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ABSTRACT 

Current trends show that social media is a medium of communication that allows 

users to share information such as images that can cause various engagements among 

users, whether they like it or not. However, there are little research focuses on the user 

gratifications that drives image engagements towards continuous image use behaviour 

inclusive in Malaysia. Therefore, the main objective of this research is to develop a 

model for the user gratifications and image engagements on continuous image use 

behaviour among Malaysian students that integrates constructs from the Use and 

Gratification Theory, Two-Sided Structure in social media, and Extended IT 

Continuance Model. This research uses quantitative methods and questionnaires as data 

collection techniques. The Fuzzy Delphi Method is used to evaluate the research model, 

while the Lawshe Method is used to evaluate the research instruments. A total of 530 

data were collected from August to October 2021 from four MARA Higher Educational 

Institute around the Klang Valley. The PLS-SEM technique is used to analyse the 

collected data, and the expert judgement is used to validate the model discovered. The 

result shows the gratification factor does influence user satisfaction in image use on 

social media. Meanwhile, 'Continuance Intention' and ‘Satisfaction’ are partially 

mediated by ‘Post’ and ‘Share’ engagement, and males moderated more between 

'Information Sharing' and 'Satisfaction' than females. The research findings contribute 

to theoretical knowledge by understanding continuance use behaviour and industry 

implications for optimising user experiences and marketing efforts. 

Keywords: gratification, engagement, continuous use behaviour, image use, social 

media 
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ABSTRAK 

 Aliran masa kini menunjukkan media sosial merupakan medium komunikasi 

yang membolehkan pengguna berkongsi maklumat seperti imej yang boleh 

menimbulkan pelbagai penglibatan dalam kalangan pengguna sama ada suka atau tidak. 

Walau bagaimanapun, terdapat sedikit kajian yang memfokuskan kepada gratifikasi 

pengguna yang mendorong penglibatan imej ke arah tingkah laku penggunaan imej 

berterusan termasuk di Malaysia. Oleh itu, objektif utama penyelidikan ini adalah untuk 

membangunkan model gratifikasi pengguna dan penglibatan imej terhadap tingkah laku 

penggunaan imej berterusan dalam kalangan pelajar Malaysia yang mengintegrasikan 

konstruk daripada Teori Penggunaan dan Gratifikasi, Struktur Dua Sisi dalam media 

sosial, dan IT Lanjutan. Model Kesinambungan. Penyelidikan ini menggunakan kaedah 

kuantitatif dan soal selidik sebagai teknik pengumpulan data. Kaedah Fuzzy Delphi 

digunakan untuk menilai model kajian, manakala Kaedah Lawshe digunakan untuk 

menilai instrumen kajian. Sejumlah 530 data telah dikumpul dari Ogos hingga Oktober 

2021 daripada empat Institut Pengajian Tinggi MARA di sekitar Lembah Klang. Teknik 

PLS-SEM digunakan untuk menganalisis data yang dikumpul, dan pertimbangan pakar 

digunakan untuk mengesahkan model yang ditemui. Hasil kajian menunjukkan faktor 

gratifikasi mempengaruhi kepuasan pengguna dalam penggunaan imej di media sosial. 

Sementara itu, 'Niat Berterusan' dan 'Kepuasan' sebahagiannya dimediasi oleh 

penglibatan 'Siar' dan 'Kongsi', dan lelaki lebih menyederhanakan antara 'Perkongsian 

Maklumat' dan 'Kepuasan' berbanding wanita. Penemuan penyelidikan menyumbang 

kepada pengetahuan teori dengan memahami tingkah laku penggunaan berterusan dan 

implikasi industri untuk mengoptimumkan pengalaman pengguna dan usaha pemasaran. 
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Kata kunci: gratifikasi, penglibatan, tingkahlaku penggunaan imej berterusan, media 

sosial  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

v 

 

ACKNOWLEDGEMENTS 

In the name of Allah, the Beneficent, the Merciful, because with His permission, the 

author could promptly complete this doctorate of philosophy. 

The author is pleased to record a thousand thanks to Ap. Ts. Dr. Suzaimah Ramli for 

excellent guidance, advice, passion, encouragement, and supervision from the beginning 

until this research was completed. Do not forget the second supervisor, Dr. Muslihah 

Wook, and her third supervisor, Ts. Dr. Nor Asiakin Hasbullah, who helped facilitate 

this research. 

The author would also like to thank all the experts and respondents who gave their full 

cooperation in completing the research model. To all the friends who have always been 

hard-pressed, providing help, guidance, cooperation, and enthusiasm throughout the 

struggle for knowledge and to complete author studies, inclusive of Dr. Khairul Nizam, 

Dr. Mardiana, and 2MWorld Sdn. Bhd. 

Lastly, thank you to the beloved husband, Lt Ts Mohd Hermezan Ghazali, and the 

beloved children, Muhammad Hazrat Ikhwan, Hayfa Iftitah, and Muhammad Harraz 

Isyraf, as well as the parents of beloved authors Haji Che Ilias Haji Che Mat, and Hajah 

Siti Fatimah Sahid, the father-in-law, Ghazali Awang, the mother-in-law, Meriam 

Hanafiah, and the rest of the family, as they are always patient, understanding, praying, 

and giving undivided support. 

Last but not least, MARA and UniKL for the opportunity and trust; and UPNM, for the 

Short-Term Research Grant, Code UPNM/2020/GPJP/ICT/2. 

May Allah always bless all of us. Amen.  



 

vi 

 

APPROVAL 

The Examination Committee has met on 14 June 2023 to conduct the final examination 

of Irma Syarlina binti Che Ilias on his degree thesis entitled Influence of User 

Gratifications and Image Engagements on Continuous Image Use Behaviour 

among Malaysian Students.  

 

The committee recommends that the student be awarded the of Doctor of Philosophy 

(Computer Science). 

Members of the Examination Committee were as follows. 

 

Professor Dr Mohd Nazri Ismail 

Faculty of Defence Science and Technology  

Universiti Pertahanan Nasional Malaysia 

(Chairman) 

 

Professor Gs. Ts. Dr Hj. Mohd ‘Afizi Mohd Shukran, CMILT 

Faculty of Defence Science and Technology 

Universiti Pertahanan Nasional Malaysia 

(Internal Examiner) 

 

Associate Professor Dr Fariza Hanis Abdul Razak 

Faculty of Computer and Mathematical Sciences  

Universiti Teknologi MARA 

(External Examiner) 

 

Associate Professor Dr Kamarul Faizal Hashim 

College of Engineering and IT  

University of Dubai 

(External Examiner) 



 

vii 

 

APPROVAL 

This thesis was submitted to the Senate of Universiti Pertahanan Nasional Malaysia and 

has been accepted as fulfilment of the requirements for the degree of Doctor of 

Philosophy (Computer Science). The members of the Supervisory Committee were as 

follows. 

 

Associate Professor Ts. Dr Suzaimah Ramli 

Faculty of Defence Science and Technology  

Universiti Pertahanan Nasional Malaysia 

(Main Supervisor) 

 

Dr Muslihah Wook 

Faculty of Defence Science and Technology  

Universiti Pertahanan Nasional Malaysia 

(Co-Supervisor) 

 

Ts. Dr Nor Asiakin Hasbullah 

Faculty of Defence Science and Technology  

Universiti Pertahanan Nasional Malaysia 

(Co-Supervisor) 

 

 

 

 

 

 

 

 

 



 

viii 

 

UNIVERSITI PERTAHANAN NASIONAL MALAYSIA 

 

DECLARATION OF THESIS 

Student’s full name  : Irma Syarlina binti Che Ilias 

Date of birth   : 06/11/1979 

Title  : Influence of User Gratifications and Image Engagements on 

Continuous Image Use Behaviour among Malaysian Students 

  

Academic session  : 2020 / 2021 
 

I hereby declare that the work in this thesis is my own except for quotations and 

summaries which have been duly acknowledged. 

I further declare that this thesis is classified as: 

           CONFIDENTIAL (Contains confidential information under the official       

Secret Act 1972)* 

           RESTRICTED      (Contains restricted information as specified by the 

organisation where research was done)* 

           OPEN ACCESS     I agree that my thesis to be published as online open access 

(full text) 

I acknowledge that Universiti Pertahanan Nasional Malaysia reserves the right as 

follows. 

1. The thesis is the property of Universiti Pertahanan Nasional Malaysia. 

2. The library of Universiti Pertahanan Nasional Malaysia has the right to make 

copies for the purpose of research only. 

3. The library has the right to make copies of the thesis for academic exchange.  

  

         Signature                                  **Signature of Supervisor/Dean of CGS/ 

                                                                                       Chief Librarian 

 

      791106-08-6134    Assoc. Prof. Ts. Dr Suzaimah Ramli 

  

       IC/Passport No.                                    **Name of Supervisor/Dean of CGS/ 

                                                                                       Chief Librarian 

 

Date:                                                              Date: 

*If the thesis is CONFIDENTAL OR RESTRICTED, please attach the letter               from 

the organisation with period and reasons for confidentiality and restriction. 

 ** Witness 



 

ix 

 

TABLE OF CONTENTS 

         TITLE            PAGE 

ABSTRACT                                                                                                     ii 

ABSTRAK                                                                                                    iii 

ACKNOWLEDGEMENTS v 

APPROVAL                                                                                                   vi 

APPROVAL                                                                    vii 

DECLARATION OF THESIS viii 

TABLE OF CONTENTS ix 

LIST OF TABLES                   xiii 

LIST OF FIGURES       xv 

LIST OF ABBREVIATIONS xvii 

LIST OF SYMBOLS xix 

LIST OF APPENDICES xx 

LIST OF EQUATIONS xxi 

CHAPTER 1 INTRODUCTION   23 

1.1 Overview 23 

1.2 Research Background 27 

1.3 Problem Statement 29 

1.4 Research Questions 31 

1.5 Research Objectives 32 

1.6 Research Methodology 32 

1.7 Research Scope 34 

1.8 Research Significance 35 

1.9 Operation Definition 35 

1.10 Organization of Thesis 37 

1.11 Summary 37 

CHAPTER 2 LITERATURE REVIEW 39 

2.1 Introduction 39 

2.2 User gratifications and image engagements  on social media 

Continuous Image Use Behaviour   39 

2.2.1 User Gratifications on social media 41 

2.2.2 Social media Image Engagement 42 

2.2.3 Continuous Image Use Behaviour 44 

2.3 Theory and Model Use on Social Media Image Use 

Research 46 

2.3.1 Uses and Gratifications Theory 46 

2.3.2 Theory of Planned Behaviour 48 

2.3.3 IS Continuance Model 49 



 

x 

 

2.3.4 Two-sided Market 50 

2.3.5 Extended IT Continuance Model 51 

2.4 The Gaps of Previous Social Media Use Research and Its 

Analysis 53 

2.5 Summary 63 

CHAPTER 3 MODEL DEVELOPMENT 64 

3.1 Introduction 64 

3.2 Model Development Process 64 

3.2.1 Phase 1 - Justification of Research Theory and Model 

Selection 66 

3.2.2 Phase 2 - Factors that Influence the User gratifications 

and image engagements  on Continuous image use 

behaviour among Malaysian Students 72 

3.2.3 Phase 3 - Preliminary Conceptual Model 75 

3.2.4 Phase 4 - Expert Validation 77 

3.2.5 Phase 5 - Validated Conceptual Model 90 

3.3 Research Definition and Hypotheses 91 

3.3.1 Definition and hypotheses 91 

3.3.2 Summary of Research Hypotheses                        102 

3.4 Summary 105 

CHAPTER 4 METHODOLOGY 106 

4.1 Introduction 106 

4.2 Research Philosophy 106 

4.3 Research Methodology (Quantitative) 108 

4.4 Research Process 109 

4.4.1 Phase 1 Preliminary Research                                111 

4.4.2 Phase 2 Literature Review                                      112 

4.4.3 Phase 3 Research Model Development                  114 

4.4.4 Phase 4 Research Design                                       115 

4.4.5 Phase 5 Discussion and Validation                        152 

4.5 Summary 154 

CHAPTER 5 DATA ANALYSIS 155 

5.1 Introduction 155 

5.2 Preliminary Data Analysis 155 

5.2.1 Data Return Rate Analysis                                    156 

5.2.2 Data Cleaning                                                        156 

5.2.3 Common Method Variance                                   157 

5.2.4 Normal Data Distribution Test                              160 



 

xi 

 

5.3 Descriptive Analysis 162 

5.3.1 Demographic Analysis                                          162 

5.3.2 Construct Analysis                                                164 

5.4 Structural Equation Modelling Analysis                        166 

5.4.1 Measurement Model Analysis                              170 

5.4.2 Structural Model Analysis                                    186 

5.5 Advanced analysis 197 

5.5.1 IPMA Analysis                                                      197 

5.5.2 Mediator Analysis                                                 199 

5.5.3 Moderator Analysis                                               202 

5.6 Hypotheses testing analysis 207 

5.7 Summary 210 

CHAPTER 6             DISCUSSION AND FINDINGS 212 

6.1 Introduction 212 

6.2 Research Summary 212 

6.3 Hypotheses Testing Discussion 214 

6.3.1 Main Model Testing                                              214 

6.3.2 Mediator Testing                                                   222 

6.3.3 Moderator Testing                                                 226 

6.4 Model Improvement Phases 230 

6.5 CIUB Model Validation 233 

6.6 Summary 241 

CHAPTER 7             CONCLUSION 242 

7.1 Introduction 242 

7.2 Research Objective Achievement 242 

7.2.1 Objective 1 (RO1): To Identify Factors that Influence 

User gratifications and image engagements  on 

Continuous image use behaviour among Malaysian 

Students                                                                  243 

7.2.2 Objective 2 (RO2): To Develop an Image-Centered 

Model for User gratifications and image engagements  

on Continuous image use behaviour among Malaysian 

Students                                                                  243 

7.2.3 Objective 3 (RO3): To Validate an Image-Centered 

Model for User gratifications and image engagements  

on Continuous image use behaviour among Malaysian 

Students                                                                 244 

7.3 Research Contributions 245 

7.3.1 Theoretical Contribution                                        245 

7.3.2 Practical Contribution                                            248 



 

xii 

 

7.3.3 Mapping, Settlement and Synthesised                   249 

7.4 Research Implications 251 

7.5 Research Limitations and Recommendation 253 

REFERENCES                                                                                                 256 

APPENDICES                                                                                                 310 

BIODATA OF STUDENT 361 

LIST OF PUBLICATIONS 362 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

xiii 

 

LIST OF TABLES 

 TABLE NO.    TITLE                       PAGE 

Table 2. 1 Social Media User Engagement 43 

Table 2. 2 Technology Adoption Models 46 

Table 2. 3 Summary of Previous Model 54 

Table 2. 4 Summary of Gap Analysis 59 

Table 3. 1 Factors that Influence User gratifications and image engagements  on  

Continuous image use behaviour among Malaysian Students                            73 

Table 3. 2 List of Experts for Preliminary Conceptual Model Validation               80 

Table 3. 3 Measurement Scale                                                                            81 

Table 3. 4 Position of α - Cut Value in Fuzzy Numbering                                        82 

Table 3. 5 Threshold Value (d) and Expert Consensus Percentage                            84 

Table 3. 6 Triangular Fuzzy Numbers and Defuzzification Process                            86 

Table 3. 7 Summary of Research Hypotheses                                                  102 

Table 4. 1 Positivism Research Philosophy                                                              107 

Table 4. 2 Research Topology 108 

Table 4. 3 Summary of Phase 1 Activities 111 

Table 4. 4 Search String in Electronic Database 112 

Table 4. 5 Article Search Criteria 113 

Table 4. 6 Summary of Phase 2 Activities 113 

Table 4. 7 Summary of Phase 3 Activities 114 

Table 4. 8 Construct Definition 119 

Table 4. 9 Construct Measurement Indicators 120 

Table 4. 10 Expert Panel Criteria for Content Validity 126 

Table 4. 11 CVR Three Scale Rating (Lawshe, 1975) 128 

Table 4. 12 CVR Minimum Acceptance Value (Lawshe, 1975) 129 

Table 4. 13  CVR Computation Results for Each Indicator 129 

Table 4. 14 Amendment of the Questionnaire 132 

Table 4. 15  Results of a Pilot Study Analysis 135 

Table 4. 16 Number of IPMa Students in Malaysia 140 

Table 4. 17 List of IPMA and Number of Students 141 

Table 4. 18 Population Size Determination Table (Krejcie & Morgan, 1970) 144 

Table 4. 19 Sample Size for Strata 146 

Table 4. 20 Capability of Data Collection Methods Based on Questionnaire            

Techniques(Zikmund et al., 2013) 147 

Table 4. 21 Summary of Phase 4 Activities 150 

Table 4. 22 Summary of Phase Five Activities 153 

 Table 5. 1 Results of Common Method Variance Test Results                          158 

Table 5. 2 Descriptive Analysis of Demographic Variables                                  163 



 

xiv 

 

Table 5. 3 Descriptive Analysis of Constructs 165 

Table 5. 4 Summaries of Assessment Guidelines for Reflective Measurement                         

Model Analysis (Ramayah et al., 2018) 171 

Table 5. 5 Indicator Loadings Value 173 

Table 5. 6 Updated Indicator Loading Value 174 

Table 5. 7 Results of Convergent Validity Analysis 176 

Table 5. 8 Measurement of Internal Consistency Reliability 178 

Table 5. 9 Fornell-Larcker Criteria 180 

Table 5. 10 Cross loading values 181 

Table 5. 11 Heterotrait-Monotrait Ratio (HTMT) 183 

Table 5. 12 Summary of Reflective Measurement Model Analysis 184 

Table 5. 13  Indices for Structural Model Analysis 187 

Table 5. 14 Assessment of Lateral Collinearity 188 

Table 5. 15 Test of Significance of Path Coefficients 190 

Table 5. 16 Results of Analysis of Model Prediction Accuracy Based on R2 Values192 

Table 5. 17 Results of Effect Size Value Analysis (f2) 193 

Table 5. 18 Values of Predictive Relevance (Q2) 195 

Table 5. 19 Results of Effect Size Value Analysis (q2) 196 

Table 5. 20 Analysis of Total Effects and Index Values on CB Target Constructs 198 

Table 5. 21 Path Coefficients and Significant Values without the Post, Like, and                      

Share Constructs 200 

Table 5. 22 Path Coefficient and Significant Value Analysis Using the Post, Like                        

and Continuance Intention Constructs. 201 

Table 5. 23 Hypothesis Testing on Mediator 202 

Table 5. 24 Effects of the Moderator on Exogenous Variables 204 

Table 5. 25 Results of Hypotheses Testing 207 

 Table 6. 1 Model Improvement Phases                                                              230 

Table 6. 3 List of UniKL Research Theme and Cluster 234 

Table 6. 4 List of UniKL MIIT Research Theme and Cluster 234 

Table 6. 5 Expert Demographic Information 236 

Table 6. 6 Empirical Model Validation Result 237 

Table 6. 7 Construct Position Validation 238 
  

 

 

 

 

 

 

 



 

xv 

 

LIST OF FIGURES 

FIGURE NO. TITLE             PAGE 

Figure 1. 1 Active Usage of Social Media in Selected Countries and Territories                            

by 2023 24 

Figure 1. 2 Research Process 33 

 Figure 2. 1 Uses and Gratifications Theory (UGT) (Gan & Li, 2018)                47 

Figure 2. 2 Theory of Planned Behaviour (Ajzen, 1991) 48 

Figure 2. 3 IS Continuance Model (Bhattacherjee, 2001) 50 

Figure 2. 4 Two-Sided Structure in Social Media (Jung & Lee, 2016) 51 

Figure 2. 5 Extended IT Continuance Model (Bhattacherjee et al., 2008) 52 

 Figure 3. 1 Model Development Process                                                                65 

Figure 3. 2 Typologies or Dimensions and Factors Adapted from UGT 69 

Figure 3. 3 Elements or Dimensions and Factors Adapted from TSS 70 

Figure 3. 4  Factors Adapted from EICM 71 

Figure 3. 5  Theoretical Model 76 

Figure 3. 6  Preliminary Conceptual Model 76 

Figure 3. 7 Fuzzy Delphi Method Steps 77 

Figure 3. 8 Gender as Moderator 88 

Figure 3. 9 Validated Conceptual Model 90 

Figure 3. 10 Research Model (Validated Conceptual Model with Hypotheses) 104 

Figure 4. 1 Research Process                                                                                      110 

Figure 4. 2 Instrument Development Process (Sekaran & Bougie, 2016) 117 

Figure 4. 3 Content Validity Process  (Ab Aziz, 2019; Wan Ahmad et al., 2017) 125 

Figure 4. 4 Measurement Model and Structural Model 137 

Figure 4. 5 Analysis of Priory Power Using G Power 143 

Figure 5. 1 Software for Calculating the Values of Skewness and Kurtosis              161 

Figure 5. 2 Outputs of Skewness and Kurtosis Value Calculation Software              161 

Figure 5. 3 Measurement and Structural Models for Factors                                                        

Influencing ‘Satisfaction’                                                                                            167 

Figure 5. 4 Measurement and Structural Models for Factors                                                   

Influencing ‘Continuance Intention’                                                                          168 

Figure 5. 5 Measurement and Structural Models for Factors that influence  user 

gratifications and image engagements  on continuous image use behaviour among 

Malaysian students                                                                                                  169 

Figure 5. 6 Six Steps for Accessing the Structural Model Using PLS-SEM             186 

Figure 5. 7 IPMA analysis for Continuance Behaviour construct                          198 

Figure 5. 8 ‘Gender’ as a Moderator between Exogenous Variables and Endogenous 

Variables in the Form of a Diagram                                                                          203 



 

xvi 

 

Figure 5. 9 Slope Graph of ‘Gender’, the Moderator Effect between ‘Information 

Sharing’ and ‘Gender’.                                                                                      205 

Figure 5. 10 2-Way Linear Interaction for Slope Graph of ‘Gender’, the Moderator                 

Effect between ‘Information Sharing’ and ‘Satisfaction’ 206 

Figure 5. 11 Results of the Conceptual Research Model 209 

 Figure 6. 1 User Gratifications and Image Engagements  on Continuous Image Use 

Behaviour among Malaysian Students (CIUB) Model                                               232 

 
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

xvii 

 

LIST OF ABBREVIATIONS 

AVE 

BC 

CI 

CIUB 

 

CB 

CCCB 

CMO 

CR 

CS 

CVR 

EN 

EICM 

ET 

HTMT 

IC 

ICT 

IPMA 

IPMA 

IS 

IS 

- 

- 

- 

- 

 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Average variance extracted 

Biased Corrected 

Continuance Intention 

User gratifications and image engagements on continuous 

image use behaviour among Malaysian student’s model 

Continuance Behaviour  

continuous content contribution behaviours  

Chief Marketing Officer 

Composite Reliability 

Computer Science 

Content Validity Ratio 

Enjoyment 

Extended IT Continuance Model 

Entertainment 

Heterotraite-Monotraite ratio correlation 

Information Science 

Information and Communication Technology 

Importance-Performance Matrix Analysis 

Institut Pendidikan MARA 

Information Systems 

Information Sharing 

IT 

KPTM 

KUPTM 

LK 

LL 

MARA 

MyIPO 

PEO 

PLS-SEM 

PO 

PU 

SA 

SEM 

SCT 

SDG 

SF 

SH 

SIDT 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Information Technology 

Kolej Poly-Tech MARA 

Kolej Universiti Poly-Tech MARA 

Like 

Lower Level 

Majlis Amanah Rakyat 

Intellectual Property of Malaysia 

Perceive Ease of Use 

Partial Leased Square-Structural Equation Modelling 

Post 

Perceive Usefulness 

Satisfaction 

Structural Equation Modelling 

Social Cognitive Theory 

Sustainable Development Goals 

Social Influence 

Share 

Social Identity Theory 



 

xviii 

 

SMS 

SPSS 

ST 

TAM 

TSS 

TPB 

TVET 

UAE 

UL 

UniKL 

UniKL MIIT 

 

UPTM 

UTAUT 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

 

- 

- 

Short Message/Messaging Services 

Statistical Package for the Social Sciences 

Social Interaction 

Technology Acceptance Model 

Two-Sided Structure in social media 

Theory of Planned Behaviour 

Technical and Vocational Education and Training 

United Arab Emirates 

Upper Level 

Universiti Kuala Lumpur 

Universiti Kuala Lumpur - Malaysian Institute of Information 

Technology 

Universiti Poly-Tech MARA 

Unified Theory of Acceptance and Use of Technology 

UGT 

UNESCO 

- 

- 

Uses and Gratifications Theory 

United Nations Educational, Scientific and Cultural 

Organization 

 

 

 

 

 

 

 

 

 

 

 

 



 

xix 

 

LIST OF SYMBOLS 

SYMBOL DESCRIPTION  

α Alpha  

β Beta  

λ Lambda  

 

   

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

xx 

 

LIST OF APPENDICES 

APPENDIX NO. TITLE PAGE 

Appendix A 1 Model Validation Form 311 

Appendix B 1 Invitation Letter – Content validation 320 

Appendix B 2 Content Validity Form 321 

Appendix B 3 Survey Form 334 

Appendix B 4 Survey Form (Google Form) 348 

Appendix B 5 Recommendation letter 349 

Appendix C 1 Invitation Letter – Empirical model 350 

Appendix C 2 Validation assessment form 351 

 
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

xxi 

 

LIST OF EQUATIONS 

EQUATION NO.  PAGE 

Equation (3.1) 82 

Equation (3.2) 82 

 Equation (4.1)                                                                                                  146 

 Equation (5.1)                                                                                                  192 

Equation (5.2) 195 

𝐸𝑞𝑢𝑎𝑡𝑖𝑜𝑛 (5.3) 201 

 

  

 

  

 

 



 

23 

 

 

 

CHAPTER 1  

 

 

INTRODUCTION 

 

 

1.1 Overview 

Web 2.0 refers to any web-based features that enable users to contribute 

content and interact with each other, such as through social media, which begins with 

content posting and is followed by feedback. According to Datareportal.com, 59.9% 

of the world's population, or 4.8 billion people, were using social media in April 2023. 

These figures are still expected to grow as mobile device usage increases due to social 

media, which has gained traction in previously underserved markets. Figure 1.1 shows 

data from Statista.com on the active usage of social media in selected countries and 

territories by 2023, where at the beginning of the year, the worldwide social media 

penetration rate stood at 59.4 percent. The United Arab Emirates (UAE) had a 105.5 

percent active social media rate; meanwhile, Malaysia ranked 31st with 78.5 percent, 

and Nigeria has a far lower social media reach with 14.3 percent. The availability of 

social media in multiple languages enables users to connect with their friends and other 

people across geographical, political, and economic borders. 

  



 

24 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. 1 Active Usage of Social Media in Selected Countries and Territories by 2023
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In recent years, social media use has grown significantly across the globe, 

making it a powerful communication tool with a significant impact on both urban and 

rural areas. The top five reasons users aged 16 to 64 use social media are to keep in 

touch with friends and family, feel free, read news and stories, discover new content, 

and see what is being talked about. This is supported by a famous quote by David 

Alston, a Forbes Top 50 CMO (Chief Marketing Officer), that the key to social media 

is to listen, engage, and build relationships. Furthermore, social media usage will gain 

impact due to the launch of the 2030 Agenda for Sustainable Development Goals 

(SDG) under SDG goal number nine (SDG 9), which is an effort to significantly 

increase access to information and communication technology (ICT) and strive to 

provide universal and affordable access to the Internet, especially in the least 

developed countries. The achievement of SDG 9, which aims to develop resilient 

infrastructure, promote inclusive and sustainable industrialization, and foster 

innovation, will be aided by social media efforts and growth. 

 

According to the United Nations Educational, Scientific, and Cultural 

Organization (UNESCO) portal, ICTs are a technology that transforms people’s 

abilities to access information and communicate over long distances. The social media 

space necessitates leveraging technologies and platforms to promote and advocate for 

social norm change and improve access and engagement skills. In addition, ICT is 

viewed as a Western-pioneered branch of knowledge isolated from monotheism's spirit 

and having no connection with God. Nevertheless, there is no denying it: Islam, which 

is sumul, is surely not exempt from discussing and guiding this knowledge. The Quran, 

as Muslims' primary reference source, contains around 41 verses discussing the news 


