-life friends or make new 
friends with whom they interact and exchange news. It 
is noteworthy; however, that social media have more to 
them than mere chatting and networking. Their impact 
on news, politics, economy and marketing should not be 
downplayed [5]. For instance, social media have mod-
ernized business management and strategic thinking, 
and they have introduced a new form of fi rm-to-fi rm 
and fi rm-to-ecosystem communications [6]. It is for this 
reason that social media are being hailed as great asset 
for individual entrepreneurs who are wary of entering 
the market [7]. They help attenuate uncertainty and give 
new businesses a good start-up [8]. Moreover, social 
media allow the entrepreneur to diversify their commu-
nication tactics, claim new customers and manage crises 
[5]. In today’s competitive and complex business world, 
entrepreneurs need to be constantly present on social 
media to interact with their customers and communicate 
with the different stakeholders [9]. By increasing their 
presence on social media, entrepreneurs increase their 
crisis management skills.

 The number of social media applications and plat-
forms is increasing every day. To ensure their sur-
vival, these applications and websites work hard to 
offer unique features that make them stand out from 
the rest. Each of these applications seem to provide its 
users with different functions and uses. For example, 
Facebook is now considered as the largest online-based 
social network with 2.2 billion active users per month. 
Its uniqueness lies in the way it allows friends and fam-
ily to connect and communicate easily. Other platforms, 
such as LinkedIn, choose to focus on professional mat-
ters to enrich the job market with growing individual 
experience [10]. However, Twitter seems to be the best 

platform for entrepreneurs due to its follow and share 
feature [7].

This paper is motivated by the scarcity of literature on 
the role of social media in the entrepreneurial ecosystem. 
This paper is a content analysis that seeks to systematize 
the studies carried out on the use of social media in the 
entrepreneurship ecosystem. It defi nes the entrepreneurial 
ecosystem in detail to establish the link between social 
media and the ecosystem. Then, it reviews and analyzes 
twenty-four studies carried out on the issue. Finally, it 
reports the latest fi ndings and fi nding the gap in the lit-
erature, which will enlighten future researches.

To ensure relevance and replicability, this paper 
adopts a systemic approach. A systemic review refl ects 
a satisfactory trustworthiness of the existing body of 
literature [11]. This approach has as its purpose to dis-
cover, summarize and analyze any relevant literature in 
the light of transparency and replicability [11].

The remaining parts of this paper are organized as fol-
lows: section 2 discusses the theoretical background. Then, 
Section 3 explains the methodology, which followed in 
this paper. Section 4 defi nes the entrepreneurial ecosys-
tems based on previous studies. Finally, section 5 reviews 
and analyzes the studies carried out on the issue of using 
social media by entrepreneurial ecosystem stakeholders.

BACKGROUND

In this section, the research discusses the theoretical 
background that defi nes SMEs and its role in economic 
growth, the important of social media in the business 
world, and the relation between the entrepreneurs’ suc-
cess and their social relationship.

Small & Medium-Sized Enterprises (SMEs)

There is a signifi cant variance in the way SMEs are 
defi ned. It seems that the notion of SME defi es formal 
defi nitions [12]. Different criteria are used to defi ne this 
type of business, such as the amount of economic activ-
ity, status within the country [13], capital assets, labor 
skills, level of turnover, legal status, method of produc-
tion and type of activity [12]. Whatever the defi nition 
may be, it is evident in the literature that SMEs play 
an important role in the economy of any nation. These 
types of businesses have a high potential to generate 
job, provide jobs, increase export and bring innovations 
for Young. SMEs are a fertile ground to experiment with 
new forms of innovation in order to empower young 
entrepreneurs. This cannot be achieved unless a strong 
supply chain is created to improve competitive [13].

Social Media

Social media becomes essential for business [13]. Face-
book and Twitter are considered the most used social 
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media [10]. However, Twitter seems to be the best plat-
form for entrepreneurs due to its follow and share fea-
ture [7].

Twitter is a microblogging platform that offers an 
effective way for people to interact through the creation 
and sharing of tweets. Its effectiveness is enhanced by 
its 280-character limit that suits people who are looking 
for quick, precise and to the point information [7]. The 
character limit increases the speed and the frequency of 
tweets on a daily basis [14]. Moreover, Twitter allows its 
users to choose whom and what to follow and once fol-
lowing is done, the follower will automatically receive 
all updates of the followed user, including tweets, news 
and information. This feature makes the microblogging 
application an effective tool to disseminate information 
[15] and to enjoy transparency with little or no fi lter-
ing of the content [16]. This accounts for the popular-
ity of Twitter in the business world as communication 
platform between companies and their customers and 
between companies and the different stakeholders. In 
fact, a review of the biographical profi les of Twitter’s 
most active members reveals that the majority of them 
introduce themselves as entrepreneurs [7].

S ocial media is, then, an asset in the hands of young 
entrepreneurs who seek to connect with their ecosys-
tems. This research hypothesizes that social media have 
radically changed the entrepreneurial ecosystem, which 
is in line with the fi ndings of many studies [8] [7]. Tra-
ditional forms of communication within the ecosystem 
were ineffi cient, which slackens economic growth and 
sustainability. The ineffectiveness of the ecosystem in 
the pre-social media era made it diffi cult for entrepre-
neurs to access and share information [1]. The idea of 
this research was born out of the intersection between 
social media and the business world. Given the effec-
tiveness of social media (Twitter in particular) as a com-
munication platform, startups should employ it to build 
and extend a large network of business relationships. 
The assumption behind this research is that Twitter can 
be effectively used to enhance fi rm-to-fi rm and fi rm-to-
ecosystem interaction for SMEs.

Social Networks and Entrepreneurial Activities

The use of social network in entrepreneurial activities 
is growing in importance. There have been numerous 
studies on how social networks benefi t entrepreneurial 
activities [17]. It has been found that social networks 
or social relationships help entrepreneurs to have access 
not only tangible resources, such as labor and capital 
[18], but also to intangible resources, including social 
support, information, reputation and risk-taking hab-
its [18][19]. Moreover, social networks make it possible 
for entrepreneurs to create new business ideas [20], and 
enhance business performance [19]. Another way these 

networks can benefi t business is by alleviating demand 
uncertainty and enlightening decision-making [21]. 
Access to venture capitalists is another key benefi t pro-
vided by social networks as investors are more likely to 
be interested in business proposals by people in their 
networks [22]. Intangible resources, such as knowledge 
and experience through social networks are also key 
factors of the success of startups [23]. It can be argued, 
therefore, that having strong network connections is a 
prerequisite to success.

Analysis Methodology

This paper is a content analysis that seeks to systema-
tize the studies carried out on the use of social media in 
the entrepreneurship ecosystem. The research consists of 
three sections. The fi rst section defi nes the entrepreneur-
ial ecosystems based on previous studies. This defi ni-
tion seeks to establish the link between social media and 
the ecosystem. The second section reviews and analyzes 
twenty-four studies carried out on the issue. This section 
aims at reporting the latest fi ndings and fi nding the gap 
in the literature, which will enlighten future researches.

Understanding the Entrepreneurial Ecosystem

Entrepreneurship plays a vital role in the economic 
growth and stability of any nation. It is through entre-
preneurship that the gaps and the shortcomings of the 
national economic systems are addressed. The launch-
ing of new businesses should aim at fi lling these gaps. 
However, entrepreneurship is not a unilateral process, 
as it is contingent on the environment in which the 
entrepreneur operates. For instance, the success of Sili-
con Valley is largely due to the systematic cooperation 
between venture investors, entrepreneurs, researchers, 
anchor companies and business supporters [24]. These 
key players make up what is referred to in the literature 
as the “entrepreneurial ecosystem” [25]. It is a socio-eco-
nomic framework, with different actors who collaborate 
together to promote initiatives and entrepreneurship at 
the local level. However, what these actors really are has 
been a matter of variance among scholars.

There have been several attempts at defi ning and 
understanding the entrepreneurial ecosystem. The diver-
sity of studies on the topic refl ects two verities about the 
ecosystem. First, the entrepreneurial ecosystem is not a 
constant entity. It is a multifarious concept that adjusts 
to the socio-economic changes, which accounts for the 
addition of new factors in every new study. Second, 
the ecosystem is culture specifi c. The actors that affect 
entrepreneurship vary from one geographical region to 
another.

One of the fi rst theories of the ecosystem as a systemic 
entity recognizes it as a complexity of actors (basically 
environmental) that determine the regional performance 
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of the ecosystem [26]. This conceptualization stresses the 
locality or the regionalism of the different factors and 
assigns a symmetrical role to each of the factors. Later 
attempts de parted from the notion of a systemic entity 
to investigate what these actors really are. For example, 
a study carried in Washington D.C. in 2001 identifi ed 
social capital, venture capital, support services of entre-
preneurship, entrepreneurs and universities as active 
players in the entrepreneurial environment of the region 
[27]. The results of this study differ from another study 
done in Boulder, CO. The latter recognizes six factors 
in the ecosystem: spin-off fi rms, networks (both formal 
and informal), incubators, culture and physical infra-
structure [28]. This concept of the ecosystem highlights 
the importance of the interaction between these six ele-
ments to create the entrepreneurial environment.

Over the last decade, interest in the entrepreneurial 
ecosystem takes a turn from identifying the different 
elements to highlighting their roles anchors for entre-
preneurial innovations and activities. For instance, 
the World Economic Forum (2013) identifi es 8 factors 
“accessible markets, human capital/workforce, funding 
and fi nance, support systems, government and regula-
tory system, education and training, universities, and 
cultural support”. All of these elements intersect with a 
previous study carried out by Isenberg [29]. Theories of 
the ecosystem continue to develop in recent years. What 
is remarkable in recent years is the tendency in the lit-
erature to use categorical labeling to group those factors 
that are similar in nature. In 2014, the ecosystem was 
defi ned as the systemic collaboration of three major fac-
tors: 1. Entrepreneurial actors (both existing and poten-
tial), 2. Entrepreneurial corporations (fi rms, banks, ven-
ture investors) and 3. Institutions (universities, public 
agencies and fi nancial institutions) [30]. The relevance 
of this categorization lies in the way it categorizes the 
factors into three types: entrepreneurship, and the type 
of support it can access either fi nancial or in the form of 
research and planning. Another attempt at categorizing 
these actors appeared in the same year from The Center 
for Rural Entrepreneurship [31]. Within this study, the 
ecosystem is the sum of the fi ve Cs: “Capital (fi nancial 
resource), Capability (entrepreneur and owner skillset), 
Connection (resource and relationship network), Culture 
(the local communities’ perception and support of entre-
preneurship) and Climate (regulatory, economic devel-
opment and policy environment)”.

In 2017, another attempt at presenting the actors in 
the form of categories was published. Within this study, 
the ecosystem is introduced as a community made up 
of two levels: the system level and the socioeconomic 
contextual level [32]. This view focuses on the socio-
economic environment as a matrix for entrepreneurship. 
This implies that entrepreneurial activities are set by 

their socio-economic environment and that these activi-
ties vary across cultures. Similarly, the factors of the 
ecosystem can be grouped into three classes: cultural 
attributes (attitudes to entrepreneurship in a specifi c 
culture as told by the success stories), social attributes 
(support from investment capital, mentors and talents) 
and material attributes (tangible support from univer-
sities and policy makers) [33]. These three categories 
are equally important and mutually-contingent in their 
support of entrepreneurship. It is noteworthy, however, 
that no defi nition of the ecosystem can be exhaustive 
unless it recognizes culture-specifi c parameters [34]. The 
dynamics of entrepreneurial ecosystem vary from one 
country to another and largely depend on the organiza-
tional context and the level of economic development. 
What these studies have tried to do is identifying the dif-
ferent actors involved in the entrepreneurial ecosystem. 
However, the nature of the relationship between these 
elements still need to be investigated.

Focusing on the constituent elements of the eco-
system does not account for the internal relationships 
between them. Studying the different ways these ele-
ments interact with each other is a necessary step if we 
were to understand the dynamics of the ecosystem. Oth-
erwise, how can such disparate elements as social capital 
and networks be reconciled? The past 5 years have been 
characterized by two tendencies in the research on the 
ecosystem. The fi rst tendency was-as discussed above-to 
classify these elements into big generic categories. The 
second tendency is a remarkable shift from an “element-
based approach” to a “connection-based approach” 
[35]. A system-based approach has signifi cant implica-
tion not only for pioneering entrepreneurs, but also for 
policymakers. It provides them with an exhaustive view 
of how the performance of a business is mediated by a 
bunch of economic activity [36]. One way of studying 
the dynamics of the ecosystem is by looking at spin-off 
from the prism of a local anchor company, like “entre-
preneurial recycling” [37]. In 2018, there was an attempt 
to account for the social connectivity among entrepre-
neurs. The connection that this study established were 
long-term and region-based [38]. The shortcoming of 
these connections is that they do not explain the day-
to-day activities of entrepreneurs. Measuring daily 
activities is a prerequisite to understand how the differ-
ent stakeholders interact with each other. What entre-
preneurs are keen to get is state of the art information 
to help them cope with the volatile nature of the market 
and technological innovations.

Soc ial Media and Entrepreneurial Ecosystem

Applying the systemic review, this revealed table1, 
which summarizes the fi ndings of twenty-four stud-
ies on the use of social media as communication tool 
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between the entrepreneurs, startups, and SMEs and the 
different stakeholders in the ecosystem. Special focus 
has been laid on startups and SMEs. A synthetical dis-
cussion sections follows the review. The attributes of the 
table are: the purpose of the study, the stakeholders and 
social media sites that targeted by the study, the sample 
size, the method that used to analysis the samples, and 
fi nally the relevant fi ndings.

Social Media Platforms and Entrepreneurship

Twitter and Facebook are the most popular social net-
works used by entrepreneurs. Their popularity in the 
entrepreneurial ecosystem can be easily ascribed to their 
popularity as social networks [39]. Accordingly, using 
these two social networks helps young entrepreneurs to 
maximize their presence in the ecosystem and to reach 
new potential customers and business partners. SMEs 
seem to be more active and present on social network 
than big companies [40]. The presence of the CEOs of 
big established companies on Twitter and Facebook is 
insignifi cant [40][39]. Moreover, entrepreneurs have 
employed different social media platforms for diverse 
reasons.

The Drivers of Social Media Adoption.

There are a few differences in the way social media is 
used in SMEs. The choice of one social platform over the 
other is determined by the type of services the platform 
provides [41]. However, there are other factors that infl u-
ence the choice of a platform, such as the geographical 
location, organizational and environmental constructs 
of SMEs [13], gender and age [42], technological and 
organizational [43].

The studies have revealed that the discourse of the 
entrepreneurs is also different across cultures [44]. For 
example, the discourse of African entrepreneurs seems 
to be loaded with negative emotions, while that of the 
entrepreneurs from the developing economies is more 
positively loaded.

The Motivations and Benefi ts for Entrepreneurs to Use 

Social Media

Entrepreneurs use social media for different reasons, 
such as mobilizing fi nancial resources, [45][46], con-
necting with potential investors in an attempt to get 
funding [47][48][49][50], connecting with other start-
ups [49]. Another use of social media was to consult 
with advisors for knowledge creation, [51], the process 
of innovation [40][43][52] and innovation capabilities 
[53], which allows them to fi nd more opportunities [54]. 
Moreover, novice entrepreneurs and CEOs of established 
companies seem to be looking for different things via 
social media: the former would search for any type of 

support from any source, while the latter is more inter-
ested in knowledge and experience [40][39][55].

Entrepreneurship Activities Analysis Techniques in Social 

Media Networks

According to the literature available, there are six tech-
niques to analyze activities on social media:

• Social Network Analysis (SNA) Techniques.
• Natural language processing Techniques.
• Grounded Theory Approaches
• Statistical Techniques.
• Case Studies Approaches.
• Hand Labeled Classifi cation.

Social Network Analysis (SNA) Techniques

 SNA is a sophisticated fi eld that joins statistics, social 
psychology, sociology, and graph theory. It is benefi cial 
in extracting insights from networks and consequently 
solving problems [56]. As to entrepreneurship on Twit-
ter, SNA was used to analyze the interaction between 
startups and organizations of support in developing 
countries. The authors used community detection algo-
rithms and measures of density to understand the inter-
connectedness of network, and Betweenness centrality 
and degree centrality to recognize the role of a specifi c 
actor in the network [1]. SNA-based metrics are also used 
to analyze the data gathered around Twitter hashtags, 
understanding the active factors and stakeholders in the 
innovation startup ecosystem [3].

To understand and identify the factors that drive 
crowdfunding, community detection algorithms were 
employed to cluster companies according to investors 
[47]. Another use of SNA was to reveal where entrepre-
neurs take information [40].

Natural language processing Technique

Natural language processing (NLP) is part of artifi -
cial intelligence (AI). NLP can understand and decode 
human language [57]. In the study context, NLP was 
used to analyze the speeches of Entrepreneurs on social 
media [44].

Grounded Theory Approaches

Grounded Theory is a research method that enables 
researchers to categorize and integrate the concerns of 
the population and produce it as theory. Simply put, the 
grounded theory provides researchers with guidelines 
to recognize categories and set relations between them. 
Thus, Grounded theory gives framework to explain the 
phenomenon under study [58]. In the current literature, 
the Grounded theory was used to Study the effect of 
social media on business leadership [9], and to study 
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how social media is used by opportunity-based entrepre-
neurs to meet their resource challenges [53].

Statistics Approaches

Statistical methods are mathematical techniques, mod-
els, and formulas. Statistical methods are used to collect, 
organize, analyze, and interpret the raw research data 
[59]. Two statistical methods are employed in the previ-
ous literatures to analysis the data; they are inferential 
statistics descriptive statistics. Descriptive statistics pro-
vide information that represent the data in a particular 
manner. Inferential statistics, on the other hand, uses 
samples of data to inferences and make generalizations 
on the populations of these samples [59].

Descriptive statistics

Descriptive statistics are used to describe a correlation 
between social networks in startups and their fi nan-
cial performance [50], the effectiveness of online social 
media among entrepreneurs in the Arab Gulf [60], to 
demonstrate that there are correlations between the UK 
startups’ activity in Twitter and the amount of invested 
they get [48], to measure the effectiveness of online 
social media among entrepreneurs in the Arab Gulf [60], 
to analyze the presence of CEOs on SNS, and their use 
of Twitter as a communication tool [39]. Identifying the 
motivations, benefi ts and intentions for entrepreneurs to 
use online social media [42].

Several studies used Partial Least Squares method 
(PLS) to describe entrepreneurships’ phenomena. PLS 
uses latent variables to estimate complex relationship of 
cause-effect models. PLS is getting popular in manage-
ment and entrepreneurship research [54].

As to entrepreneurship in social media, PLS was 
used to investigate the relation between environmen-
tal, organizational, and technology context and the 
adoption of social media by SMEs [13]. It was also used 
to discover whether the employees’ sharing knowl-
edge through social media affects the relationship 
between innovation performance and human resource 
practice [43].

A nother use of PLS was to Study the relationship 
between social networks, innovation & performance, 
and absorptive capacity [52], and to Identify the fac-
tors of the two stages of the business-creation process: 
opportunity discovery and creation [54].

Structural Equation Modeling (SEM) is another sta-
tistical description methods used to analyze structured 
relationships between latent constructs and measured 
variables [61]. For example, SME was used by [62] to 
study the relation between companies’ usage of the 
social media in their innovation process and their long-
run performance.

Inferential statistics

Ordinary Least Squares (OLS) is one of the of linear 
regression methods, it uses samples of data to infer and 
generalize on the populations. OLS estimates the obscure 
parameters in a linear regression model by reducing the 
sum of squared errors between variable being predic-
tor’s values and the values predicted by the linear func-
tion [63]. Ordinary Least Squares (OLS) were employed 
to study the relationship between social media use and 
venture capital fi nancing [49] , and to study the impact 
of social media on knowledge creation process in SMEs 
[51].

Case Studies Approaches

Case studies are in-depth investigations on individual, 
groups, events or communities. In case studies, the 
researchers gather the data from diverse sources and 
use various methods such as interviews and observa-
tions [64]. Some studies observed entrepreneurs’ behav-
iors in social media [55]. They applied a case study in 
communities of practice (COPs) to identify how entre-
preneurs express themselves and engage in conversa-
tions. Another case study of entrepreneurship activities 
in social media interviewed and studied in detail how 
SMEs in North America perceive Social media [65] .

Hand Labeled Classifi cation.

Some of authors of previous literature labeled the data 
manually to investigate impact of social media on emerg-
ing existing entrepreneurial fi rms, B2B relationship 
through resource mobilization [2], and to Investigate the 
dialogic communication between stakeholders [66].

DISCUSSION

Social media is a good way for entrepreneurs to interact 
with the other stakeholders in the ecosystem, such as 
partners, suppliers, universities, and resource providers 
[1] [2] [66] [3]. Social media as connection tool, can also 
allow entreprneurs to reach out to acutal or potential cus-
tomers for feedback and inquiries [60][65]. It is remark-
able also that startups are more active on Twitter than 
established companies, which will have a positive effect 
on their performance in the long run [62]. This is all the 
more so given the fact that social media positively affect 
the entrpreneurual leadership both intra-orgnaizational 
and inter-organizational [9]. What seems to be evident, 
however, is the effectiveness of social media in connect-
ing the key actors in the entrepreneurial ecosystem in 
many aspects. This can range from crowdsourcing, to 
crowdfunding, to marketing. Accordingly, communica-
tion channels between SMEs and the whole ecosystems 
have to be in place. However, researches on this topic 



66 THE IMPACT OF SOCIAL MEDIA ADOPTION ON ENTREPRENEURIAL ECOSYSTEM BIOSCIENCE BIOTECHNOLOGY RESEARCH COMMUNICATIONS

Bodor Almotairy et al.

Ta
b l

e 
1.

 C
om

pa
ri

so
n 

be
tw

ee
n 

st
ud

ie
s 

of
 e

nt
re

pr
en

eu
rs

hi
p 

ac
tiv

iti
es

 in
 s

oc
ia

l m
ed

ia

St
ud

y
St

ud
y 

Pu
rp

os
e

Ta
rg

et
So

ci
al

 m
ed

ia
Sa

m
pl

e 
Si

ze
M

et
ho

d
Re

le
va

nt
 F

in
di

ng
s

[1
]

Co
nt

en
t 

an
al

ys
is

 o
f 

in
te

ra
ct

io
n 

be
tw

ee
n 

st
ar

tu
ps

 a
nd

 o
rg

an
iz

at
io

ns
 

of
 s

up
po

rt
 in

 d
ev

el
op

in
g 

co
un

tr
ie

s.

Su
pp

or
t 

O
rg

an
iz

at
io

ns
 

&
 s

ta
rt

up
s

Tw
itt

er
32

00
 t

w
ee

ts
SN

A
 

te
ch

ni
qu

es

• 
  T

he
re

 is
 in

te
ra

ct
io

n 
be

tw
ee

n 
st

ar
tu

ps
 a

nd
 

su
pp

or
t 

or
ga

ni
za

tio
ns

 a
s 

pe
r 

th
ei

r 
te

ch
no

lo
gy

 
pr

ofi
 le

, b
us

in
es

s 
m

od
el

 a
nd

 r
eg

io
n.

• 
  T

he
 p

ro
fi 

le
 o

f 
th

e 
st

ar
tu

p 
de

te
rm

in
es

 t
he

 
in

te
ra

ct
io

n 
be

ha
vi

or
.

[4
7]

Id
en

tif
yi

ng
 t

he
 f

ac
to

rs
 t

ha
t 

dr
iv

e 
cr

ow
df

un
di

ng
.

St
ar

tu
ps

A
ng

el
Li

st
, 

Tw
itt

er
, 

Fa
ce

bo
ok

, a
nd

 
Cr

un
ch

Ba
se

74
4,

03
6 

A
ng

el
Li

st
, 

10
,1

56
 C

ru
nc

hB
as

e,
 

37
,7

61
 F

ac
eb

oo
k 

an
d 

70
,5

63
 T

w
itt

er
 

co
m

pa
ni

es
’ p

ro
fi 

le
s

SN
A

 
te

ch
ni

qu
es

 
us

in
g 

Sp
ar

k

Th
er

e 
is

 a
 p

os
iti

ve
 c

or
re

la
tio

n 
be

tw
ee

n 
so

ci
al

 
m

ed
ia

 e
ng

ag
em

en
t 

an
d 

th
e 

co
m

pa
ny

’s
 s

uc
ce

ss
 

to
 r

ai
se

 f
un

ds
. W

he
n 

co
m

pa
ni

es
 h

av
e 

no
 s

oc
ia

l 
m

ed
ia

 a
cc

ou
nt

s 
its

 li
ke

lih
oo

d 
to

 r
ai

se
 f

un
d 

is
 o

nl
y 

0.
04

%
. i

f 
it 

us
es

 F
ac

eb
oo

k 
it 

is
 1

2.
2 

%
 a

nd
 T

w
itt

er
 

10
.2

%
.

[3
]

U
nd

er
st

an
di

ng
 t

he
 a

ct
iv

e 
fa

ct
or

s 
an

d 
st

ak
eh

ol
de

rs
 in

 t
he

 in
no

va
tio

n 
st

ar
tu

p 
ec

os
ys

te
m

Th
e 

En
tr

ep
re

ne
ur

ia
 

l E
co

sy
st

em
Tw

itt
er

A
n 

on
go

in
g 

pr
oj

ec
t 

in
 

33
 E

ur
op

ea
n 

Co
un

tr
ie

s.
 

20
0,

00
0 

tw
ee

ts
 a

nd
 

1,
79

2 
st

ak
eh

ol
de

rs

SN
A

 
te

ch
ni

qu
es

So
ci

al
 m

ed
ia

 a
llo

w
s 

us
 t

o 
se

e 
th

e 
re

gi
on

al
 

di
ff

er
en

ce
s 

in
 s

ta
rt

up
 a

nd
 in

no
va

tio
n 

ec
os

ys
te

m
. 

Tw
itt

er
 h

as
 a

tt
ra

ct
ed

 t
he

 s
am

e 
st

ak
eh

ol
de

rs
 w

ith
 

an
 a

ve
ra

ge
 o

f 
88

%
. T

he
 r

em
ai

ni
ng

 1
2%

 w
er

e 
dr

aw
n 

ot
he

rw
is

e.

[1
3]

U
nd

er
st

an
di

ng
 w

hy
 S

M
Es

 u
se

 s
oc

ia
l 

m
ed

ia
SM

Es
Tw

itt
er

qu
es

tio
nn

ai
re

s 
in

 1
44

 
SM

Es
Pa

rt
ia

l l
ea

st
 

sq
ua

re
s

Th
e 

de
ci

si
on

 t
o 

ad
op

t 
so

ci
al

 m
ed

ia
 b

y 
SM

Es
 is

 
de

te
rm

in
ed

 m
or

e 
by

 t
he

 o
rg

an
iz

at
io

n 
an

d 
th

e 
en

vi
ro

nm
en

t 
co

ns
tr

uc
ts

 t
ha

n 
by

 t
ec

hn
ol

og
y.

[5
0]

Es
ta

bl
is

hi
ng

 a
 c

or
re

la
tio

n 
be

tw
ee

n 
so

ci
al

 n
et

w
or

ks
 in

 s
ta

rt
up

s 
an

d 
th

ei
r 

fi 
na

nc
ia

l p
er

fo
rm

an
ce

St
ar

tu
ps

’ 
Fo

un
de

rs
Li

nk
ed

 In
22

7 
fo

un
de

rs
’ a

cc
ou

nt
s

st
at

is
tic

s

• 
  L

in
ke

dI
n 

Fo
un

de
r 

Pr
ofi

 le
s 

ar
e 

po
si

tiv
el

y 
co

rr
el

at
ed

 w
ith

 s
uc

ce
ss

.
• 

  T
he

 n
um

be
r 

of
 L

in
ke

dI
n 

fo
llo

w
er

s 
in

di
ca

te
s 

th
e 

ra
te

 o
f 

fu
nd

ra
is

in
g 

by
 t

he
 c

om
pa

ny
.

[5
5]

H
ow

 d
o 

en
tr

ep
re

ne
ur

s 
us

e 
Co

Ps
 t

o 
ex

pr
es

s 
th

em
se

lv
es

?
En

tr
ep

re
ne

ur
s

Yo
un

g 
En

tr
ep

re
ne

 
ur

.c
om

O
bs

er
va

tio
ns

Ca
se

 S
tu

di
es

En
tr

ep
re

ne
ur

s 
us

e 
Co

Ps
 in

 a
 s

to
ry

-t
el

lin
g 

w
ay

, 
w

hi
le

 t
he

 d
om

ai
n 

ex
pe

rt
 h

as
 li

tt
le

 c
om

m
an

d 
on

 
th

e 
di

sc
us

si
on

.

[4
2]

Id
en

tif
yi

ng
 t

he
 m

ot
iv

at
io

ns
, b

en
efi

 t
s 

an
d 

in
te

nt
io

ns
 f

or
 e

nt
re

pr
en

eu
rs

 t
o 

us
e 

on
lin

e 
so

ci
al

 m
ed

ia
.

En
tr

ep
re

ne
ur

s
Tw

itt
er

36
8 

Tu
rk

is
h 

fi 
rm

s 
an

al
yz

in
g 

80
00

st
at

is
tic

s
Tu

rk
is

h 
yo

un
g 

m
al

e 
en

tr
ep

re
ne

ur
s 

ar
e 

aw
ar

e 
of

 t
he

 b
en

efi
 t

s 
th

ey
 c

an
 g

et
 f

ro
m

 o
nl

in
e 

so
ci

al
 

m
ed

ia
.



BIOSCIENCE BIOTECHNOLOGY RESEARCH COMMUNICATIONS THE IMPACT OF SOCIAL MEDIA ADOPTION ON ENTREPRENEURIAL ECOSYSTEM 67

Bodor Almotairy et al.

[2
]

Th
e 

im
pa

ct
 o

f 
so

ci
al

 m
ed

ia
 

on
 e

m
er

gi
ng

 e
xi

st
in

g 
en

tr
ep

re
ne

ur
ia

l fi
 r

m
s,

 B
2B

 
re

la
tio

ns
hi

p 
th

ro
ug

h 
re

so
ur

ce
 

m
ob

ili
za

tio
n.

Fi
rm

s
Fa

ce
bo

ok
 a

nd
 

Tw
itt

er

Fa
ce

bo
ok

 /
Tw

itt
er

 p
os

ts
, t

he
n 

In
te

rv
ie

w
s 

w
ith

 8
 

fi 
rm

s 
to

 u
nd

er
st

an
d 

th
e 

da
ta

H
an

d 
la

be
le

d 
cl

as
si

fi 
ca

tio
n

Fa
ce

bo
ok

 a
nd

 T
w

itt
er

 in
cr

ea
se

 t
he

 fi
 r

m
s’

 n
et

w
or

k 
en

ga
ge

m
en

t, 
in

fo
rm

at
io

n 
sh

ar
in

g,
 c

ol
la

bo
ra

tio
n,

 
re

co
nfi

 g
ur

at
io

n 
pr

oc
es

se
s,

 o
pe

ra
tio

ns
 a

nd
 c

oo
rd

in
at

io
n.

[5
4]

Id
en

tif
yi

ng
 t

he
 f

ac
to

rs
 o

f 
tw

o 
st

ag
es

 o
f 

th
e 

bu
si

ne
ss

-c
re

at
io

n 
pr

oc
es

s:
 o

pp
or

tu
ni

ty
 d

is
co

ve
ry

 
an

d 
cr

ea
tio

n

En
tr

ep
re

ne
ur

s 
an

d 
CE

O
s

G
en

er
al

qu
es

tio
nn

ai
re

s 
in

 
17

7 
En

tr
ep

re
ne

ur
s 

an
d 

CE
O

s

Pa
rt

ia
l l

ea
st

 
sq

ua
re

s

• 
  T

he
 u

se
 o

f 
so

ci
al

 m
ed

ia
 d

ec
re

as
es

 t
he

 n
eg

at
iv

e 
ef

fe
ct

s 
of

 
pr

io
r 

kn
ow

le
dg

e
• 

  In
fo

rm
at

io
n 

go
t 

fr
om

 s
oc

ia
l m

ed
ia

 m
ay

 in
te

rv
en

e 
w

ith
 t

he
 

fi 
nd

in
g 

of
 b

us
in

es
s 

op
po

rt
un

ity
 a

s 
pe

r 
pr

ev
io

us
 k

no
w

le
dg

e 
an

d 
ex

pe
ri

en
ce

.
• 

  S
oc

ia
l m

ed
ia

 c
an

 d
is

ru
pt

 b
us

in
es

s 
pl

an
ni

ng
 a

nd
 m

od
el

 
bu

ilt
 u

po
n 

th
e 

en
tr

ep
re

ne
ur

’s
 p

re
vi

ou
s 

kn
ow

le
dg

e 
an

d 
ex

pe
ri

en
ce

.

[4
3]

Id
en

tif
yi

ng
 t

he
 f

ac
to

rs
 

af
fe

ct
in

g 
on

lin
e 

kn
ow

le
dg

e 
sh

ar
in

g 
on

 t
he

 p
er

fo
rm

an
ce

 
of

 S
M

Es
.

M
an

uf
ac

tu
ri

ng
SM

Es
G

en
er

al
qu

es
tio

nn
ai

re
 in

 
12

91
 p

ar
tic

ip
at

io
n

Pa
rt

ia
l l

ea
st

sq
ua

re
s

• 
  S

oc
ia

l o
nl

in
e 

kn
ow

le
dg

e 
sh

ar
in

g 
is

 m
ai

nl
y 

dr
iv

en
 b

y 
te

ch
no

lo
gi

ca
l a

nd
 o

rg
an

iz
at

io
na

l f
ac

to
rs

.
• 

  T
hi

s 
sh

ar
in

g 
m

ed
ia

te
d 

be
tw

ee
n 

H
R 

an
d 

in
no

va
tio

n 
pr

ac
tic

e.

[6
6]

In
ve

st
ig

at
in

g 
th

e 
di

al
og

ic
 

co
m

m
un

ic
at

io
n 

be
tw

ee
n 

st
ak

eh
ol

de
rs

.
A

ll 
st

ak
eh

ol
de

rs
Tw

itt
er

93
 a

cc
ou

nt
s 

an
d 

93
0 

tw
ee

ts
 p

os
te

d 
by

 t
he

m

H
an

d 
la

be
le

d
cl

as
si

fi 
ca

tio
n

61
 %

 o
f 

or
ga

ni
za

tio
ns

 u
se

 T
w

itt
er

 d
ia

lo
gi

ca
lly

 t
o 

co
ns

er
ve

 
th

ei
r 

vi
si

to
rs

 c
om

pa
re

d 
to

 3
9 

%
 w

ho
 h

av
e 

no
 d

ia
lo

gi
c 

or
ie

nt
at

io
n.

[4
0]

W
ho

 d
o 

en
tr

ep
re

ne
ur

s 
ge

t 
in

sp
ir

at
io

n 
fr

om
 in

 t
er

m
s 

of
 

in
fo

rm
at

io
n?

En
tr

ep
re

ne
ur

s
Tw

itt
er

74
 a

ct
iv

e 
En

tr
ep

re
ne

ur
s’

ac
co

un
ts

 w
ith

 o
f 

18
,9

28
 f

ol
lo

w
er

s

SN
A

-b
as

ed
 

m
et

ri
c 

to
 

in
te

rr
up

t 
th

e 
ne

tw
or

k.

• 
  E

nt
re

pr
en

eu
rs

 r
el

y 
m

or
e 

on
 lo

ca
l s

ou
rc

es
 f

or
 in

fo
rm

at
io

n.
• 

  In
 t

he
ir

 e
ar

ly
 s

ta
ge

s,
 e

nt
re

pr
en

eu
rs

 f
ol

lo
w

 T
w

itt
er

 a
cc

ou
nt

s 
fr

om
 v

ar
io

us
 s

ou
rc

es
.

• 
  A

t 
an

 a
dv

an
ce

d 
st

ag
e,

 e
nt

re
pr

en
eu

rs
 r

el
y 

on
 s

ou
rc

es
 t

ha
t 

fo
cu

s 
on

 e
nt

re
pr

en
eu

rs
hi

p.
• 

  E
nt

re
pr

en
eu

rs
hi

p-
fo

cu
se

d 
so

ur
ce

s 
ar

e 
m

or
e 

po
pu

la
r 

am
on

g 
en

tr
ep

re
ne

ur
s.

[4
8]

In
ve

st
ig

at
in

g 
th

e 
us

e 
of

 
Tw

itt
er

 b
y 

St
ar

tu
ps

 in
 E

U
St

ar
tu

ps
’ 

Fo
un

de
rs

Tw
itt

er
15

,1
92

 T
w

itt
er

’s
 

A
cc

ou
nt

s
St

at
is

tic
s

Th
er

e 
is

 a
 p

os
iti

ve
 c

or
re

la
tio

n 
be

tw
ee

n 
th

e 
us

e 
of

 T
w

itt
er

 
in

 E
U

 s
ta

rt
up

s 
an

d 
th

e 
am

ou
nt

 in
ve

st
ed

 in
 t

he
 c

ou
nt

ry
 p

er
 

ca
pi

ta
.

[6
2]

St
ud

yi
ng

 t
he

 w
ay

 s
oc

ia
l m

ed
ia

 
te

ch
no

lo
gi

es
 (S

M
T)

 im
pr

ov
e 

th
e 

pr
ofi

 c
ie

nc
y 

of
 fi

 r
m

s 
an

d 
re

de
fi 

ne
 b

us
in

es
s 

re
so

ur
ce

s.

Fi
rm

s
G

en
er

al
Q

ue
st

io
nn

ai
re

s 
on

 
20

1 
te

ch
no

lo
gi

ca
l 

fi 
rm

s

St
ru

ct
ur

al
 

Eq
ua

tio
n 

M
od

el
in

g

Th
e 

m
or

e 
a 

co
m

pa
ny

 u
se

s 
th

e 
po

te
nt

ia
l o

f 
co

nn
ec

tiv
ity

 a
nd

 
in

no
va

tio
n 

of
 s

oc
ia

l m
ed

ia
 in

 it
s 

in
no

va
tio

n 
pr

oc
es

s,
 t

he
 

be
tt

er
 it

s 
pe

rf
or

m
an

ce
 in

 t
he

 lo
ng

-r
un

.

[5
1]

St
ud

yi
ng

 t
he

 im
pa

ct
 o

f 
so

ci
al

 
m

ed
ia

 o
n 

kn
ow

le
dg

e 
cr

ea
tio

n 
pr

oc
es

s 
in

 S
M

Es
.

SM
Es

G
en

er
al

A
 q

ue
st

io
nn

ai
re

 in
 

96
 S

M
Es

.
O

rd
in

ar
y 

Le
as

t 
Sq

ua
re

s 
(O

LS
)

So
ci

al
 m

ed
ia

 f
av

or
s 

th
e 

in
no

va
tio

n 
pr

oc
es

s 
by

 in
fl 

ue
nc

in
g 

th
re

e 
of

 t
he

 f
ou

r 
kn

ow
le

dg
e 

cr
ea

tio
n 

pr
oc

es
se

s.



68 THE IMPACT OF SOCIAL MEDIA ADOPTION ON ENTREPRENEURIAL ECOSYSTEM BIOSCIENCE BIOTECHNOLOGY RESEARCH COMMUNICATIONS

Bodor Almotairy et al.

[6
0]

M
ea

su
ri

ng
 t

he
 e

ff
ec

tiv
en

es
s 

of
 o

nl
in

e 
so

ci
al

 m
ed

ia
 a

m
on

g 
en

tr
ep

re
ne

ur
s 

in
 t

he
 A

ra
b 

G
ul

f
En

tr
ep

re
ne

ur
s

Fa
ce

bo
ok

qu
es

tio
nn

ai
re

s 
in

 
50

 e
nt

re
pr

en
eu

rs
St

at
is

tic
s

• 
  8

7 
%

 o
f 

th
e 

pa
rt

ic
ip

an
ts

 t
hi

nk
 t

ha
t 

th
ei

r 
Fa

ce
bo

ok
 p

ro
fi 

le
s 

w
er

e 
he

lp
fu

l.
• 

  9
8 

%
 o

f 
th

e 
pa

rt
ic

ip
an

ts
 b

el
ie

ve
 t

ha
t 

so
ci

al
 w

eb
si

te
s 

he
lp

 
en

tr
ep

re
ne

ur
s.

[4
4]

A
na

ly
zi

ng
 t

he
 s

pe
ec

he
s 

of
 

En
tr

ep
re

ne
ur

s 
on

 s
oc

ia
l m

ed
ia

En
tr

ep
re

ne
ur

s
Tw

itt
er

21
9 

M
 p

os
ts

, 
au

th
or

ed
 b

y 
13

5K
 

en
tr

ep
re

ne
ur

s 
of

 6
5 

co
un

tr
ie

s

N
at

ur
al

 
la

ng
ua

ge
pr

oc
es

si
ng

• 
  A

fr
ic

an
 e

nt
re

pr
en

eu
rs

 d
is

pl
ay

 m
or

e 
ne

ga
tiv

e 
em

ot
io

ns
 t

ha
n 

th
e 

re
st

 o
f 

th
e 

po
pu

la
tio

n.
• 

  E
nt

re
pr

en
eu

rs
 f

ro
m

 d
ev

el
op

ed
 e

co
no

m
ie

s 
di

sp
la

y 
m

or
e 

po
si

tiv
e 

em
ot

io
ns

 t
ha

n 
th

ei
r 

co
un

te
rp

ar
ts

 in
 t

he
 d

ev
el

op
ed

 w
or

ld
.

[5
2]

St
ud

yi
ng

 t
he

 r
el

at
io

ns
hi

p 
be

tw
ee

n 
so

ci
al

 n
et

w
or

ks
, i

nn
ov

at
io

n 
&

 
pe

rf
or

m
an

ce
, a

nd
 a

bs
or

pt
iv

e 
ca

pa
ci

ty
.

SM
Es

Tw
itt

er
A

 Q
ue

st
io

nn
ai

re
 in

 
21

5 
SM

Es
.

Pa
rt

ia
l l

ea
st

 
sq

ua
re

s
Th

er
e 

is
 p

os
iti

ve
 c

or
re

la
tio

n 
be

tw
ee

n 
so

ci
al

 n
et

w
or

ks
, i

nn
ov

at
io

n 
&

 p
er

fo
rm

an
ce

, a
nd

 a
bs

or
pt

iv
e 

ca
pa

ci
ty

.

[5
3]

St
ud

yi
ng

 h
ow

 s
oc

ia
l m

ed
ia

 
is

 u
se

d 
by

 o
pp

or
tu

ni
ty

-b
as

ed
 

en
tr

ep
re

ne
ur

s 
to

 m
ee

t 
th

ei
r 

re
so

ur
ce

 c
ha

lle
ng

e.

En
tr

ep
re

ne
ur

s
G

en
er

al
In

te
rv

ie
w

s 
in

 1
9 

en
tr

ep
re

ne
ur

s
G

ro
un

de
d 

th
eo

ry
 c

od
in

g

En
tr

ep
re

ne
ur

s 
us

e 
so

ci
al

 m
ed

ia
 t

o 
cr

ea
te

 n
ew

 t
yp

es
 o

f 
ca

pa
bi

lit
ie

s 
an

d 
to

 m
ax

im
iz

e 
ef

fi 
ci

en
cy

 b
y 

us
in

g 
so

ci
al

 n
et

w
or

ks
 t

o 
so

lv
e 

th
ei

r 
re

so
ur

ce
 li

m
its

.
• 

 S
oc

ia
l m

ed
ia

 h
as

 a
 p

os
iti

ve
 im

pa
ct

 o
n 

en
tr

ep
re

ne
ur

ia
l 

le
ad

er
sh

ip
.

[9
]

St
ud

yi
ng

 t
he

 e
ff

ec
t 

of
 s

oc
ia

l 
m

ed
ia

 o
n 

bu
si

ne
ss

 le
ad

er
sh

ip
En

tr
ep

re
ne

ur
s

G
en

er
al

A
n 

in
te

rv
ie

w
 w

ith
 

7 
en

tr
ep

re
ne

ur
s.

G
ro

un
de

d 
th

eo
ry

 c
od

in
g

• 
  S

oc
ia

l m
ed

ia
 h

el
ps

 t
he

 c
om

pa
ny

 t
o 

m
an

ag
e 

its
 in

te
rn

al
 t

as
ks

 
an

d 
co

m
m

un
ic

at
io

n.
• 

  S
oc

ia
l m

ed
ia

 is
 a

 d
at

ab
as

e 
of

 h
um

an
 c

ap
ita

l t
ha

t 
he

lp
s 

bu
ild

 a
 

ne
tw

or
k 

w
ith

 o
th

er
 e

nt
re

pr
en

eu
ri

al
 le

ad
er

s 
in

 t
he

 e
co

sy
st

em
.

[3
9]

A
na

ly
zi

ng
 t

he
 p

re
se

nc
e 

of
 C

EO
s 

on
 S

N
S,

 a
nd

 t
he

ir
 u

se
 o

f 
Tw

itt
er

 
as

 a
 c

om
m

un
ic

at
io

n 
to

ol
.

CE
O

s
G

en
er

al
14

,1
53

 t
w

ee
ts

St
at

is
tic

s

• 
  O

nl
y 

25
%

 a
re

 p
re

se
nt

, L
in

ke
dI

n 
is

 b
y 

fa
r 

th
e 

m
os

t 
el

ec
te

d 
SN

S 
by

 C
EO

s.
• 

  O
nl

y 
25

%
 o

f 
th

os
e 

pr
es

en
t 

on
 S

N
S 

ar
e 

us
in

g 
th

ei
r 

Tw
itt

er
 

ac
co

un
ts

.

[6
5]

St
ud

yi
ng

 t
he

 u
se

 o
f 

so
ci

al
 m

ed
ia

 
by

 S
M

Es
 in

 N
or

th
 A

m
er

ic
a.

SM
Es

G
en

er
al

A
n 

In
te

rv
ie

w
s 

in
 1

2 
SM

Es
Ca

se
 S

tu
di

es
• 

  F
ac

eb
oo

k 
is

 t
he

 m
os

t 
w

id
el

y 
us

ed
 p

la
tf

or
m

.
• 

  T
he

 s
oc

ia
l m

ed
ia

 a
re

 u
se

d 
to

 c
la

im
 n

ew
 c

us
to

m
er

s

[4
9]

St
ud

yi
ng

 t
he

 r
el

at
io

ns
hi

p 
be

tw
ee

n 
so

ci
al

 m
ed

ia
 u

se
 a

nd
 v

en
tu

re
 

ca
pi

ta
l fi

 n
an

ci
ng

St
ar

tu
ps

Tw
itt

er
2,

88
0 

st
ar

tu
ps

 
tw

itt
er

 a
cc

ou
nt

O
rd

in
ar

y 
Le

as
t 

Sq
ua

re
s 

(O
LS

)

• 
  T

he
 P

re
se

nc
e 

of
 s

ta
rt

up
s 

in
 s

oc
ia

l m
ed

ia
 h

as
 a

 p
os

iti
ve

 e
ff

ec
t 

on
 t

he
ir

 f
un

di
ng

 o
ut

co
m

e.
• 

  S
oc

ia
l m

ed
ia

 f
ac

ili
ta

te
s 

th
e 

en
tr

ep
re

ne
ur

ia
l fi

 n
an

ci
ng

 s
tr

at
eg

y 
by

 lu
ri

ng
 in

ve
st

or
s.



BIOSCIENCE BIOTECHNOLOGY RESEARCH COMMUNICATIONS THE IMPACT OF SOCIAL MEDIA ADOPTION ON ENTREPRENEURIAL ECOSYSTEM 69

Bodor Almotairy et al.

is still in its infancy. While the studies reviewed in this 
paper have managed to establish correlations between 
social media and the ecosystem, their work is largely 
quantitative. What still needs to be studied is the poten-
tial of Twitter to create an interactive entrepreneurial 
ecosystem.

C ONCLUSION

This paper is motivated by the scarcity of literature on 
the role of social media in the entrepreneurial ecosys-
tem. Through a systemic approach, the paper has dem-
onstrated that -so far- research has focused on deter-
mining the different actors in the ecosystems and on 
demonstrating the effective use of social media in the 
ecosystem. Empirical evidence on the use of social media 
in the ecosystem is relatively scarce. What has been 
understood is the role of Twitter to create an interactive 
entrepreneurial ecosystem. Further research is needed to 
explore the perspective of each stakeholder in the eco-
system to use the social network, especially in identify-
ing the obstacles and barriers that hamper them. Moreo-
ver, most of the studies reviewed in this paper made a 
quantitative approach, focusing on the frequency of the 
use of Twitter by SMEs. The effects and the motivations 
behind using Twitter in the ecosystem are better grasped 
when approached qualitatively.

REFERENCES

 [1]  E. Park, D. S. Hain, and R. Jurowetzki, “Entrepreneurial 
Ecosystem for Technology Start-ups in Nairobi: Empiri-
cal analysis of Twitter networks of Start-ups and Support 
organizations,” in the 17th DRUID Summer Conference, 
2017.

 [2]  C. Drummond, H. McGrath, and T. O’Toole, “The impact of 
social media on resource mobilisation in entrepreneurial 
fi rms,” Manag. Ind. Mark., 2018.

 [3]  O. Mohout, “The power of Twitter: Building an innova-
tion radar using social media,” in The International Soci-
ety for Professional Innovation Management (ISPIM) 
2015.

 [4]  D. Kuss, M. Griffi ths, D. J. Kuss, and M. D. Griffi ths, “Social 
Networking Sites and Addiction: Ten Lessons Learned,” 
Int. J. Environ. Res. Public Health, vol. 14, no. 3, p. 311, 
Mar. 2017.

 [5]  D. Gruber, R. Smerek, M. Thomas-Hunt, and E. J. Horizons, 
“The real-time power of Twitter: Crisis management and 
leadership in an age of social media,” Bus. Horiz., vol. 58, 
no. 2, pp. 163–172, 2015.

 [6]  J. Kietzmann, K. Hermkens, I. McCarthy, and B. Silvestre, 
“Social media? Get serious! Understanding the functional 
building blocks of social media,” Bus. Horiz., vol. 54, no. 
3, pp. 241–251, 2011.

 [7]  E. & R. Fischer, “Online entrepreneurial communication: 
Mitigating uncertainty and increasing differentiation via 
Twitter,” J. Bus. Ventur., vol. 26, no. 1, pp. 1–18, 2011.

 [8]  E. Fischer and R. Rebecca, “Online entrepreneurial com-
munication: Mitigating uncertainty and increasing differ-
entiation via Twitter,” J. Bus. Ventur., vol. 29, no. 4, pp. 
565–583, Jul. 2014.

 [9]  C. Johan and P. Gratell, “How does social media affect 
entrepreneurial leadership A qualitative study on entre-
preneur’s perceptions regarding social media as a tool for 
entrepreneurial leadership,” Mass Commun. Journal., 2018.

[10]  J. Van Dijck, “‘You have one identity’: performing the self 
on Facebook and LinkedIn,” Media Cult. Soc., vol. 53, no. 
2, pp. 199–215, 2013.

[11]  M. Petticrew and H. Roberts, “Systematic reviews - Do 
they ‘work’ in informing decision-making around health 
inequalities?,” Heal. Econ. Policy Law, vol. 3, no. 2, pp. 
197–211, 2008.

[12]  A. M. B. Cheng, Wei-Hin, Kadzrina Abdul Kadir, “The stra-
tegic planning of SMEs in Malaysia: a view of external 
environmental scanning,” Int. J. Bus. Soc., vol. 15, no. 3, 
p. 437, 2014.

[13]  A. AlSharji, S. Ahmad, and A. Abu Bakar, “Understanding 
social media adoption in SMEs: Empirical evidence from 
the United Arab Emirates,” J. Entrep. Emerg. Econ., 2018.

[14]  A. Java, X. Song, T. Finin, and T. B, “Why we twitter: 
understanding microblogging usage and communities 
9th”, Web KDD 1st SNA-KDD 2007 Work. Web Min. Soc. 
Netw. Anal., 2007.

[15]  I. Hidayanti, L. E. Herman, and N. Farida, “Engaging 
Customers through Social Media to Improve Industrial 
Product Development: The Role of Customer Co-Creation 
Value,” J. Relatsh. Mark., vol. 17, no. 1, pp. 17–28, Jan. 
2018.

[16]  K. R. S. and S. Lakshmi, “Social media as a tool for brand 
building in the automobile industry,” TRANS Asian J. 
Mark. Manag. Res., vol. 18, p. 19, 2017.

[17]  S. Lippmann and H. E. Aldrich, “A Rolling Stone Gathers 
Momentum: Generational Units, Collective Memory, and 
Entrepreneurship,” Acad. Manag. Rev., vol. 41, no. 4, pp. 
658–675, Oct. 2016.

[18]  T. B. Venturing, “Financing small business creation: The 
case of Chinese and Korean immigrant entrepreneurs,” - J. 
Bus., 1997.

[19]  P. Witt, A. Schroeter, and C. Merz, “Entrepreneurial 
resource acquisition via personal networks: an empirical 
study of German start-ups,” Serv. Ind. J., vol. 28, no. 7, pp. 
953–971, Sep. 2008.

[20]  R. Singh, G. Hills, M. Wellesley, and R. Hybels, “Opportu-
nity recognition through social network ch aracteristics of 
entrepreneurs,” Babson Coll., 1999.

[21]  E. Autio, L. Dahlander, and L. Frederiksen, “Information 
Exposure, Opportunity Evaluation, and Entrepreneurial 
Action: An Investigation of an Online User Commu-



70 THE IMPACT OF SOCIAL MEDIA ADOPTION ON ENTREPRENEURIAL ECOSYSTEM BIOSCIENCE BIOTECHNOLOGY RESEARCH COMMUNICATIONS

Bodor Almotairy et al.

nity,” Acad. Manag. J., vol. 56, no. 5, pp. 1348–1371, Oct. 
2013.

[22]  V. Fried and Management, “Toward a model of venture 
capital investment decision making,” RD Hisrich - Financ., 
1994.

[23]  J. Roure and M. Maidique, “Linking prefunding factors 
and high-technology venture success: An exploratory 
study,” J. Bus., 1986.

[24]  Anna Lee Saxenian, Culture and Competition in Silicon 
Valley and Route. 1994.

[25]  H. V. de V.-J. of B. Venturing, “The development of an 
infrastructure for entrepreneurship,” Elsevier, 1993.

[26]  O. R. Spilling, “The entrepreneurial system: On entrepre-
neurship in the context of a mega-event,” academia.edu, 
1669.

[27]  M. Change, “The entrepreneurial event revisited: fi rm for-
mation in a regional context,” Feldman Ind. Corp., 2001.

[28]  H. M. Neck, G. D. Meyer, B. Cohen, and A. C. Corbett, “An 
Entrepreneurial System View of New Venture Creation,” J. 
Small Bus. Manag., vol. 42, no. 2, pp. 190–208, Apr. 2004.

[29]  Isenberg, “How to start an entrepreneurial revolution,” 
institute.coop, 2010.

[30]  B. Colin Mason and R. Brown, “Entrepreneurial Ecosys-
tems and Growth Oriented Entrepreneurship,” 2014.

[31]  M. S. Wortman, “Rural entrepreneurship research: An 
integration into the entrepreneurship fi eld,” Agribusiness, 
vol. 6, no. 4, pp. 329–344, Jul. 1990.

[32]  D. B. Audretsch and M. Belitski, “Entrepreneurial ecosys-
tems in cities: establishing the framework conditions,” 
J. Technol. Transf., vol. 42, no. 5, pp. 1030–1051, Oct. 
2017.

[33]  B. Spigel, “The Relational Organization of Entrepreneur-
ial Ecosystems,” Entrep. Theory Pract., vol. 41, no. 1, pp. 
49–72, Jan. 2017.

[34]  Z. J. Acs, S. Desai, and J. Hessels, “Entrepreneurship, eco-
nomic development and institutions,” Small Bus. Econ., 
vol. 31, no. 3, pp. 219–234, Oct. 2008.

[35]  D. Breznitz and M. Taylor, “The communal roots of entre-
preneurial–technological growth – social fragmentation 
and stagnation: refl ection on Atlanta’s technology clus-
ter,” Entrep. Reg. Dev., vol. 26, no. 3– 4, pp. 375–396, 
Mar. 2014.

[36]  B. Feld, “Startup communities: Building an entrepreneur-
ial ecosystem in your city,” John Wiley Sons, 2012.

[37]  C. M. Mason and R. T. Harrison, “After the exit: Acqui-
sitions, entrepreneurial recycling and regional economic 
development,” Reg. Stud., vol. 40, no. 1, pp. 55–73, Feb. 
2006.

[38]  X. Neumeyer and S. C. Santos, “Sustainable business mod-
els, venture typologies, and entrepreneurial ecosystems: 
A social network perspective,” Clean. Prod., vol. 172, pp. 
4565–4579, Jan. 2018.

[39]  P. Capriotti and R. Laura, “How CEOs use Twitter: A com-
parative analysis of Global and Latin American companies,” 
nternational J. Inf. Manag., vol. 39, pp. 242–248, 2018.

[40]  Y. Motoyama, S. Goetz, and Y. Han, “Where do entrepre-
neurs get information? An analysis of twitter-following pat-
terns,” Small Bus. Entrep., vol. 30, no. 3, pp. 253–274, 2018.

[41]  J. Journalism, “The Infl uence of Social Media Platforms for 
Startups,” J. Mass Commun. Journal., vol. 05, no. 06, 2015.

[42]  M. Turan and A. Kara, “Online social media usage behav-
ior of entrepreneurs in an emerging market,” J. Res. Mark. 
Entrep., 2018.

[43]  P. Soto-Acosta, S. Popa, and D. Palacios-Marqués, “Social 
web knowledge sharing and innovation performance in 
knowledge-intensive manufacturing SMEs,” J. Technol. 
Transf., vol. 42, no. 2, pp. 425–440, Apr. 2017.

[44]  L. Kuffo, C. Vaca, E. Izquierdo, and J. C. Bustamante, 
“Mining Worldwide Entrepreneurs Psycholinguistic 
Dimensions from Twitter,” in 2018 International Confer-
ence on eDemocracy & eGovernment (ICEDEG), 2018, pp. 
179–186.

[45]  S. Shane, “The Importance of Angel Investing in Financ-
ing the Growth of Entrepreneurial Ventures,” Q. J. Financ., 
vol. 02, no. 02, p. 1250009, Jun. 2012.

[46]  J. T. Eckhardt, S. Shane, and F. Delmar, “Multistage Selec-
tion and the Financing of New Ventures,” Manage. Sci., 
vol. 52, no. 2, pp. 220–232, Feb. 2006.

[47]  M. Cheng, A. Sriramulu, S. Muralidhar, B. T. Loo, L. Huang, 
and P.-L. Loh, “Collection, exploration and ana lysis of 
crowdfunding social networks,” in Proceedings of the 
Third International Workshop on Exploratory Search in 
Databases and the Web - Explore DB ’16, 2016, pp. 25–30.

[48]  S. Lugovic and W. Ahmed, “An Analysis of Twitter Usage 
Among Startups in Europe,” pp. 299–308, 2015.

[49]  F. Jin, A. Wu, and L. Hitt, “Social Is the New Financial: 
How Startup Social Media Activity Infl uen Funding Out-
comes,” Acad. Manag. Proceedings., p. 13329, 2017.

[50]  D. Banerji and T. Reimer, “Startup founders and their 
LinkedIn connections: Are well-connected entrepreneurs 
more successful?,” Comput. Human Behav., 2019.

[51]  A. Papa, G. Santoro, L. Tirabeni, and F. Monge, “Social 
media as tool for facilitating knowledge creation and 
innovation in small and medium enterprises,” Balt. J. 
Manag., vol. 13, no. 3, pp. 329–344, Jul. 2018.

[52]  V. Scuotto, M. Del Giudice, and E. G. Carayannis, “The 
effect of social networking sites and absorptive capacity 
on SMES’ innovation performance,” Technol. Transf., vol. 
42, no. 2, pp. 409–424, 2017.

[53]  C. Riverola and F. M. On, “Entrepreneurs’ Bricolage and 
Social Media,” in 2018 IEEE International Conference, 2018.

[54]  J. Park, C. Sung, I. Im, J. Y. Park, C. S. Sung, and I. Im, 
“Does Social Media Use Infl uence Entrepreneurial Oppor-
tunity? A Review of its Moderating Role,” Sustainability, 
vol. 9, no. 9, p. 1593, Sep. 2017.



BIOSCIENCE BIOTECHNOLOGY RESEARCH COMMUNICATIONS THE IMPACT OF SOCIAL MEDIA ADOPTION ON ENTREPRENEURIAL ECOSYSTEM 71

Bodor Almotairy et al.

[55]  K. Hafeez, P. Foroudi, B. Nguyen, S. Gupta, and F. Algha-
tas, “How do entrepreneurs learn and engage in an online 
community-of-practice? A case study approach,” Behav. 
Inf. Technol., vol. 37, no. 7, pp. 714–735, 2018.

[56]  S. De and S. Dehuri, “Machine Learning for Social Net-
work Analysis: A Systematic Literature Review.,” IUP J. 
Inf. Technol., vol. 8, no. 4, 2012.

[57]  E. Cambria and B. White, “Jumping NLP Curves: A Review 
of Natural Language Processing Research [Review Article],” 
IEEE Comput. Intell. Mag., vol. 9, no. 2, pp. 48–57, May 2014.

[58]  “Grounded theory methodology Learning objectives.”

[59]  L. Bain, Statistical analysis of reliability and life-testing 
models: theory and methods. Routledge, 2017.

[60]  Joel Indrupati and Tara Henari, “Entrepreneurial success, 
using online social networking: evaluation,” ducation, 
Bus. Soc., vol. 5, no. 1, pp. 47–62, 2012.

[61]  D. J. Francis, “An introduction to structural equation 
models,” J. Clin. Exp. Neuropsychol., vol. 10, no. 5, pp. 
623–639, Oct. 1988.

[62]  V. J. Garcia-Morales, R. Martín-Rojas, and M. E. Lardón-
López, “Infl uence of social media technologies on organi-
zational performance through knowledge and innova-
tion,” Balt. J. Manag., vol. 13, no. 3, pp. 345– 367, Jul. 
2018.

[63]  D. Cochrane and G. H. Orcutt, “Application of Least 
Squares Regression to Relationships Containing Auto-
Correlated Error Terms,” J. Am. Stat. Assoc., vol. 44, no. 
245, pp. 32–61, Mar. 1949.

[64]  B. MEYER, Researching Translation and Interpreting. 
Routledge, 2015.

[65]  A. Roy, C. Dionne, M. Carson, L. Maxwell, and O. Sosa, 
“How Small and Medium-Sized Enterprises Perceived and 
Used Social Media.,” in In ECSM 2017 4th European Con-
ference on Social Media, 2017.

[66]  S. Rybalko and T. Review, “Dialogic communication 
in 140 characters or less: How Fortune 500 companies 
engage stakeholders using Twitter,” Public relations Rev., 
vol. 36, no. 4, pp. 336–341, 2010.


