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ABSTRACT

Aim: To explore the accrual process of entrepreneurs’ social capital through their use of social
media.

Method: This study adopts a critical realist ontological position and applies a multi-method
approach. Empirical data for the study is collected from 35 semi-structured interviews
conducted with entrepreneurs in Pakistan. The qualitative data from the interviews was
analysed using the Gioia methodology (Gioia et al., 2010). To triangulate the data and to bring
additional rigor to the findings, netnography (Kozinets, 2015) was used to collect real-time
data from the social media accounts (Facebook and LinkedIn) of respondents for a period of
four months after the interviews.

Findings: This study identified two key potential antecedents of accrual process of
entrepreneur’s social capital that may influence their user behaviour: “privacy concerns” and
“context of audiences”. The relationship between the two potential antecedents, privacy
concerns and user behaviour, is likely moderated by the context of the audience on social
media. If the audience is “targeted” (i.e., the entrepreneurs are aware of who the audience is),
they will likely opt for a higher degree of self-presentation, self-disclosure, thereby positively
influencing the accrual of social capital. Furthermore, this research finds that in the online
context, large and diverse networks of entrepreneurs tend to comprise collapsed audiences.
This is likely to limit the expressive behaviour of entrepreneurs, which possibly limit the
overall accrual process of social capital in social media. Hence, a large and diverse online
network may become a “vanity fair”, with limited mobility of resources between the
connections. Moreover, this research highlights the difference between entrepreneurs’
reported privacy concerns and their actual user behaviour to protect their privacy online.
Although, participants reported interest in protecting their privacy and maintaining a positive
attitude towards privacy-protection behaviour during the interviews. But the findings from
the netnography suggested that this reported interest rarely translates into actual privacy-
protective behaviour. Finally, this research underlines the importance of "engagement with
others' content™ in social media for the accrual of bridging social capital. Such engagement
with others in public plays a role of "reaching out to new people™ by publicly engaging with
others' content; likely help generate visibility for entrepreneurs to ties outside their network.
Hence, the findings of the study may help entrepreneurs connect with weak ties which are
source of bridging social capital.

Avenues for future research: This research paves the way for a better understanding of the
interplay of entrepreneurs' social capital online and offline. Do network development and
management efforts that include offline and online social networks foster the accrual of social
capital for entrepreneurs? The second avenue for the future research may pursue an in-depth
understanding of the social capital accrual on different social networking platforms. For
example, do interplay between antecedents is different on Facebook or LinkedIn than
Instagram and Twitter?
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1 INTRODUCTION

1.1 Introduction

Scholars in the field of entrepreneurship are largely at the view that social capital® help
entrepreneurs realise business opportunities (Boso et al., 2013; Smith et al., 2017), attain
validity for their ventures (Aldrich and Fiol, 1994) and acquire resources critical for their
ventures (Davidsson and Honig, 2003). Moreover, a substantial body of research in this
domain agrees that social capital facilitates entrepreneurs’ success in their ventures (Xie et al.,
2021; Jack, 2010; Slotte-Kock and Coviello, 2010; McKeever et al., 2014). However,
furthering this discussion, few scholars in this field have theorised that social capital is a
context-sensitive phenomenon; the context in which social capital is accrued may influence
the resources available and how these resources are accessed (Dodd and Patra, 2002; Young,
2014). Therefore, the context matters when understanding the networking behaviours of

entrepreneurs and the networks through which they accrue social capital (Kim et al., 2011).

Recent studies have found evidence of social media helping individuals in managing ties
(Sigfusson and Chetty, 2013), grow networks (Edosomwan et al., 2011; Jagongo and Kinyua,
2013) and develop social capital (Bundon and Hurd Clarke, 2015; Tian, 2016). With growing
social media usage, entrepreneurs are increasingly using social media platforms to build and
manage their social networks (Secundo et al., 2020). The openness and connectedness of
social media overcome entrepreneurs' limited outreach to social networks (Kuhn, Galloway
and Collins-Williams, 2016). Such facilitation for networking and accrual of social capital
through social media is significant in the early stages of entrepreneurship when there is a
need for knowledge and assistance in establishing and running the business (Olanrewaju et
al., 2020).

Despite the increasing use of social media among entrepreneurs to develop and manage
social networks, there is paucity in the earlier literature to inform about the process through

which entrepreneurs accrue social capital through their use of social media (Smith et al.,

! This research adopts the definition of social capital as “sum of the actual and potential resources embedded
within, available through and derived from, the network of relationships possessed by an individual” (Nahapiet
and Ghoshal, 1998: 243).
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2017). Particularly, research exploring the process through which entrepreneurs accrue their

social capital using social media is limited.

Research in computer-mediated communications asserts that the online context of
networking in social media is different from offline networking. The unique affordances
provided by social media make the social online networking process different from in-person
networking. Notable networking includes that the speed of interaction is enhanced, users
available online are increasingly accessible and time and space for interacting are compressed

in social media (Baym, 2010).

To further distinguish the difference between an in-person and online context for accruing
social capital, Papacharissi and Easton (2015) argue that social media sites nurture a habitus
which is distinct from offline. The theory of the habitus can be used here to explain how
social media users navigate through online spaces as new and crowded fields nurturing within
social networking sites such as Facebook and Twitter. Characteristics of habitus in the words
McKeever et al. (2014, p. 457 cited in Smith et al., 2017) “habitus provides a lens for looking
at why people behave and act in the ways they do, the processes in which they are immersed,
the practices in which they engage and how these might impact on the shape and form of
entrepreneurial outcomes”. Body of literature within the entrepreneurship domain, habitus
has been explained as a “socially constructed cognitive meeting place and a socially
conceived operating space” (Anderson et al., 2010: 128 cited in Smith et al., 2017). In a
similar line, while the social media sites may appear to provide a platform for users to
express their distinct and subjective personalities digitally, all forms of expression are subject
to the standard structure of the Facebook templates (Papacharissi and Easton 2015).
However, despite these limitations to expressing within a structured template or format,
social media technology allows users to make meaning about their unique tastes by
renegotiating the affordances of social networking sites, giving existing structures new

meaning.

Freishtat and Sandlin (2010, cited in Papacharissi 2015) explain the online habitus of
social media by drawing on the example of Facebook and term it as a cultural space where
behaviours are developed and regulated according to the premise of the habitus. When
traversing these online places, users adopt a user behaviour embedded within established and

newly created predispositions to direct their online user behaviour (Papacharissi 2015).
13



Papacharissi (2015) further asserts that the online habitus explains how online users seek a
hybrid set of established/traditional and newly created predispositions to guide their online
behaviour. As in the words of Papacharissi and Easton (2015, p. 177), "Individuals claim
agency to reconcile the commonplace logic of the new into praxis™. And to denote this
commonplace logic, social media users draw toward social media's unique affordances to
adapt to the prevailing social practices that dominate user behaviour online (Bird 2011).
Therefore, the new habitus of social networking sites provides an interesting context to

explore the accrual process of social capital for entrepreneurs.

Furthermore, it is argued in the literature that, on the one hand, variation of context, such
as online and offline, could influence the outcomes from the social capital accrued. But, on
the other hand, the accrual process may manifest differently in the two contexts (Smith et al.,
2017). Therefore, it is pertinent to investigate this different context of social media for the

accrual process of an entrepreneur’s social capital.

Aside from a few early research pieces (e.g., Fischer and Reuber, 2011; Sigfusson and
Chetty, 2013), limited research studies have examined how entrepreneurs acquire and use
social capital in online social networks (Smith et al., 2017). Furthermore, some recent studies
that have researched the accrual process of social capital in social media have focused on
college students rather than entrepreneurs (Yang and Lee, 2020; Shane-Simpson et al., 2018).
However, findings from such studies cannot be generalised for the case of entrepreneurs if
entrepreneurs are required to develop social networks for business purposes rather than
personal endeavours. Instead, for entrepreneurs, this social capital can provide them access to
instrumental resources to launch, grow and protect their ventures (Smith et al., 2017).
Furthermore, most studies in this field focus on determining the value of an output that social
media generates and facilitates for entrepreneurial ventures and its impact on entrepreneurial
business processes such as venture creation, survival and growth. A recent structured
literature review conducted by Olanrewaju et al., (2020) argues that empirical studies in this
hybrid field of entrepreneurship and social media are relatively young and dispersed,;
however, there is growing attention from practitioners in industry and scholars in academia
alike for further research and analysis. For example, research conducted between 2014 and
2016 focused on investigating social media and its impact on venture success revealed
various critical aspects such as strategy and leadership (Fernandes et al., 2016). In contrast,

research conducted between 2017 and 2018 focused on the influence of social media on
14



innovation, which is critical for scaling up businesses and acquiring a competitive advantage
(Smith et al., 2017).

While few prior studies have examined social capital as an outcome of networking on
social media sites, the process through which entrepreneurs' social capital accrues in social
media has not been investigated. This study addresses this gap by exploring the potential
antecedents and action mechanisms that may accrue entrepreneurs' social capital through
social media. A greater comprehension of the potential antecedents and action mechanisms to
accrue social capital through an entrepreneur's use of social media will explain the
application of the social capital theory in the digital context of social media. The findings will
also enable this research to make recommendations for the practice; of what actions

entrepreneurs can take during their use of social media to acquire social capital.

1.2 Background and purpose of the study

Exploring an entrepreneur’s social media use for the accrual of social capital requires
cross-domain analysis in information systems and entrepreneurship. Therefore, this study
anchors on the juncture between three management domains; social capital, entrepreneurship
and the online context of social media. The rationale for selecting these three domains as the

boundary of this research is presented in this section.

Entrepreneurship is considered the first boundary and domain of this study. Many areas
of society, including academia, research, business, economy, social, government
administration and politics, have been paying close attention to entrepreneurship over the past
three decades. (Galvéo et al., 2017). During this period, entrepreneurship has been considered
a source of economic development. While developed nations seek entrepreneurship
embedded within the opportunities through innovation to grow their economies (Roomi,
2013), developing nations consider entrepreneurship a solution through self-employment
(Landstrom, 2020). These varied perspectives on entrepreneurship lead to socio-economic
development for all countries that promote entrepreneurship through subsidies and supportive

policies.

Social capital is the second boundary and domain of this research. Social capital is

considered an essential ingredient in the recipe for entrepreneurial success (Gedajlovic et al.,
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2013). There is an established positive relationship in the literature between entrepreneurs’
social capital and their businesses' growth (Batjargal, 2010; Boso et al., 2013; Gedajlovic et
al., 2013). Several studies have identified positive outcomes of social capital for
entrepreneurs: it helps entrepreneurs to realise opportunities (Uzzi, 1997); it helps
entrepreneurs acquire legitimacy for their ventures (Aldrich and Fiol, 1994); and it helps
entrepreneurs in accessing resources (Davidsson and Honig, 2003). In the case of small and
medium enterprises (SMES), scholars argue that entrepreneurs are not highly influential in
developing such effective networks due to the intensity of their day-to-day responsibilities of
managing small/medium-sized businesses and therefore, their social capital is usually limited
(Gordon and Jack 2010; Brtiderl and Preisenddrfer, 1998).

The final domain and boundary of this research is the online context of social media.
Earlier studies have established that acquiring social capital is context-sensitive (Young,
2014). Despite the widespread adoption of social media among entrepreneurs to interact with
others, limited scholarly attention has been given to the manifestation of an entreprencur’s
social capital in the context of social media. For example, Morse et al., (2007) found that
Facebook and LinkedIn help entrepreneurs initiate weak ties and Sigfusson and Chetty
(2013) established that social media platform like Facebook help entrepreneurs manage
relationships such as strong ties. However, there is a dearth of empirical evidence to explain

how entrepreneurs’ social capital accrues differently online.

1.3 Research gap and research question

While social capital accrual is known to be context-dependent (Young, 2014; Whetten,
2009), extant research is limited in examining the accrual of entrepreneurs' social capital
through their use of social media. Prior studies have focused on social capital as an outcome
of social networking sites and, as a result, have largely ignored the processes through which
entrepreneurs’ social capital is accrued using social media (Smith et al., 2017). This research
begins to address this gap in entrepreneurship literature by exploring the processes through

which entrepreneurs accrue social capital through their use of social media.

Literature from Computer-Mediated Communication (CMC) has contributed to
establishing how social media has differentiated the social reality in which individuals

interact. Among these studies, Kane et al., (2014) summarised the unique affordances of
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social media; their paper has categorised exclusive features of social networking sites into
four key categories: digital user profiles, digital search, digital relations and network
transparency. Baym (2010) explored these differences further and established that the social
situation of networking in social media is different from face-to-face networking. Provided
that time and space are compressed on social media, interaction speed is accelerated and
people are increasingly accessible (Baym, 2010). And these differences impact how people

build, maintain and use social networks online compared to face-to-face interactions.

The research from CMC literature primarily focuses on networks of friends and ties
among university students. However, extant literature establishes that the behaviour of
entrepreneurs is a socially situated phenomenon (Haynie et al., 2010). Hence, the findings of
the social capital of a general social media user cannot be generalised to an entrepreneur’s
social capital. This study argues that there is a dearth of empirical evidence to suggest how
social media influences the networks that are the source of social capital of entrepreneurs and
aims to address this dearth in the literature by investigating the accrual process of

entrepreneurs’ social capital in social media.

Extant empirical research suggests that social capital is critical to the success of an
entrepreneur’s ventures (Erikson, 2002; Jack, 2010; Slotte-Kock and Coviello, 2010;
McKeever et al., 2014). But, at the same time, there is a view amongst scholars in this
domain that the social capital of entrepreneurs is a context-sensitive phenomenon and the
context in which social capital is accrued may influence the resources available, outcomes

and the way social capital is used (Zahra et al., 2014).

With the recent increase in the adoption of social media, entrepreneurs are increasingly
using social networking sites to build their social networks online (Fischer and Reuber,
2014). Despite this increase in the use of social media by entrepreneurs (Secundo et al.,
2020), a limited number of studies have considered their case from a social capital
perspective. This study explores how entrepreneurs’ social capital accrues on social media
sites. Based on this notion, this study aims to find an answer to the following research

question:

“How do entrepreneurs accrue social capital through their use of social media?""
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To address the above research question, this study focuses on Pakistani entrepreneurs
to collect empirical data for this study. Pakistan has witnessed an unprecedented increase in
entrepreneurship trends in recent years, fuelled by the rapid global increase in digital
consumption. This is evident in the exponential growth in the number of start-ups. Although
the country has yet to produce a high-valuation start-up, 720 start-ups were established from
2010 to 2019. ~ 15% of these startups have successfully raised funding from international
and local investors?. This opens various opportunities for the local start-ups to scale up and

shows investors' increased focus on the country's economy.
Figure 1.1 Funding Rush in Pakistan’s Startups

Funding Rush
Pakistan's startups raise record investment in 2021
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VC Investments in Pakistan's Start-ups (Bloomberg.com, 2021).

The government's three-year tax relief program and efforts to establish national and
provincial business incubators are improving the environment for starting and scaling up
start-ups in the country. In addition, several international incubators/accelerators, such as
Google's Nest 1/0 and local VVCs, are collaborating to improve the strength of incubators and
accelerators in Pakistan. Besides this, the government is actively encouraging local investors
and venture capital (VC) firms to expand their businesses in Pakistan, providing extensive
support for the growth of start-ups in the country. This support from the Pakistan government
has resulted in local startups collectively raising a record $365m in 2021, 450 per cent higher
than the funds raised in 2020 (see Figure 1.1; Bloomberg.com, 2021). The above data
establishes that Pakistan is a suitable context for this study since it transcends into an

economy full of entrepreneurs increasingly using social media for networking. Additional

2121 Report on Pakistan by World Bank Group, 2019
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information on the context of entrepreneurial activity in Pakistan is attached as appendices 1
to 5.

1.4 Methodology overview

This study adopts a critical realist ontological position and applies a multi-method
approach. Empirical data for the study is collected from 35 semi-structured interviews
conducted with entrepreneurs in Pakistan. This study uses the Gioia method to analyse the
qualitative data from the interviews and identify emerging themes from the empirical data.
To triangulate the data and bring rigour to the findings, symbolic netnography (Kozinets,
2015) is used to collect real-time data from the social media accounts of the informants for
four months after the interviews. The data from symbolic netnography is used to verify the
Gioia method's emerging themes and explain the interplaying processes among them. The

static set of themes is then incorporated into a retroductive grounded theory model.

1.5 Contributions of the research

The first theoretical contribution of this study is towards the field of entrepreneurs' social
capital by refining and developing entrepreneurs' online social capital "accrual process™. The
study theorises that the relationship between privacy concerns and user behaviour is likely
moderated by the context of the audience managed on social media. If the audience is
targeted (i.e., the entrepreneurs are aware of who the audience is), they will likely opt for a
higher degree of self-presentation, self-disclosure and engagement with others' content,
thereby positively influencing the accrual of social capital. However, when entrepreneurs are
not fully aware of the audience (so-called “collapsed audiences”), they are likely to limit self-
expression, self-disclosure and engagement with others, potentially limiting the overall

accrual process of social capital.

The second theocratical contribution of this study is towards the social capital field,
highlighting the importance of "engagement with others’ content™ in social media for the
accrual of bridging entrepreneurs' social capital. Such engagement with others in public on
social media plays a role of "reaching out to new people” by publicly engaging with others'
content, likely helping generate visibility for entrepreneurs to ties outside their network.
Hence, this may help entrepreneurs connect with weak ties, a source of bridging social

capital.
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The third theoretical contribution of this study is towards the field of social networks,
where the “network success hypothesis" argues that "entrepreneurs with larger and more
diverse networks are expected to get more support from their networks™ (Witt et al., 2008, p.
956). The current study contributes to this theory by arguing that more extensive and diverse
online networks of entrepreneurs tend to include collapsed context and invisible audiences.
Such a context of audience limits entrepreneurs' expressive behaviour in these online
networks. As a result, a large and diverse network may become a mere “vanity fair” that
likely lacks the mobility of actual resources between the connections. Based on this
argument, the current study contends that future research in this field should consider
entrepreneurs’ online social capital embedded within the characteristics of quantity and

diversity of ties in a network and, more importantly, in the quality of ties.

Based on the third theoretical contribution, this study contributes to entrepreneurial
practice by suggesting that entrepreneurs may be better off building smaller, resource-
focused social media networks where audiences are targeted. Such social media networks
may help entrepreneurs minimise their perceived risks of privacy and social judgment. In
addition, this may enable the entrepreneurs to manage a higher degree of expression and

engagement on social media and consequently accrue social capital.

This study also contributes to the methodological technique by adopting a multi-method
approach; data was collected qualitatively through semi-structured interviews and symbolic
netnography to validate the emerging themes from the Gioia method. In addition, this method
helps this study mitigate biases such as retrospective bias and social desirability. Finally, by
adopting this novel approach, this study contributes to the method by answering the call of
the scholars in the field of entrepreneurs' social capital suggesting "observational data
collection methods such as content analysis or netnography may be preferred to see how

norms impact behaviour in different contexts" (Smith et al., 2017, p.31).

20



1.6 Thesis structure

This thesis has been organised in the following order.

Chapter 1: Introduction

The first chapter provides the background and purpose of the research to establish the
significance of the study and locates this research within the contextual domains of the
entrepreneurship subject. Later, the chapter presents the identified research gap, which is
aimed at underlining the study's novelty and contribution. Furthermore, this chapter briefly
discusses the methodology through which empirical data has been collected and analysed to
address the research aim. This includes briefing the reader on the context of the country
where this research took place. Then, leading towards the section which provides

contributions made by the study, the chapter concludes by presenting the thesis structure.

Chapter 2: Social Capital and Entrepreneurship (Literature Review)

This research encompasses three domains of literature: Social media, Social Capital
and Entrepreneurship. Therefore, the reviewed literature is presented in two chapters, chapter
2 and chapter 3. This chapter presents detailed critical reviews of the existing literature,
influenced by research questions such as social capital and its importance for entrepreneurs
and their ventures. In addition, these chapters look at how the academic literature has
considered the topic and sought solutions to the component research problems in the subject

area.

Chapter 3: Social media and its Unique Context for Networking (Literature Review)

The third chapter draws on existing empirical research concerning the literature
published in the area of social media. Finally, chapter three presents an overarching review of
literature discussing social media and its affordances. Alongside this, this chapter presents the
unique context of social media, creating a distinct environment for the accrual of social

capital.

Chapter 4: Research Methodology and Design

The fourth chapter provides the justification and logic of the ontological position and
research design leveraged for this study. It includes a description and overview of the critical
blocks of the methodology, such as research philosophy, approach, strategy and design. The

process of the data coding analysis and how emerging themes were identified are also briefed
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in the chapter. In addition, the process of netnography is detailed in the chapter. In
conclusion, the chapter details the research bias involved in this research and the ethical

considerations made during the data collection process.

Chapter 5: Empirical Findings

This chapter thoroughly explains the seven themes that emerged from empirical data
analysis with the help of the Gioia method. Themes are first presented with the data
structures (first-order codes leading towards second-order themes). Later, selected evidence
from the interviews is presented to elaborate on the arising themes from the data. Findings
from the netnography are also discussed in this chapter, alongside the presentation of each
emerging theme. Finally, the chapter finishes by presenting the research's key findings and

the proposed grounded model.

Chapter 6: Discussion

Chapter six discourses the research findings in the context of how it chimes with or
contradicts the existing literature. First, the results of each emerging theme from the
empirical data findings are discussed in relevance to the existing body of literature to identify
similarities and new additions. Second, the findings are examined using the Social Capital

Theory perspective. As a result of this, a new conceptual paradigm emerges.

Chapter 7: Conclusion

This chapter presents the conclusion based on the key empirical findings. The chapter
also elaborates on how the research study has addressed the research question. Later, the
research presents its contributions to the theory and practice of entrepreneurship, followed by
presenting contributions to empirical methods. Towards the end, the chapter exhibits the

limitations of current research and avenues for future work.
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2 SOCIAL CAPITAL AND ENTREPRENEURSHIP

2.1 Introduction

The first chapter serves the purpose as a roadmap for the current study. The second
chapter begins by defining social capital and in its subsequent sections, it presents different
theoretical perspectives adopted by scholars to conceptualise social capital. The chapter later
presents the case of entrepreneurs and provides extant evidence in the literature to suggest
that entrepreneurs'’ social capital is different from general population. Furthermore, the
chapter provides a scholarly debate about the importance of social capital for entrepreneurs
and its role in the growth of their ventures. Finally, the chapter argues why context matters to

understand the accrual process of social capital.

2.2  Social capital

The concept of social capital is deep-rooted in sociology; it refers to the ties connected in
a network and the actual or potential resources available through the network (Portes 1998).
Social capital constitutes both formal and informal connections created by ties in the network
to access the resources that are accessible through the connections (Granovetter, 1973).
However, scholars are not unified in their definition of social capital (Portes, 2000), what
constitutes as social capital (networks of the resources embed within the network), who owns
social capital, how it can be measured in research, how it nurtures in online networks and its
effects. The flexibility of the term is more evident in the recent definition as articulated by
Nahapiet and Ghoshal (1998, p. 243) "sum of the actual and potential resources embedded
within, available through and derived from, the network of relationships possessed by an
individual". Scholars have used the concept of social capital to explain many social phenomena
during the past two decades, e.g., socio-economic development, organisational dynamics,
democracy and economic benefits (Adler and Kown, 2002; Ostrom and Ahn, 2003).

Among the earlier work referring to social capital, Housing and Social Capital (Dube et
al., 1957, cited in Roomi, 2013) are notable. In their report for Royal Commission on Canada’s
Economic Prospects, the term social capital is referred to a nation's physical infrastructure, i.e.,
schools and universities, hospitals, roads, streets, airports and other public installations (Baron
etal., 2000). Later, in the 1980s, the term gained popularity among scholars and as a result the

contemporary concept of the term emerged - some of the noteworthy scholars referring to the
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term social capital include Pierre Bourdieu (1986), James Coleman (1990) and Robert Putnam
(1995). Among these scholars, the contemporary concept of social capital is established by

Bourdieu, Putnam and Coleman (Roomi, 2013).

According to Bourdieu (1986), social capital is the personal belonging of individuals, but
it is the social exchanges among individuals of a network that transform it into social capital.
Bourdieu (1985) defined social capital as the “aggregate of the actual or potential resources
which are linked to possession of a durable network of more or less institutionalised
relationships of mutual acquaintances and recognition” (p. 248). Bourdieu, a notable French
scholar, became a sociologist after his military service in Algeria in the 1950s, where he
experienced the impact of war, capitalism and colonialism on Algerian society. Bourdieu had
an interest in the study of social inequality and the ways it reproduced in society. He
perceived societal disparity to be organised around class inequality. He delineated class
divisions in terms of the various living situations. These living situations offered people
various capital (resources) and, via social conditioning, various inclinations for how they
would live.

Bourdieu (1986) referred to the class as all biological beings sharing the same habitus
since they result from the same objective conditioning. Habitus, according to him, is "society
written into the body, into the biological individual™ (Bourdieu, 1990, p. 63). According to
Bourdieu, people's dispositions are determined by their social positions and their possession
of various types of 'capital.’ Bourdieu (1986) distinguished four primary forms of capital:

e Economic capital includes financial assets, money and material goods.

e Cultural capital includes qualifications, titles, awards and cultural knowledge.

e Social capital, which includes connections with influential and prominent
individuals.

e Symbolic capital, which includes social legitimation, honour and respect.

Bourdieu (1986) postulates that individuals' or groups attain social status based on the
overall volume and types of capital they possess across his defined four categories of capitals.
Bourdieu also emphasised that the volume and composition of various types of capital may
change over time, shaping a person's social status. He contended that people are conditioned
to create a specific “habitus”, by the type of capitals they possess and the conditions of

existence in which they live. Which refers to a set of transposable and durable dispositions
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that shape people's judgments, perceptions and actions in the world. Past and present
circumstances shape this habitus and moderate a person's behaviour and actions in several

aspects of their lives.

Bourdieu (1986) emphasised social capital's instrumental nature and acknowledged its
reliance on economic capital. He believed that a person's place in the economic structure
governed whether they could own any kind of capital. As a result, social networks and
connections are not merely resources that anybody may use; instead, they are influenced by
the corresponding economic capital. Bourdieu also emphasised the importance of
categorising society into several sectors or, as he termed these fields, such as economics,
politics, art, science and religion. Rather than a single set of "rules of the game" for the entire
society, to borrow Bourdieu's phrase, each of these fields has its own set of structures based
on roles, rules, requirements and forms of authority. People and groups attempt to preserve or
enhance their current capital endowment within that field. He believed that people expend
significant effort in obtaining a distinct social status, name and role to stand out from the rest
of society. This itself provides access to different forms of casting. They act as credentials,
sources of influence, prestige, or value (Bourdieu, 1986). As the members of habitus
exchange the resources, their mutual bond strengthens. Therefore, social interactions preserve

and strengthen social bonds and social position via the exchange of social capital.

Another notable scholar Portes (1998), presented that social capital is an actor’s
capability of securing advantages through making connections in social associations and
adjoining networks. Thus, the basis of social capital lies in the structure and the resources
embedded within that network. Ostrom and Ahn (2003) argued that this form of capital
includes norms of reciprocity and trusts, networks, informal and formal institutions and types

of civic engagement.

The concept of social capital has been examined in multiple domains of literature. For
example, social capital is considered as the main element of democracy in several countries.
The strength of democratic institutions is measured on the basic level of participation,
association and community involvement. It has been identified that in the modern and most
stable liberal democratic economies, social capital is one of the major drivers (Fukuyama,
1998). This results in better well-being via personal satisfaction, optimism and positive
perceptions of the government authorities (Narayan and Cassidy, 2001). Krishna and Uphoff
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(2002) further argued that social capital helps improve economic development, increases
solidarity and enhances community development in a country. Similarly, in the field of public
health management, social capital has been considered one of the critical factors for public
health, educational attainment, governance of the community and the best measure to explain
economic problems, as well as increasing industrial productivity (Coulthard et al., 2001;
Subramanian et al., 2008; Bowles and Gintis, 2002; Dasgupta, 2000). During the last three
decades, many scholars in this field, researching the application and operationalisation of
social capital in diverse disciplines, have implicitly assumed that social capital is a positive

phenomenon with positive outcomes (Adler and Kwon, 2002).

The literature debates whether social capital is an individual or group phenomenon (Lin,
2001) or is the consequence of having an abundance of weak or strong connections (Burt,
2000). Regarding the latter, Putnam (2000) preferred to view social capital as a characteristic
that exists at the community level and criticises the decline of social capital in communities
throughout the United States. However, other researchers, such as Bourdieu (2001),
argued that, although social capital is conceptualised at a collective level, individuals may
possess different amounts of social capital even being part of the same network by virtue of
their status in the network. Thereby, individuals may reach out to ties in the network for
accessing various resources: as a result, social capital conceives economic capital in the
process. Bourdieu further theorises that the social capital volume an individual holds relies on
the network’s size, implying that larger networks may possess a higher number of embedded
resources among them. Accordingly, investing in social relations over time is necessary for
this process, as Bourdieu pointed out that other benifits can only be acquired due
to relationships' with ties that nurture social capital. Also, it cannot act instantly unless
relationships are maintained for an extended period. Despite some critics' concerns that the
theory of social capital lacks operational and theoretical rigour, Portes (1998) pointed out that
social capital can denote the processes that initiate relationships and the possible outcomes

that members of the network can achieve from it.

According to Lin (2001), individuals spend their time and other resources to harbour
more resources in their networks with a core presumption that individuals seek to invest in
social relations that can generate expected returns, e.g., to seek advice. Lin (2011) further
stated that embedded resources in social relations tend to enhance the outcomes by fostering

the information flow and opportunities.
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Provided that there is an increasing debate in literature on determining the source
of social capital — if it originates from a dense network of strong ties or a looser network of
weak ties. The respective argument is traced back to Granovetter's (1973) concept of “the
strength of weak ties”. Granovetter (1973) study is considered as one of the ground-breaking
studies in the literature to explicate the role of networks to contain resources in the form of
social capital. In his study, he examined managers leveraging their social networks to attain
better jobs. Furthermore, Granovetter (1973) investigated the concept of tie strength
and described it as dependent on the amount of time spent with each other, the level
of intimacy, emotional intensity among the ties and reciprocity in a relationship. The higher
the frequency and strength of these factors among two ties, the stronger their connection
becomes. He further argued that as each connection is likely to be linked to others who are
not directly associated with a specific individual, weak ties are more likely to promote the
spread of non-redundant information than strong ties. On the contrary, as the individual’s
strong ties are likely to be linked to one another, most of the data flowing through this tight-

knit network of connections may be redundant.

2.3  Different perspectives on social capital

Prior studies inform us that researchers have taken various perspective to study the
concept of social capital and how it facilitates access to resources for the members of a
network. In this regard, four different perspectives are highlighted by Woolcock and Narayan
(2000) in social capital research: the network perspective, the communitarian perspective, the

synergic perspective and the institutional perspective.

The first perspective to understand social capital is the network perspective, which
focuses on the horizontal and vertical integration between the ties in the network. This
perspective provides a foundation for multiple theories in the field of entrepreneurship. For
example, the work of Mark Granovetter (1973) proposes that the flow of new information in
a network is not likely to be provided by strong ties. Provided the reason that usually, strong
ties provide information which is redundant. At the same time, weak ties facilitate the flow of

new information in a network.
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At the same time, Granovetter argued that the transactional cost of including weak ties in
a network is higher than keeping a strong tie. Concerning this perspective on social capital,
another theory of structural holes came into existence which was proposed by Ronald Burt
(1992). The author suggested that everyone in a network can benefit from the links developed
within society. It has been argued by Woolcock and Narayan (2000) that the use of networks

can help individuals to access valuable resources from the member of a network.

Woolcock and Narayan (2000) regarded the second perspective of social capital as the
communitarian perspective, where the concepts of social capital can be associated to the
existence of local communities such as associations, civic groups and clubs etc. The measures
provided by Putnam et al., (1993) to study the concept of social capital are related to the
density and the number of these communal authorities present in a society. Therefore, an
implicit assumption regarding social capital can be presented where social capital is
perceived as a positive and good sign for the communities. Perceiving that social capital is
positive for community, Foley and Edwards (1999) identified that these inclusions' direct
involvement could not imply political decision-making activities. However, various authors
later criticised this perspective, including Rubio (1997); Portes (1998); Morrow (1999); and
Claridge (2004).

According to Woolcock and Narayan (2000), the third perspective is the institutional
perspective. It has been reviewed that the political and institutional environment is considered
the crucial drivers of society, networks and communities. Hence, the source of social capital
can be considered a network that are enabled by institutions in a given society. The fourth
perspective on social capital is called the synergic perspective. Woolcock and Narayan
(2000) denote the synergic perspective of social capital, which aims to integrate social
capital's institutional and network perspectives (Woolcock and Narayan, 2000). Put simply,
the synergic perspective believes that social capital originates from institutions and the

community in which individuals operate.

2.4 Networks as a source of social capital
Since, this research takes a network perspective on social capital, the following section
will now review the evidence provided by scholars that considers social networks as sources

of social capital. First, an overarching review of literature in this domain informs that
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scholars in the social capital field have proposed three distinct sources of capital: trust,

networks and rules and norms.

According to Nahapiet and Ghoshal (1998), social capital has been defined as the sum of
potential and readily available resources embedded in a network of relationships formed
between social ties or individuals. Hence, the researchers reason in their definition that the
source of social capital are social networks, embedded with the shared resources of the ties.
With the similar perspective, Lin (1999) identified how people and communities form
alliances in social networks. The significance of the weaker ties in a social network for access

to information was also determined by Granovetter (1973).

The attributes of social networks focus on understanding the type of access individuals
have to specific resources. This evaluation required three primary categories; boundary
rationality (people have limited opportunities to connect due to uncertainty and ignorance),
social boundaries (i.e., race, gender, or position of a person in the society) and diversity (i.e.,
homogeneous or heterogeneous group composition). Moreover, trust plays an essential role in
social networks; it facilitates the environment of mutual understanding to share the embedded
resources. Hence, if a very resourceful network lacks trust - as a result, large and diverse
networks that lack trust may become vanity network which lacks the mobility of instrumental

resources between the connections.

Prior literature informs that networks that are sources of social capital may vary in their
structure; based on the combination of different ties and their arrangement within the
network. Such as homogenous or heterogenous networks: a network enriched with strong ties
can be considered a homogenous network, whereas a network with a blend of weak ties and
strong ties can be termed a heterogenous network (Alguezaui and Filieri, 2010). Both types
of networks are supported in the literature as a source of social capital, but the type of
resources embedded within a homogeneous and heterogeneous network are reported
different. Homogenous networks may prove as a source of emotional support, but they may
lack the flow of new information and information about new opportunities. Whereas the
heterogenous networks may provide limited emotional support and trust, they offer new
information about new opportunities. There tend to happen an implicit assumption in
entrepreneurship literature that social networks that are heterogenous can provide access to

more valuable resources to entrepreneurs compared to their homogeneous networks
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(Bratkovic et al., 2009). However, few scholars have argued that social networks are skewed
towards homogeneity over diversity provided that the transactional cost to retain weak ties is
higher than weak ties. Hence, social networks tend to exist between strong ties and they

losses weak ties with time (Alguezaui and Filieri, 2010).

2.5 Bonding and bridging social capital

Building onto the concept of strong and weak ties, Putnam (2000) conceptualised two
discrete types of social capital: bridging and bonding. Social capital derived from weak ties,
which he termed bridging social capital and social capital is derived from strong ties, such as
family members, which he termed bonding social capital. The bridging social capital is
related to the members of a specific group where bridges are formed between the different
organisations or groups (Narayan, 2002). The bonding social capital is the horizontal
relationship between the ties from the same community and group (Putnam, 2002).
According to scholars, bridging social capital facilitate the transmission of new knowledge
and the diffusion of information (Woolcock and Narayan, 2000). Such transmission of new
information is possible through bridging social capital since such a form of social capital is
sourced from a weak tie. At the same time, strong ties facilitate bonding social capital, where

ties can facilitate emotional support (Putnam, 2002).

Bridging social capital is referred to as weaker ties than bonding, while it is defined as
distant ties, including workplace relations and acquaintance (Woolcock, 2001). Therefore,
bridging social capital develops a “linkage that cuts across various social cleavage lines”
(Helliwell and Putnam, 2004, p. 1437). The study of Woolcock (2001) also identified and
supported this idea while defining bridging social capital as the group formed by colleagues,
associates and friends. On the other hand, Adler and Kwon (2002) state that external ties can
also be categorised as bridging social capital while collective interactions occur within actors.
On the other hand, the bonding social capital is referred by Helliwell and Putnam (2004) as
the link or relationships between people based on age, social class, or ethnicity. Moreover,
some studies develop a connection between family ties and the bonding social capital. For
example, the study by Woolcock (2001) identified bonding social capital as the relationships

between close friends, neighbours and family members.
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Hence, bonding social capital is the association between ties who share a stronger bond
or trust than weak ties, including friends and families (Helliwell and Putnam, 2004). These
networks are characterised as having strong ties, trust, reciprocity and cohesiveness to enable
the exchange of resources between people (Davidsson and Honig, 2003). Adler and Kwon
(2002) also identified that source of bonding social capital is embedded within the strong ties

in a network, striving to achieve collective goals.

A comparative analysis of the literature informs that there is a difference in the case of
economic theories and political theories to how scholars view the importance of bridging vs
bonding social capital. This is because economic theories focus on rational actions to
introduce bonding bias. For example, the study of Granovetter (1973) focused on the
concepts of bridging social capital while observing that communication can be facilitated by
weak ties and, thus, results in the adequate flow of information between people or groups. On
the other hand, the study of Durkheim (1984 cited in Fehr & Gintis, 2007) focused on the
sociological perspective and formed a link between shared interest and the division of labour.
Moreover, later studies focused on trust, emotion and social norms (Luhmann, 2000;
Barbalet, 1998; Coleman, 1990).

According to McPherson et al., (2001), homophily among connections results in bonding
ties that allow people to share relevant and similar characteristics, including ideology,
location and religion. These elements and attributes will enable an individual or a group to
work in integration and collaboration. On the other hand, bridging social capital, is related to
the connection between people made outside the dense network of strong ties. The concept of
bridging social capital allows individuals to coordinate resources and information in denser

groups.

Burt (2005) argued that the brokerage tends to work with closure in the network. This
implies that to broker between groups, it is essential that each member of the groups must
have strong ties with each other or to have some closure. Therefore, the term closure is
associated with the intimacy, frequency and trust within a group of friends. One of the most
important examples of closure mentioned in the literature is the military companies and their
dynamics (Christakis and Fowler, 2011). A company encompasses 100 soldiers, meaning ten
soldiers are appointed for each of the ten groups. Therefore, for effective results, it is
necessary that each group of 10 soldiers needs to be closely related and linked with each
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other. However, it has been argued that the social capital and its emergence are not enough
within-group closure. Granovetter (1973) explained that weak ties are the ties within each
group; therefore, they must be formed to exchange information and access relative resources.
Hence, it can be said that an interplay is evident in the case of brokerage and closure that help

the company to acquire a sufficient level of social capital.

While linking brokerage and closure, one of the essential elements of social capital is
related to collective behaviour based on reciprocity and trust. It has been claimed by Putnam
(1993) that there are numerous benefits to participating on a collaborative and voluntary basis
in a network instead of individuals operating in isolation. Therefore, the distinction made by
Putnam (1993) regarding bridging and bonding social capital helps in aggregating the
discussion of closure and brokerage while arguing that intragroup ties can help build relations

and trust and mobilise diverse resources.

2.6 Criticisms of social capital

Even though researchers across multiple domains of literature have used the theory of
social capital, the concept is still debated in the literature (Smith et al., 2017). Scholars are
not unified in their view what constitutes social capital; is it the network or the resources
within that network that can be termed as social capital? Therefore, various criticisms have
been made related to social capital theory. The studies of Putnam are far-reaching impacts
across the political and academic spheres. Several criticisms have been identified in the
literature, but it is also essential to consider the challenges of applying social capital theory. It
has been recognised by Haynes (2009) that a significant increase in interest in social capital is
evident from the literature. However, the author also heeds following criticism about the

concept of social capital (Haynes, 2009).

e Difficult to operationalise

e Not able to explain how change happen in a community

e Impossible to measure

e Can limit the economic success of the member ties (the dark side of social capital)

e |t consists of a loose collection of themes and thus it cannot be referred to as a theory
e Not an explanation but a tautology

¢ And finally, a misleading metaphor
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In the same context, Claridge (2018) argued that social capital is not a unified theory and
more contradictions exist and little agreement about its dimensions, definition, measurement
and building. As a result, Claridge (2018) argued, that scholars pursuing research on social
capital might approach the concept with different scopes and meaning. Calling upon

researcher to explicitly conceptualise what they refer to as social capital to in their studies.

2.7  Social capital of entrepreneurs

Scholars in the field of entrepreneurship are largely of the view that social capital help
entrepreneurs realise business opportunities (Boso et al., 2013; Smith et al., 2017), attain
validity for their ventures (Aldrich and Fiol, 1994) and acquire resources critical for their
ventures (Davidsson and Honig, 2003). Moreover, a substantial body of research in this
domain agrees that social capital facilitates the growth of their ventures (Xie et al., 2021,
Jack, 2010; Slotte-Kock and Coviello, 2010; McKeever et al., 2014). Adler and Kwon (2002)
explained that social capital is the ability of an entrepreneur to utilise resources and extract

them from the relationships and achieve their desired outcomes.

According to Murphy (2011), social capital has been noted as one of the most important
theories or perspectives in entrepreneurship. Social capital for an entrepreneur is defined as
the significant outcome of networking (Adler and Kwon, 2002). Research has explored
several opportunities and benefits that social capital can offer to entrepreneurs and their
ventures. For example, entrepreneurs can use the benefits retrieved through social capital to
capitalise on market opportunities, collect and allocate scarce resources, gather information
and improve outcomes in difficult times. The use of social capital also helps entrepreneurs
strengthen the competitiveness of small and medium-sized firms and increase their
innovation ability. Apart from the positives, empirical research in this domain has also
contributed to investigating the adverse effects of social capital, such as the restriction to
leave failing partners, mental conformity and protecting mediocrities (Light and Dana, 2013;
Adler and Kwon, 2002).

In the context of entrepreneurship, social networks can also facilitate exploiting new
opportunities (Singh et al., 1999; De Koning 1999). The networking functions include

identifying, organisation and obtaining the resources for entrepreneurs' start-ups (Johannisson
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1986; Aldrich and Zimmer 1986). Therefore, it can be said that networking forms the basis of
entrepreneurship as it helps provide the framework for processes while exploiting the
opportunities and utilising the available resources effectively (Szarka 1990, Bruderl and
Preisendorfer 1998, Huggins 2000).

A critical review of the literature about entrepreneurial social capital suggests that many
studies in this domain have focussed on establishing the significance of social capital for
entrepreneurs. However, literature falls short to identify the precision, accuracy and
consistency to extend the definition. For example, Adler and Kwon (2002) focused on the
inherent relationships within social networks, which define social capital in terms of the
goodwill developed via social relations and resources required to mobilise these
relationships. On the other hand, it has been suggested by Gedajlovic et al. (2013) that the
resources such as assistance and information are few of the resources that entrepreneurs can
expect from a social network. Even though the definitions of social capital are still
inconclusive, a significant amount of progress can be observed within the conceptualisations
and manifestations of social capital in the field of entrepreneurship (Gedajlovic et al., 2013).
In entrepreneurship literature, two fundamental perspectives about social capital are evident:

(1) bonding social capital and (2) bridging social capital.

Hite (2003) identified that the bonding social capital could be formed with the help of
interaction with strong ties. While on the other hand, Putnam (2000) described that the
bonding social capital is derived from the ties pruned to repeated and multiple interactions
and consequently incur higher levels of trust. Such interactions are considered to develop
willingness and trust within people through different forms of commitment, linking and
reciprocity, as explained by Homans (1961). It has been postulated by Vissa (2012) that the
focus from literary scholars increased on the concept of social capital; consequently, the
adoption of theory increased in multiple domains of literature. Similarly, scholars have also
attempted to examine the relationship between social capital and entrepreneurship and their
network-based reactions, including network preserving, interaction pacing based on timing
and relational embedding. These behaviours also include emotional support, providence and
access to limited resources (Williams, 2006). In this way, these behaviours are persistent in
converting the weak ties into stronger ties while keeping the focus on strengthening the
relationships.
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Apart from the bonding social capital, Putnam (2000) explained that bridging social
capital can be associated with weak ties. Scholars argued that considering the limited
interaction with weak ties, such ties might not provide emotional support but can facilitate
access to new information in the network and share information about new oppurtunities.
Hence, the scholar associated the character of weak ties with information sharing.
Consequently, weak ties accrue, bridging social capital. It has been argued by Vissa (2012)
that bridging social capital is the outcome of network-broadening behaviours. These
behaviours include reaching out and building new relationships. Furthermore, building
reciprocity and reaching out to and approaching a wide range of people in society are

significant network-broadening behaviours explained by Williams (2006).

Among the recent studies, Pindado et al., (2018) are notable, as they argue that
recognising new business opportunities is associated with entrepreneurs' human and social
capital. Besides this, the study shows that specific and general human capital and cognitive
and structural social capital affect the opportunity identification of new entrants in
agriculture. According to the findings, social capital positively affects opportunity
identification (Pindado et al., 2018).

Prior studies in entrepreneurship literature have taken multiple approaches to illustrate
the capital theory in the field. These perspectives include gender, race, premises and others.
Solano and Rooks (2018) discuss social capital to explain how it differs between genders.
Their study postulate that gender differences exist when entrepreneurs support their
communications and the networks are the medium of obtaining financial resources.
Neumeyer et al., (2019) discuss race, venture typology, past venture and ethnicity in women
entrepreneurs' social capital distribution. The study evaluates the difference in social capital
distribution for male and female entrepreneurs. The study explores that experienced female
entrepreneurs showed better network connectivity and bridging social capital than male
entrepreneurs. Wang et al., (2020) examine the role of social capital between social financing
and gender role. The gender roles among women are different and affect their choice of
external funding (Wang et al., 2020). In essence, social capital is influenced by gender roles
and indirectly affects the willingness to choose external financing. Several scholars have
brought forward the conceptualisations of entrepreneurs’ social capital (Baron and Markman,
2003). However, several challenges also arise simultaneously in studying these concepts
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(Dodd and Patra, 2002). The most critical challenges faced in the context of social capital are
as follows (Whetten, 2009; Young, 2014).

e The difference in entrepreneurial processes
e The difference within access to the resources and the desired outcomes

e The difference within the norms affects the relational interactions in this context.

2.8 Benefits of social capital to entrepreneurship

In line with the scope of this research and its theoretical foundations, it is essential to
review and explore to review literature published about the relationship of social capital and
entrepreneurship. The relationship and the significance of social networks and social capital
concerning entrepreneurship are explained by Kim and Aldrich (2005) in particular. The
study defines social capital as the resource available to entrepreneurs because of their social
connections. However, the constraints and limitations regarding the availability of these
resources and other socio-cultural challenges were also acknowledged in their study.
Following are some of the significant benefits of social capital for entrepreneurs as

summarised by Lin (1999):

e It helps facilitate the information flow available in different groups, reducing the
company's transaction costs.

e Social capital and social ties affect the agents and play a critical role in decision-
making.

e For individuals, the acknowledged relationships serve as the people's social
credentials.

e Support, reinforcement and self-reassurance are significant outcomes of being

recognised and assured of being part of the group.

Gabbay and Leenders (1999) identified that attaining the virtual or intangible resource
for an entrepreneurial business is the core of its survival, growth and sustainability. Social
capital is how entrepreneurs can access contacts from society. Therefore, to acquire resources
from networks, entrepreneurs need to mutually share trust that can result in fruitful outcomes
(Burt, 1992). Moreover, Metz and Thareneu (2001) also identified that mobilising

knowledge, innovation and learning are significant elements of social capital, thus reducing
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transaction costs. Lee et al., (2019) demonstrate from their national study in UK that
entrepreneurs living in deprived areas suffer from less resource acquisition. In such scenario,
entrepreneurs to facilitate resource acquisition leverage large networks, bonding ties, trust,

reciprocity, obligations and expectations, and shared language and codes.

Williams and Krasniqgi (2018) determine the effects of social capital on the activities
performed by entrepreneurs. For this purpose, the authors survey migrant entrepreneurs and
found that foreign language and foreign spouse positively affect entrepreneurial activity. The
primary benefit is that exposure to the host country increases the probability of starting a new
business. Furthermore, Tipu and Fantazy (2018) identify the benefits of social capital in
strategic entrepreneurship for the supply chain management. The findings highlight that

social capital and strategic entrepreneurship positively influence venture’s performance.

The use of interpersonal relationships and networks under social capital has been
developing in the literature and the practical context (Pirolo and Presutti, 2010). For the
growth of an enterprise, social capital has been known to play instrumental role (Pirolo and
Presutti, 2010). Moreover, the relationships and associations between customers, employees,
family, business partners and other stakeholders are essential. However, Ruzzier et al., (2006)
identified that social capital and its scope varies in the context of SMEs located in
international and national areas and affect the management and the strategy of the business.
Moreover, social capital also helps organisations increase employee opportunities and
improve productivity to ensure better company growth (Williamson, 1981). Several studies
have investigated the impact of social capital on entrepreneurship and how this may
positively influence entrepreneurs and their ventures; some of these studies are summarised

below in table 2.1.

Table 2.1 Benefits of social capital

Benefits of Social Capital Reference

Information flow, critical role in decision-making, Lin, 1999

support, reinforcement and self-reassurance

Survival, growth and sustainability Gabbay and Leenders, 1999
Build trust Burt, 1992

Mobilisation of knowledge, innovation and learning | Metz and Thareneu, 2001
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Organisational growth Pirolo and Presutti, 2010

Facilitate management and business strategy Ruzzier et al., 2006

Opportunities for employees, increase in productivity | Williamson, 1981

Exposure to the host country, starting a new business | Williams and Krasniqi, 2018

Improves organisational performance Tipu and Fantazy, 2018

To summarise, social capital benefits entrepreneurs by facilitating the adequate flow of
information and support in making critical decisions. As a result, the emerging research
argues the literature highlights that social capital facilitates the survival and growth of
entrepreneurial ventures.

Emerging literature demonstrates that networking outside the closely knot community of
circle of friends, is a critical element of the entrepreneurial process (Neergaard et al., 2005).
Furthermore, social capital is considered a key outcome of networking (Adler and Kwon,
2002).

Many scholars in the domain of entrepreneurship research since the 1990s have
contributed to this theme, i.e., Hansen, 1995; Chell and Baines, 2000; Dodd et al., 2002; Jack
et al., 2008. Hoang and Antoncic (2003) defined a network of entrepreneurs as a set of actors
and some relationships that link them since social capital is a relational phenomenon and is
about social interactions that occur between connections of a network, so it may also be
termed as networking capital: a term that refers to “the social connections entrepreneurs use
to obtain resources they would otherwise acquire through expanding their human or

financial capital” (Cope et al., 2007, p. 214).

Social capital in entrepreneurship holds a particular salience no matter how broadly
one conceptualises it, particularly if the concept of entrepreneurship is apprehended as a
socio-economic activity (Granovetter, 1985). According to Anderson and Miller (2002), the
term ‘social’ in entrepreneurship is conceptualised in two unique ways. Firstly, being
products of their social surroundings, entrepreneurs are likely to be influenced by their
environments and may see distinct possibilities affected by their social background.
Secondly, all businesses are interconnected via a social web of contact, describing the
economic aspects in detail. It is concluded that the existence or absence of social capital will

likely impact the nature of a company's operations. An argument like this was made by
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Young (1998) to demonstrate how social connections condition economic activities. The
identical view was also supported by Aldrich and Zimmer (1986), who presented how
entrepreneurship is channelled, assisted and restricted, depending on the entrepreneur's
position in a social network. It has been narrated by Nahapiet and Ghoshal (1998) that the
fundamental premise of social capital theory exerts that relationship networks are a valuable

source for nurturing social capital.

The significance of social capital in entrepreneurship is becoming more well-
recognised (Setini et al., 2020). Still, knowledge of the particular social processes related to
enhancing an entrepreneur's capacity to identify and pursue dynamic opportunities is
limited (Davidsson and Honig, 2003). According to Liao and Welsch (2003), the consensus
in entrepreneurship research exerts that entrepreneurs with access to social capital are more
likely to gain access to venture capitalists, potential customers and vital competitive
information than otherwise. Aldrich and Martinez (2001) further mentioned that
considering the perspective of the entrepreneurship process, the resources required for
establishing a profitable new firm are comprised of three types of capital: human capital,
social capital, as well as financial capital, allowing them to access various other inputs that

are not readily available.

According to Davidsson and Honig (2003), social capital can provide entrepreneurs
vital knowledge and essential resources. Considering 380 new companies in their quantitative
research, they discovered that being a member of a business network is associated with
expanding the start-up. They further elaborated that the importance of social capital

to nascent entrepreneurs is apparent in aiding the developing process of their ventures.

Previous research in entrepreneurship literature has professed the importance of
networking beyond networking for entrepreneurial success (Lin et al., 2000). This implies
that a network based on trust and values can help entrepreneurs share knowledge, information
and experience about running and managing a business. According to Metz and Thareneu
(2001), social networks that nurture social capital are driven by their ability to mobilise and
promote knowledge and learning among the network’s ties. With particular emphasis on the
outcomes of a network of entrepreneurs, it is argued in the literature that it is an effective
source of assistance and identifying new opportunities that can facilitate multiple benefits for

entrepreneurs (Campbell, 2000).
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2.9 Homogeneous vs Heterogeneous networks

Granovetter (1973) denoted the strength of ties based on the quality of the relationship
and the number of times communications happen between them. Based on this explanation he
categorised social ties in two types weak and strong. While strong ties would be in a contact
of twice a week and share a high level of trust among them, weak ties are less frequent in
their communication and will also share a limited level of mutual trust. A network
overpopulated by a similar type of ties is considered a homogenous network. Whereas
combination of weak and strong ties makes a network heterogeneous (Kim and Aldrich,
2005). Jack (2005) advocated the importance and role of weak versus strong ties in a
network; strong ties are more important than weak ties. Whereas Sharafizad and Brown
(2020) further suggested that individuals can access required contacts, information and other

resources by activating strong ties, implying their importance in a network.

Burt (2004) has demonstrated that an effective network that facilitates the mobility of
resources will be heterogeneous, consisting of both strong and weak ties - since the
fundamental nature of both ties directly influences the overall functioning of the network.
According to Burt (2004), weak ties can be activated when required to address a particular
problem. Jack (2005) has also agreed with Burt (2004) and believes that the homogeneity of
strong ties in a network can be considered less effective than the heterogeneity in a network.
Literature suggests that diversity in these ties directly influences the quality of information
sources and the variety of resources gathered when required. Granovetter (1973), regarding
the cost of activating strong and weak ties in a network, argue that strong ties are not
expensive to connect in comparison to weak ties as they bring a relatively higher trust factor

to a network than weak ties.

Burt (2004) argues that strong ties of an entrepreneur are usually located within the
immediate social circle; thus, these ties have limited capacity for new information sharing
and, usually, redundant information flows in such networks. Whereas weak ties are more
diverse than strong ties, they have a greater tendency to include diversity and the potential to
share more knowledge in the network. Jack (2005) has also agreed with Burt (2004) and
professed that the homogeneity of strong ties in a network could be considered less effective

than the heterogeneity in a network with a mixture of both strong and weak ties. But social
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networks, as reported in the literature, tend to incline towards homogeneity and not diversity
(Kim and Aldrich, 2005). Provided that the cost of sustaining weak ties in a network is higher

than strong ties (Roomi, 2013).

Extant evidence in the literature identified a positive relationship between a
diversified and heterogeneous network of entrepreneurs, consisting of strong and weak ties
and firm growth (Batjargal, 2010; Boso, Story and Cadogan, 2013; Gedajlovic et al., 2013).
But scholars argue that entrepreneurs owning and managing SMEs are not proactive in
developing diversified and heterogeneous networks of strong and weak ties. Provided that
due to the intensity of their day-to-day responsibilities of managing a small firm,
entrepreneurs are usually surrounded by networks enriched with strong ties — making their
network homogeneous (Gordon and Jack, 2010). As a result, they tend to loose weak ties

over the period of time.

While social capital accrual is known to be context-dependent (Young, 2014;
Whetten, 2009), extant research is limited in the examination of the accrual process of
entrepreneurs' social capital. Prior studies have focused on social capital as an outcome of
social networking sites and the benefits entrepreneurs receive as a consequence but have
largely ignored the processes through which entrepreneurs’ social capital is accrued (Smith et
al., 2017). It has been proposed that it is necessary to appraise and appreciate entrepreneurial
networks to comprehend entrepreneurship. But it should also be noted that the existing
studies are less focused on the research of entrepreneurial processes than on entrepreneurial
networks (Hoang and Antoncic 2003). It has been further argued that little work has been

carried out in the context of entrepreneurial network change and its evolution over time.

2.10  Network success hypothesis

Previous studies examining networking that accrues social capital assert that large and
diverse networks benefit entrepreneurs because they contain more resources. For example,
the network success hypothesis argues that "... entrepreneurs with larger and more diverse
networks are expected to get more support from their networks ..." (Witt et al., 2008, p. 956).
The academic disciplines have discovered a prolific intersection in entrepreneurship studies,
where there has been a long history of researching entrepreneurs’ social networks and their

influence on the success of start-ups (Birley, 1985; Johannisson, 1988). The network
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approach to entrepreneurship describes this area of study in entrepreneurship (Bruderl and
Preisendorfer, 1998). The respective theory relies on the hypothesis that entrepreneurs utilise
their network of personal and business connections to obtain resources, information and
knowledge that are difficult to be acquired quickly and cheaply in markets. In other words,
the hypothesis denotes that entrepreneur with larger and diverse networks are more likely to
acquire more benefits from their networks and thereby their chances of success as an

entrepreneur increases as compared to entrepreneurs with smaller and less diverse networks.

One notable explanation for the success of start-ups in literature has directly
referenced network theory which examines the social networks of entrepreneurs and the
influence of these networks on the performance of entrepreneurial ventures (Birley, 1985;
Aldrich et al., 1987; Birley, 1985). This area of study in entrepreneurial concept is described
as the 'network success hypothesis,’ a phrase coined by Bruderl and Preisendorfer (1998) to
explain how a diversified and large network can facilitate entrepreneurs towards the success
of their ventures. The network success hypothesis argues that entrepreneurs may access
resources relatively at low cost via their network connections or the resources that are not
accessible through market transactions at all. In conclusion, entrepreneurs may enlarge their
span of action using their peculiar networks and acquire resources at a reduced cost that
would otherwise be out of their reach (Dubini and Aldrich, 1991). Furthermore, the network
success hypothesis argues that "entrepreneurs with larger and more diverse networks are
expected to get more support from their networks™ (Witt et al., 2008, p. 956).

Consequently, using resources derived through network connections offers
multiple benefits compared to the dependence on resources obtained through market
mechanisms. Jarillo (1989) conducted a longitudinal investigation of 1902 publicly traded
corporations in the United States covering a period of 10 years and discovered that firms that
extensively utilise network resources (i.e., external resources) grow substantially stronger
than companies that focus solely on internal resources. Jarillo's (1989) research is criticised
substantially in that he evaluates the contribution of external resources in the production
process of firms by measuring the ratios of sales to a total of the balance sheet and sales to
total workers. This is a fundamental measure of the degree to which network connections are
utilised. However, it provides no evidence of the exact nature of the network's benefits over

acquiring external resources (Jarillo's, 1989).
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Galvao et al., (2019) postulate that a personal network facilitates the accrual of
required resources for a venture at a fast pace. Provided that the required resources are
embedded within the network of friends and close ties. Scholars further theorise that these
resources can be tapped on a reduced cost as a reciprocity, as compared to cost incurring to
access resources outside network. As an illustration of such reciprocity, Galvéo et al., (2019)
discussed the example of used or new equipment available for free or at a lower cost by a
close tie in the entrepreneurial network. Another example is regarding a discounted price
offered by a friend working as an accountant or tax advisor to assist the entrepreneur in
setting up the company or provide advice regarding accounting problems, etc. (Galvao et al.,
2019)

The more frequent and low-cost resources accessible in the personal network of
entrepreneurs provide better opportunities for entrepreneurs to grasp the cost-benefit over
potential competitors (Starr and MacMillan, 1990). The resources acquired from the network
that is difficult to be developed for a start-up include; (1) reputation, for instance, from an
experienced manager representing the supervisory board of the start-up; and (2) large
corporations' orders that would not be possible to be assigned to a start-up, for instance, a
former friend or colleague who is in charge of procurement in the large company can be

reached to secure such order (Hippel, 1994).

Among one of the earliest investigations to examine entrepreneurs' networking
activities' impact on the start-up's success, Aldrich et al., (1987) conducted 285 interviews
with prospective and existing entrepreneurs based out of North Carolina. In this study,
scholars used three indicators for measuring social capital influence: network diversity,
network size and the easy accessibility to network resources. The main findings of Aldrich et
al., (1987) study revealed that network resources’ accessibility is positively and significantly
correlated to the decisions of entrepreneurs to establish a new business. Such as, scholars
associate the success of a start-up with the benefits derivate from social networks of
entrepreneurs — as a result they can realise the business idea and profitability of start-up with
the help of resources accessed through their social networks (Aldrich et al., 1987).
Furthermore, scholars argued that network diversity negatively correlates with profitability
among start-ups younger than three years, while the accessibility of network resources has a

positive correlation with profitability. But once the start-up grows older, the authors
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discovered a positive relationship between the entrepreneur’s network size and the

profitability of companies.

Aldrich et al., (1987) experiment to explore the influence of social capital on business
performance was later repeated in many countries. This includes Italy Aldrich et al., (1989) in
Italy, Johannisson and Nilsson, (1989) in Sweden, Drakopoulou Dodd and Patra, (2002) in
Greece and Birley, Cromie and Myers, (1991) in Northern Ireland. Furthermore, in 2022
Drakopoulou Dodd and Patra (2002) synthesised the empirical outcomes of similar studies
and, as a result, identified some homogeneity and suggested an extent of generic universal
entrepreneurial behaviour. However, the study also reported some heterogeneity and
emphasised the significance of cultural differences. Furthermore, in their empirical study,
Cooper, Folta and Woo (1991) adopted a sample of 2246 firms founded in the United States
between 1984 and 1985 to examine the impact of network activities on start-up success.
Using a positivist research philosophical position, the questionnaire survey was administered
to the entrepreneurs of these firms twice, first in 1985 and the second in 1986 and 1987,
respectively. As a part of the findings, the authors highlighted three types of information
sources for entrepreneurs: public sources (such as books, associations and other
organisations), personal sources (such as friends, family, or acquaintances) and professional
sources (such as tax consultants, bankers, or lawyers, etc.). The networking activities were
assessed by the frequency of using personal information sources. However, the start-up's
success was assessed by the business's survival after 2 or 3 years. According to the research

findings, no significant correlations were reported between the two variables.

In another study, Hansen (1995) investigated the impact of networking on the growth
rates of new businesses in their first year of formation. The participants in this study were 44
entrepreneurs from Tennessee, United States, who had recently started their businesses. For
the study, three criteria were used to measure networking activities; the density of an
entrepreneurial network; and the size and frequency with which people from the network of
entrepreneurs founded a new organisation, like active networking. Rather than using the
traditional measure of start-up success as a proxy, Hansen (1995) opts for a more unusual
measure; for instance, the first-year growth of the start-up, as measured in dollars, pays out in
monthly payroll. This measure was supposed to reflect an increase in the number of
employees and the qualification (and, consequently, salary) of permanent or existing

employees. Using the approach of multivariate regression analysis, the researchers
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discovered statistically significant positive correlations between the success of the respective
start-up and the active network size. A similar result was reported regarding the density of the

entrepreneurial network.

Ostgaard and Birley (1996) also conducted a similar study in Europe study to test the
network success hypothesis. The conducted survey with a sample of 159 entrepreneurs in two
English counties, Avon and Cambridgeshire. Several measures for entrepreneurial
networking and entrepreneurial networks were employed in the study while dividing the
variables into four categories or groups: the network size, indicating the number of network
partners; the time spent on maintaining and expanding the network; the frequency with which
the network is used; and the network density. Ostgaard and Birley (1996) assumed that a
start-up will be successful if three different growth rates are taken as proxies in the respective
study: the sales growth rate, the employment growth rate and the profits' growth rate.
According to the results obtained by univariate and multivariate regression analyses, the size
of the entrepreneur's network and the amount of time spent maintaining and expanding the
network revealed a positive and significant correlation with employment growth rate rather

than the other two measures.

In another study by Littunen (2000), 129 start-ups were investigated in Finland,
consisting of 110 continuing businesses and 18 closed businesses. According to the author,
success is surviving beyond the crucial operational phase of 4 to 6 years. The independent
variable of the network success hypothesis (networking activities) in the respective study was
measured by two dichotomous variables; (1) Considering the cooperation between firms
during the start-up phase as well as the changes in an entrepreneur's external personal
networks like increasing and decreasing number of partners; (2) Using a model of logistic
regression. The researchers discovered no statistically significant relationship between start-

up success and networking activities.

Henceforth, in its most general version, the network success hypothesis postulates that
entrepreneurs should establish and maintain large and diversified social networks to increase
the likelihood of success for their start-ups. Although specific theoretical ideas and even
empirical results from various fields of management and entrepreneurship support the

argument in its broad form, there are still some concerns about the statement in its general
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form. It takes entrepreneurial know-how on both sides to effectively utilise ties to access the

benefits/resources embedded within the network.

Furthermore, the general recommendation inferred from the network success hypothesis
may be limited to certain contexts, if entrepreneurs can significantly vary in their networks
and the resources embedded among these resources. Merely being part of a large and diverse
network does not confirm that entrepreneurs can access the embedded resources within the
network. Elements, such as mutual trust among the network ties, will be key to facilitate the
mobilisation of the resources. As a result, the network success hypothesis is criticised by
Bayer (1991) by proposing a counterintuitive and distinctly new ‘compensation hypothesis'.
According to this theory, only entrepreneurs with limited resources tend to establish
large networks and actively seek assistance from their network ties. Similarly, Chicha (1980)
empirically demonstrated that small and medium-sized firms in France rely increasingly on
network contacts, thus encountering more economic problems. Even if networking is
beneficial, Bayer and Chicha’s (1980) hypotheses provide immediate implications for
their empirical research that it is impossible to identify any positive correlations between the

success of a start-up and access to diverse and large networks.

The size of a start-up, its strategy and the industry in which it operates all highlight a
moderating effect on the relationship between entrepreneurs' network and the success of their
businesses. Even if they are at the same development stage, the size of start-ups varies
significantly and this variation is not taken into consideration among many of aforementioned
empirical studies. Lee and Tsang (2001) experimented with a sample of Chinese
entrepreneurs in Singapore to test a causal model of entrepreneurial success. Specifically, the
authors demonstrated that the size of an entrepreneur’s network is significantly linked to
the corresponding start-up's growth rate. Still, this impact is much more significant for large
firms than for small firms. Starting a business in specific sectors, such as biotechnology,
requires a more meaningful and extensive international network than in other industries
(Kirchhoff, 1994). According to Burt (1992), the theory of 'structural holes' signifies that
networking activities are related to the competitive strategies pursued by the companies.
Hence, it is concluded based on the review of literature that evidence presented by scholars in
the field of entrepreneurship is conclusive that diversified and large network is deemed

helpful for entrepreneurs to access instrumental resources for success of their ventures.
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2.11 Measuring social capital

There has been much debate in the literature about methods and approaches to measure
social capital (Haynes, 2009). As a result, we find many studies measuring social capital by
adopting qualitative the quantitative technique. For example, Putnam (1995) has leaned
towards the positivist approach to measuring social capital in a given society to relate it to
fall and rise. Whereas other scholars argue that social capital is not objective in its nature and
the implicit assumption of positivist researchers that potential and available resources in a

network are readily available is a weakness in such research.

It is essential to mention that measuring social capital could be an exciting aspect of
this study. Still, it is considered beyond the scope of this research since this research focuses
on exploring the process of accruing social capital rather than the outcome of social capital
resulting from entrepreneurs’ use of social media. Furthermore, another rationale for not
investigating the development of social capital manifested online is that many studies in
CMC (computer mediated communication) and entrepreneurship literature have already
explored this phenomenon (Smith et al., 2017). Finally, the concept has been regularly
criticised in the literature that measuring social capital is a complex phenomenon since it is

woven into human interpretation (Andriani, 2013).

2.12  Social media and entrepreneurs’ social capital

Despite the increasing use of social media among entrepreneurs to develop and
manage social networks, there is a paucity of research into how entrepreneurs accrue social
capital through their use of social media (Smith et al., 2017). The research from CMC
literature primarily focuses on networks of friends and ties among university students.
However, extant literature establishes that the behaviour of entrepreneurs is a socially
situated phenomenon (Haynie et al., 2010). Hence, the findings of the social capital of a
general social media user cannot be generalised to an entrepreneur's social capital. This study
argues that there is a dearth of empirical evidence to suggest how social media influences the
networks that are the source of social capital of entrepreneurs and aims to address this dearth
in the literature by investigating the accrual process of entrepreneurs’ social capital in social

media.
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Fischer and Reuber, (2014) found that with time, the adoption of social media is
increasing among entrepreneurs to manage their professional and personal networks. As a
result, various empirical studies have explored how social media adoption affects users'
social networks. The results indicate that social media, by large, helps to grow a network of
individuals (Meyer and Dibbern, 2010; Fischer and Reuber, 2010), but few activate the
netowork in a business context (Kérkkainen et al., 2010). Gedajlovic et al., (2013) argue that
the development of social capital in the offline world, presumably, is a lengthy process of
time in which users develop their network over long periods, even decades. But there is a
paucity of literature to inform whether such social capital is transferable to the social media

network of entrepreneurs (Smith et al., 2017).

Among the prior studies such as Fischer and Reuber (2014) and Sigfusson and Chetty
(2013) defined social media networks as essential for entrepreneurs. Moving further, six
major types of social media were identified by Kaplan and Haenlein (2010), which included
collaborative projects, content communities, online social networks, virtual game worlds,
blogs and microblogs and virtual social worlds. There are various studies adopting the
concept of social capital and its benefits if developed over social media; however, the main
research focus is limited to online social networks. Papacharissi (2011) identified that the
SNS (social networking sites) platforms and their technical capabilities are significantly
changing how users interact online compared to their face-to-face interaction. But how these
changes in interaction are translating into social capital accrued online is not well-researched
(Smith et al., 2017). To elaborate on the importance of social capital accrued online,
Gedajlovic et al., (2013) argue that offline social capital takes a long time to accumulate,
even decades. And calls upon future research to investigate if offline social capital can be

transferred to online platforms such as SNSs.

Recent studies, provide convincing evidence to establish that entrepreneurs are
increasingly using social media for networking to manage their personal and as well as their
business networks (Fischer and Reuber, 2014). SNS platforms, including LinkedIn, Twitter
and Facebook, are the major drivers affecting entrepreneurs and their interaction with others.
The opportunities for entrepreneurs streaming out from the online networks are affected by

the how they use SNSs and type of available resources among these online networks.
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The research to date informs that the online context is significantly different from the
offline context (Santos et al., 2019). Even in situations when an individual is participating in
both types of networks, such as offline and online networks, at the same time - these
differences persist (Quan-Haase and Young, 2010). Baym (2010) has explored these
differences further and established that the social situation of networking among online social
networking sites is different since users are increasingly accessible in these networks,
communication speed is higher, interactions are more transparent and time and space are
compressed (Baym, 2010). And it is, therefore, that these differences impact how people
build, maintain and use social networks online as compared to face-to-face interactions.
Consequently, it is safe to assume that the manifestation of entrepreneurial social capital
differs from the association networks typically studied in Computer-mediated communication
literature. This concept has not been explored in either field of literature, i.e., Computer-

mediated communication or Entrepreneurship (Smith et al., 2017).

As the internet is the primary source of providing a unique and new way of interaction with
others, such as starting from close friends to strangers, researchers have inquired about
the influences of internet use on social capital, as well as the distinct differences

between social capital offline and online (Williams, 2006).

Accordingly, Ellison et al., (2010) conducted a review of previous studies on internet
usage and social capital and revealed that there are three different types of results found in
the literature; (1) internet usage increases the formation of social capital; (2) Internet usage
may deplete social capital and (3) internet usage encourages offline contacts and can serve to
replenish social capital growth and development. In addition, various studies have discovered
that increased internet use is aligned with establishing meaningful relationships and an
increased sense of belonging to offline and online communities (Best and Krueger, 2006;
Well and Julia, 2006).

The studies of Kraut et al., (1998) and Nie (2001) further provided contrasting views
suggesting that time spent online, such as interaction with people, replaces the time spent
with local contacts, such as in-person communications etc. This argument implies that distant
and online connections cannot provide the level of social support provided by ties within
close physical proximity. Lastly, another more nuanced perspective considers the internet as
a supplement, capacity when used in conjunction with other modes of communication, rather
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than a replacement for traditional kinds of contact (Uslaner, 2000). According to Resnick
(2001), this perspective focuses on the affordances of different internet services, for instance,
the ability to manage the dependencies (such as using calendars), expand reach and access,
remove time and distance barriers, reify the groups by naming them when combined with
other communication categories and preserving an interactions’ history as well as enhancing

the social capital by reducing the cost of establishing and maintaining the relationships.

In the context of the CMC literature, it has been argued that the entrepreneurs’
transaction networks differ concerning their association networks. At the same time, one of
the primary reasons for these differences is related to the fact that each entrepreneur differs
from another and possesses different objectives, characteristics and outcomes. According to
the study of Whittaker (2009), it has been found that entrepreneurs contain multiple,
conflicting and diverse personal objectives for their ventures which may include reputation,
excellence, legacy, fairness, integrity, work-life balance and maximising the gains of the

company. |

In the context of SNS transaction networks and the accrual and activation of social
capital, the role of SNS transaction networks has not been linked with entrepreneurship or in
the existing literature of the CMC. Except Subrahmanyam et al., (2008), it has been noticed
that there are differences in the online and offline contexts, while these differences are also
persistent when individuals are involved within the same online and offline contexts. The
face-to-face interactions of people are far more distinct in online social networks. In SNSs,
space and time are relatively shorter and compact, while the interaction speed is accelerated
at a higher rate. Moreover, using SNS helps people access the interaction facility more

readily, which is not available in face-to-face interactions (Baym, 2010).

2.13 Summary of literature review on social capital

Social capital constitutes formal and informal connections created by ties interacting to
access the resources accessible through the network. This study adopts the definition of social
capital articulated by Nahapiet and Ghoshal (1998, p. 243) "sum of the actual and potential
resources embedded within, available through and derived from, the network of relationships

an individual possesses".
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Scholars in the field of entrepreneurship are largely of the view that social capital help
entrepreneurs realise business opportunities (Boso et al., 2013; Smith et al., 2017), attain
validity for their ventures (Aldrich and Fiol, 1994) and acquire resources critical for their
ventures (Davidsson and Honig, 2003). Moreover, a substantial body of research in this
domain agrees that social capital facilitates the growth of their ventures (Xie et al., 2021,
Jack, 2010; Slotte-Kock and Coviello, 2010; McKeever et al., 2014). Furthering this
discussion, few scholars in this field have theorised that social capital is a context-sensitive
phenomenon (Young, 2014). The context in which social capital is accrued may influence the
resources available and how these resources are accessed (Dodd and Patra, 2002; Young,
2014). Therefore, the context matters when understanding the networking behaviours of
entrepreneurs and the networks through which they accrue social capital (Kim et al., 2011).
Concerning the different contexts in which social capital accrues, Baym (2010) argued that
the online context is very different from the offline - provided that in the online context speed
of time and space are compressed, interaction speed is accelerated and people are
increasingly accessible. Therefore, the scholar contended that findings about social capital
accrued through offline networks might not simply be generalised to the online context of

social capital (Baym, 2010).

With growing social media usage, entrepreneurs are increasingly using social media
platforms to build and manage their social networks (Secundo et al., 2020). The openness and
connectedness of social media overcome entrepreneurs’ limited outreach to social networks
(Kuhn et al., 2016). Such facilitation for networking and accrual of social capital through
social media is significant in the early stages of entrepreneurship when there is a need for
knowledge and assistance in establishing and running the business (Olanrewaju et al., 2020).
However, despite the increasing use of social media among entrepreneurs to develop and
manage social networks, there is a paucity of research into the process through which

entrepreneurs accrue social capital through their use of social media (Smith et al., 2017).
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3 SOCIAL MEDIA AND ITS UNIQUE CONTEXT FOR
ACCRUING SOCIAL CAPITAL

3.1 Introduction

The previous chapter presented the theoretical underpinning of the social capital theory
and discussed multiple perspectives present in the literature to understand the concept of
social capital and its application in the field of entrepreneurship. This chapter narrates the
literature review about the digital context of social media. This chapter reviews the main
findings relating to social media, emphasising why it is essential to consider the context of
social media as a distinct case of accrual of social capital. Most importantly, this chapter
offers details about why social media based online networks are conceptually different from
offline or in-person networks; the distinct technical capabilities of social media, also called
unique affordances, offer a different habitus for the accrual of social capital. Furthermore, the
concept of online privacy, privacy self-efficacy and the context of audiences on social media
are introduced and reviewed in this chapter. Finally, the chapter reviews the influence of

social media on entrepreneurship and entrepreneurial venture.

3.2 Definition of social networking sites

As with the passage of time, users of social networking sites across the globe are
increasing. With the same pace, scholars in different domains increasing that are paying
attention to examining how online social networking is changing the social landscape,
including entrepreneurship. There are multiple platforms available today that users can be
part of, including Facebook, Instagram, Twitter, LinkedIn etc. Ellison (2007; 211) defined the
term social network sites as “web-based services that allow individuals to (1) construct a
public or semi-public profile within a bounded system, (2) articulate a list of other users with
whom they share a connection and (3) view and traverse their list of connections and those
made by others within the system”. A more technical definition to the term has been narrated
by Kaplan and Haenlein (2010, p. 61) as, “a group of internet-based applications that build
on the ideological and technological foundations of Web 2.0 and allow the creation and
exchange of user-generated content”. Bughin and Chui (2010) narrated that the purpose
behind the invention of social media was to develop an online platform enabling friends to

connect, communicate and share information.
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Social media platforms have become global; currently, more than 4.62 billion people are
using social media around the world, making up 58.4 percent of the total global population
(Data portal, 2022). This implies that the public, including entrepreneurs, has been
increasingly using these social networking platforms. From the most recent studies, it has
been found that people's lives and social activities are likely influenced because of their use
of SNS. At the same time, these platforms help them make their daily decisions (Olmstead et
al., 2006). Alongside, Ellison et al., (2011) argued that the social connections formed on

SNSs could help accrue social capital.

Online social networking has been a widely discussed topic in the CMC literature. The
link between online social networking and social objectives has been examined to understand
the accrual of social capital through online social networking. Online social networking was
considered the way of affecting the interactions, outcomes and communications via social
networking sites (Smith et al., 2017). For example, research in this domain has investigated
the case of social capital in friendship networks. A critical study among them by Ellison et
al., (2014) established that social capital is positively related to the number of actual friends a
user is connected to online, which affects their relationship maintenance behaviours. On the
other hand, regarding the importance of bonding social capital in online platforms, it has been
found that bonding social capital accrued through online social networks can increase the
performance of the online distributed teams (Yuan and Gay, 2006). Similarly, it has also been
found that the SNSs and social information-seeking behaviours result in a perceived increase

in bridging social capital (Ellison et al., 2011).

Literature within the field of CMC offers details about how social media based online
networks offer a different opportunity for users to achieve social objectives. Prior literature
also informs us how its unique technical capabilities influence communication and
subsequent networking outcomes (Smith et al., 2017). Such as recent studies have found
evidence of social media helping individuals in managing ties (Sigfusson and Chetty, 2013),
grow networks (Edosomwan et al., 2011; Jagongo and Kinyua 2013) and develop social
capital (Bundon and Hurd Clarke, 2015; Tian, 2016).
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3.3 What makes social media conceptually distinct as a network?

Ellison and Boyd, (2013) argue that due to unique technical affordances (discussed in the

next section, 3.4), social media provides a distinct context for understanding networks,

relationships that manifest within it and their outcome, such as social capital. Literature in the

domain of CMC has presented a premise about how the unique technical capabilities of social

networking sites can influence different affordances. A seminal paper by Smith et al., (2017)

has compiled prior studies and their argument to hone the discussion about distinct technical

features of online networks and their affordances. Smith et al., (2017) have argued that SNS

affordances may have important uninvestigated effects on the accrual of entrepreneur's

network behaviors, resulting in social capital being accrued differently in online contexts.

Table 3.1 SNS Features and affordances (adopted from Smith et al., 2017, p. 22)

SNS Features | Affordance Affordance Definition
Digital user Shareability Ability to easily share profile content with many
profile others online (Papacharissi, 2010)
Editability Ability to reconsider/recraft profile content before
sharing it (Treem and Leonardi, 2013)
Viewability Ability to view aspects of otherwise restricted profile
content (Mansour et al., 2013)
Replicability Ability to easily duplicate or modify profile content
that looks original (Boyd, 2010)
Signalling Ability to convey intended and unintended
information from user profiles (Donath, 2007)
Digital Search Searchability Ability to efficiently search all manner of SNS

content (Boyd, 2010)

Retrievability

Ability to scan vast networks to capture specific
information (Baym, 2010)

Asynchronicity

Ability to overcome temporal limitations and extract
content from one-way ties (Baym, 2010)

Persistence

Ability to see archived information (Boyd, 2010)

Reviewability Ability to review for consistency in posts over time
(Faraj et al., 2011)
Digital Social Ability to efficiently connect to networked others
Relations interactivity (Baym, 2010)
Scalability Ability to send and receive information on a large
scale (Boyd, 2010)
Interoperability Ability to easily share content across multiple distinct
platforms (Kane et al., 2014)
Network Visibility Ability to make all network connections visible to the
Transparency network owner or others (Leonardi, 2014)
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Association Ability to know that a network connection exists
(Treem and Leonardi, 2013)

Transversability | Ability to navigate to and through your own and
others' networks (Boyd and Ellison, 2007)

3.4 Unique technical capabilities of social media and its subsequent affordances

Four features contribute to the unique SNS context: digital user profiles, digital search,
digital relations and network transparency (Kane et al., 2014). CMC literature argues that
these technical features enable unique affordances, defined as those actions, uses, or

capabilities enabled or made possible by technology (Baym, 2010: 44).

Kane et al., (2014) argued that the unique technical capabilities of social networking sites
influence the networking activities of online users in which social interactions happen over
social networking sites are different from face-to-face interactions. According to Kane et al.,
(2014), these unique capabilities and their consequent affordances can be presented into four
unique features/characteristics: digital profiles, relations, search and network transparency.

These are further discussed below.

3.4.1 Digital profile
The first unique feature of social networking sites, as presented in table 3.1, is Digital

Profile. The term digital profile represents the information related to the social media user's
character, identity, associations, relationships, achievements and other attributes. According
to Mendelson and Papacharissi (2011), the feature of a digital profile allows social media
users to develop, share and edit information about themselves and may potentially provide
insight to other users. This feature of social networking sites where users can develop and
edit the information about their profile is unique and is not available in face-to-face
interaction. With this feature, users have a degree of control over sharing their information
with other users in the network. They can not only update the available information but are
also able to delete or hide information according to their preference. This degree of freedom
to control the flow of information to the network is the first feature which makes social

networking sites unique for social interactions.

Literature from the CMC suggests that the development of social ties is likely to be
influenced by the availability of the personal information of the users of social media, while

an increase in the connection-forming rate can be experienced with the user’s personal
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information being updated (Morse et al., 2007; Taddicken, 2014). This is because the SNS
users or entrepreneurs can post the content on the digital user profiles while containing

unintended information regarding the ventures and the entrepreneurs (Walther, 2007).

Among the critical influence, this unique feature of social networking sites can make
for networking is to help other users search for common characteristics in other users so that
they can network with each other. Such assessment of common characteristics is known as
homophily assessment. Homophily assessment is considered the assessment of socio-
demographic information about other users. Homophily assessment, according to Lazarsfeld
and Merton (1954 cited in Kandel, 2017), is an action where people seek similarities within
each other and their choices. In the same context, the assessment of homophily regarding the
information within digital user profiles decreases the relationship uncertainty and increases
the initial interaction. Yuan and Gay (2006), while expressing how homophily assessment
can influence social capital, argued that these assessments could be both positive and
negative. Depending on the perceived similarity or dissimilarity of available
sociodemographic information about two users. In CMC literature, the cognitive attributes of
individuals' meanings, beliefs and attitudes can be evaluated using digital user profiles, which
can help people assess based on common grounds (Ellison et al., 2011; Jensen Schau and
Gilly, 2003).

3.4.2 Digital search
The second category is called the digital search, defined as the SNS-based search

engine that enables users to see, review, scan and extract the content of the network, as
explained by Boyd (2010). Sophisticated algorithms to search the online content/information
available on social networking sites can help users overcome the time constraints in face-to-
face networks. For example, this feature of SNS can help users identify the substantive
information regarding the contacts' character, attitudes, behaviours and values. This may help
users decide about social connections to be part of the network and further help strengthen
the relationship with the existing connection. Scholars in the CMC literature have argued that
such a mechanism is related to the relational construct, which is more inclined towards the
intentional and active learning of other users and can be done with the help of writing
comments, interacting through commenting and observation of other activity (Borgatti and
Cross, 2003).
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These types of features, therefore, allow users to determine the weak ties and their
opportunities to search for calculative ties more readily and cost-effectively (Hite and
Hesterly, 2001; Morse et al., 2007). It has been identified by Vissa (2011) that finding a
connection in the case of network contacts is related to the fact that entrepreneurs can pursue
a network contact for whom they believe they can help them in the future for themselves or
their venture. These mechanisms help find the best-suited network to be found more
efficiently and cost-effectively for extending the entrepreneurial networks (Mitchell, 1974).
This is considered necessary because the ventures who can increase their network partners
quickly are likely able to extend their bridging social capital, resulting in better survival rates

for those ventures (Venkataraman and Van de Ven, 1998).

The mechanism of identifying the substantive information finding deals with the
understanding character, attitudes, behaviours and values of the contacts of SNS, which
results in the development of strong ties. This sort of mechanism is related to the relational
construct that is more inclined towards the intentional and active learning of others for the
SNSs and is done through commentaries, interaction and observation of the third party
(Borgatti and Cross, 2003). In addition, it has been identified in the CMC literature that the
network-deepening behaviours of individuals can be increased via positive substantive
information (Ellison et al., 2011; Rui et al., 2015).

3.4.3 Digital relations

According to Kane et al., (2014, p.284), Digital relations are the third unique feature
of social networking sites which illustrates “a persistent connection between nodes”. In
simple words, the explicit bond of being part of someone's networking, such as in the shape
of a friend on Facebook and a connection on Linkedln, is a unique feature of social
networking sites. In face-to-face networking, the connections among the individuals are
perceived and do not have an explicit shape. Such features can help users to maintain or
develop strong and weak ties and grow their networks (Ellison et al., 2011). The implications
of this unique feature of social networking sites have been further researched in the CMC
studies. This feature allows digital users to manage complex and broader networks based on

digital relations, including diversified resources (Kane et al., 2014).
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Moreover, such features may also increase the ties of entrepreneurs to manage their
personal/professional online networks. According to Thornton et al., (2015), network
management is the activity that involves the creation, interaction and relationship-building
with others to produce relational results. Moreover, network management results in
increasing the network-broadening behaviour and supporting the increase of the bridging
social capital while maintaining weak tie relationships and making it easier to start
(Davidsson and Honig, 2003; Granovetter, 1985). Yardi and Boyd (2010) have argued in this
regard that the unique feature of digital relation help in developing heterogeneous ties. The
research of CMC identifies that the SNS users do not delete their old connections, while the
previous connections of the entrepreneurs’ lives are available for users to view online
(Ellison et al., 2014; Kwon and Adler, 2014). Therefore, the manifestation of bridging social
capital and diversity are considered the major outcome of network management in the case of

building entrepreneurial networks.

3.4.4 Network transparency
Networking transparency is the last feature among the four unique features of social

networking sites. According to Kane et al., (2014), the ability to see the whole network in its
entirety, i.e., who is connected with who and mutual connections, is a feature that is
impossible to transcend in face-to-face networks. In the context of network transparency,
Leonardi (2014) argued that with this feature, users could not only view their entire network
but may also be able to view others' networks. With the activation of these features, users of
social networking sites can identify any missing connections to see any disassociation or
association within the contacts (Treem and Leonardi, 2012). In addition, the unique feature to
view and transverse social networks while representing them in graphics can allow the user to

gain valuable insight (Trottier, 2012).

An added aspect of this feature is to present information about networking activities, such as
the activity levels of followers and their recent posts on their timelines which may influence
networking behaviours (Marwick and Boyd, 2011). The research on social networks (face-to-
face) reveals that people are not likely to view the networks offline (Krackhardt and Kilduff,
2002). Therefore, with the help of such a unique feature, entrepreneurs may view their
network connections entirely and decide to make a conscious effort to extend or diversify

them.
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In addition, transparency of the network activities is another aspect of network
transparency. This feature let social media users observe who is connected with who and
what people share common features in a network. Especially when this feature is compared
with the offline networking world, where people are usually unaware of their networks as a
whole (Krackhardt and Kilduff, 2002). A similar idea has been highlighted in the literature on
entrepreneurship regarding the benefits of spanning structural holes (cf. Baum et al., 2000).
Burt (2005) has defined the term Structural holes as “a place in a network where brokerage
could create value. They exist between two people or groups when either party is unaware of
the value available if they were to coordinate at some point” (Burt, 2005, p. 26). These
structural holes exist between individuals when they are unaware of the value that is available
within the point of contact (Burt, 2005). Considering the study of Rainie and Wellman
(2012), it has been studied that such a unique feature of social networking sites is likely able

to provide an infinite number of opportunities for people to bridge the structural holes.

However, it has been argued by Hoang and Antoncic (2003) that the exploitation and
identification of opportunities relate to the acquisition of the bridging position in the network.
In this context, the literature suggests that the spanning structural holes increase the
entrepreneurs’ bridging social capital (Lee et al., 2011). It has been noted that entrepreneurs
who can view their social network online and identify their structural holes, broker within
their holes and transverse via indirect online ties can increase the bridging social capital. This
implies that such a mechanism can help users to view the social capital potential.
Furthermore, Hoang and Antoncic (2003) identified that network transparency results in
better and positive social judgment assessments of the people while promoting positive
exchange outcomes. The sophisticated technology used by social networking sites has made
it possible to compute the big data of existing networks and summarise their shared contents
so that users may get a clear overall picture of their network and the content being shared in
this network. For example, such information may include the network size, followers' posts
and similar posts or hashtags posted/reposted by users. Such features can provide users with a
clear picture of their and their connection's networking activities and therefore tend to
influence the networking behaviours of users (Marwick and Boyd, 2011).

It is due to these technical capabilities, Baym (2010) argued that online social networks

are fundamentally different from offline networks, given that among these online networks
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e the speed of interaction is enhanced,
e users are increasingly accessible,

e and time and space for interacting are compressed.

To further highlight the distinction between the two contexts of networks, scholars in
CMC literature, such as Ellison and Boyd (2013) and Papacharissi (2010), argue that the
distinction is so high that offline research findings may not be generalised to the online
context (Smith et al., 2017). The unique features of social media are important to study as it
impacts entrepreneurial activities and behaviour. The study around the digital profile features
provides information on how entrepreneurs can use digital profiles to make connections and
become popular. Evidence has shown that entrepreneurs can edit or make their profiles on
social media, which is not possible in face-to-face interactions. The study around digital
profiling throughs lights on the fact that entrepreneurs can also add their ventures on social
media profiles which makes them popular in the market. Besides this, the literature shows
that entrepreneurs can know the character and background of other connections. This section
helps study digital search features as it tells how entrepreneurs can get information on
attitudes and behaviours of other connections and weak ties. The study around digital
relations represent how entrepreneurs can manage strong and weak ties, while network

transparency facilitates entrepreneurs to look at their followers and ties in the network.

To distinguish the difference between an in-person and online context for accruing social
capital, Papacharissi and Easton (2015) argue that social media sites nurture a habitus distinct
from offline networks. Freishtat and Sandlin (2010) explain the online habitus of social
media by drawing on the example of Facebook and term it as a cultural space where
normative behaviours are developed and regulated according to the premise of the habitus.
When traversing these online places, users adopt a user behaviour embedded within
established and newly created predispositions to direct their online user behaviour
(Papacharissi 2009). Although Facebook may appear to provide a platform for users to
express their distinct and subjective personalities digitally, all forms of expression on this
platform are subject to the standard structure of Facebook templates (Papacharissi and
Easton, 2015). However, despite these limitations to expressing within a structured template

or format, social media technology allows users to make meaning about their unique tastes by
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renegotiating the affordances of social networking sites, giving existing structures new

meaning.

Papacharissi (2009) further asserts that the online habitus explains how online users seek
a hybrid set of established/traditional and newly created predispositions to guide their online
behaviour. As in the words of Papacharissi and Easton (2015, p. 177), "Individuals claim
agency to reconcile the commonplace logic of the new into praxis™. And to denote this
commonplace logic, social media users draw toward social media's unique affordances to

adapt to the prevailing social practices that dominate user behaviour online (Bird 2011).

3.5 Privacy concerns in social media

According to Boyd and Ellison (2008), social networking sites (SNSs) have three
characteristics that differentiate them from other websites on online platforms: (1) an
effective semi-public as well as a public profile that is user-constructed, (2) the capacity to
view the ties of individuals, as well as the interconnections by others within the system
and (3) a set of interconnections within the system to other users. Indeed, such ostentatious
demonstrations of connections are a distinguishing characteristic of SNSs, distinguishing
them from most other social media in use today (Donath and Boyd, 2004). Furthermore,
users' capacity to maintain control over their personal information on social networking sites
is greatly enhanced by their decisions regarding whom to connect with on such platforms.
Similarly, users can control others’ access to personal information by using disclosure
behaviours. It includes the user’s profile on social networking sites, or the information shared
through status updates. Another critical problem that has been the focus of much of the

literature is managing personal information or privacy settings.

Prior studies investigating privacy on social networking sites are not unified in their
view about interplaying relationships between privacy settings, making connections and
disclosures. For instance, rather than finding no connection between privacy concerns and
specific kinds of disclosures, Acquisti and Gross (2006) discovered that a high degree of
privacy concerns results in fewer disclosures on social networking sites (Krasnova et al.,
2010; Stutzman, Capra and Thompson, 2011). Because various audiences are present in a
single space, like family, co-workers and high school friends, the relationship becomes even

more intricate (Boyd, 2008). To mitigate the risks linked with information disclosed to
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inadvertent audiences, users can employ various strategies, such as the use of pseudonyms or

advanced privacy controls.

In the online context where sharing personal information may be beneficial, the
ability to regulate who sees that information is essential. Privacy on social networking sites is
a complex issue that necessitates the engagement of the user to safeguard information from
third-party data gathering and control personal opinions across a range of settings and
interpersonal interactions. The connection between privacy behaviours and privacy concerns
is challenging to understand. For example, Facebook users are typically under the
misconception that other parties in their network are more at stake regarding bad privacy-
related consequences (Debatin et al., 2009). Researchers have previously investigated the
connection between actual behaviour and privacy concerns on social networking sites
(SNSs), the difference between institutional privacy and social privacy and privacy
violations causing vulnerability for SNS users. For those who joined a social networking site,
Acquisti and Gross (2006) discovered that an individual's privacy concerns were a poor
predictor of SNSs use. Also, no discrepancies in the plausibility of making disclosures were
reported, like one's mobile number, birthday, or address, among the individuals experiencing
high levels of privacy concerns and those experiencing low levels of privacy concerns.
According to Tufekci (2008), similar findings were observed about the relationship between
disclosures on social media and privacy concerns. Moreover, the researcher also discovered
that students used audience management techniques such as adjusting profile visibility or

using a nickname, asserting an impression of the relationship under study.

The most prominent emphasis of social networking privacy studies has been on user
knowledge of their settings and their visibility to other ties in the network. For example,
Strater and Richter (2007) conducted interviews in their research and reported that
participants find navigating their privacy settings on Facebook challenging. However, Barnes
(2006) discovered that teenage social networking sites appeared bewildered and unaware of
the content's public nature that was being shared using virtual sites. According to
another research, Stutzman and Kramer-Duffield (2010) discovered that 83 percent of
participants used any Facebook privacy settings, with 58 percent claiming that their Facebook

profile is limited to friends.
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Margulis (2011), in their book chapter “Privacy online”, reviewed the key theories of
privacy, including Westin's (1967), Altman's (1975) and Petronio’s (2002). While Altman's
and Westin's theories address privacy in general, Petronio's (2002) theory addresses the
concept of privacy in communication (Margulis, 2011). The following section of the chapter
presents an overarching review of the three theories, mainly drawn on the insights presented
by Margulis (2011).

3.5.1 Westin’s theory
Westin (1967 cited in Margulis, 2011) theorises that privacy is a basic human need

that helps them adjust to day-to-day routine emotionally. To Westin, privacy is about how
individuals defend their privacy by momentarily restricting access to others from approaching
them physically or psychologically. Individuals have this urge to control at what time, with
what method and to what degree of information related to them can be shared with others. If
an individual label an element private, they emphasise that it belongs to them and deserves
protection from unwanted access (Masure, 2019, p. 33). However, in the rising age of
computer technology, it is seen that there is a subsequent increase in the digitalisation of
different aspects of our lives and hence the likeliness of losing privacy is increased. However,
Westin’s theory emphasises that information is only “private” if one (the owner of

information) can have “access” to it (Masure, 2019).

According to Westin, privacy can be addressed on three levels: political, sociocultural
and individual. However, the focus of Westin’s theory has been individual privacy which he
further divided into four levels (Ataei et al., 2018). (1) Being alone and unobserved; (2)
Intimacy to develop relaxed and honest connection; (3) Anonymity refers to the
independence from being identified; and (4) Reserve is motivated by a desire to restrict
disclosures to others (McDonald and Forte, 2020; Ataei et al., 2018).

Additionally, Westin postulates four functions of privacy. In this respect, they are the
'whys' of privacy protection. (1) Privacy, whether alone or in the company of supportive
people, allows for 'time off from social obligations and, as a result, affords chances for
emotional release; (2) Having a strong sense of personal autonomy (3) Self-evaluation (4)
The protected and limited communication (Margulis, 2003, cited in Margulis, 2011). The

reasons why individuals seek privacy give rise to different privacy attitudes. Westin
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categorised individuals into three groups based on their privacy attitudes: fundamentalists,
pragmatists and unconcerned. Elueze and Quan-Haase (2018) found Westin’s theory helpful
in understanding the issues related to privacy and found that privacy attitudes vary among
individuals. However, Westin’s categorisation received criticism from different scholars. For
instance, Urban and Hoofnagle (2014) found that many individuals who belonged to the

unconcerned group made pragmatist decisions in many instances.

3.5.2 Altman’s theory

After Westin, in 1975, Altman theorised how individuals and groups manage their
privacy behaviour (Margulis, 2011). Privacy, for Altman, is the conscious control of access to
the self. Altman describes privacy as bidirectional; that is, input from one individual (noise)
can lead to output from the other (information) (Margilus, 2011). According to Altman, there
are two levels of privacy: (1) the desired level and (2) the actual level. Individuals and groups
use different control mechanisms and go through a repetitive process to reach the desired
level of privacy while navigating the actual level of privacy. The desired level of privacy is
formed “from a combination of personal, interpersonal and situational factors” (Ahmad et
al., 2020, p. 116). If the actual privacy is less than the desired level, the individual
experiences “crowding”, whereas if it is less than the desired more than the desired level, the
individual experiences “social isolation” (Staats and Groot, 2019). According to Altman,

“isolation can be a concern and so can crowding” (McCartney and Rosenvasser, 2022, p. 9).

Moreover, privacy is a dynamic interpersonal boundary control phenomenon that
works at the group and individual levels (Altman, 1975 cited in Margulis, 2011). Simply put,
individuals and groups regulate their privacy by learning in the moment; the degree of control
over how open or closed one is decided as a response to external conditions (Margilus, 2011).
Since Altman’s theory is based on the analogy of boundaries, he stated that boundary
regulations are just behaviours employed and adjusted with time to get the desired level of
privacy (Badillo-Urquiola et al., 2018; McCartney and Rosenvasser, 2022). Altman
demonstrates that various behavioural processes for regulating privacy, for
instance, territorial behaviour and cultural norms, work together as a coherent system to

maintain anonymity.
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3.5.3 Petronio’s CPM (Communication Privacy Management)
Petronio’s theory of CPM, like Westin, postulate about managing privacy, but his
theory is concerned with privacy in communication. Petronio's (2002 cited in Margulis, 2011)
theory is consistent with Altman’s narrative about privacy; in dynamic environments, external
and internal circumstances influence individuals to adjust their levels of privacy and make
disclosures accordingly (McDonald and Forte, 2020). As a result, this theory can be used to
understand what factors in communication lead individuals to make different choices; either

disclose private information or conceal it.

While Altman's and Westin's theories address privacy in general, Petronio's (2002)
theory addresses the concept of privacy in communication (Margulis, 2011). Therefore, this
theory is suitable for explicating the concept of privacy in online networks such as social
networking sites (McDonald and Forte, 2020). It is because, like Altman’s theory, CPM
believes an individual “owns” a piece of information. According to CPM, “ownership is
represented by metaphoric privacy boundaries that define where people house and protect
their information” (Petronio and Child, 2020, p. 4). CPM theory recognises a spectrum of
privacy boundaries ranging from total transparency to full closedness (Petronio, 2002). CPM
theory provides a framework that explains the spectrum of privacy boundaries, which results
in a dual process of simultaneously sharing and revealing information (Ramirez and Lane,
2019)

The CPM theory underpins four propositions as follows (Petronio and Durham, 2008
cited in Margulis, 2011).

e Private information is expressed during communication in terms of ownership.
Simply put, a sense of ownership is associated with private information during
communication.

e The owner of the private information considers that they own private
information. Consequently, they try to protect their privacy rather than share or
disseminate information to the public.

e To protect the privacy boundary, the owner of the information applies privacy

rules to restrict access to private information.
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e Once private knowledge is disclosed to others, a collective privacy boundary is
established, shared with those who receive confidential details become co-

owners of the detailed information (Petronio and Child, 2020).

CPM theory recognises the role of the owner of the information to delegate control
over the information, who can share it, with whom it can be or cannot be shared and how it
shall be shared (McDonald and Forte, 2020). Researchers have widely adopted the theory to
investigate privacy and its different characteristics for communication within online
communication channels such as social media (Hayes et al., 2021). For example, Gruzd et al.
(2020) adopted Petronio’s CPM theory to understand how privacy is managed in social media
communication and surveyed 429 participants. Gruzd et al. (2020) found that factors such as
ethnicity, gender and culture played a role in forming privacy boundaries. For instance,
respondents from India were more comfortable with social media screening than those living
in the United States.

3.6 Privacy self-efficacy in social media

It can be challenging to establish self-protective behaviours in any frame of reference
(Rogers, 1983) and this may be certainly relevant in social networking sites (SNSs). Because
instituting behaviours to ensure privacy involves the collection of knowledge regarding the
implementation of the various privacy settings which are accessible and might change with
the passing time (Marwick and Boyd, 2011). According to the theory of protection
motivation, if individuals decide to create self-protective behaviours, merely feeling fear
or anxiety will not be adequate to successfully alter the behaviour because individuals also

need to have adequate self-efficacy to implement the change they prefer (Rogers, 1985).

The conviction in one's own capacity to execute certain behaviours is referred to as
self-efficacy. Chen and Chen (2015) introduced the idea of privacy self-efficacy, which
seems to be the belief in one's capacity to safeguard one’s personal information. They
discovered that people's privacy self-efficacy motivates them to restrict their profile visibility,
such as removing posts, requesting friends to delete personal details and altering privacy
settings on their social media profiles. While encouraging self-withdrawal behaviours,

privacy self-efficacy has been shown to increase self-disclosure. The respective research also
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discovered that users' privacy concerns drive them to restrict the visibility of their profiles.

Still, they do not prevent them from revealing their personal information or self-disclosure.

According to the literature, self-efficacy should predict whether people would engage
in online self-withdrawal or privacy-enhancing behaviours (reference). Those who claim to
have more sophisticated Internet abilities relevant to privacy (such as P3P3, phishing, or
caching) are also more inclined to engage in more privacy-enhancing behaviours, such
as fake names used for SNSs, deleting browser history and cookies online (Park, 2013).
According to Lee, LaRose and Rifon (2008), the users who claimed higher self-efficacy in
utilising virus protection methods were more willing to engage in viral protection behaviours
in the future. The same findings may be seen in the domain of social networking sites (SNSs)
studied by Cheung et al., (2013) and Zlatolas et al., (2015). The outcomes revealed
that individuals who believed their privacy controls them tend to report fewer privacy
concerns. Similarly, Mohamed and Ahmad (2012) discovered that both response efficacy and

self-efficacy favoured adopting privacy measures.

Lastly, the question persists if privacy self-efficacy impacts one's willingness to disclose
one's identity or self-disclosure. In this regard, Schenk and Niemann (2014 cited in Dienlin
and Metzger 2016) discovered that privacy self-efficacy influenced the behaviours of self-
withdrawals in social networking sites, but not the behaviours of self-disclosures. From a
theoretical standpoint, it might be asserted that since the whole arrangement of social
networking sites is designed to facilitate self-disclosure, self-disclosure on SNSs, its use is
simple and does not require high levels of expertise or perceived behavioural control.
According to Krumer and Winter (2008) on the other hand, self-efficacy in privacy matters is
semantically similar to self-efficacy in terms of self-presentation and it has also been

demonstrated to enhance information sharing (Kramer and Winter, 2008).

3.7 Self- presentation and self-disclosure in social media
To connect with similar others in social media, users are directed by social networking
platforms to disclose information about themselves (Ellison et al., 2011). This information,

on the one hand, helps users to create a digital profile about themselves and, on the other

3 Platform for Privacy Preferences Project (P3P) is privacy protocol for websites to declare their intended use of
information they collect about web browser users.
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hand, helps other ties in the network to assess the homophily. Prior literature in the field of
SNS informs that to reap some form of networking benefits from social media users must
make some degree of disclosure about themselves (Ellison et al., 2011). Several empirical
studies found evidence to support this argument that the provision of information in the user
profile section of social networking sites helps other users to assess homophily, common
ground with one another and foster connections consequently, including Dwyer et al. (2007),
DiMicco and Millen (2007), Lampe, Ellison and Steinfield (2007), Richey, Gonibeed and
Ravishankar (2018). Furthermore, after examining the existing research on self-presentation
via social networking profiles, Ellison et al. (2010) concluded that having access to sensitive
identification information facilitates the process of relationship formation. But concerning
online privacy concerns, users are challenged to manage a certain degree of disclosure about
themselves which is suitable to all audiences in social media (Lenhart and Madden, 2007 in
Ellison et al., 2011).

Schlosser (2020), referring to self-presentation on social media, highlighted that
assessing whether an online user profile is based on accurate representation is challenging.
The findings of study by Schlosser (2020) found mixed results in this regard. That is to say
that despite the networking opportunities accessible through online networks, the internet has
features such as multiple audiences that may limit how much and how accurate users present
themselves on social media. Hence, online users on social media present an edited version of

themselves that is “best received by others” (Schlosser, 2020, p. 12).

These professional and interpersonal connections are fostered by disclosing “materials”
that could not be shared in offline networking. This disclosure may include information about
areas of expertise, their association with specific projects and the extent of their social
networks. Richey, Gonibeed and Ravishankar (2018) argue that providing such information
can enable online users to become more noticeable among others and facilitate accruing more
connections in their network. In addition, users reveal personal information, including their
contact details, interests, daily activities and associations (Strater and Lipford, 2008, p. 111).
Regarding different levels of self-presentation on social networking sites, Lampe, Ellison
and Steinfield (2007 cited in Ellison et al., 2011) argued that the provision of information in
the online profile of users could be categorised into three categories: personal information,
contact-related information and interest-related information. The study postulated that with

the increase in the degree of disclosure in the three categories, the network size increased.
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They also proposed that the increase in network size is achieved because the information on
social networking sites helps other users validate their identity and find common ground with

users.

Few prior studies have underpinned the consequences of disclosing information about
self on social networking sites and have proposed how users can decide the suitable level of
information disclosure on social media. Moreno et., (2011) propose that online users devise
their profile based on self-disclosure by carefully assessing their audiences on social media.
Users can decide a suitable level of information disclosure among their user profile sections
based on the information about audiences. But on the other hand, few scholars in this domain
have argued that it is not always possible to assessing accurately about audiences on social
media. The blurred boundaries of access to information on social media make it difficult for
users to assess who will view their information on social networking sites (Hogan, 2010).
Furthermore, Marwick and Boyd (2011) pointed towards particular social media platforms,
such as Facebook, where the boundaries of audiences are unclear and it is challenging for
users to identify and manage the boundaries of users in the network. Hogan points out that
individuals may fully embrace the least common denominator tactic and only disclose

adequate information for all members of their network.

Ryan et al. (2017) stated that users’ behaviour on social media is also affected by the
impression they want to make since, according to the study, individuals use social media to
form social connectedness, but it is not always true. Social media impacts “how the need for

social connectedness is established, maintained or thwarted”” (Ryan et al., 2017, p. 2).

3.8 Audiences in social media

According to Litt (2012), imagined audiences are the conceptualisation of the individuals
with whom users are engaging in communication and they assist us in choosing what
information to give when users are unaware of the actual audience or when users
are physically unavailable for them (Marwick and Boyd, 2011). Even though scholars have
debated the construct of imagined audiences for generations pertaining to its affiliation with
acting, fantasising and learning (Anderson, 2006; Freud, 1922), SNSs have propelled the
construct of imagined audiences to the forefront due to people’s reliance on their

imaginations in daily online communication (Marwick and Boyd, 2011).
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The SNS users frequently rely on imagined audiences to share a status update while
navigating through context collapse (Davis and Jurgenson, 2014; Boyd, 2008; Marwick and
Boyd, 2011). Hence, users tend to interact with others and broadcast to large audiences with
individuals from various life spectrums. It is thereby evident that the imagined audience
exerts an impression on users at times of sharing information on social media sites, such as
Facebook and Twitter (Hampton et al., 2012; Marwick and Boyd, 2011; Quinn, 2014). Since
it might be perplexing cognitively to attend to several distinct individuals simultaneously,
such audiences might result in users’ reliance on an imagined audience (Dunbar, 1992). The
innovative technology used by social networking sites presents unique challenges to the
expectations of people related to their audiences (Papacharissi, 2013; Marwick and Boyd,
2014) because cues are sometimes less prevalent (Boyd, 2010; Walther, 1996), as well
as priorities and algorithms play a crucial role in actual audience configurations (Bernstein et
al., 2013; Hogan, 2010). Nevertheless, compared with offline interactions, online
communications have proved to be more shareable, searchable, persistent and archivable
(Quinn, 2014).

The users rely on an imagined audience that might help them navigate a specific
situation when they are communicating. The actual people tend to form impressions, while
the imagined audience might not always align with the actual audience. For example, when
someone shares a post on Twitter, they may think about their work colleagues and the
material of the post may be tailored to this targeted audience. Once a post is made, the actual
audience might include colleagues, family, friends and other people as fellow hobbyists.
There are diverse perceptions of each audience or sphere type regarding their relevance and
appropriateness (Arkin, 1981; Farnham and Churchill, 2011; Nissenbaum, 2009), still the
disarray between actual audience and imagined one might lead to multiple consequences and
challenges (Litt and Hargittai, 2014; Petronio, 2002; Stern, 2015).

Henceforth, various questions arise under such discussions, such as who do people
perceive as audience while posting something on social networks? Do people anticipate
individuals? Do people often share generally and abstractly? Do individuals prefer sub-
audience and intend to cater for the audience's interests? For decades, public figures and
media professionals have effectively addressed such audience challenges and targets

(Meyrowitz, 1985). But conversely, people should also confront the audience generally while
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interacting with individuals and sustaining their daily relations (Boyd, 2008; Litt, 2012;
Marwick and Boyd, 2011).

Multiple studies emphasised the significance of online presence in determining the
reputation and potential prospects (DeAndrea and Walther, 2011; Walther et al., 2009).
Thereby during content sharing online, it is essential to comprehend the role of the imagined
audience. Governing more about the imagined audience will reveal deeper insight into the
expectations of individuals regarding the audience, as well as answer certain queries,
like why they communicate, what they do and why there might be disruptions in the process
of sharing at certain points. Such perspectives could then be used to optimise the
effectiveness of the design and contextual cues of social networking sites, along with training
and education programmes concerning the management of online reputation, in such a way
that people could enjoy the benefits of social media (Kumar and Schoenebeck, 2015),

whereas potential negative consequences are strictly avoided (Litt and Hargittai, 2014).

3.9 The case of an imagined audience

As discoursed in the previous section of 3.7 of this chapter, users are challenged to make
this information suitable for all audiences in their network while designing self-presentation
and self-disclosure on social networking sites. But considering the scale of network size and
the blurred boundaries on social media, it becomes almost impossible to have a complete
picture of the audiences that will have access to this information. In such a case, Litt and
Hargittai (2016) narrate that user relies on an “imagined audience” to make their self-
presentation and self-disclosure suitable. Such “imagined audiences” help users to navigate
their privacy concerns and consequently play an essential part in designing their privacy

management patterns.

Litt and Hargittai, (2016) reports that several scholars have considered the case of the
imagined audience to investigate how this concept plays a role in moderating social media
user behaviour on platforms such as Facebook and Twitter (e.g., Papacharissi, 2012;
Murumaa and Siibak, 2012; Semaan et al., 2015; Vitak et al., 2015). Users of these sites
design and curate data for self-presentation and self-disclosure according to their perception
of target audiences. However, DeVito et al., (2017) hint towards the possibility when online

users have limited insight into who their original audiences are, in such situation the impact
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can be two-fold; firstly, on the quality of the content developed for self-presentation and self-

disclosure and, secondly, on the general privacy management practice of the user.

Kim et al., (2018) investigate the case of imagined audiences for online users while
posting comments on news websites and social media. In both cases, users had different
comprehension of their imagined audiences. For instance, while posting comments on
Facebook, users do not consider their audience to be intellectual. Still, while writing
comments on news organisations’ websites, the imagined audience is considered intellectual
and logical (Kim et al., 2018). As a result, different perceptions about the imagined audiences
on different platforms moderated the type of content for making comments and the style of
drafting the comments (Kim et al., 2018).

Furthermore, Ali et al. (2021) conducted a study on 402 Chinese university students to
assess the role of a negative assessment of the audiences. Their study found that with
compulsive usage of social media, social interaction anxiety increases through the fear of
negative evaluation and rejection from imagined audiences. However, few studies
concentrate on the individual's overarching or general imagined audiences. In their study,
DeVito et al. (2018) investigated the case of the imagined audience for managing privacy
management on social networking sites. They interviewed 28 participants for their study and
found evidence that the imagined audience, on the one hand, influenced how users designed
their content for self-presentation and self-disclosure on social media. On the other hand,
users use privacy settings to manage the boundaries of the audiences who can access the
content, making their profile and posts visible to a specific audience in their network and not

everyone.

3.10 Social media and entrepreneurship

With growing social media usage, entrepreneurs increasingly use social media platforms
to build and manage their social networks (Secundo et al., 2020). The openness and
connectedness of social media overcome entrepreneurs' limited outreach to social networks
(Kuhn et al., 2016). Such facilitation for networking and accrual of social capital through
social media is significant in the early stages of entrepreneurship when there is a need for

knowledge and assistance in establishing and running the business (Olanrewaju et al., 2020).
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Furthermore, most studies in this field focus on the value social media generate for
entrepreneurial ventures and its impact on entrepreneurial business processes such as venture
creation, survival and growth. A recent structured literature review conducted by Olanrewaju
et al., (2020) argues that empirical studies in this hybrid field of entrepreneurship and social
media are relatively recent and dispersed; however, there is growing attention from
practitioners in industry and scholars in academia alike. For example, the research into the
role of social media in venture success, conducted between 2014 and 2016, focused primarily
on p strategy and leadership (Fernandes et al., 2016). In contrast, research conducted between
2017 and 2018 centred on the influence of social media on innovation, which is critical for

scaling up businesses and acquiring a competitive advantage (Smith et al., 2017).

Entrepreneurs create and utilise networks for various reasons, including marketing,
impression management or signalling (Banerji and Reimer, 2019), as well as collecting and
storing the connections for future use as social capital (Lee et al., 2018). Similarly, networks
gather important and pertinent resources for launching or growing their ventures (Hoang and
Yi, 2015). Critical entrepreneurial behaviour entails building networks to extract resources
that help entrepreneurs strategically advance their venture interests. According to social
network theory, entrepreneurs do this practice actively (Ozdemir et al., 2016). On the other
hand, this hypothesis is based exclusively on the findings of studies conducted on offline

networks.

Olanrewaju et al., (2020) conducted a structured literature review on social media and its
link with entrepreneurship. The study reviews theories and research models in this domain,
among which most of the findings have revealed that social media usage by entrepreneurs
improved the marketing and is now utilised for information search, business networking and
crowdfunding. Secundo, Del Vecchio and Mele (2020) also work on evaluating the effects of
social media on the practices of entrepreneurs, like learning and self-employment,
entrepreneurial marketing and networking. The authors argue that social media facilitates
producing multiple ways of learning for entrepreneurs, self-employment, gaining

opportunities, networking and entrepreneurial ecosystems.

There is a rising debate in business research on the significance, influence and
insinuations of the digital context for entrepreneurial behaviour (von Briel, Davidsson and
Recker, 2018) and entrepreneurship (Nambisan, 2017), particularly networking (Smith, Smith
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and Shaw, 2017). Using social media, entrepreneurs achieve their personal and business
purposes as social media channels are appropriate resources in the recent business arena
(Fischer and Reuber, 2014; Sigfusson and Chetty, 2013). Most importantly, entrepreneurs are
managing their connections with customers, venture stakeholders, co-workers and friends
through social network sites (SNSs) or digital networks, such as Facebook, Instagram,
Twitter and LinkedIn.

The research on CMC proposes significant contextual variations between offline and
online networks, which influence networks' networking behaviour and results (Papacharissi
and Easton, 2013). Digital network affordances, such as search and sharing, make networking
more convenient and encourage entrepreneurs to use social media to manage their social
networks online. However, the capability of social media, such as visibility and data
permanence, may also create concerns, leading to restrictions or limitations on how digital
networks can be used (Smith et al., 2017). As a result, it is uncertain if entrepreneurs' online
and offline resource-gathering activities are similar. Provided that networks or connections of
founders at an early stage are essential for acquiring the resources required for the emergence
and success of their ventures, thus this problem has special significance for founder

entrepreneurs (Hite and Hesterly, 2001).

Transaction (exchange) networks are expressed as ‘pipes’ to extricate the resources
(Fombrun, 1982). Friends, affiliation, or attribution networks are built on shared
commonalities, experiences, ideas, or interactions that offer sociability or connectivity
advantages but do not supply tangible resources (Carrington et al., 2005). According to
research on transaction networks of entrepreneurs, entrepreneurs seek out and utilise
instrumental resources through networking (Hite, 2005; Lee and Jones, 2008). Instrumental
resources are tangible, including human capital (i.e., access to people), money, technology, or
equipment (Ozdemir et al., 2016). These resources are accessible to entrepreneurial networks
in terms of stored capacity or potential, but these must be accessed to be put to use (Baron,
2007). In the previous literature studies, the research on offline networks (Hoang and
Antoncic, 2003) mainly focuses on the resources accessible through networks rather than the
actual extraction or mobilisation of resources (Gedajlovic et al., 2013). By analysing
entrepreneurs' resource extraction networking behaviour, the current research significantly

adds to the body of knowledge concerning the network theory.
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Various studies on entrepreneurs’ online networks focus on entrepreneurs’ networking
behaviour. To better understand entrepreneurship’s networking process, researchers look at
entrepreneurs' actions to grow their network connections and make them useful. The study by
Vissa (2012) significantly introduced important terms like network-broadening and network-
broadening behaviour constructs. The deepening behaviour of the network is defined as the
degree to which an entrepreneur reinforces the connections to prevailing individual network
contacts by time-pacing interactions. This is done by preserving existing relationships and
overlaying friendships over purely business connections (Vissa, 2012). As a result, they are
well-established relationships and connections that have more bases or dimensions for
connecting (Newbert and Tornikoski, 2013), are trusted widely (Neergaard, 2005), offer more
profound knowledge which is less divergent (Lechner and Dowling, 2003) and are considered
to have more influence in entrepreneurs’ decision-making as a result of the strong tie

relationships that are effectively developed (Granovetter, 1983).

On the other hand, the network's broadening activity is described as the degree at
which entrepreneurs approach new individuals and develop interpersonal knowledge related
to individuals (Vissa, 2012). Resultantly, weak tie relationships are developed that are less
intimate and with less emotional intensity or little reciprocal exchange history. Nevertheless,
to bridge structural holes effectively, entrepreneurs seldom span across various social groups
(Burt, 2005), offering entrepreneurs increased authority to innovative information (Soetanto,
2017), key and critical resources (Dubini and Aldrich, 1991), while it requires less energy

and time to maintain the respective activity (Ozdemir et al., 2016).

The network success hypothesis argues that entrepreneurs with bigger and more
diverse networks are expected to receive more value and assistance from the networks.
Therefore, entrepreneurs with larger and more diverse networks are expected to be relatively
more successful than those with smaller and less diverse networks (Witt et al., 2008).
However, even though many empirical investigations have supported this theory in offline
networks, such as those conducted by Engel, Kaandorp and Elfring (2017), Ostgaard and
Birley (1996) and Premaratne (2001), find evidence which does not support this argument
(Witt et al., 2008). Therefore, it is unclear whether the network success hypothesis upholds

its findings in the digital context of social media networks of entrepreneurs.
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3.10.1 Digital networks and networking behaviour of entrepreneurs
Researchers in the past ten years have initiated examining entrepreneurs’ online

networking behaviours. Consider the example of Fischer and Reuber (2011), who
investigated how entrepreneurs use Twitter and discover that the usage of Twitter might
stimulate effective thinking related to resource accessibility. In another research, Sigfusson
and Chetty (2013) investigated how entrepreneurs use LinkedIn to establish and extract
benefits from international network connections. They discovered that entrepreneurs with
broader networks utilise digital networks for signalling “network resilience” and to integrate
relationships with other entrepreneurs. Fischer and Reuber (2014) inspected the interaction in
Twitter postings. They found that messages with larger text that exhibit relational orientation,
uniqueness, quality, distinctiveness and assertive emotions are more likely to evoke the

affirmation of audience reactions linked to such qualities.

Early digital network studies concentrated mainly on the ‘prisms’ stakeholder and
marketing communication potential of digital networks of entrepreneurs, with little attention
paid to other aspects of their digital networks. This covers the usage of digital networks in
general (Gao et al., 2018; Hollebeek and Macky, 2019), as well as modern digital network
tools, including LinkedIn (Banerji et al., 2019), Twitter (Mumi et al., 2019) and Instagram
(Cotter, 2019). The function of networks as ‘pipes’ in the framework of entreprencurs’ online
networks has been understudied and this appears to be a problem. It is still uncertain if
entrepreneurs participate in resource exploitation networking behaviours online, as predicted
by research and theory related to offline networks. This critical information gap is being

addressed by current research.

Compared to face-to-face networks, digital networks, such as Linkedin and Facebook,
are significantly different due to the affordances associated with four unique digital network
characteristics (Kane et al., 2014; Smith et al., 2017). Because of the affordances of SNS user
profiles, such as viewability and shareability, entrepreneurs can effectively create, modify,
share and replicate content providing insights to other individuals (Mendelson and
Papacharissi, 2011). SNS search affordances, like searchability, enable entrepreneurs to scan,
examine, evaluate quickly, or draw information from online networks relatively easily (Boyd,
2010). The SNS relations affordances, such as scalability and social interaction, permit the
entrepreneurs to simply as well as cost-effectively communicate with people online, resulting

in strong or weak relationships and expanding their networks (Ellison, Steinfield and Lampe,
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2011). Small-business owners and their contacts may also use SNS network transparency
capabilities (Treem and Leonardi, 2013), such as visibility to see connections, detect missing
connections and draw conclusions about affiliation and disassociation between individuals or

groups of people.

There is a high likelihood that these affordances may influence digital networking
behaviour linked to resource exploitation. For instance, the transparency affordance makes it
simpler for entrepreneurs to understand the network positions of others and the potential
resources they may have at their disposal (Leonardi, 2014). The shareability and searchability
affordances enable the entrepreneurs to efficiently establish and sustain weak connections in
their data networks, which may impact the contacts they broadcast and the reciprocity content
of their networks. The SNS resource appeals are more conspicuous, transparent and enduring,
which may deter specific requests, as demonstrated by the offline literature concerning

seeking help within organisations.

3.10.2 Online networking outcomes for entrepreneurs
The literature studies on CMC have concentrated primarily on personal social

networks and, with a few notable exceptions, it usually implies that digital social networks
are association networks that are utilised for connectivity as well as social benefits. For
instance, Ellison et al., (2011) distinguished three kinds of social benefits: establishing
connections, sustaining relationships and seeking real-time social information. The
gratifications and uses of CMC digital network study examine the extent of using digital
networks to accomplish social purposes, as well as examining the influence of mass media,
like social networking sites (SNSs) such as Facebook and Twitter, on connectivity,
interactions, interrelations and the outcomes of social interactions (Papacharissi and
Mendelson, 2010; Smock et al., 2011).

Considering the gratifications and uses of social media, numerous studies have
established the instrumental benefits of social media. For example, some of the advantages
identified by Dholakia et al., (2005) include obtaining and giving knowledge, self-discovery
and sustaining interpersonal interconnectivity, to name a few. In addition, Papacharissi
and Mendelson (2010) highlighted many advantages of using digital networks,

involving soothing entertainment, escapism, camaraderie, expressive information
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exchange, professional development, habitual time passage and the opportunity to interact
with new personnel. These studies, along with other relevant studies, exhibit a common
perspective that CMC literature substantially discovers digital networks to be mostly utilised
for social advantages, not a surprising thing is given that the current study has predominantly

concentrated on non-business contexts.

Limited research in the CMC literature has been conducted in a workplace or business
setting and these studies have significantly contributed to the knowledge of digital network
utility in the public. For example, Skeels and Grudin (2009) provided detailed insights into
the usage of Facebook among employees in a multinational company in their research. They
investigated Facebook used in the workplace and concluded that digital networks are used for
a variety of purposes, including reconnecting, staying in contact, maintaining awareness and
developing social capital. DiMicco et al., (2008) also studied a multinational corporation.
They discovered that employees in organisations engage in digital networks mainly
to interact on an individual basis with co-workers, to progress in the company and to
advocate for their initiatives. In a similar vein to the Skeels and Grundin research, DiMicco et
al., (2008) discovered that employees mainly utilise digital networks to strengthen their
connections from weaker ties. According to the findings of these studies,
entrepreneurs' fundamental usage of digital networks may be restricted to the creation,
maintenance and strengthening of connections. Nevertheless, the problem of resource

extraction from digital networks is rarely examined in the prior studies.

To recapitulate, entrepreneurs require instrumental resources from transactional networks
to start, develop and defend their business ventures (Smith et al., 2017). Considering the time
and effort entrepreneurs put into networking online to obtain instrumental resources would be
beneficial in determining if all this effort is worth it. However, even if their network is large
and contains many influential individuals, if it is difficult to utilise effectively, it will be of
little value in the long run (Simpletom, 2017). To put it simply, a large and diverse online
network may become a "vanity fair" with limited mobility of resources between the

connections.

Recent literature indicates that many entrepreneurs had not entirely adopted the social
media platform (Manogaran et al., 2021; Ukwueze and Nworah, 2020). Besides, these
entrepreneurial businesses have still not fully understood and internalised the potential of
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unique features of social media. As it has been observed under the literature that
entrepreneurial businesses who have adopted social media into their business functions are
limited to using certain social media features due to insufficient understanding and lack of
technical capabilities (Wu and Song, 2019; Glaser et al., 2018). This implies that
entrepreneurs’ businesses are likely unable to benefit from social media and its unique

features adequately.

3.11 Summary of chapter

This chapter reviewed the literature published in the social media domain while
highlighting the unique features of social networking. The review noticed that with the rise in
the use of social media, entrepreneurs are increasingly using it to build and manage their
networks and accrue social capital online. But a limited number of studies have considered
the case of entrepreneurs to investigate the process through which they accrue social capital
in social media. The next chapter presents the review of literature about the theory of social
capital, different theoretical perspectives to comprehend the concept and its importance for
entrepreneurs and their venture. This chapter concludes by identifying the gap in the existing
literature and suggests that the research into entrepreneurs’ use of social media to enhance
their social capital is still limited. Whilst some studies have examined social capital as an
outcome of networking on social media (Smith et al., 2017), the process through which such

social capital accrues in social media has not been systematically investigated.

3.12 Summary of overall literature review and research question
The following table presents the synthesis of literature presented in the second and third
chapters. The following table aims to hone the argument around the scope of this research

and rationalise the research question for this study.

Table 3.2 Rationale for research gap

The rationale from literature for research gap identification Reference

Social Capital is the sum of the actual and potential resources embedded within, | Nahapiet
available through and derived from, the network of relationships possessed by | and

an individual. Ghoshal,
1998
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practitioners alike for further research and analysis.

Social capital is context-sensitive - the context in which social capital is accrued | Young,
may influence the resources available and how these resources are accessed. 2014

Social capital is integral to entrepreneurship as it can assist entrepreneurs in Gedajlovic
realising the opportunity, acquiring resources and gaining legitimacy. etal., 2013
Entrepreneurs owning/managing SMEs (small and medium enterprises) are not | Gordon and
persuasive in developing heterogenous networks due to the intensity of their Jack, 2010
day-to-day responsibilities of managing a small firm and, therefore, their social

capital remains limited.

Entrepreneurs are increasingly using social media to develop and maintain Olanrewaju
social networks. etal., 2020
Social media provide unique context for networking due to its unique Kane et al.,
affordances. 2014
Findings from offline social capital may not sustain for social media context Baym, 2010
because speed of time and space are compressed, interaction speed is

accelerated and people are increasingly accessible in social media.

Social media help entrepreneurs stay connected to strong ties that are the source | Vissa, 2012
of bonding social capital.

Social media help entrepreneurs stay connected to weak ties that are the source | Rooks et al.,
of bridging social capital. 2016
Future research shall investigate the process through which entrepreneurs’ Smith et al.,
social capital manifests online. Calling for focus on process through which 2017
entrepreneurs’ social capital accrues in social media rather than investigating

benefits (output) of social media use by entrepreneurs.

Exploring the process of entrepreneurs’ social capital through their use of social | Olanrewaju
media requires cross-domain analysis in the areas of information systems and etal., 2020
entrepreneurship.

This hybrid field of social media and entrepreneurship is relatively young and Olanrewaju
dispersed in their focus; however, there is growing interest from academia and etal., 2020

Based on the gaps identified in the literature and to address the call among the researchers,

this research proposes the following research question to guide the current study.
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“How do entrepreneurs accrue social capital through their use of social media?”
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4 RESEARCH PHILOSOPHY, DESIGN and
METHODOLOGY

4.1 Introduction

The preceding chapters of the literature review offered an overarching review of the field
of literature on social capital, entrepreneurship and social media. Chapter 4 now explores this
study's methodology and analytical framework in more detail. It begins with examining the
ontological viewpoint and then delves into the research design of collecting and analysing the
empirical data. Furthermore, this chapter articulates how empirical data has been analysed

using different techniques.

4.2 Research philosophy

Research philosophy explains the research's ontological and epistemological position to
explain what researchers perceive as true knowledge and how it can be inquired (Dawson,
2002). Therefore, it must be methodologically compatible with the research scope to provide
high-quality results (Edmondson and McManus, 2007). According to Saunders et al., (2009),
research philosophy explains the position of the researcher from the philosophical standpoint
for the development of inquired knowledge — a philosophical stance about how reality exists
around us and how it can be pursued. This philosophical viewpoint of the study helps the
researcher select a suitable research design and strategy to collect and analyse the required
empirical data. The philosophical research position taken for this research has been presented

as follows.

4.2.1 Epistemology

Choosing the fundamental ontological and epistemological position related to the
accrual process for entrepreneurs’ social capital through their use of social media demands
accepting a particular research philosophical position. According to Blaikie (2007),
Epistemology is the philosophical position regarding the way knowledge can be sought; "how
we know what we know". Furthermore, two prominent epistemological positions among
research scholars are Interpretivism and Positivism (Bryman and Bell, 2011). According to
Interpretivism, a researcher should differentiate between natural science objects and human

beings, focusing on the subjective meanings of social actions (Bryman and Bell, 2011). With

82



this philosophical position, knowledge is quested through the help of interacting with human
beings and observing them (Murray and Ozanne, 1991).

On the one hand, Interpretivism's philosophical position for research believes that
inquired reality or knowledge is complex and subjective; therefore, it requires interpreting
acquired data in words. On the other hand, the philosophy of positivism believes that the
social reality of human beings and their social actions can be studied with the same methods
as natural sciences (Bryman and Bell, 2011). Furthermore, the Positivist research philosophy
is objective since it investigates causality and generalisations, explaining the investigated
phenomena to the simplest elements. Provided the implicit assumption in positivist research
philosophy that “exploration can only be based upon observed and captured facts using

direct data or information” (Easterby-Smith et al., 2012, p. 25).

According to Saunders et al., (2012), the term epistemology describes the researcher’s
view of what constitutes acceptable as part of knowledge (Saunders et al., 2012). Crotty
(2020, p.3) explains epistemology as “the theory of knowledge embedded in the theoretical
perspective and thereby in the methodology”.

Belief Truth

Figure 4.1 Knowledge at the centre of truth and belief by Crotty (2020)

The above figure explained by Crotty (1998), the position of knowledge exists in the
middle of the researcher’s belief as to what is the truth and the actual truth, or the reality of a
given situation. While explaining the truth, Rorty (1980, p. 2) stated, “truth is just the name

of a property which all true statements share”. Therefore, investigating a social reality
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becomes subjective to the researcher's belief. Hence, it is essential to acknowledge the

researcher's role, beliefs, values and motivation.

Provided that the current research aims to explore the complex phenomenon of the
accrual process of entrepreneurs’ social capital in social media, it can be argued that the
scope of current research goes beyond investigating causality among two variables. Such a
scope of research involves exploring their user behaviour of self-presentation and
engagement on social media and cognitive position regarding online privacy. According to
the aims of this research, it may also be stated that the philosophical perspective adopted
should be suitable for identifying mechanisms that may have explanatory value for the

accrual process of social capital in social media.

By summarising the preceding arguments on the philosophical viewpoints on the
complexity of the research scope, it can be maintained that an appropriate ontological choice
for exploring the accrual process of social capital of entrepreneurs in social media will be the
one that combines a realist feel with an interpretative orientation. Furthermore, it can also be
stated that the philosophical perspective adopted for this research should be suitable for
identifying the potential antecedents involved in the accrual process of online social capital
and the interplaying mechanism.; these constructs have explanatory value for explanatory

value accrual process of entrepreneurs’ social capital.

Critical realism is a realist ontology. It affirms the presence of reality at multiple levels
— where reality is self-contained, organised, changing and independent from how the mind
perceives it. On the other hand, critical realism is not entirely realist regarding epistemology.
It recognises that knowledge is a social product, not self-contained by individuals who create
it. (Bhaskar, 1975)

4.2.2 Ontology

In the quest to seek knowledge, an important philosophical position requires a
researcher to answer their belief about the nature of the social reality they seek to explain
(Blaikie, 2007). Critical realism is a philosophical approach to ontology, the study of
existence. Critical realism has a view of philosophy, which Bhasker calls “philosophical

under labouring; getting rid of the obstacles that lie in the way of getting to the knowledge”.
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Furthermore, to Bhaskar (2013), much of the existing philosophy is an obstacle to
knowledge. Critical realism is an alternative and unifying ontology that combines parts of
both ends of the philosophical spectrum, such as positivist and interpretative ontologies, in a
single perspective (Wynn and Williams, 2012). Critical realism acknowledges that there
exists an independent real-world liberated from how our knowledge perceives it. At the same
time, critical realism believes that our knowledge of this world is socially constructed,
subjective and thus fallible (Bygstad and Munkvold, 2011). As an overarching overview of
this philosophical position, critical realism may be defined as a synthesis of a realist ontology
with an interpretative epistemology and can be applied to all political and social theories
(Bhaskar, 2013; Archer, 1995).

The central premise of critical realism is that there is an absolute reality that is
liberated from how our knowledge perceives it. Researchers have logical ways to acquire that
knowledge and build theories through scientific investigation (Bhaskar, 1998). Despite the
existence of an actual world and theories that may describe it, perception and comprehension
of these theories and reality are subjective to the researcher’s viewpoint, context and
understanding of the investigated construct. As a result, our understanding of these ideas and
reality is subject to error. This concept of the observer's limitation to investigating a
phenomenon without context or bias steers the critical realist ontology in a different track

than a positivist research philosophical position.

Wynn and Williams (2012) postulate that the role of a critical realist as a researcher is
not to predict the event; instead, their objective is to explain an event based on the
mechanism and causal powers that tend to generate the event. However, the ontological
position of critical realism argues that these mechanisms and causal powers are usually not
observable or measurable — making the research process challenging. Furthermore, as
Bhaskar (1989) proposes, a combination of technical, intellectual and perception-based skills

is required to discover these mechanisms.

This research aims to explain the event of accrual of an entrepreneur's social capital in
social media. Considering the ontological perspective of critical realism, the antecedents and
underlying mechanisms that generate this event are not observable; the potential antecedents
that influence the use of social media by entrepreneurs leading to accruing social capital, are

unobservable. So, this study attempts to explain these potential antecedents by building
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knowledge about them and observing them with the help of two data collection tools: (a)
semi-structured Interviews; (b) netnography (real-time data collection from social media

accounts of respondents).

One of the critical challenges of this research was to capture rich and holistic data related
to the meanings that individuals attach to their social media usage behaviour, retrospectively
reflecting on their perceived relational outcomes from social media, online privacy,
networking behaviour and engagement with other users on social media. This task is
efficiently facilitated by choosing interviews as the way of data collection for this study, as
"interviews are a highly efficient way to gather rich, empirical data, especially when the
phenomenon of interest is highly episodic and infrequent™ (Eisenhardt and Graebner, 2007).
Furthermore, the adoption of netnography in combination with semi-structured interviews
allows this research to deliver insights buried under deep-ceded tacit and functional
knowledge of individuals that respondents find difficult to articulate or express during the
interviews. In addition, adopting the real-time data collection method of netnography helps
this empirical study mitigate biases such as retrospective bias and social desirability bias. The
analytical framework of the thesis is a critical realist version of grounded theory analysis,

known as Retroductive Grounded Theory.

Table 4.1 Overview of research philosophy and design

Research Question "How do entrepreneurs accrue social capital through their use of

social media?"

Research Philosophy | Critical Realism

Research Design Approach: Multi-method research

Sampling: Theoretical sampling

Data Collection tool: Semi-structured interviews and Netnography
Data Analysis Technique: Retroductive grounded theory. To
present the findings using the Gioia methodology to represent

findings.

4.3 Research approach
According to Saunders et al., (2009), two main approaches are adopted to acquire the

answers to the research question: deductive and inductive. Mantere and Ketokivi (2013) state
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that the deductive approach considers observations as a premise to test against rules and
phenomena proposed in theory to drive observations. In deductive reasoning, knowledge is
acquired through the top-down process; a theory-based hypothesis is tested against empirical
data to develop findings (Blaikie, 2007). On the other hand, the inductive approach combines
observation with the explanation to conclude the theory by adding or building a new theory.
Therefore, the inductive approach is known as research reasoning that moves from particular
to general (Mantere and Ketokivi, 2013).

Considering this research's selected philosophical position as critical realism, the
inductive research approach is deemed the most suitable choice for this study. The first
reason for selecting this approach is that inductive is presumptive and in addition, it is
reasoning which is strictly interpreted as “a special case of the fallacy of affirming the
consequent” (Mantere and Ketokivi, 2013, p.74). The second reason for selecting this
approach is based on the notion professed by Hall and Nordqvist (2008) that in the inductive
approach, the researcher has the privilege to move back and forth between empirical evidence

and theory to gain accuracy for the findings of the research.

About studying social networks of entrepreneurs, Jack (2010, p.128) has criticised the
use of the deductive approach and highlighted the limitations of the deductive approach in
these words “these techniques have been useful in highlighting structural features of
networks; for instance, aspects such as extensiveness, density, activity levels, centrality, size

and reachability of networks”.

In the current study, the researcher intends to get closer to the lived reality of
entrepreneurs using social media and strive to observe how unique features of online habitus
(social media) influence user behaviour and likely help them accrue social capital. For such
research, Hine and Carson (2007, p. 88) have highlighted the importance of the inductive
approach in these words "the necessity of inductive /interpreter/ humanist approaches to the
research of enterprises to match the individualism and uniqueness of the people and
businesses being researched”. Therefore, qualitative data is collected through semi-structured
interviews to examine how social media features influence structural aspects of the network

of entrepreneurs.
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4.4 Methodological fit with the ontological position

The concept of methodological fit is used in organisational studies to describe how a
research approach should be linked with the domain's current knowledge (Edmondson and
McManus, 2007). However, because behavioural aspects of entrepreneurs’ social capital in
social media are still a developing field of study (Landstrom, 2020), this study would be
unable to borrow a validated methodology from prior research. Rather than that, it was

required to obtain explanations elsewhere.

Edmondson and McManus (2007, p. 1161) theorised the “Nascent Theory Research”
and the scope of inquiry and the context in which this inquiry is directed chimes with this
"Nascent Theory Research". In their research, Edmondson and McManus (2007) advocate
using an inductive theory-building strategy in fields with little or no previous theoretical
knowledge or a dearth of methodological foundations. Additionally, relying on paradoxes or
unexplained occurrences, the authors suggest conducting a field inquiry using authentic
organisational informants would be most relevant for addressing the 'how" issues in research.
In such a nascent research domain, to better grasp the unexplored patterns, an inductive
reasoning logic can be adopted to create grounded theory based qualitative research
(Edmondson and McManus, 2007).

Given that this research study has declared its ontological position as a critical realist,
it is vital to examine Edmondson and McManus's (2007) suggestions considering the thesis's
theoretical base and ontological position. This research uses a qualitative data-driven field
investigation technique to identify potential antecedents that can likely accrue entrepreneurs’
social capital in social media. Furthermore, this research considers inductive logic the driving

force behind theory construction.

4.5 Analytical framework

After establishing a qualitative methodology, it is necessary to overcome the
methodological conflict between the conceptual foundation and ontological position. Critical
realism embraces the merits of retroductive reasoning for the grounded theory building
approach (Bhaskar, 1975; Peirce, 1955); grounded theory is advocated as the most
appropriate approach for the qualitative study of emerging organisational fields (Edmondson

and McManus, 2007). The author proposes a hybrid approach that leverages grounded theory
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and retroductive logic (Kempster and Parry, 2011). This technique is often referred to as a
retroductive grounded theory approach. As the name of the technique sounds, this approach
employs a qualitative grounded theory analysis with retroductive logic to propose a new
theory (Kempster and Parry, 2011). Such an approach is effective in learning and leadership
(Kempster and Parry, 2011). Therefore, the researcher of this study considers taking the same

theory building approach as the "retroductive grounded theory™ approach.

4.6 Retroductive grounded theory

Retroductive reasoning, also known as abductive reasoning (Shah et al., 2008), is
appropriate for research inquiries that aim to characterise or describe observations through
the lens of an established construct or theory (Shah et al., 2008; Bhaskar, 1975). Retroductive
research, in contrast to the deductive approach of hypothesis- testing, interacts with an initial
theory in an interactive and creative process. Dubois and Gadde (2002) term this process
“theory matching” in retroductive research to evaluate the usefulness of observations and so
confirms or further define ideas (Shah et al., 2008; Poole et al., 2000). Hence, a retroductive
argument implies a theory that, if correct, explains any observation or empirical evidence

about a phenomenon.

The retroductive technique is appropriate for this study's setting since the observed
accrual process of an entrepreneur’s social capital in social media is a relevant example of an
observation requiring interpretation. Moreover, for the research scope looking in the field
where there is a lack of a recognised mechanism, the retroductive research approach offers a
sound foundation for probing the phenomena of the accrual process utilising the social

capital current theoretical framework.

A retroductive method, a subset of the broader realism tradition, promotes an in-depth
and iterative examination of causal mechanisms through the lens of a specific context or
theoretical background. Such a mechanism with causal effects on observations or occurrences
might be argued to supplement the grounded theory research principles (Kempster,

2006). Grounded theory is a practical methodology for examining the perceptions and beliefs
that may explain social actors' actions by considering contexts and human behaviour (Glaser
and Strauss, 1967). It can assist in postulating mechanisms using qualitative data combined
with retroductive logic (Volkof et al., 2000; Layder, 1990).
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4.7 Research design

According to Sekaran (2003), the research design is one of the complete empirical
research process phases. The research design is concerned with selecting a suitable research
sample to provide the required data for research, the sampling technique through which the
research sample is selected, the selection of the location of the study, data collection tools and
data analysis technique. The research design can be explanatory (also known as descriptive)
and exploratory (Yin, 2009). This study is exploratory, provided it attempts to discover ideas
and gain insight into the problem. After defining the research question and laying out the
methodological position of the proposed research, the chapter presents the research design
concerning the collection of the required data and data analysis (Sekaran, 2003). A series of
rational choices are involved in planning the research design — enabling the researcher to

address the research question.

4.7.1 Critical realist research design

A critical realist's objective is to explain an occurrence in terms of causal powers and
processes rather than forecast the event itself (Wynn and Williams, 2012). The ontology of
critical realism presupposes the presence of these mechanisms, which are often unobservable
and unquantifiable (Wynn and Williams, 2012). As a result, identifying these processes is
very difficult. The process of identifying these systems and accumulating information about
them will be facilitated by a mix of the researcher's intellectual and technical skills and
perceptions (Bhaskar, 1989). Therefore, to be successful with a critical realist inquiry, the
study design and data-gathering method must be capable of delivering insights buried under
individuals' deeply entrenched tacit and functional knowledge that they find difficult to

explain or describe.

4.7.2 Unit of analysis
The critical realist research philosophy believes that the actual knowledge is free from a
contextual understanding of a researcher. Therefore, multiple truths can be found based on
the social location of the researcher (Bhaskar, 1989). Hence, research needs to pick a specific
unit of analysis through which reality is observed and required data can be collected. Given

the definition of social capital adopted for this research, social capital involved can be of two
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types. Therefore, it is essential to distinguish between the two and, more importantly, select
one unit of analysis for this research.

a) Social capital of the enterprise accrued through the use of social media at the

enterprise level.

b) Social capital of entrepreneurs accrued through social media at the individual level.

This research considers the unit of analysis as an individual entrepreneur rather than their
venture/business, accrued through their personal use of social media. As a result, the current
study inquires about the accrual processes through which an entrepreneur’s social capital

manifests in social media.

4.7.3 Research sample

Sample selection is one of the crucial strategies for a research design (Saunders et al.,
2009). This process involves including an adequate number of units of analysis so that an
ample amount of primary data can be collected. The rationale behind selecting a limited yet
adequately represented sample is that it is generally impossible to collect primary data from

an entire research population.

This research has selected Pakistani entrepreneurs owning and managing enterprises as
its sample. The justification for selecting them as research participants is based on the notion
that micro and small/medium entrepreneurs have fewer complex networks; a limited number
of ties exist in their social networks. Provided the argument that research about the accrual
process of social capital in social media is a reasonably under-researched area in social
sciences and complex networks with a more significant number of ties can pose more
challenges for such study, therefore larger networks can be tested in later research. Cooke
and Wills (1999) in Gordon and Jack (2010) have endorsed that a greater understanding of
the structures and mechanism of social networks might be achieved by studying smaller

businesses.

Due to the nature and scope of this research involving entrepreneurs using social
media, participants recruited for this research are tech-savvy, mostly managing technology-
enabled businesses. Furthermore, the next part of this chapter provides information regarding
the sampling technique through which the sample is identified from the research population

and the sample size.
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4.7.4  Sampling technique

Conventionally there are two primary techniques to select a sample from the research
population: probability and nonprobability sampling techniques. The probability method of
sampling differs from nonprobability methods in a procedure that allows all the elements in
the population to have the probability or chance to be selected in the sample (Saunders et al.,
2009). According to Wilmot (2009), probability sampling produces a statistically
representative sample suitable for testing hypotheses in positivist research. On the other hand,
nonprobability sampling does not consider including all groups and elements from a research
population as it does not aim to draw a statistical inference (Wilmot, 2009). According to
Saunders et al., (2009), probability sampling is standard in quantitative research and
qualitative research often uses nonprobability sampling. This research undertakes a non-
probability sampling technique for selecting its research sample, underpinned by the

research's philosophical position of Interpretivism.

Furthermore, within the realm of the non-probability sampling technique, this research
adopts the theocratical sampling technique. In grounded theory research, theoretical sampling
occurs as the data collection progresses. According to Saunders et al., (2009), theoretical
sampling considers the criteria of selecting a sample according to its suitability for theory
building more critical than the number of respondents included in the sample. The selection
criteria are based on an individual's characteristics and suitability for an investigation that is
pursued to represent the breadth and diversity of the research. Eisenhardt and Graebner
(2007) have explained the process of theoretical sampling in which cases are nominated
because they are appropriate for revealing and extending relationships and logic among
concepts. Considering the sampling criteria, i.e., entrepreneurs owning and managing
enterprises in Pakistan and using social media, it can be deemed that theoretical sampling is a

suitable technique for this study.

Principles inform the recruitment criteria for selecting interviewees in this study of
theoretical sampling based on “potential contribution to the development and testing of
theoretical constructs” (Ritchie et al., 2013, p.115). The theoretical sampling logic increases
the chances of novel and credible knowledge emerging from the collected data. In addition, it

facilitates “setting up comparisons to maximise differences on one dimension while

92



controlling for differences on others and ensuring coverage of perspectives” (Langley and
Abdallah, 2011).

Eisenhardt (1989) has mentioned different approaches towards theoretical sampling,
such as diverse sampling; selecting multiple cases within each existing category of research
population allows findings to be replicated within categories (cf. Gersick, 1988 and Harris
and Sutton,1986) and deliberate sampling (cf. Pettigrew, 1988). For this research, diverse
theoretical sampling is selected to bring richness to the data and investigate the phenomenon
among multiple categories of entrepreneurs. The categories considered to bring diversity in
theoretical sampling for this research include the type of industry entrepreneurs operate, age,

location and gender.

It is acknowledged that this type of sampling technique tends to cause researcher bias
as the sample selection is based on the researcher's judgment. Therefore, generalising
findings from a theoretical sample can be difficult for a larger population. However,
according to Glaser and Strauss (1967), while developing a theory - cases may be chosen to

extend emergent theory, replicate previous cases, or be selected to fill theoretical categories.

4.7.5 Overview of research participants

Due to the nature and scope of this research involving entrepreneurs using social
media, participants recruited for this research are tech-savvy and primarily manage
technology-enabled businesses. Therefore, research participants were recruited from selected
urban areas of Pakistan, such as Islamabad, Lahore and Karachi. These urban areas of
Pakistan have access to fast broadband speed, 4G mobile networks and other free Wi-Fi
services. Since entrepreneurs managing their ventures outside these urban cities in Pakistan
do not have similar mobile and broadband internet facilities. Therefore, the target sample for
this research is primarily based in these urban areas of the country. Details about the

participants are provided in the following table 4.1.

Table 4.2 Overview of participants

Sr. | Name Gender Age | Work | Nature of Business Business City

No. | (Anonymized) Exp. Type
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1 Participant A Female 33 6 Data Sciences and Digital Text | B2C Karachi
Analysis

2 Participant B Male 44 8 IT — Services (Smart Phone B2C Lahore
Apps)

3 Participant C Male 35 9 Training and Development B2C Islamabad

4 Participant D Male 52 15 Social Media Management B2B Karachi

5 Participant E Female 32 3 IT Services (Web development | B2B Karachi
and Security)

6 Participant F Male 46 6 Service — Mail/Parcel Delivery | B2C Karachi

7 Participant G Male 41 8 Online Pharmacy B2C Karachi

8 Participant H Male 36 6 Digital Graphics, Online B2B Karachi
Advertisement

9 Participant | Male 32 4 Online Retail Grocery B2C Hyderabad

10 | ParticipantJ Male 41 7 Training and Development B2B Lahore

11 | Participant K Male 38 5 Accountancy B2B Lahore

12 | Participant L Female 30 3 IT — Services B2B Lahore

13 | Participant M Male 37 6 Travel and Tourism Services B2C Islamabad

14 | Participant N Male 40 7 Engineering - Automation B2C Islamabad

15 | Participant O Male 33 4 Digital Marketing (Social B2B Karachi
Media and Text Based)

16 | Participant P Male 39 5 Web Development B2B Karachi

17 | Participant Q Female 31 4 IT services (Software B2B Lahore
Development)

18 | Participant R Male 33 3 Recruitment Consultancy B2C Karachi

19 | Participant S Male 40 5 IT — Services B2B Islamabad

20 | Participant T Male 38 6 Web Development B2B Lahore

21 | Participant U Male 36 4 Web Development B2B Lahore

22 | Participant V Male 30 3 IT — Services B2B Sukkur

23 | Participant W Male 29 2 Property Management and B2C Islamabad
Sales

24 | Participant X Male 37 8 IT — Services (Smart Phone B2C Lahore
Apps)

25 | Participant Y Male 39 9 Learning and Development B2B Lahore
(Training)

26 | Participant Z Male 44 13 Training and Development B2B Islamabad

27 | Participant AB Male 40 12 Autos (Online Sale and B2C Karachi
Purchase)

28 | Participant AC Male 28 2 Property Management B2C Islamabad

29 | Participant AD Male 35 9 IT Services (Web development | B2B Sukkur
and Security)

30 | Participant AE Female 32 5 Virtual Assistance Services B2B Karachi
(Amazon)

31 | Participant AF Male 41 09 Web Development B2B Islamabad

94



32 | Participant AG Male 36 06 Online Store —Gadgets B2C Islamabad

33 | Participant AH Male 39 10 Learning and Development B2B Lahore
(Training)

34 | Participant Al Male 29 03 Accountancy/ Fintech B2C Lahore

35 | Participant AJ Male 40 11 Content and Social Media B2B Karachi
Management.

The justification for the sample size of this study heavily relied on the initial analysis
of interviews. After collecting 35 interviews and initial analysis of the interviews, data
saturation was achieved among the first-order codes when the new informant-centric codes

were recurring.

The sample of participants recruited in this research is diverse in their age, gender,
experience of business and type of business. This research sample consists of five female and
thirty male participants. The average age of participants is 37 years old. However, the sample
varies in their age from as young as 29 years to 46 years old. Concerning business
experience, senior entrepreneurs having nine years of experience and new entrepreneurs with

four years of experience are included in this study.

Regarding the type of business, 13 participants are involved in developing and
managing web services for other businesses. In addition, five entrepreneurs manage social
media management services, including content management and user-generated content
management services for other businesses. Seventeen participants originate from various
backgrounds, such as property management, pharma, automobile, accountancy, training and

development (soft skills) and travel/tourism.

4.8 Data collection - Interviews

There are primarily two approaches for collecting data for answering a research
question — primary source, collected first-hand by the researcher for addressing a particular
research question; secondary source, existing form of data collected by other
researchers/scholars and available in the public domain. Methods used to collect data from
both sources have different biases to offer. However, these biases can be limited by applying
triangulation — such as collecting data from multiple sources to increase the validity and
reliability of the research (Gray, 2009).
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This research collects primary data from the entrepreneurs owning/managing
enterprises in Pakistan. Next, the data for the proposed research is collected qualitatively
through semi-structured interviews and later symbolic netnography is used to validate the
emerging themes from the Gioia method. The following section describes the data collection
process of interviews, whereas the data collection method of netnography is presented in

section 4.8.

4.8.1 Semi-structured interviews

Interviews are a notable data collection technique in empirical research, mainly
selected to gain a more profound and clearer insight into a subjective phenomenon. Different
types of interviews vary based on the procedure and protocol of their execution. According to
Gray (2009), a standard procedure is adopted to conduct the structured interviews — this
involves using the same questions and order, standard administration and the same context
for all participants. In collecting primary data, questions are directed to be specific and closed
so that rich and deeper insight into the investigated issue can be achieved (Bryman and Bell,
2011). In addition to these benefits, standardisation across the interviews also helps reduce
errors and variations, increasing the respondent’s focus on the topic. Although structured
interviews have some limitations, they may add the researcher’s bias to the study and reduce
the opportunity to obtain more information from respondents, which may appear irrelevant

but is still crucial to conclude.

On the other hand, semi-structured interviews allow a higher degree of variation in the
interview structure, allowing respondents more scope and time to share the information
achieved (Bryman and Bell, 2011). In semi-structured interviews, questions are prepared
beforehand, which provide a guideline to execute the interview. These questions, order and

context may vary in the semi-structured interview from respondent to respondent.

The use of semi-structured interviews in this study provides respondents with greater
freedom and reduces researchers’ degree of control over informants’ narratives. Following
the recommendations provided by Gray (2009), the probability of errors in data collection
and its processing will be limited by defining a clear purpose before starting interviews,
developing a rapport with the respondent, recording information, maintaining flexibility in

the questions, using pilot interviews to improve the process and content and using prompts if
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necessary. In addition, a clear ethical framework is designed to guide the interviews and their
recording, which addresses the associated ethical aspects of this research. This ethical
framework also helped to limit the interviewer's bias. A detailed outline of an ethical

framework for proposed semi-structured interviews is provided later in this chapter.

The interviews in the current study consisted of a formal introductory part, whereby
the interviewee and researcher introduce themselves to each other. This part also provides
general information about the participant's topic and scope of research. However, as the
current study intends to search the informants’ narratives rich with retrospective reflections,
the researcher gives only an indication to the participants related to the general scope of the

research study.

The main objective of the interviews focused on obtaining rich qualitative data
concerning the perceptions, meanings and assumptions of individuals related to ordinary
events that are naturally occurring (Miles and Huberman, 1994) instead of their precise facts.
Additionally, the current study is not concerned with what informants remember or forget;
instead, it mainly focuses on the efficiency of the data collection method in terms of
conceptualising the understanding of the world by informants and their experiences related to

various events.

The courtroom interview style is commonly used in various qualitative studies,
concentrating on the factual data and restricting the informants from presenting their
interpretations in the interview (Langley and Abdallah, 2011). Conversely, the current study
adopted the ‘reflective conversation interview’ style, whereby rich qualitative data is
extracted from the interviewees involved in the research (Robinson and Kerr, 2015). This
interactive data collection method through interviews expedites the reflective inception of
understanding related to context role. Furthermore, it can influence the explication of
responses and permit the interpretation of implicit and explicit messages arising in social
media accounts (Easterby-Smith et al., 2012). Moreover, interviews were semi-structured,
whereby researchers could ask follow-up questions. This is effective in achieving potential
opportunities to compare the experiences of individuals by scrutinising comparable events in

the accounts of multiple participants.
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4.8.2 Interview questions and protocol

There are 12 sections in the guide questionnaire for interviews with research
participants. This section explores different areas of setting preferences, profile setting and
disclosure of information in profile, engagement with other content, intention, outcome and
experience regarding social media-enabled social networks of entrepreneurs. In addition,
questions were modified during the interview to provide a degree of freedom and capture the
unique experience of entrepreneurs with social media. The 17 sections included in the

interview protocol are as follows. Detailed interview protocol is provided in the appendix.

e Background and history as an entrepreneur

e Overall experience/journey on social media

e Expected benefits from social media

e Setting preferences (privacy-related)

e Profile development and settings

e Updates in profile (type of updates and frequency)

e Usage patterns (time spent, frequency of posts, change in usage patterns)
e Perceived risks from the social media

e Disclosure about self in profile

e Posts (Numbers of posts, their editing and their privacy)
e Type of content shared in posts

e The size of the network and the type of ties maintained
e Relational outcomes (perceived and received)

e Responding to others' posts

e Type of content used in responding to other’s posts

e New connection-making preference

e Open questions to mention anything important

4.8.3 Overview of collected data

A total of thirty-five interviews are conducted with entrepreneurs in Pakistan. The
average time of interviews is 45 minutes, with a maximum time length of 74 minutes and a
minimum of 31 minutes. First, audiotape recordings are performed for the interviews and
audio records of approximate 24 hours are obtained. The next step involved transcribing

audio records of informants in the English language into text files verbatim using a specific
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cloud software service (utter.com). However, the software did not assist with transcription
records for non-native English speakers. This is because the software's algorithm of voice
recognition could not capture the myriad accents used by international graduates. Hence,
researchers manually transcribed such interviews and the final data consisted of 376 text

pages (single-spaced with font 12).

The interview schedule in the current study exhibits the planned questions designed to
attain the interview goals. After each interview, it was initially analysed to inform the
researcher how the interview schedule shall be improved. As a result, minor amendments
were made to the interview schedule for improvement and the final schedule is available in
the appendices. The introductory part questions the journey of informants as entrepreneurs,
their prevailing business, social media usage history and the expectation of informants from
using social media, for example, the perceived risks and outcomes linked with social media.
The central part of the interview allowed the participants to recall their network structure and

networking behaviour on social media and the following benefits they retrieved.

4.9 Data collection — Netnography

The adoption of netnography as a research method origins from management and
business studies. Later, it was used with other qualitative methods in consumer research and
other sectors, including charities (Wiles et al., 2013). The idea behind the fieldwork and
observation is the core of ethnography, as mentioned in Saunders et al., (2012) and Van
Maanen (2011). Participant observation deals with the researcher's inclusion and indulgence
in the people's daily lives (Creswell, 2013). Creswell further impeded that ethnographers
focus on identifying and evaluating the language, behaviours and interactions between
members within a group. Saunders et al., (2009) suggest that selecting the type of data
collection depends on the research questions, type and purpose of the research. They stated,
"if a research question and objectives are concerned with what people do, an obvious way to
discover this is to watch them do it”. Considering this research question, which emphasises
exploring the process through which entrepreneurs accrue social capital in social media, it is
vital to observe the social interactions happening in social media with the help of
Netnography. Details about the process through which Netnography collects the data are
explained.
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4.9.1 Origin and background of Netnography

During the 1990s, an era in which the internet was still in a text-based beginning, the
United States experienced the concept of Netnography (Costello et al., 2017). In that era,
many online communities were closed to social media and text-based groups. Besides this,
other computer-mediated communications were not as much incorporated into general users'
daily routines as they are today. Therefore, an online community member may not have the
same goal or work task as participants in other learning situations. Besides this, they may not
connect to the internet in some cases. Nevertheless, on the other hand, this scenario may unite
strangers to discuss the topics and take a mutual interest in developing an online connection.
This may lead to actions and discussions on forming and sustaining prolonged or short-term

communities of practice and communities of interest (Kozinets, 2010).

Kozinets is known as the creator of netnography, who used this term as the textual
output for internet-related fieldwork (Kozinets, 2002). In his later studies, he introduced the
term netnography adopted to study online communities. Moreover, this method is simpler,
faster and more cost effective than traditional ethnography. Similarly, Fisher and Smith
(2011, p. 345) claimed netnography to be one of the robust interpretive research methods that
“provide thick descriptions of consumer lifeworlds... much more discovery-oriented, sensitive

to the unique, innovative and novel”.

A recent definition of Netnography can be adopted from Pollok et al., (2014, p. 2);
they define netnography as “unobtrusive and noninfluencing monitoring of the
communication and interaction of community members to gain practical insights into their
usage behaviour.” This observation of netnography is contrasted to the old qualitative
research methods utilised to understand personal interviews, focus groups and ethnographies.
According to De Valck et al., (2009), observational netnographic techniques can be a quick

and cost-friendly research method for monitoring online communities.

In addition to a standalone method of netnography, Kozinets (2015) stressed that face-
to-face interviews are considered crucial as part of data collection; it helps netnographers
increase their knowledge and understanding regarding the online observations made during
the netnography stage. Such a blended method of using netnography and interviews is termed
blended netnography (Kozinets, 2010). This strategy is considered an appropriate method to

broaden the scope of the online community to understand the interplaying mechanism of how
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norms can influence the behaviour of online users. However, the face-to-face element can be
accepted as a constituent of the ethnography while it is not always necessary, as per the
findings of Kozinets. Interviews, skype calls and online chats are considered complimenting
for research where interpretation and careful analysis of observed constructs from

netnography is required.
Four types of netnography outlined by Kozinets are distinguished Auto, Humanist,

Symbolic and Digital (Kozinets, 2007). The synthesis of these netnographies is mentioned
below in table 4.2:

Table 4.3 Types of netnography by Kozinets (2015) cited in Fenton (2018)

Type Characteristics

Symbolic Represent the online social experience and interaction of

particular groups.

Digital Seeking principles and meaning in data patterns through data

analysis (large data sets).

Auto Documenting our personal experience with the personal

network through self-reporting.

Humanist Data is collected with the help of intelligent software and

machines and it is analysed using human insights

In this research, the symbolic netnography technique is adopted. The researcher
manually observes the social media accounts of interviewees for 4 months after they
participate in semi-structured interviews. The data is collected manually without using data-

scrapping software.

4.9.2  Symbolic netnogrpahy

Kozinets (2015, p. 250), while explaining this approach, used the metaphor of a Life
Tree and stated that “From the Tree echoes the world of whispers, the millions of
conversations containing images, video, texts, sounds, captures, retweets”. From this data
about social exchanges happening in social media, rich insights can be observed that can

further validate the respondents’ answers and ultimately help increase the validity and
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reliability of the research results. Therefore, among all four types of netnography approaches,

symbolic netnography is considered the most suitable approach for this study.

4.9.3 Methodological technique for symbolic netnography

Due to European data access and privacy regulations (e.g., GDPR updates during 2018
and 2019), social media platforms disabled API access to the software that can scrap the
publicly available user data from social media, i.e., SociLab.com. This led the researcher to
create a manual technigue to search, extract, store and analyse the relevant (publicly
available) data from the social media accounts of the entrepreneurs on Facebook and
LinkedIn. The following section presents the details of the developed method for

netnography for this study.

After obtaining permission from participants, the researcher began monitoring their
social media accounts. There were two phases when data was observed from the social
media accounts of the informants. In the first phase — before the interviews were conducted —
social media accounts of the informants were observed. This information helped provide
meta-cues to personalise the questions for each interviewee. Once the interview was
conducted, the second phase of symbolic netnography started. In this phase, | observed the
activities of the informant's social media accounts to validate and explore the interplaying

relationship among the identified emerging themes (from the Gioia method analysis).

The online observation of the social media accounts of informants was performed for
the duration of four months after the interview had taken place. During this period, the social
media accounts of participants were analysed every five days for approximately 20 minutes.
To serve the ontological purpose of this study, which is to explain the potential antecedents
and behaviours that likely cause the accrual of entrepreneurs’ social capital in social media,
nine social media activities were selected to be observed during the netnography. The
activities are listed below:

e Checking for profile information and changes/updates over the period of observation

e Checking for privacy settings and changes over the period

e Checking for the size of the network and increase or decrease over the period of
observation

e Checking new connections made

e Checking for new posts

e Checking for the type of content used in posts and type of posts
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e Checking for content editing in new and old posts
e Checking for responses on past posts and type of content used
e Checking for responses on others content and type of content used to respond

A dedicated folder was created for each participant to store their netnography data.
Access to this folder was also provided to the participant, so they were aware of their data
being used for this study. Through netnography, this study has captured critical insights from
the social media activity using computer software called 'Screen Grabber' to convert the
screenshots into digital photos. In the first instance, shared posts were captured as an image.
When the researcher discovered that engagement on a particular item or post on social media
had ended (no further engagement such as likes or comments were being posted), the
researcher took a snapshot of the post and stored it in the folder. Following the encrypted
informants' names, these digital photos were numbered and preserved for data analysis. The
total number of photos obtained was 230. The researcher ceased collecting data after the
obtained material reached saturation, when the practical concerns are recurring, and no new
insights are available. Alongside this, an MS Word file is maintained as part of the
‘observation diary' in the folder of each participant. This diary is maintained to take notes
about a) the type of information disclosed in self-presentation and changes that happened in it
during the observation period, b) privacy settings and changes over the period of observation,

c) the size of the network and change in its size increase/decrease.

Among the two social media accounts considered for netnography in this study, only
LinkedIn labelled the content as "edited" if the social media user changes their posts, whereas
Facebook does not provide such information. Therefore, for the posts on Facebook,
comparison of the screenshots taken with intervals of five days were observed to notice any

changes in the content shared.”

4.9.4  Virtual verisimilitude

Verisimilitude helps to encourage a reader’s willing suspension of disbelief. As a
researcher performing the role of participant-observer, | remained open and honest. Still,
there are realistic chances that this biasness may influence the notes taken from participant
observation. To address this biasness, this research adopted the strategy of Virtual
Verisimilitude as suggested by Kozinets (2015). Kozinets (2015, p. 266) explained that this
bias might occur while “understanding the worlds of other living beings, tasting and sharing

the human experience itself”. According to the scholar, to address this biasness,
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“netnographer’s narrative must be persuasive, credible, convincing and believable.
Verisimilitude is achieved more by openness, honesty and being willing to publicly share a
participant side of yourself in social media than by being fictitious and theoretically vicious.
Furthermore, this truth and honesty must relate to what we conceive as our collective brand”
(p. 267).

410 Data analysis

Once the interviews are conducted, the interview transcripts are produced and the
researcher's notes during the interview are. Alongside the interview transcripts, the
compilations notes taken by the researcher included the non-verbal behaviours during the
interview. Although, in-depth subtle para-verbal interpretations such as anger or disgust can
be interpreted with the help of words and a selection of words to express by the respondents.
If there are any mentions of the identities of other individuals in the interview, such as
confidential/personal information (information that can explain someone’s identity), it was
removed from the transcripts to maintain confidentiality (Brod et al., 2009). Considering the
nature of respondents being non-native English speakers, it is ensured that the transcribing
person understands the local themes and subjective meaning of specific terminologies used in

the English language used in that region to avoid recall bias (Brod et al., 2009).

By considering the recommendations for the grounded theory, an overlapping and
iterative procedure of collecting data and analysing it was considered conducted (Gehman et
al., 2017; Gioia et al., 2013). The overlapping of two different procedures has enabled the
researcher to adjust the data collection and analysis with freedom by considering the
preliminary results obtained from the previous steps. In the following study, flexible and
iterative procedures have facilitated changing the order of the interview questions (Ritchie et
al., 2013). Once the data for the research was collected, the interviews were transcribed and

converted into text.

4.10.1 Coding the interviews

By utilising the abductive and inductive analysis logic, the data from semi-structured
interviews are systematically analysed, indicating that the existing theories and concepts are
linked to the research observations (Glaser and Strauss, 1967; Langley et al., 2013). To

discover the new theoretical construct from the research, the researcher can remain open-
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minded when the tradition of analytical inquiry is used while challenging explanations
present in existing theoretical ideas. The coding and scrutinising of the interviews were done
with the help of Gioia’s method of interpreting the data (Gioia et al., 2013; Langley and
Abdallah, 2011). The patterns in the collected data were extracted by utilising the abductive
research principles (Mantere and Ketokivi, 2013). By following the sequential steps of the
meaning creation framework (Langley and Abdallah, 2011; Ritchie et al., 2013), the data
patterns associated with the informants’ perspective were included, based on which the
categorical interpretation was built by the researcher, which in turn provided a new
theoretical insight when synthesised (Gioia et al., 2013; Suddaby, 2006).

After coding the dataset of 35 interviews, approximately 635 initial nodes were
produced and each of these nodes represented a specific label highlighting the “relevant
concepts present in the data” (Gioia et al., 2010, p. 8). Following the methodology of
grounded theory development, initial scanning for concepts among the identified nodes is
conducted with the approach “where researchers walk in the door and don’t have a
preconception of what they 're going to see” (Gehman et al., 2017, p. 287). Hence, in most
circumstances, the identified labels incorporate the remote significance of the previous
theoretical construct and research questions. However, maintaining data consistency at the
beginning of coding is necessary for “the inspiration for the first-order/second-order
terminology” (Gehman et al., 2017, p. 286). The initial data nodes are clustered by
considering their relevance for social interaction and various other aspects. As a result, the
categories induced by the researcher were proposed. Consequently, in the second-order
emerging themes, the data from the first-order categories were integrated, which was
significantly related to the interaction procedures among informants and how the patterns of
social constructivism impact the individually constructed concepts linked to user behaviours

and attitudes on social media.

To ensure that the coding process clearly addresses the study's quality issues, such as
reliability, rigour (bias), validity and generalizability, the help of peers is received. This
process is also known as the technique of peer debriefing. In the first instance, two peers
helped with the reliability of data collection by listening to audio recordings of conducted
interviews. As a result, peers confirmed if interviewees are influenced in giving specific
responses or given enough independence to share their responses without any influence
(Cassell and Symon, 2004). Secondly, the two peers helped review and revise the codes

during the coding process.
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The current study follows the methodological suggestions of grounded theory research
and henceforth, the study conducts the overlapping and iterative process of data collection
and its analysis (Gehman et al., 2017; Gioia et al., 2013). The overlapping of two processes
provides the researcher freedom to adjust the collection and analysis of data based on the
preliminary outcomes of the preceding steps. Additionally, the flexible and iterative process
employed in the current study also facilitated the nuanced attributed to the collection of data
for making amendments in the order of questions asked in the interview (Ritchie et al., 2013).
Moreover, the interview records were immediately transcribed after data collection and the
text was instantly coded. Finally, it permitted the formation of conducted questions to be
influenced by the tentative relationship and concepts that emerged from interviews (Gioia et
al., 2013).

The collected data in the current research was examined systematically by employing
abductive and inductive analysis logics, exerting the connection of observation to existing
theories and concepts (Glaser and Strauss, 1967; Langley et al., 2013). Researchers in the
respective analytical examination tradition must remain open-minded to accept the tentative
discoveries related to emerging theoretical constructs meanwhile addressing the challenging

justifications in the extant theoretical concepts (Gioia et al., 2013).

Furthermore, the study follows the abductive principles of research, identifying the
data patterns that correspond to entrepreneurial desirability, motivation, attitudes and
perceptions about using social media (Mantere and Ketokivi, 2013). Additionally, the
patterns of perspectives of informants include the consecutive steps involved in the meaning-
creation framework (Langley and Abdallah, 2011; Ritchie et al., 2013). It helps generate the
researcher's categorical interpretations, which are eventually synthesised into the themes of
overarching concepts, providing new theoretical insight into the study (Gioia et al., 2013;
Suddaby, 2006). Ultimately, the data analysis process applies various iterative steps
intertwined with data collection. Nevertheless, for simplicity, the process can be presented in

a sequence of stages.

The first stage involved the reconstruction of events and open coding. Next, the
intensive and fine-grained open coding of data is used to scrutinise each text of the interview,
including reading, coding of primary nodes and making notes, eventually representing the
meaning adjacent to the informants' language. The respective process resulted in producing a

large dataset concerning primary nodes. These nodes are then collapsed into first-order
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categories that reflect the data concepts. Accordingly, the various iterative coding stages and
the text of informants as a basis for fist order nodes as a method of labelling the bits of the
data through language or terms similar to informants are used to identify the relevant

concepts and then clustering it into various categories (Glaser and Strauss, 1967).

The second stage involved the axial systematic coding derived from theory. It looked
for the differences, overlapping evidence and similarities in interrelationships and personal
experiences among the categories while grouping them into emerging themes of higher order
(Gioia et al., 2010). The categories of the first order were then clustered into emerging
themes induced by researchers concerning theoretical dimensions of higher level (Gehman et
al., 2017).

The third stage involved the static themes, representing the interplaying processes and
theoretical concepts. These emerging themes served as the building blocks for the initial
creation of the grounded model proposed in this study. After the data from symbolic
netnography is analysed to validate these themes and understand their interplaying
relationship; eventually, these themes are incorporated into the inductive and sequential

theoretical model.

The Gioia methodology's most helpful addition is to exhibit these first, second and
aggregated themes as a data structure (Gioia et al., 2013). This approach of presenting
qualitative data phases shows how meaning was extracted from narratives. It demonstrates
rigour in qualitative data analysis and provides an audit record of the researcher’s

conclusions.

The study pays substantial priority to methodological rigour and transferability,
confirmability, credibility and dependability (Guba, 1981; Lincoln and Guba, 1985), ensuring
that sufficient evidence is provided before presenting the study's conclusion. Data analysis is
discussed with colleagues involved in the research team, providing an opportunity for the
researcher to reflectivity because colleagues assisted in challenging the underlying
assumptions and establishing confidence in the outcomes’ confirmability. Moreover, the
study utilised a 2nd coder according to the technique of peer debriefing. Comparing various
approaches proposed by the 1st and 2nd coder assisted the researcher in choosing a highly
effective technique that can be efficacious when applied consistently to improve the number

of concepts and the coding process.
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While applying the progressive subjectivity method in the coding process, the
researcher used a reflective diary during the study’s data collection and data analysis stage,
establishing a track record to develop his understanding by challenging and considering the
original interpretations. The progress is traced in the diary in terms of methodological choices
and the emerging research process. Such a protocol of research might facilitate the reader to

identify the construction of interpretations with time (Ortlipp, 2008).

4.10.2 Analysis through symbolic netnography

This research considers netnography not as a standalone method for data collection but
instead adopts blended netnography, leveraging netnography as an add-on method in
combination with semi-structured interviews (Kozinets, 2010). This research first collects the
data through semi-structured interviews. Then, the collected data is analysed using the Gioia
method (Gioia et al., 2013), which provides emerging themes from the data as an output.
Furthermore, data is collected through symbolic netnography by observing participants’
social media accounts to validate and explore the interplaying relationship among these

identified themes.

Therefore, it is essential to mention that the principles and meanings driven by
netnography data are not at the core of this study, provided that the data sourced from
symbolic netnography is only used to validate the principal answers retrieved from the semi-
structured interviews. Using the seven emerging themes derived from the coding process of
interviews, the researcher combed through all the images acquired to seek evidence that
either verified or contradicted the emerging themes as an outcome from the Gioia method.
Therefore, symbolic netnography was derivate from the researcher's interpretation of the

images and the observation diary.

Four of the seven themes are related to the online social media platform and could be
checked against the data collected with the help of symbolic netnography. However, given
their nature, the three emerging themes derived from the interviews were not observable with
data from symbolic netnography. For example, the theme ‘motives to use social media and
‘perceived relational outcomes’ such themes could not be observed on online social media
platforms. Furthermore, these three emerging themes are developed based on self-reported

data from semi-structured interviews.
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4.10.3 Methodological rigour in the study

Various scholars have considered the validity and merits of qualitative research to
generate the criteria lists to assess the quality of the specific qualitative study (Symon and
Cassell, 2012). Arguably, Guba and Lincoln (1981) formulated a well-known list focusing on
the inappropriate practices employed by the researchers to apply positivist criteria in
qualitative studies. Nevertheless, it must be noted that, unlike quantitative research, which
pays attention to methods for assuring rigour and objectivity, qualitative research pays
attention to the interpretation and thus validity based on objectivity is not very accurate
(Eisenhardt et al., 2016; Gioia et al., 2013; Symon and Cassell, 2012). Therefore, researchers
must address whether qualitative research effectively delivers valid, reliable and dependable
findings (Miles and Huberman, 1994).

The current section considers the criterion for methodological rigour used in the study
and substantially considers the sampling policies, context description, collection and analysis
of the data. Thereby, the methodological rigour employed in the current study seeks to fulfil
the quality demands for the credibility of research, its dependability, confirmability and
transferability (Guba, 1981; Lincoln and Guba, 1985). The scientific inquiry doctrine exerts
that qualitative research needs to provide adequate evidence about the quality of research
findings (Eisenhardt et al., 2016; Gioia et al., 2013; Lincoln and Guba, 1985). The criterion
of ‘confirmability’ ensures that data analysis and interpretations of the study are procured
from the informants' context and the reality constructs, not only from the creative cognition
of researchers (Symon and Casssell, 2012). Several tools are utilised to facilitate the
confirmability of research, like the analysis of the opposing case, peer debriefing, member
inspection and progressive subjectivity (Symon and Casssell, 2012). Furthermore, the
criterion of ‘credibility’ ensures that the interpretations of data made by the researcher fit the
interviewees’ constructed realities. Finally, the criterion of ‘dependability’ ensures that

methodological shifts are properly justified, like the adjustments to the interview protocol.

Moreover, the data analysis discussion with peers involved in the research also allows
reflection on the research process. Similarly, it also facilitates the understanding of the
researcher by making explicitly refined and challenged assumptions. Nevertheless, the

quality of current research relies on the technique of peer debriefing. Therefore, the
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researcher expands it by inviting research colleagues to analyse the data set as second coders.
The respective step significantly enhanced the reflectiveness of the researcher in the process
of coding, eventually addressing the interpretations’ credibility, which is attributed to the

narratives made by respondents.

4.10.4 Triangulation

The concept of triangulation is driven by the surveying branch of civil engineering.
With the help of this technique, the accurate location of a place was determined through the
technique of triangulation — measuring the distance of a place from three different directions.
Webb et al., in the 1960s, first introduced this phenomenon in management and later used it
by Denzin in the 1970s (Bryman and Bell, 2011). In management research, the method of
triangulation is used to limit the potential for errors that may occur due to a lack of
observation, data, theories or methods. Therefore, the triangulation technique allows
researchers to get multiple perspectives to address the research question under observation
(Robson, 2002).

Triangulation in management research is included by applying various research
methods, including different research settings, data types and methodological perspectives
(Flick, 2002). The purpose of using multiple research techniques and methods is to leverage
the accuracy of findings from the data analysis and increase the validity and reliability of the
research. Yin (2009) suggests that recommendations based on findings driven by
triangulation are more reliable. To increase the utility and contribution of research,
triangulation may be included by combining multiple sources of data collection,
methodologies, theories and approaches (Miles and Huberman, 1994). These combinations in
triangulation are rationally designed to validate the results and thus stipulate

recommendations.

Triangulation also helps to address methodological limitations of research — the use of
multiple research methods cancels out weaknesses of each research method and thus allows a
researcher to establish a more valid and reliable set of conclusions (Neuman, 2006). In the
same regard, Brannen (1992) has professed the utility of triangulation in management

research — with the help of triangulation; the researcher can gain a holistic view of the theory
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under investigation since the use of multiple methods removes the biases that are potentially

not possible with the use of single research method.

To bring rigour to the findings, the approach of triangulation extends its support to
include data from various sources collected through multiple data collection instruments,
such as data collected through semi-structured interviews and symbolic netnography in this
study (Partington, 2002). In this research, triangulation is adopted by including data from
multiple sources, such as qualitative data from semi-structured interviews and observation
from participants' social media accounts with the help of symbolic netnography. Such an
approach is known as Blended netnography, which refers to combining netnography with
interviews (Kozinets, 2010). According to Kozinets (2015), face-to-face interviews are an
essential aspect of data collecting because they enable netnographers to expand their
knowledge and comprehension of the online observations collected during the netnography
stage. This technique is regarded as an acceptable method for broadening the reach of the
online community to comprehend the interplaying mechanism of how norms impact the

behaviour of online users.

This technique of triangulating the data has helped this research to achieve the following

a) Addressing the limitation of self-reported data collected through semi-structured
interviews. Such as limiting the influence of retrospective bias, post-rationalisation
bias, hindsight bias and social-desirability bias on the findings. This use of multiple
research methods cancels the weaknesses of each research method and thus enables
this research to establish a more valid and reliable set of conclusions.

b) Gain deep insights into user behaviour of entrepreneurs in social media, which has
helped to validate the emerging themes from the Gioia method and helped in

decoding the relationship among the emerging themes.

411  Research bias

The process of retrospective reflection on past events can be influenced by self-serving
bias (Louie, 1999), hindsight bias (Christensen-Szalanski and Willham, 1991), impression
management or retrospective sense-making (Holzl et al., 2002). It is observed that the
research using interviews as data collection techniques is constantly criticised in terms of
subjectively biased methods (Kvale, 1994; Kvale and Brinkman, 2009). Henceforth,
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researchers in a qualitative study must not be fretful about the biases of informants because
capturing the bias, subjectivity and lived experiences of informants are not essential concerns
to address; instead, researchers must focus on the essential nature of research (Graebner et al.,
2012).

The researcher is compelled with critical realism ontology to acknowledge that the
researcher’s social media usage and entrepreneurial background for the development of social
capital have ultimately influenced the data collected in the current study and analysis.
Working as an insider in the current study entails that if the researcher interacts with research
participants, the researcher’s and the respondents’ thinking patterns regarding the networking
process to accrue social capital might be altered (Miller and Glassner, 1997). Nevertheless, a
pragmatic view on this issue is that the researcher’s past entrepreneurial experience and

social media usage can also facilitate the current study for interpreting the acquired results.

According to Corbin and Strauss (2007), the researcher’s character, experience and
personality are strongly related to the research process and are considered vital elements of
the data analysis. To improve the data collection method, another experienced researcher
assisted in interviewing the participants, which increased the reliability of the interview data.
Furthermore, the researcher engaged himself in the self-reflection process to consider
researchers' assumptions and personal biases during the data collection and interpretation
process. Besides this, it helps the researcher retain scientific theory's sensitivity to data
interpretations. It was observed that the technique benefits in getting additional evidence and

clues of the dependability and credibility of the research.

4.11.1 Researcher bias
Researcher bias is the main limitation in this study due to the methodological choice
of qualitative research. The qualitative strategy depends on the researcher analysing the
interview data and concluding. Furthermore, to a far extent, there are chances that researcher
bias may influence the research findings (Roulston and Shelton, 2015). Researchers must be
aware of their preconceived ideas or biases to actively seek out data that challenges these
(McGhee et al., 2007).
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4.11.2 Retrospective bias

Retrospective bias is also known as recall bias. This bias is attached to the
information when a question is enquired about the past. To answer, the respondent must
recall a memory of events, people, words or experiences; this could be explicit or implicit.
Such information is intrinsically biased by our innate human ability to discern patterns in
random noise (Hassan, 2006). There is a possibility of encountering retrospective bias where
participants are enquired about an experience or event and discern patterns. Triangulation of
data with the help of symbolic netnography from participant observations is used to address

this bias in the collected data.

This research explores the accrual process for entrepreneurs’ social capital through
their use of social media. For this inquiry, it is critical to capture the socially constructed
perspectives of entrepreneurs related to privacy concerns and the context of audiences in
social media. Critical realism research philosophical position for this study explores such
perspectives by collecting rich data through qualitative semi-structured interviews. An in-

depth analysis of collected empirical data is conducted while interpreting its findings.

The “Gioia method” is selected for analysing the qualitative data (Gioia et al., 2013).
The selected method holds the potential for “credible interpretations of data” by application
“of systematic conceptual and analytical discipline” (Gioia et al., 2013, p. 15). By
considering the validity and potential benefits of the qualitative research design, scholars
have provided a list of functional criteria for assessing the quality of the qualitative research
design (Symon and Cassell, 2012). Lincoln and Guba (1985) have provided the best criteria.
In qualitative research, the interpretation of data complements the validity and objectivity of
the research, unlike quantitative research, in which rigour and objectivity are determined by
paying attention to the methods (Eisenhardt et al., 2016; Gioia et al., 2013). However, the use
of qualitative design to ensure “reliable, valid, [and] dependable” findings of the research is
still questioned and researchers need to address this issue so that the misinterpretation of
objective realities and misallocation of efforts can be avoided (Miles and Huberman, 1994, p.
277). In this section of the study, methodological rigour is considered along with context

description, sampling policies, data collection and analysis techniques used in the research.

As interpretivist research is sometimes underestimated for its rigour, its quality is likely
vetted against the regressive technique adopted to reach identified themes from the

qualitative data. Klein and Myers (1999) proposed a criterion to measure the quality and
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rigour of interpretivism research. As part of this criterion, they presented seven principles to
evaluate interpretive research. According to them, these seven principles are not dependent
on each other and may overlap. Considering that the current study has taken an interpretivists
philosophical position to address the research question, the seven principles of Klein and

Myers (1999) are presented and contextualised for this interpretivism research.

The Fundamental principle of the hermeneutic circle

As Klein and Myers (1999) proposed, the first principle theorises that all interpretive
research is hermeneutic. This principle implies that to comprehend the whole concept under
investigation for interpretive research, the researcher needs to understand the interdependent
meaning behind different parts that have formed that phenomenon and the relationships
between the meanings behind these other parts. Furthermore, according to scholars, this first
principle is considered a meta-principle and provides the foundation of the rest of the six
directions (Klein and Myers, 1999).

In the current study context, the first principle is addressed by individually addressing
the seven emerging themes from the data that have provided the foundation of the
overarching phenomenon. Then, each data theme is explained in detail regarding its
interpretation and meaning. Alongside, the interdependent meanings drawn out of the
research theme directly contributed to forming the grounded model, linking all seven
emerging themes into the grounded model that presents the overall understanding of the

phenomenon.

The principle of contextualisation

The second principle suggests that alongside the primary data collected for
interpretive research, the researcher also needs to reflect holistically on the general social
settings of the informants in which they operate. Such information helps the interpretive
researcher take a comprehensive overview of the context under investigation and provide a

more profound understanding of the emergence of issues.

For the current study, the second principle is addressed by providing the readers with
relevant and updated information regarding context-related material, including the current
state of entrepreneurship in Pakistan, the technology infrastructure in the country and the

adoption of social media among entrepreneurs. In addition, as the research setting was micro
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and small businesses in Pakistan, the researcher reflects on the research limitations due to the

context of this research in section 7.6.

The principle of interaction between the researchers and the subjects

To research and accumulate socially constructed data, it is essential to affirm the
nature of the interaction between the study participants and the researcher. This is regarded as
the third principle of interpretive research evaluation. To generate high-quality interpretive
research, it is imperative to develop socially constructed interactions between the study
participants and the researcher. According to Klein and Myers (1999), the participants are
interpreters who provide their opinions on a particular matter. Henceforth, the researcher
should communicate his understanding and comprehension of interpretations made by study
participants. Doing so is likely to help in the general sense of the socially constructed issue,

developed by interactive participation between participants and the researcher.

Accordingly, the data collection method used in the current study fulfils the third
substantial principle of examining interpretive research. This is achieved by observing online
the social media accounts of the entrepreneurs and conducting semi-structured interviews.
The interviews were initially planned as semi-structured ones, including predetermined open-
ended questions. It allowed the discussion of issues arising from conversations between the
researcher and participants during interviews. The interviews provided the best chance for the
participants to express their opinion by elaborating on the issues under discussion concerning
the asked questions. Thus, the researcher could comprehend the views provided by
participants and consequently, counter-questions were asked. Hence, the researcher was

assured that the issues under discussion were socially constructed.

Moreover, the research was conducted in Pakistan and the interviews were conducted
in the English language. At the same time, the researcher facilitated the question being
interpreted in the local language, like Urdu and Punjabi, because it was essential to
communicate with study participants in a language that is understandable and easy to express

opinions.

Therefore, the researcher translated the interview questions into Urdu and Punjabi
many times during the interviews and transcribed such questions bank in English. Vulliamy
(1990) states that when a researcher has to act as a translator in the research, three factors
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identify the quality of research; (1) the researcher’s autobiography who acts as a translator;
(2) the ability of the translator researcher to be well knowledgeable of the language and
culture of interviewed participants; and (3) the translator researcher’s fluency of writing up
the language. It must be noted that although the researcher is a native speaker and knows
Urdu well, he has lived many years in the English-speaking country. Hence, the researcher is
fluent, bilingual and confident in English and Urdu, making him a suitable researcher for the

current study.

The principle of abstraction and generalisation

Although it is generally accepted that interpretive research effectively values the
reporting and documentation of exclusive circumstances and is highly apprehensive of the
claims that culturally independent natural laws govern human affairs, it does not exhibit the
entire story. The extensive debate in philosophy highlights that interpretive studies have a
philosophical and logical basis for generalisation and abstraction (Klein and Myers, 1999).
Klein and Myers (1999) also referred to the work of Walsham (1995) as he argued that there
are four generalisation forms for interpretive research, including (1) the concepts’
development; (2) generating a theory; (3) inferring specific implications; and (4) the

contribution made by rich insights.

Moreover, the social capital theory helped the researcher generalise the results to
develop the conceptual model, which can be essential for similar research. Nevertheless, the
findings cannot be claimed as valid for all countries or businesses; hence, the researcher
addresses generalisation issues in recommendations for future research in the Conclusion and

Discussion Chapter (Chapter 6).

The principle of dialogical reasoning

The dialogical reasoning principle requires the researcher to act sensitively to the
contradictions when preconceptions are formed before data collection and after its analysis.
For example, concerning the current research, before conducting the fieldwork, the detailed
review of the literature resulted in the formation of preconceptions and further acknowledged
that there are two types of social capital; (1) bonding social capital sourced through strong
ties and (2) bridging social capital sourced through weak ties. However, through the
investigation of findings as well as analysis of data using the lens of Social Capital Theory,

the researcher noticed in the current study that privacy concerns of entrepreneurs, as well as
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the context of audiences being managed on social media, moderates the entrepreneurs’
networking behaviour on social media. Moreover, such antecedents may also influence
entrepreneurs’ degree of expression concerning self-disclosure, self-presentation and
engaging with the content of others, helping entrepreneurs to accrue bonding and bridging

social capital.

In addition, the data was first collected from interviews conducted with the
entrepreneurs and as a result, the themes emerged from the data backed by a data structure
behind each theme. Subsequently, the researcher observed the online social media accounts
of the entrepreneurs while employing symbolic netnography to examine and find evidence

that would either confirm or contradict the data collected from the interviews.

The principle of multiple interpretations

The principle of multiple interpretations states that researchers need to know the
possible conflicting interpretations among the participants. This research shows that
individuals had conflicting views on the same series and order of events. For example, the
informants reported on privacy concerns and managing the disordered context of audiences
among their accounts on social media differed in terms of their networking. The difference in
networking style is observed by the users' degree of self-presentation, self-disclosure and

social engagement.

The networking style can vary from a low level of self-presentation to a higher level
of self-presentation, engagement and self-disclosure. The varied responses were observed in
the collected data and an amount of data was gathered to interpret the changing results. The
outcomes have illustrated that irrespective of a high degree of privacy concerns and
managing distorted context among their social media accounts, informants are getting help
from selecting and organising the data and privacy self-efficacy for managing a high-level

self-disclosure, engagement and self-presentation, among others.

The principle of suspicion
The previous section clarifies the importance of knowledge of possible biases in
interpretive research. Studies have shown that an interpretivist researcher should be aware of

the potential biases in the data collected for the analysis.
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In this study, the researcher has presented a comprehensive list of possible biases
discussed in section 4.14. Furthermore, these ‘biases’ are addressed by looking at the
phenomenon from two different perspectives. First, rather than focusing merely on the self-
reported answers of the entrepreneurs and taking their interpretation of the events, the
researcher opted for investigating the phenomenon thoroughly, interviewing the
entrepreneurs and conducting online observations of their social media accounts. Second,
triangulating the data from these two sources enabled the researcher to affirm the consistency
of the data.

4.12 Ethical considerations
For research conducted in social sciences, it is crucial to consider the ethical issues

surrounding data collection, storage, analysis and access. Safeguarding the human rights and
interest of the participants remain at the centre of ethical issues — it is, therefore, crucial for
the researcher to supervise and plan them the data is collected (Neuman and Baron, 1995). In
addition, informed consent of participants measures to ensure the confidentiality and privacy
of participants are essential to be planned and communicated to the participants (Christian,
2000).

The researcher has addressed these prerequisites of ethical considerations during the data
collection, analysis and reporting process. During both stages of data collection, symbolic
netnography and semi-structured interviews — research participants are informed beforehand
about the research'’s scope, objectives, application and limitations with the help of a
comprehensive participant information sheet. It includes the information about their right to
withdraw from the participation of this research at any time before the publication of the final
thesis. In addition, contact details information is shared with participants to contact if they

want to practice their right to withdraw from this study.

Participants are also requested to provide written consent for observing their social media
accounts as part of netnography data collection. Participants are provided access to the folder
through an online link, in which data collected from their social media is stored during the
data collection process. Furthermore, no confidential information was collected or stored that

may disclose the identity of participants or ties in their network. Entrepreneurs are aware of
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the safe disposal of their data (interviews audiotapes, interview transcripts, images from

social media and observation diary).

4.13 Summary of research methodology and design

A critical realism research philosophical position is taken for this research while adopting
an inductive approach to address the research question. This research has adopted a
qualitative design to collect empirical data from entrepreneurs owning and managing
enterprises in Pakistan. The data collection tools used in this research are semi-structured
interviews and Netnography. In the first round of data collection, data was collected through
semi-structured interviews and analysed using the Gioia methodology, a qualitative data
analysis method. Gioia method helped this research to identify 7 emerging themes from the
data. These themes are later validated with the help of Netnography, symbolic observation of
participants' social media accounts for 4 months after the interviews. Figure 4.2 presents the
research process adopted for this study. Furthermore, findings from the research are

presented in the next chapter of empirical findings.
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Figure 4.2 Research process adopted for the study
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5. EMPIRICAL FINDINGS

5.1 Introduction

The following chapter presents the key themes that have emerged from the research.
These themes are outlined by structuring the first-order categories into emerging second-
order themes, which serve as building blocks for the subsequent formulation of the grounded
model. Each interview text is scrutinised with fine-grained and intensive data open coding at
the first stage. This process resulted in a large dataset of initial codes that were collated into a
smaller number of first-order categories that reflected concepts observed in the data. Next,
through several iterative stages of coding, relevant concepts are identified during the first-
order codification stage and then clustered into categories at the second-order codification
stage (Glaser and Strauss, 1967). Finally, theory-driven axial analytical coding was
conducted during the analysis, which involved searching for overlapping evidence,
similarities and differences among the categories and grouping them into higher-order
emerging themes (Gioia et al., 2010). With a clear sense of developing relationships between
the emerged themes at this stage, the research organises a grounded theoretical model to

address the research question.

Following the process of grounded theory creation, initial scanning is conducted for
concepts among the identified nodes, adopting the approach outlined by Gehman et al.,
(2017, p. 287): “where researchers walk in the door and do not have a preconception of what
relationships they are going to see”. Hence, most first-order codes do not have a direct link to
the research question. However, maintaining data consistency at the beginning of coding is
essential for “inspiration for the first-order/second-order terminology” (Gehman et al., 2017,
p. 286). Therefore, the initial data nodes are clustered into second-order themes by
considering their relevance to the research question (Gioia et al., 2010). It is important to note
that first-order codes are informant-centric, where the terms used are mainly based on the

language used by informants.

In contrast, in the subsequent second-order theme, the terminologies used are research-
centric and constructs are explained through the language used in the literature (Gioia et al.,
2010). Finally, the first-order categories are clustered into researcher-induced emerging

themes of higher-level theoretical dimensions (Gehman et al., 2017). To triangulate the data
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and bring additional rigour to the findings, netnography (Kozinets, 2015) is used to collect
real-time data from the interviewee’s social media accounts (Facebook and LinkedIn) for
four months after the interviews. In applying this methodology, the researcher has addressed
the call among prior scholars to adopt real-time data collection methods for social capital
research (Smith et al., 2017).

5.2 Overview of the participants

In total, thirty-five tech entrepreneurs from Pakistan participated in this research. The
research sample consists of five females and thirty males, with an average age of thirty-seven
(37). Regarding the type of business, thirteen participants are involved in developing and
managing web services for other businesses. In addition, five entrepreneurs manage social
media services, including content management and user-generated content management
services for other businesses. Seventeen participants originate from diverse sectors such as
property management, pharma, automobile, accountancy, training and development (soft

skills) and travel/tourism.

5.3 Emerging themes in the data structure

A total of thirty-five interviews are conducted with entrepreneurs in Pakistan. The
average time of interviews is 45 minutes, with a maximum time length of 74 minutes and a
minimum of 31 minutes. First, audiotape recordings are performed for the interviews and
audio records of approximate 24 hours are obtained. Then, the audio records are transcribed
into text files with a cloud-based software service (www.utter.com). However, the software is
not efficient in transcribing the interviews that contain local dialects and accents, using
abstracts from the local language in intervals during the interview: the voice recognition
algorithm of the software is not capable of capturing various accents and terms used to
describe local contexts. Therefore, such interviews are transcribed by the researcher

manually.

One of the critical challenges of this research was to capture rich and holistic data related
to the meanings that individuals attach to their responses, retrospectively reflecting on their
perceived relational outcomes from social media, online privacy, networking behaviour and
engagement on social media. This task is efficiently facilitated by choosing interviews as the

way of data collection, as “interviews are a highly efficient way to gather rich, empirical
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data, especially when the phenomenon of interest is highly episodic and infrequent”
(Eisenhardt and Graebner, 2007).

First-order categories are clustered in the data analysis process into researcher-induced
emerging themes of higher-level theoretical dimensions (Gehman et al., 2017). As a result,
seven emerging themes are identified in this study's data structure, presented and discussed.

e Perceived relational outcomes of social media

e Motives to use social media

e Privacy concerns

e Perception about audiences

e Self-presentation (profile)

e Degree of Self-disclosure

o Engagement with other’s content (in public)

The chapter discusses each emerging theme, the data structure of first-order categories and
their selected evidence in primary nodes. The data structure exhibits selected evidence from
primary nodes, collated into first-order categories and later merged into the emerging themes.
Emerging themes are presented in the order as follows; firstly, the data structure to support
the emerging theme is shared and later, the second-order themes collated to develop the

emerging theme are discussed.

5.4 Perceived relational outcomes of social media

As part of the interview questions, entrepreneurs are inquired to share their perceived
relational outcomes in the form of benefits and risks. These questions are based on literature
that suggests that perceived relational outcomes, such as benefits and risks, likely shape the
motivation for users to use social media (Boyd, 2007). Furthermore, perceived relational
outcomes of social media, such as perceived risks, likely influence users' privacy concerns.
Another influential role these perceived outcomes play is at the cognitive decision-making
stage, where users decide if the technology, they are utilising fits their purpose. In literature,

this phenomenon is referred to as the task-technology fit (Lu and Yang, 2014)
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Figure 5.1 Emerging theme 1 - Perceived relational outcomes from social media

Selected Evidence in Primary Nodes

First Order Categories

Emerging Themes

If I find something in common from their past activities and my venture, I connect with them
since they can offer you advice, introduce with the relevant people.

It helps you connect with the online groups on Facebook that are related to my business.
Members in these groups share valuable information about such as new suppliers, finance,
policies and potential opportunities there. (Access to useful information for business.

Perceived Benefits

You will find a number of my wall posts about the achievements I have made during my
entrepreneurial journey. I don’t think there is anything wrong about being proud of your
accomplishments. Rather this is an efficient way to let most of your family and close friends
know the same exciting news without having to make 10 or so separate calls.

My preference is always to stick with professional content and avoid sharing personal views

on social matters. I do think it may be potentially offence to certain section of my network.

So, this should be censored to a limited audience as your objective is to effectively network
and not offend people.

P
>

Perceived Risks

..Ibelieve that if you expose more about your achievements on social media, you are
indirectly increasing people’s expectation from you. And if you think you are too busy at the
moment in development of your business, this may not be a good idea to share much about
your progress of achievements on social media.

|

Perceived Relational
Outcomes from Social
Media

On one hand this high degree of disclosure of information helps you know to get support
from your network and also give you better self-esteem but at the same time it exposes
yourself for more criticism.
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5.4.1 Perceived benefits

To answer the question of what perceived outcomes entrepreneurs expect from social
media, respondents mentioned multiple benefits which they expect can be received from the
use of social media. This study identified that one of the perceived relational benefits of using
social media by entrepreneurs is making new connections and seeking advice, as provided in
figure 5.1. In their interview, participant D responded: “IfI find something in common from
their past activities and my venture, | connect with them since they can offer you advice and
introduce you to the relevant people.” Entrepreneurs’ perceived outcomes are skewed
towards how social media can provide better opportunities to connect with a diversified range

of connections and further seek advice from them (for their venture) when required.

The second perceived relational benefit is access to useful information. As reported by
entrepreneurs, there are multiple opportunities to access information through groups and
pages (closed and open) on social media. Among these pages, entrepreneurs share
information such as asking for general business advice, references to influential connections,

suppliers and more.

On the one hand, being a member of these pages and communities is perceived to be
potentially beneficial for entrepreneurs — simply observing these conversations between other
users can also be helpful. Discussing this in the interview, participant P stated: “Iz helps you
connect with the online groups on Facebook that are related to my business. Members in
these groups share valuable information about new suppliers, finance, policies and potential

’

opportunities there.’

Another perceived relational benefit identified in this research is social media’s
facilitation to connect with multiple contacts simultaneously. As participant AF described,
“...this is an efficient way to let most of your family and close friends know the same exciting
news without having to make ten or so separate calls.” Earlier research, which concerned
entrepreneurs managing small and medium enterprises, identified that entrepreneurs in this
domain struggle to retain weak ties in their social network because they are entrenched in
their day-to-day routine of managing their firm and therefore have limited time to socialise
communicate with weak ties. As a result, entrepreneurs in SMEs are more likely to lose weak

ties in their networks with time. With a similar perspective, this study found that
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entrepreneurs see social media as a means to help them communicate effectively with a larger

audience whilst saving time compared with face-to-face communication.

Interestingly, respondents with larger networks reported that their perceived overall
support from their connections is low compared with those with relatively small networks,
who reported higher levels of perceived support. Presumably, this is because respondents
with large networks are unlikely to recognise a significant amount of their audience,
compared to respondents with smaller networks who could mostly recognise their
connections on social media pages. Therefore, there may be a role of perceived audiences
that entrepreneurs address while using social media, such as targeted and invisible audiences
(theme four), which may influence the perceived relational outcomes. Invisible audiences are

discussed in detail in section 5.7.

The identified themes and their data structures illustrate that perceived relational
outcomes likely influence motivation of entrepreneurs to use social media. Their perceptions
of how social media can be beneficial for relational outcomes may influence their usage
behaviour on social media. For example, the perceived benefits of social media in making
new connections may generate motivation to use social media to increase the chances of
connecting with new ties. Similarly, the perceived benefits of accessing helpful information
through social media pages can generate motivation to spend more time on social media for

information seeking.

5.4.2 Perceived risks

While respondents mentioned relational benefits from social media, they also expressed
their perceived relational risks. Prior literature informs us that these perceived relational risks
from online networking sites likely shape users' privacy concerns and may influence their
behaviour (Debatin et al., 2009). As noticed in this research, respondents with higher
perceived relational risks reported high privacy concerns (third theme) and adopted strict
privacy settings on their social media pages. Furthermore, such users disclosed lesser
information in their user profiles and had limited disclosures on social media. Such a limited
degree of self-presentation and expression could likely limit the chances of accrual of social

capital.
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One of the reported perceived relational risks from social media is exposure to unwanted
criticism from audiences. Participants reporting such concerns are apprehensive that
expressing themselves on social media, in the form of sharing ideas or life events, can expose
them to unnecessary criticism. Moreover, they implicitly assume that passive use of social
media with a limited degree of self-presentation and expression could save them from
negative social judgment from their audience. However, at the same time, limiting their
degree of self-presentation and self-disclosure reduces the chances for positive homophily
assessment social competence judgment, which may lead to bridging and bonding social
capital. While sharing such concerns, one interviewee, participant C, mentioned that “it helps
you to get support from your network and also give you better self-esteem, but at the same
time, it exposes yourself for more criticism.” As reported, this perceived relational risk is not
directly associated with joining or being present on social media. Still, it is related to the
degree of disclosure or expression on social media, whereby such perceptions may influence
user behaviour. Results from the symbolic netnography reveal that participants reporting this
perceived relational risk have disclosed limited information on their user profiles.
Furthermore, it is observed that the number of self-disclosures made by such respondents is
also limited. Despite having these perceived relational risks, users managed to engage with
the content of others on social media regularly. These engagements are mainly symbolic, but

evidence of a few content-based engagements is also found.

Another perceived relational risk of using social media is increased expectations of
connections. Entrepreneurs mentioned that a higher degree of self-disclosure on social media
could increase the expectations of their friends and peers. Such respondents are concerned
that all those connected to them do not have equal resources available to them in real life.
Therefore, entrepreneurs participating in this research are concerned that sharing their
success stories and updates regarding their venture may increase their network'’s expectations.
These respondents are concerned that they might not be able to fulfil these expectations; in
this regard, participant G mentioned, “7 believe that if you expose more about your
achievements on social media, you are indirectly increasing people’s expectations of you.
And if you think you are too busy at the moment with the development of your business, it
may not be a good idea to share much about your progress of achievements on social

media.”
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Respondents reporting this perceived risk also reported moderate to low privacy
concerns. The netnography show that such users maintained a lower level of privacy on
social media accounts used to manage professional ties such as LinkedIn. Still, strict privacy
settings with social media accounts are used to manage personal ties such as Facebook and
Instagram. Their user behaviour is expressive in providing more information in their user
profiles and they also engage with others’ content, mainly using content-based interactions
through comments. They mostly shared and reposted the posts of others on their pages.
However, in terms of the degree of disclosures through posts on their social media pages, it is
observed that there are a limited number of posts that contain any disclosures about their life

events or views.

Some respondents reported concerns regarding how sharing personal views and opinions
may offend others on social media. These respondents believed that social media is a place to
network and share information, but, at times, networked individuals do not agree with their
personal views and opinions. Therefore, these participants believed that sharing personal
views and opinions, providing any information in the profile section, or sharing content that
could associate them with a political party or social group could negatively influence their
networking activity. These respondents believed this would negatively impact an
entrepreneur’s ideal use of social media is to utilise it for effective networking both in and
outside their industry, seeking information and maintaining existing relations online.
Therefore, implying that it is not a suitable platform for entrepreneurs to express their
personal views and opinions, such as opinions related to politics and religion. Participant D
reported such concerns during the interview in these words, “I think it is important to share
our opinions such as regarding current affairs or politics, but sometimes people go too far

’

and that is when it can be harmful for them as an entrepreneur.’

After observing their social media pages during the netnography stage, it is apparent that
these respondents likely relied on data curation to make their interactions suitable for all
types of audiences within their network. Such perceived relational risks may generate privacy
concerns and guide entrepreneurs to edit their shared information to become suitable for all
audiences within their online network. Noticeable from the screenshots of the posted content
by the participants taken during the netnography stage for this study, the word "Edited"
appeared along the posts. It indicated that the content had been edited after being posted.

Among the two social media accounts considered for netnography in this study, only
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LinkedIn labelled the content as "edited" if the social media user changes their posts, whereas
Facebook does not provide such information. Therefore, for the posts on Facebook, a
comparison of the screenshots taken with an interval of five days was observed to notice any
changes in the content shared. Comparing the screenshots of content shared initially and later
when it was edited, it was noticed that the changes were not material-changes in the
information; rather, changes were mainly about linguistics, i.e., choice of words and structure
of the sentence. Based on this finding, it can be argued that while expressing themselves
digitally on social media, entrepreneurs likely traverse their perceived relation risks through
editing content. The option of editing content allows entrepreneurs to make their content
suitable for the audience and thus mitigate their perceived relational risks associated with

their shared content.

Contrary to online communication, shared information remains private in face-to-face
communications unless an effort is made to make it public. Therefore, informants can curate
the information as per the context of the audience. However, that is not true for
communication happening on social media since the boundaries of the audience are blurred.
Therefore, the communicator has to make an effort to make their communication private or at
least limited in access to the public. In such a context, the boundaries of audiences are blurred
and it is almost impossible to curate the shared information according to all the audiences
possibly viewing the shared content. While most communication on social media is public,
informants perceive that their content will be subjected to negative social judgement. To
navigate such perceived risks, respondents reportedly adopted a method of posting the most
appropriate content for all audiences. In this regard, participant A mentioned in her interview,
“my preference is always to stick with professional content and avoid sharing personal views
on social matters. I think it may be potentially offensive to a certain section of my network.
So, this should be censored to a limited audience as your objective is to effectively network

and not offend people.”

Upon reviewing the social media profiles of participants through netnography,
respondents reporting a high number of perceived risks maintained limited expressive user
behaviour on social media. Whereas respondents who reported high numbers of perceived
risks from social media made a limited number of engagements with other content and had
limited disclosure in their social media profiles. Therefore, it can be argued that perceived
relational risks of social media are likely to reduce the degree of expression on social media,
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which ultimately may reduce the chances of accrual of social capital for entrepreneurs in
social media. However, factors such as privacy self-efficacy and the ability to curate data
after posting - likely helped entrepreneurs to navigate their high privacy concerns and
facilitated them to adopt a higher degree of self-presentation, expression and engagement

with other content.

5.5 Motives to use social media

Prior literature informs us that users’ motivation to use social media is a dynamic
phenomenon and evolves with time due to multiple reasons, including changes in personal
circumstances and professional requirements (Karahanna and Zhang, 2015). Therefore,
during the interview, the question focused on inquiring about entrepreneurs’ motives to use
social media in two parts; a) what the motive was to join social media and b) whether the
motive to use social media has changed since joining. The first-order categories and data
structure from the empirical data present several reported motives entrepreneurs had for using
social media. Among such motives, managing offline social networks, opportunities for new
ways to communicate, interacting with a larger variety of audiences and connecting with new
ties are a few. Selected evidence from the primary nodes and the overarching data structure

that has been collated to suggest the emerging theme is presented in Figure 5.2.

The second emerging theme identified from the data structure highlights respondents’
motives to use social media. During interviews, respondents are asked to report their motives
for using social media - these answers present the motives for which entrepreneurs use it.
This question during the interview is asked separately after asking respondents about their
perceived risks and benefits from social media. Although there is a likelihood that the two
questions may overlap and the collected information may be the same — on the other hand,
the two questions helped the researcher to address the retrospective bias of respondents and
helped the researcher to counter-check the question and reaffirm the answers from

respondents.
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Figure 5.2 Emerging theme 2 — Motives to use social media

Selected Evidence in Primary Nodes First Order Categories Emerging Themes

I built some excellent network on LinkedIn. So, later whoever I send connection request to,

so they usually had 10 to 15 mutual connections, so they obviously don't take much timeto ~ |[————p Making New Connections
acceot mv reauest.

I only prefer Facebook because of its convenience in keeping in touch with my children,

extended family, and geographically dispersed friends, but I refrain from making public > Maintaining Relations
posts or sharing any images or stories.

It helps you connect with the online groups on Facebook that are related to my business.

Members in these groups share valuable information about such as new suppliers, finance, [———p Information Seeking Motives to Use Social
policies and potential opportunities there.

>
Media
You will find a number of my wall posts about the achievements I have made during my /
entrepreneurial journey. I don’t think there is anything wrong about being proud of your | Social Recognition
accomplishments. Rather this is an efficient way to let most of your family and close friends g
know the same exciting news without having to make 10 or so separate calls.
I haven't really ever made any cold call to any of these brands to let them know that this is Other

my venture, and this is where I have got it. All I did is made sure to keep my social media
active to let my connections as to what are the developments in my company.
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5.5.1 Make new connections

This research has shown that one of the most common motives for entrepreneurs to use
social media is to make new connections to broaden the diversity among their networks. The
reported purpose of this motive is to connect with others on social media who are resourceful
and can benefit entrepreneurs or their ventures. On the one hand, users with such motives
have reported actively reaching out to new connections by sending friends or connection
requests. However, on the other hand, the number of friends or connection requests they
approve is reportedly high. Furthermore, most of these participants reported low privacy

concerns and some reported an absence of privacy concerns.

It is also observed that entrepreneurs who have reported making new connections as their
motive to use social media possessed larger networks (on average more than 500+
connections on Facebook and LinkedIn) compared to users reporting their primary motive is
maintaining relations. The reported privacy concerns of such users are moderate to low and
their reported privacy self-efficacy is high. However, it is noticed that perceptions of invisible
audiences did not limit the expressive user behaviour of these respondents. Despite having
collapsed context of audiences, expressive user behaviour is evident from their social media
pages; for example, there is a higher degree of self-presentation in the user profile and

content-based engagements with others’ content.

The unique affordance of digital relations further helps maintain relationships with weak
connections. As reported by participant AE: “in the offline world, the connection with few
[weak] ties fades away, especially if the contact [communication] is lost... but now [with the
help of social media] you can activate your old contacts whenever you want and you do not
need to stay in active communication with them all through this period. Unless they unfriend
[remove you from their network].” This finding suggests that, unlike offline social life, where
connections with weak ties become weaker over a longer period due to limited interactions,
online social networking sites help retain and manage weak ties more effectively. Unless an
entrepreneur unfriends or removes a connection, the digital relations on social media will
continue to exist in passive connection and can be activated later in time through a social
media post. Therefore, it can be argued that a unique feature of social networking sites is that
they not only help in the accrual of bridging social capital but also in managing networks

effectively over a more extended period.
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5.5.2 Maintaining relations

Few entrepreneurs reported that their motive for using social media is to maintain existing
relations in a professional and personal capacity. The focus of this motive is to uphold
existing offline relations through social media. Although, it is important to note that
entrepreneurs did not explicitly mention that they only use social media to maintain relations
but implicitly mentioned that they refrain from making new connections or extending their
network. Three-quarters of the respondents with a motive to maintain relations on social
media stated that they have signed up for a single social media platform. Others reported that
they have multiple accounts but are only active on one of these accounts. At the same time,
their criteria for selecting a single social media platform to stay active is based on the number
of face-to-face ties available on that social media platform. As mentioned by participant F, “7
only prefer Facebook because of its convenience in keeping in touch with my children,
extended family and geographically dispersed friends, but I refrain from making public posts
or sharing any photos.” Since most of these users maintain high levels of privacy settings,
their self-disclosure posts are not visible to someone outside of their network, although these
users did engage in self-disclosure. These participants made few engagements with others’
content. These engagements are primarily symbolic. Furthermore, their interactions with their

closely-knit potentially limited the overall accrual of social capital.

5.5.3 Information seeking

Another reported motive for using social media is information seeking. Respondents with
this motive reported moderate to low privacy concerns and some reported an absence of
privacy concerns. The users exhibited moderate self-presentation in their profiles by sharing
referent information and information related to their interests but not disclosing information
related to them, making it challenging for others to assess their homophily. They made a
limited number of posts about self-disclosures through posts on the wall and instead primarily
relied on sharing content from others, with some explanatory descriptions. Respondents with
this motive reported that their social media activity among the closed groups on social media
IS very active, contributing content, asking questions and a few posts asking for help in the
form of information. For example, participant V mentioned, “It helps you connect with the
online groups on Facebook that are related to my business. Members in these groups share
valuable information about such as new suppliers, finance, policies and potential
opportunities there.”
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The difference in social media activity exhibited by participants on walls with high
visibility compared to user behaviour in closed groups can be explained by considering their
perceptions of targeted and collapsed context. These respondents used social media more
expressively while knowing the audience that can view their content compared to exhibiting
limited expression while posting in publicly accessible spaces such as a wall on Facebook.
Their active engagement in others’ content indicates that while communicating with targeted
audiences, they use social media with a higher degree of expression. As reported by
entrepreneurs, there are multiple closed groups and pages on social media that are exclusive
to entrepreneurs. Entrepreneurs share information, ask questions for general business advice,
offer references to influential connections and identify suppliers among these pages. So, on
the one hand, being part of these pages and communities is perceived to be potentially
beneficial for entrepreneurs on social media. On the other hand, observing these
conversations among other users is also helpful by passively following others' social media

activity.

Analysis across different cases informs us that most of the informants who mentioned
information seeking as their motive to use social media overlapped with respondents that put
making new connections as their motive to use social media. Surprisingly these participants
actively engage with other content in both types of interactions (symbolic and content-based

engagement).

5.5.4 Social recognition

As argued in previous studies, striving for recognition as a motive to use social media can
be represented by using social media to increase self-esteem. In the same regard, the current
study has found that some participants reported their motives for social media to receive
social recognition for themselves or their ventures. Put forward in words by participant I,
“You will find a number of my wall posts about the achievements I have made during my
entrepreneurial journey. | do not think there is anything wrong about being proud of your

2

accomplishments.

Reflecting upon the social media opportunities for entrepreneurs with this motive - it is
observed that entrepreneurs express more confidently using social media when seeking social

recognition, which may be due to the anonymous social media environment. Such an
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environment increases their sense of security and allows entrepreneurs to express themselves

more confidently.

Therefore, it can be argued that the urge to receive social recognition may influence the
social media use of entrepreneurs and result in a higher degree of self-presentation, a higher
degree of self-disclosure and more engagement with public content. This is also evident from
the reported level of privacy concerns from the respondents in this category, which are low to
moderate, with some reporting an absence of privacy concerns. These perceptions helped
users develop expressive behaviour on social media, such as a high degree of self-
presentation and self-disclosure. Although perceptions of an invisible audience can play a
restraining role in achieving such motives, the reported level of privacy self-efficacy and
degree of data curation helped entrepreneurs navigate and make their audiences more
targeted. The scope of targeted audiences here is broader than other categories, such as

maintaining relations.

Regarding self-disclosure, the data shows that entrepreneurs with this motive rarely made
honest disclosures and mostly shared positive posts. Positive only disclosures are associated
with the wall posts on social media where entrepreneurs only post about their achievements,
happy feelings and entertaining content. In contrast, honest disclosures are the wall posts
where entrepreneurs post about their problems, failures, challenges and challenging
situations, along with positive disclosures. For example, respondents in this category

consciously posted about their achievements, happy feelings, entertaining content, or similar.

On the other hand, they rarely made honest disclosures, such as sharing posts about their
problems, failures, challenges and tough situations. Participant Q rationalised their approach,
explaining, “I like to spread hope and positivity in other inspiring entrepreneurs like me. | do
not want to tell negative things, but | focus on what is positive about my journey and
experience. And to be honest, no one on social media is interested to know about how
challenging your life is.” Positive-only disclosures help entrepreneurs achieve social
recognition. This also likely helped them expand their networks, which is evident from the
results from the netnography, which showed that the network sizes of respondents in this

category are relatively larger and diversified than those not in this category.
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Based on the above discussion, it can be concluded that clearer motives to use social
media help entrepreneurs design a specific social media strategy (planned behaviour),
enabling them to achieve these motives. For example, motives of achieving social recognition
help entrepreneurs to express themselves more confidently through social media, disclose
more information on their profile and make more positive disclosures which likely enable
them to extend the size of their network. Furthermore, the context of target audiences in
social media, such as in the absence of collapsed context and invisible audiences, provides
the opportunity to express confidently and allows users to feel more secure when making

social interactions on social media sites.

5.6 Privacy concerns

The concept of privacy in this study is based on the explanation by Ellison et al., (2012).
The authors described privacy as the “ability of individuals to control when, to what extent
and how information about the self is communicated to others”. Consistent with the
definitions as articulated by Derlega et al., (1993, p. 5) that focus on “individuals determining
for themselves when, how and to what extent their communications are transmitted to others
(except off-course by hearsay rather than by duplication and transmission)”. In many cases,
disclosing personal information is considered necessary so the benefits of such digital
platforms can be utilised. This study found a spectrum of privacy concerns being reported by
the respondents. On one extreme, a few respondents reported that their privacy-related
concerns are so high that they avoid disclosing any information on social media and would
use it solely to follow the information shared by other users and maintain existing
connections. Whereas on the other extreme, users reported little to no concerns regarding
their privacy on social media since they rely on the default privacy settings of social media

platforms.

Respondents reporting the absence of privacy concerns reported a high level of awareness
about the standard privacy measures taken by social media platforms and offered to users by
default. Implying that a high level of privacy awareness can likely generate perceptions about
privacy self-efficacy, which can, in turn, help users to neutralise their perceptions about
privacy concerns. An example of this is evident from a case whereby a respondent reported
that they shared data on social media freely and expressively because social media platforms

employ strict privacy settings that restrict unknown audiences' accessing their content.
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Figure 5.3 Emerging theme 3 — Privacy concerns

Selected Evidence in Primary Nodes

I First Order Categories

Emerging Themes

Depends, if the network is for family then I use very strict settings. Like families and friends
posting photos I would not like to be tagged, I try to use setting that do not allow my
activities to be seen by other users.

High Privacy Concerns

I don’t believe there is any such thing as privacy on social media. Everything is public
unless you keep it under strict privacy settings. The rule here is simple don’t share anything
that you think is personal and it is not for wider audience.

It is first to have a good and resourceful connections in your network, secondly, you keep
engaging with them - for example keep responding to their posts. And let’s not forget to
keep the visibility setting suitable so that people can see what you have commented on other
posts.

Moderate to Low Privacy

Concerns

Professional network are the ones which are open. I think I've kept open because all I deal
there is about professional information, and I don’t mind sharing this type of information. I
think my privacy settings are based on which [type of] social media it is and what type of
information is involved.

ey
/'
\
/'

I am kind of very open person; I have never felt need to change the default [privacy]
settings. There is no such information [on social media] that I would like to hide from
public.

Level of Privacy

Concerns

Absence of Privacy

Concerns
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5.6.1 High privacy concerns

Respondents who reported high privacy concerns were urged to control when, to what
extent and how information about their profile and posts is communicated to others. Not only
are they concerned about how this information may be visible to audiences within their
network, but they are also concerned about whether this information could be visible to
audiences outside their network. Alongside social media accounts being hacked, data leaks
and identity theft are among the privacy concerns of such respondents. Such high privacy
concerns are reported by participant H as “I do not believe there is any such thing as privacy
on social media. Everything is public unless you keep it under strict privacy settings. The rule
here is simple do not share anything that you think is personal and it is not for a wider
audience.” Entrepreneurs reported that while designing their user profile or making
engagements with the public on social media, they have an abstract audience in their mind for
which they prepare their profile and design content while expressing themselves. This
abstract audience brings predisposed prejudice in the minds of the entrepreneurs about who
will read or watch their content and how they will judge it. This predisposed thought is
skewed towards the audience's expectation that they are likely subjected to a negative social

judgment.

Contrary to what respondents mentioned during the interview, the findings netnography
finds that high privacy concerns do not limit the degree of expression amongst user
behaviour. Although, such concerns about privacy on social media are likely to limit
entrepreneurs’ self-expression, self-disclosure and engagement with others, potentially
limiting the overall accrual process of social capital. Although, many participants reporting
high levels of privacy concerns had limited profile visibility — preventing connections from
outside their network from viewing their profile information in detail or sending them
friend/connection requests based on their profile information. Strict privacy settings also
disable members from inside their network from posting on the individual’s wall, tagging
them and sending requests. Their degree of self-disclosure is limited in the number of posts

and breadth and depth of posts.

During the observation period, evidence for engagement with others’ content is found
from netnography data, despite limited profile visibility and limited engagement with others.

This research argues that despite having a high level of privacy concerns, privacy self-
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efficacy and data curation can help entrepreneurs to adopt a certain degree of self-disclosure
and engagement with others' content, likely facilitating to accrue only bonding social capital.
Therefore, this research postulates that those entrepreneurs who believe they are better ready
to shield themselves by using accessible social media privacy settings might be more
inclined to disclose their information. However, the findings of this study suggest that such
behaviour may not complement the accrual process of bridging social capital due to limited
profile visibility and engagement with others. By adopting limiting the expressive user
behaviour, users restrict the chances for other users to do homophily assessment, common
ground assessment, social judgment and social competence judgment about them.
Consequently, this likely limits their chances of being connected with the available diverse

ties.

Entrepreneurs also reported that the nature of contacts on a particular social media
platform could explain their privacy concerns. For example, suppose they are using multiple
social media accounts to segregate the type of contacts such as peers and family. In that case,
they will prefer to keep strict privacy settings for social media accounts used for connecting
with family. Participant A mentioned that it “depends (on) if the network is for family, then I
use very strict [privacy] settings. Like families and friends posting photos | would not like to
be tagged, | try to use settings that do not allow my activities to be seen by other users.”
Therefore, strategies like managing separate social media account likely helped respondents
manage their high privacy concerns while carving clear boundaries among different
audiences such as peers and family. This strategy can help entrepreneurs accrue bridging
social capital by using moderate to low privacy settings and exhibiting expressive behaviour
on social media platforms dedicated to managing ties outside the family, such as peers. At the
same time, they can still satisfy their urge to address a targeted audience and manage strict
privacy settings on social media platforms used exclusively for engaging with strong ties

such as close family members — helping them accrue bonding social capital.

Furthermore, the findings of this research highlight a difference between entrepreneurs’
reported level of privacy concerns and their actual user behaviour to protect their privacy
online. While participants maintained a positive attitude towards privacy and reported
theoretical interest in their privacy-protection behaviour, this seldom converts to privacy-
protective behaviour. According to prior research, individuals must make some privacy

concession and participate in some form of disclosure about themselves to accumulate social
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capital in social media. (Ellison et al., 2011). Nevertheless, to make these privacy
concessions, entrepreneurs navigate their perceptions about audiences on social media, i.e.,
who will see their profile and posts. If the audience is targeted (i.e., the entrepreneurs are
aware of who the audience is), they will likely opt for a higher degree of self-presentation,
self-disclosure and engagement with others’ content, thereby positively influencing the
accrual of social capital. However, when entrepreneurs are not fully aware of the audience
(so-called “collapsed audiences” (Marwick and Boyd, 2011)), they are likely to limit self-
expression, self-disclosure and engagement with others, potentially limiting the overall

accrual process of social capital.

Additionally, data analysis shows that privacy self-efficacy and data curation
characteristics may likely help entrepreneurs overcome their privacy concerns. As a result,
they can likely maintain expressive user behaviour on social media - facilitating the overall
accrual process of social capital. Furthermore, findings from netnography suggest that
privacy self-efficacy and data curation can help them navigate the perceptions about the
collapsed context of audiences and make their posted content suitable for the targeted
audiences. This implies that privacy self-efficacy can help users to neutralise their
perceptions about privacy concerns. An example of this is evident from a respondent who
reported that, despite having high privacy concerns, they shared data on social media freely
and more expressively because they had leveraged strict privacy settings, which restricted the

access of unknown audiences to her personal content.

5.6.2 Moderate to low privacy concerns

A large set of respondents in this research reported moderate to low privacy concerns. On
the one hand, these participants are not concerned about account hacking, data breach and
identity theft. On the other hand, they reported a limited urge to control the access of their
presented/posted data to different audiences on social media. As a result, they also reported
specific criteria they have set to accept connection and friend requests on social media,
although it is broad in terms of industry and background of ties. These respondents exhibited
relatively expressive user behaviours on social media compared to those with higher levels of
privacy concerns. Participant | expressed that “It is first to have a good and resourceful

connections in your network, secondly, you keep engaging with them - for example, keep
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responding to their posts. And let’s not forget to keep the security and visibility setting

suitable so that people can see what you have commented on other posts.”

Participants reporting moderate to low priority concerns managed multiple social media
accounts to manage different types of social ties (i.e., personal and professional) separately.
For example, managing a LinkedIn account for professional ties where apparent privacy
settings are low and criteria to accept connection requests are open and broad. On the other
hand, personal ties are managed through a Facebook account. Privacy settings for Facebook
are relatively strict and the criteria for accepting friend requests are quite structured and
defined. Some participants in this category also maintained third and fourth social media
accounts, such as an Instagram account, where they managed all types of connections - i.e.,
personal, professional and other ties that could not be assigned a clear boundary. Users may
adopt this strategy of managing separate social media accounts to maintain a visible boundary
across personal and professional connections. Boundaries of ties in these accounts further
explain how users maintained their privacy settings, self-presentation, self-disclosure and
engagement with the content of others, which varied based on the audiences of each account.
Overall, respondents in this category are willing to contribute more information through self-
presentation (profile) and adopt a higher degree of self-disclosure. The role of data curation is
to create content as per the audiences, which implies that personal and professional ties are

evident by disclosing more information on their profiles and posts.

As argued in the prior literature, to acquire social capital in social media, social media users
must make some sort of privacy concession and participate in some form of self-disclosure.
(Ellison et al., 2011). For instance, users need to present user profile information such as their
name, picture, contact email and more to attract weaker ties. Such disclosure of information
requires users to make some form of privacy concessions. These respondents are willing to
make privacy concessions and disclose information for self-presentation (user profile) and
self-disclosure (posts). Although, such concerns may vary according to the perception of the
audience on a certain social media account. As reported by Participant N, “Professional
networks are the ones which are open. I think I have kept it open because all | deal with there
is about professional information and | do not mind sharing this type of information. I think
my privacy settings are based on which [type of] social media it is and what type of

information is involved.”
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5.6.3 Absence of privacy concerns

The debate surrounding privacy on social media has received attention from both
practitioners and researchers. The legislative infrastructure regarding online privacy, data
security and access across many countries has ensured that social media sites abide by certain
privacy restrictions (i.e., GDPR in Europe). In the same regard, few respondents reported that
they relied on default privacy settings or other recommended privacy settings from social
media platforms since they are aware that updated government regulations are keeping the
default privacy settings in line with regulations. Thus, enabling users to become comfortable
with the default privacy settings to be adequate for safeguarding their privacy requirements.
As aresult, it likely increases awareness among entrepreneurs about privacy options on social
media. And therefore, they do not have any concerns regarding their social media accounts
being hacked, data leaked or accessed by audiences that are not known or visible to them.
Some respondents in this research reported similar ideas, such as participant Y, who said: “7
am kind of a very open person; | have never felt the need to change the default [privacy]
settings. There is no such information [on social media] that |1 would like to hide from the
public.”

Prior studies have argued that privacy concerns are a weak predictor of social media use;
no differences are found in the likelihood of making disclosures between those who reported
a high level of privacy concerns and those who reported low-level concerns (Acquisti and
Gross, 2006). However, this study found that privacy concerns influence the perception of the
audience, as this can influence the usage behaviour, such as degree of self-presentation,
degree of self-disclosure and engagement with others’ content (in public). For example, there
is the likelihood to make a higher degree of disclosure for the entrepreneurs who reported
high levels of privacy concerns but have a targeted audience compared to entrepreneurs who
reported high-level concerns but have collapsed context of audiences. If the audience is
targeted (i.e., the entrepreneurs are aware of who the audience is), they will likely opt for a
higher degree of self-presentation, self-disclosure and engagement with others’ content,
thereby positively influencing the accrual of social capital. However, when entrepreneurs are
not fully aware of the audience (so-called “collapsed audiences” (Marwick and Boyd, 2011)),
they are likely to limit self-expression, self-disclosure and engagement with others,

potentially limiting the overall accrual process of social capital.
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5.7 Context of audiences

Humans have an innate desire to express their emotions in reaction to emotional events
and get feedback from others, a behaviour known as social sharing (Burke and Develin,
2016). When these emotions are communicated, perceptions about the audience (other social
media users who will view the material) impact the content shared and posting behaviour.
Perceived audiences on social media might have a specific context, such as a professional or
personal audience. In collapsed context, there is no clear distinction among different types of
audiences on a social media account and it may even have an invisible audience included
among them. These perceptions of targeted or collapsed audiences on social media likely
guide entrepreneurs to decide what is appropriate and relevant content to share with different

audiences.

The findings of this study suggest that the context of the audience can predict the usage
behaviour of entrepreneurs on social media in terms of the degree of self-presentation, degree
of self-disclosure and engagement with others’ content (in public). A clear distinction among
the type of audiences managed in social media, also known as targeted audiences, helped
entrepreneurs to adopt a high degree of self-presentation, self-disclosure and engagement
with others’ content (in public). At the same time, a diluted boundary termed the collapsed
context of audiences limited their degree of self-presentation, self-disclosure and engagement
with others. At the same time, this change in the degree of expression and self-presentation

also influences the overall accrual process of social capital.

Although entrepreneurs can use privacy settings to carve out boundaries among their
audiences in social media to target their audiences, this competency or tech-savviness to
adjust privacy settings may vary from entrepreneur to entrepreneur. One of the standard
practices by entrepreneurs for keeping targeted audiences, as noticed in this research, is
managing separate social media accounts for different types of audiences — such as Facebook

and Instagram for personal ties and LinkedIn for professional ties.
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Figure 5.4 Emerging theme 4 — Perception of audiences

Selected Evidence in Primary Nodes

I First Order Categories Emerging Themes

On personal networks such as Facebook and Instagram I curate the information consciously,
but the effort is to sound more fun and happier. whereas on the professional network the
curation of the profile is more inclined towards representing myself as a professional rather
than fun.

Targeted Audience

My preference is always to stick with professional content and avoid sharing personal views
on social matters. I do think it may be potentially offence to certain section of my network.
So, this should be censored to a limited audience as your objective is to effectively network
and not offend people.

Perceptions About

Audience

I am sure there are many friends [connections] on my Facebook that are not from my family
or friends. You can see my teachers there, my colleagues and even my previous boss is my
Facebook friend.

Collapsed Context
(Invisible Audience)

I consider the people connected with me on social media to be separate audience all together.
They can be professional or personal or both at same time. So, when I am posting
something, [ don’t address anyone particular. For that I can use private messaging if [ have
to communicate with a certain person.

N/ N/
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5.7.1 Targeted audience

Perceptions about the targeted audience are associated with consciously knowing the
boundaries among different types of audiences available and addressed through social media.
In other words, if entrepreneurs are aware of the audience of their published social media
profiles and posts, the context is termed as the targeted audience. However, when
entrepreneurs are not fully aware of the audience - who the audience is to which their
published social media profile and posts are visible — the context is termed as “collapsed
audiences” (Marwick and Boyd, 2011). Perceptions about the targeted audiences help
entrepreneurs to curate their profiles, self-disclosures and content-based engagement with
other content (in public) accordingly. For instance, the social media profile for a targeted
audience based on family and close friends on Facebook will be designed accordingly. Still,

it will vary from the entrepreneur’s LinkedIn account.

Similarly, the content being shared on social media profiles with targeted audiences will
be deemed suitable according to the audiences available on it. Hence, such perceptions about
the targeted audiences help entrepreneurs create an adequate environment for social
networking in which they can curate their profiles, self-disclosures and content-based
engagement with other content (in public) accordingly. For example, as reported by
participant H in an interview, “On personal networks, such as Facebook and Instagram, I
curate the information consciously, but the effort is to sound more fun and happier. Whereas,
on the professional network, the curation of the profile is more inclined towards representing
myself as a professional rather than fun.” This explains how the perception of clear
boundaries among different audiences helps entrepreneurs to adopt a higher degree of
expressive user behaviour on social media, thus likely facilitating the accrual process of

social capital.

Furthermore, the role of data curation is evident from participants' responses to make user
behaviour suitable as per the nature of audiences. It also requires a conscious effort to add the
ties in each social media platform accordingly and not let the set boundaries dilute. Hence,
managing segregated boundaries of audiences on social media generate the perceptions of
target audiences — which likely influence the user behaviour of entrepreneurs to be more
expressive in their self-presentation, self-disclosure and engagement with other content. In

this regard, one of the female interviewees, participant Q, said, “My preference is always to
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stick with professional content and avoid sharing personal views on social matters. However,
| do think it may be potentially offensive to certain sections of my network. So, this should be
censored to a limited audience as your objective is to effectively network and not offend

)

people.’

5.7.2 Collapsed context of the audience

The imagined audience is a “mental conceptualisation of the people with whom we are
communicating” (Litt, 2012, p. 331). It guides what is adequate and reasonable to disclose, if
individuals rely on their imaginations while interacting online (Brake, 2012; Marwick and
Boyd, 2011). Collapsed context of the audience refers to the perceptions of users about the
connections in their social network that are overlapping in their nature. For example, a single
social media account has personal and professional ties and few may even have no clear
distinction, creating an invisible audience. Participant Al mentioned, "I am sure there are
many friends [connections] on my Facebook that are not from my family or friends. You can

see my teachers there, my colleagues and even my previous boss. Is my Facebook friend.”

For each of these contexts, an entrepreneur may have a different presentation of self, but
since the boundaries are blurred in collapsed context, it may influence how the user expresses
and presents themselves in a way that is suitable for all audiences. This research found that
when managing self-disclosures among the collapsed audience context, entrepreneurs rely on
curating the information that may suit all types of audiences available on their social media.
Participant K shared a similar idea during the interview, “I consider the people connected
with me on social media to be a separate audience altogether. They can be professional or
personal or both at the same time. So, when | am posting, | do not address anyone in
particular. For that, | can use private messaging if I have to communicate with a certain

person.”

This research found that participants with larger and diverse networks reported increased
dependency on the imagined audience while designing their user profile and curating data for
self-expression. However, the complexity is that the impressions are formed by the actual
audience on the other side of the screen and this audience fails to align with the imagined
audience. There is evidence that the perception of collapsed context likely limits the

expressive behaviour of entrepreneurs on social media; as reported by participant X, “I am
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not the one that can write in groups for help. Because for me it is like out of those 2000
connections on social media, there will be hardly 3 to 4 potential connections that could help
me, but once you have posted in a group for help, you have indirectly informed to rest of
1900 something people that you are lacking such and such resources.” Therefore, the current
research notes that when entrepreneurs are not fully aware of the audience (so-called
“collapsed audiences” (Marwick and Boyd, 2011)), they are likely to limit self-expression,
self-disclosure and engagement with others, potentially limiting the overall accrual process of
social capital. Large and diverse networks of entrepreneurs tend to comprise collapsed
audiences. This is likely to limit the expressive behaviour of entrepreneurs, which ultimately
constrains the overall accrual process of social capital in social media. Hence, a large and
diverse online network may become a “vanity fair” with limited mobility of resources

between the connections.

In response to whether participants consciously collapse the boundaries of audiences in
their social media accounts, few participants informed that although they want to keep the
context of audiences targeted sometimes, it is challenging to maintain it. They further
explained that on many occasions, there are other reasons to accept a connection request,
although the connection request making a tie is not suitable/relevant to be part of the category
of audiences - such as difficulty to ignore or reject the connection request. For instance, a
connection request for a professional connection on a Facebook or Instagram account. In
such a situation, respondents mentioned that they have to oblige since ignoring or cancelling

the connection request may incur the loss of their social capital.

5.8 Self-presentation (profile)

To make new ties, users on social media assess other connections based on the
information available on their profiles. Actions such as social judgments, including
homophily assessment (positive and negative), social competence assessment and common
ground assessment, are assessed with the help of available information on user profiles.
Profile development, such as on Facebook and LinkedIn, allows users to present themselves
to their fellow community members and get a sense of whom they are interacting with.
Entrepreneurs can foster their perceived relational benefits from social media by the amount

of information they present to develop their user profiles. Positive homophily assessment - in
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the context of entrepreneurship - has been associated with trust since it decreases relationship

uncertainty and increases initial interactions (Smith et al., 2017).

Moreover, to facilitate these assessments, such as homophily and common ground
assessments, the provision of information plays a crucial role. Prior research informs us that
availability of more information in the user profile has an overarching positive influence on
the accrual of social capital (Lampe et al., 2007). Critical information, such as referent
information, may likely facilitate the accrual of bonding social capital. In contrast, interest-
related information ad contact details may likely influence the accrual of bridging social
capital. The self-presentation on social media sites helps other users conduct social judgment

assessments based on the information shared on the user profile.

5.8.1 Referent information

Disclosure of referent information represents information related to the name and gender
of the user. To elicit the benefits of social media (such as the accrual of social capital), users
need to make a certain degree of privacy concessions and disclose their identities, such as
names and pictures. Therefore, as a default requirement for most social media accounts, users

must provide this information as part of their user profile.

The more profile elements provided with the information, the more refined and accurate
social assessment could be made by other ties. Thus, the information provided in the user
profiles reduces search costs and subsequently reduces making connections. Hence, from a
simple transaction costs theory point of view, we should expect that the more profile
elements a user has provided on their profile on social media, the more likely others will find
visibility of their connection to relate to. Thus, increasing the chances of accruing both
bridging and bonding social capital. Lampe et al., (2007) further explained this with the case
of an online social network site like Facebook, where the ability to search profiles reduces the
costs associated with finding former high school classmates, people in the same area of

interest or people in the same dormitory, even without a name.

Furthermore, a substantial amount of research in computer-mediated communications has
established that digital user profiles help with common ground assessments and, therefore,
contribute positively to developing bonding social capital (Rooks et al., 2016). Simply put,
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when users identify their close family and friends with the help of profile pictures, mutual
friends, or common education institutes, they prefer to connect with them on social media.
Mr Anas said in his interview, “But let’s not forget this depends on how much of your friends
or connections have actually shared about them or updated information about their profile

’

on their social media profile.’

5.8.2 Contact information

The contact information on a social media profile includes a geographical address, email
address and telephone number. The contact information provided can act as the “assessment
signals” that are potentially verifiable. Referring to the Transaction cost theory can explain
why presenting contact information on a user profile is one of the important pieces of
information an entrepreneur can include, likely facilitating the accrual of social capital. When
a new connection is made on social media, such verifiable information reduces the
opportunistic behaviour between the two ties that connect. Lampe, Ellison and Steinfield
(2007) explain that opportunism behaviour happens when users provide information on their
profile that make them appear more attractive to other users, although this information is non-
verifiable due to its subjective nature. In such a situation, providing contact information in a
user profile can provide assessment signals to affirm through verifiable information.
Therefore, providing such information on the user profile can help entrepreneurs make
connections outside their closely knitted network, which they already know in the offline
world, thus facilitating the accrual of bridging social capital. Unique affordances of social
media, such as “Digital Search”, enhance the role of disclosing contact information to make

new connections through weak ties outside the dense networks of entrepreneurs.

5.8.3 Interests-related information

Disclosure of interest-related information on social media profiles creates an opportunity
to find other users with similar interests. Thus, providing such information in the user profile
can likely facilitate the accrual of bridging social capital by connecting with weak ties with
similar interests. Alongside, social media's unique affordances, such as digital search, may

further enhance the chances for such disclosures to find and connect with similar people.

Digital search features on social media are one of the most cutting-edge technologies that

can enable users to search for information about a user using a large amount of digital content
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available among these social networking sites. However, this feature/action mechanism has
certain limitations in the offline world. Therefore, this feature can help users overcome the
temporal and spatial constraints that prevail in face-to-face networks. This research suggests
that digital search features help entrepreneurs search for relevant information and identify
suitable new weak ties. Therefore, providing interest-related information may help
entrepreneurs facilitate the accrual of bridging social capital. At the same time, such
information in the user profile may also help to vet the potential social capital embedded
within a new tie. Evident from the interview with Participant I, he mentioned, “7 would say it
was the information available on their profiles helped me decide as to which of these
connections can be helpful. So, if you have a restricted account with very little information

about you, do not expect me to accept your request.”

Meanwhile, this study discusses the importance of providing interest-related information
in the user profiles of social media; it is important to highlight the unique social media
affordance of Digital Search that enable entrepreneurs to search and vet the large dataset of
information about potential weak ties in less time and using a more cost-effective manner. In
the prior literature, the importance of Digital search features for entrepreneurship has been
established, such as in Venkataraman and Van de Van (1998) findings. They found that
entrepreneurs with bridging social capital based on heterogeneous networks — their ventures

are more likely to survive.

As with time, the features of social media sites keep evolving. One of the recent features
of a few social media platforms, such as Facebook and LinkedIn, is to provide
recommendations for new connections that may be suitable to connect with. Sophisticated
social media platform algorithms compute the information in the user profile and follow the
user activity in the posts to suggest new connections, influencing the accrual of bridging
social capital. Therefore, it can be argued that the provision of interest-related information
facilitates this mechanism of unique social media affordance — helping users to appear in

recommendations to similar others.

The findings of this study suggest that unique features of social media, such as digital
user profiles and digital relations (Kane et al., 2014), may provide opportunities for
entrepreneurs to present themselves for homophily assessment, social judgment and common

ground assessment by other users, which may likely influence the accrual of bridging social
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capital. This influence on bridging social capital can occur in both directions (both positive
and negative), as homophily assessment of a tie may result in perceived similarity or
dissimilarity. As in the words of Granovetter (1985), a negative assessment of homophily can
contribute to the discouragement of weak ties and connections with heterogeneous others.
Participant V confirmed these results: "Usually when | receive a connection request from
someone new [that | do not know face-to-face] I look for the common factors such as mutual
friends, career or even education institute. In the least, | check if the other user fits my
venture interests before I let them be part of my network.” In another response, the same
respondent explained how homophily assessment may negatively influence bridging social
capital: “If I do not find anything in common or of interest [to me and my venture], I usually

either ignore the request or keep it pending.”

5.9 Degree of self-disclosure

Prior literature informs us that posts on social media accounts, such as status updates and
sharing content (text, video or audio), helps users become more conscious of the social
assistance available and offered inside a social network (Smith et al., 2017). By spotting how
others react to their posted content by sharing, commenting or liking, develop their
understanding of the strength of connection with others in the network. Receiving more likes
and comments on posted content on social media highlights the level of activity and interest
in ties to interact within the online community (Zell and Moeller, 2018). Self-disclosure has
been explained as disclosing personal information about oneself to others and is seen as a
prerequisite for creating interpersonal relationships on social media (Bazarova and Choi,
2014). Qualitative data analysis of these self-disclosures on social media accounts allows this
research to segregate these posts into two types based on the information shared in these
posts: a) positive only disclosures and b) honest disclosures. Positive only disclosures are
associated with the wall posts on social media where entrepreneurs only post about their
achievements, happy feelings and entertaining content. In contrast, honest disclosures are the
wall posts where entrepreneurs post about their problems, failures, challenges and situations,

along with positive disclosures.

Interestingly, few entrepreneurs who voiced their concern about privacy behaved
differently while making self-disclosures. While many participants maintained a positive

attitude towards privacy and reported theoretical interest in their privacy-protection
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behaviour, this seldom converts to privacy-protective behaviour while entrepreneurs made

self-disclosures.
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Figure 5.5 Emerging theme 6 — Degree of self-disclosure

Selected Evidence in Primary Nodes

I don’t like to brag about my achievements on social media. If anybody asked me
this question? Am I using social media to promote myself? I'm not. There are days
when I am down, and I don’t shy away from sharing this.

Because I believe when you are sharing all these achievements about yourself on
social media you are telling your connections that you can offer them if they ask
you for the help or at least you can provide them advice. So, I announce [share] my
achievements and resources that I can actually offer.

I like to spread hope and positivity in other inspiring entrepreneurs like me. I don’t
want to tell negative things, but I focus on what is positive about my journey and
experience. And to be honest, no one on social media is interested to know about
how challenging your life is.

.... more resourceful and happier you appear [on social media], more followership
you get. The fact is people want to get connected with resourceful people not with
individuals that are struggling in their business or life.

First Order Categories Emerging Themes
Honest Disclosure
Degree of Self
Disclosure
Positive Only Disclosure

NN/

153




5.9.1 Positive only disclosure

Positive only disclosures are exhibited by social media posts where entrepreneurs
consciously post about their achievements, happy feelings, entertaining content and other
similar posts. In other words, positive only disclosures represent self-expression posts on
social media walls where entrepreneurs consciously try to avoid sharing information about
their challenges, difficulties, setbacks and other information about themselves or their
venture. Referring to this conscious effort of entrepreneurs, participant AH described their
rationale as, “I like to spread hope and positivity in other inspiring entrepreneurs like me. I
do not want to tell negative things, but I focus on what is positive about my journey and
experience. And to be honest, no one on social media is interested to know about how
challenging your life is.” In another interview, participant AD reported their reason for
making positive only disclosures in words such as, “.... more resourceful and happier you
appear [on social media], more followership you get. The fact is people want to get
connected with resourceful people, not with individuals that are struggling in their business
or life.”

Considering positive only disclosures from the perspective of privacy concerns, it can be
observed that entrepreneurs who share high, low to moderate and absence of privacy
concerns make positive only disclosures. Meanwhile, participants with moderate to low
privacy concerns and the absence of privacy concerns shared intentions of making positive
only disclosures to gain social recognition. However, participants with high privacy concerns
making positive only disclosures —encounter self-control problems as immediate gratification
prompt atypical behaviour to share content through which they can gain social recognition
and increase their followership on social media. As Hyperbolic Discounting Theory (Laibson,
1997) explain that if given the option, users generally select a little advantage in the near term
over a bigger benefit in the long run. Greater benefits are chosen if all options are accessible
in the long run, even if they come later than smaller benefits.

Entrepreneurs may have different levels of privacy concerns regarding social media;
however, this did not influence information disclosure behaviour at that moment. Situational
cues lessen possible hazards in the distant future while emphasising current advantages since
users tend to choose short-term gains over long-term risks owing to a lack of self-discipline.
This instant enjoyment surpasses future privacy concerns, resulting in poor-risk protection by

ignoring privacy protection technologies despite the possibility of future privacy violations.
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Thus, individuals tend to overestimate the low possibility of significant future hazards arising
from privacy discounts (e.g., identity theft), resulting in a preference for the immediate

rewards of social recognition and increasing followership.

Interestingly, respondents who reportedly made positive only disclosures also mentioned
their motive to use social media to gain social recognition. Moreover, the results of
netnography indicate that the size of these respondents' networks is larger than other
respondents making honest disclosures. Therefore, it can be argued that positive only
disclosures can be one explanatory factor that is likely helping entrepreneurs to increase the
size of their network. Nevertheless, on the other hand, these respondents reported low
perceived relational benefits from the network. Hence, it can be argued that positive only
disclosures are helping entrepreneurs build large and diverse networks on social media, but
these large and diverse online networks may become a “vanity fair” with limited mobility of

resources between the connections.

5.9.2 Honest disclosure

Honest disclosures are represented by a spectrum of posts where entrepreneurs have
posted about their problems, failures, challenges and complex situations, along with positive
disclosures such as their achievements. Participant AG expressed their reasons for avoiding
positive-only disclosures and making disclosures balanced by mentioning, “I do not like to
brag about my achievements on social media. If anybody asked me this question? - am |
using social media to promote myself? I am not. There are days when | am down and | do not

’

shy away from sharing this.’

Few of the driving motives to make such disclosures included avoiding increasing the
expectations of ties connected on social media. In such cases, respondents with high privacy
concerns made honest disclosures and a limited number of disclosures. As participant O
reported, “Because I believe when you are sharing all these achievements about yourself on
social media, you are telling your connections that you can offer them if they ask you for the
help or at least you can provide them advice. So, | announce [share] my achievements and
resources that I can offer.” In another interview, respondent K mentioned a similar idea of

making limited posts, “But I am sure such connections would usually have faced
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disappointment as | hardly express myself on social media. They will have to rather follow

me in my conferences rather than on social media.”

Therefore, this research notes that, although privacy concerns may not likely foretell the
degree of disclosures, higher privacy concerns may lead to an overall limited number of posts
to make disclosures on social media. However, in the presence of perceptions about collapsed
context, these disclosures may likely remain positive only due to the perceived risk of
negative social judgment by audiences. Furthermore, entrepreneurs who reported a high level
of privacy self-efficacy employed advanced privacy controls to mitigate the risk of revealing

honest disclosures to an invisible audience.

This study finds that entrepreneurs making honest disclosures possessed a relatively
limited network size compared to entrepreneurs making only positive disclosures. Although
the network size may be smaller for the participants making honest disclosures, their
perceived relational benefits are reportedly higher. This implies that a limited and less diverse
network may help entrepreneurs manage boundaries for the targeted audience effectively.
Moreover, if the context of the audience is targeted (i.e., the entrepreneurs are aware of who
the audience is), they will likely opt for a higher degree of self-presentation, self-disclosure
and engagement with others’ content, thereby positively influencing the accrual of social
capital. This finding argues that the implicit assumption of the network success hypothesis
that the largest and most diverse networks are a greater source of social capital for
entrepreneurs (Witt et al., 2008) may not be the same for online networks. Therefore, this
study argues that in an online context, entrepreneurs are better off building smaller, resource-
focused digital social networks where ties are strategically curated to address the suitable

context of audiences.

5.10 Engagement with others’ content (in public)

Engagement with others’ content represents entrepreneurs responding in public to the
posts of others (including others’ self-presentation or self-expression). The current research
finds that these interactions happen in two types a) content-based interaction and b) symbolic
interaction. Content-based interactions occur when an entrepreneur uses text as a response to

other users' content or reposts their content with a caption of their own. Whereas symbolic
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engagement with others’ content happens when entrepreneurs respond by tagging, liking,

poking and using emoticons to interact with other content in public, the text is not used.

Before the introduction of social media sites, discussions between two individuals or a
group of individuals required a physical effort if they wished to make the information about
these discussions public and, by default, the propagation of this information would remain
limited. Now, through social media sites, disclosures and engagements are public by default
and an effort is required to mitigate propagation. In addition, the sophisticated technology
used by social networking sites has made it possible to compute big data on existing networks
and summarise their shared contents so that users may get a clear overall picture of their
network and the content being shared within it. For example, such information may include
the network's size, followers' posts and similar posts or hashtags being posted/reposted by
users. Such features can provide users with a clear picture of their own and their connections’
networking activities and therefore, this tends to influence the networking behaviours of
users.

Burke et al., (2010) identified a “consumption” pattern of use, including users who
clicked on friends’ profiles but did not contribute any content themselves. Prior studies have
argued that such passive user behaviour is not associated with any form of social capital. On
the other hand, users who engaged in direct communication reported higher bridging social
capital (Burke et al., 2010).
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Figure 5.6 Emerging theme 7 — Engagement with other’s content in public

Emerging Themes

Selected Evidence in Primary Nodes First Order Categories

“In the social media I use for professional networking I usually try to engage in
conversation through commenting on the content shared by other users. Within the
comments section I get to interact with similar and different ideas, and I like that. If
I find someone overlapping my interest or ideas, then I reach out to them and send
them connection request. Making new connections from this small online

community in comments sections”.

So I what I did is commented on this Facebook post. [ mentioned that we have just Content based Interactions

hired 21 Resources from all of those companies who laid off their employees. So,
the very next minute, I was approached by, ecommerce manager at XXXXX — he

mostly helped me to make new connections & the first effect of this I get is
increase in my profile view. At least you get noticed.

I assume commenting, liking or even sharing other’s posts on your wall helps to
represent yourself in their professional network. This will potentially help in

extending my network outside my industry. Symbolic Interactions

The least I do to remain in contact with some worthy contacts is to like and share
their posts. It is like giving them signal that we are still connected and that I value
them to be part of my community.

>
particularly deals with XXXX & XXX. So, the very next night I was, approached
by them in my Facebook inbox for selling on our site.
Engagement in Public
I will be honest that many times, I am making comments on posts from influential
people just to appear on their wall or get noticed among their networks. This has
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5.10.1 Content-Based Interactions

Content-based interactions occur when an entrepreneur uses texts as a form of
engagement on the content from other users' posts or reposts their content with a caption of
their own. On social media networks, engagement with content in public is leveraged by the
unique feature of social media, which provides visibility of the communications happening

within a network.

A similar idea has been highlighted in the literature on entrepreneurship concerning
the benefits of spanning structural holes (cf. Baum et al., 2000). Burt (2005, p. 26) has
defined ‘structural holes’ as “a place in a network where brokerage could create value. They
exist between two people or groups when either party is unaware of the value available if
they were to coordinate at some point”. Hoang and Antoncic (2003) identified that network
transparency results in better and positive social judgment assessments of the users while
promoting positive exchange outcomes. The transparency of the network also increases the
network-broadening actions of entrepreneurs via positive responses through content-based
interaction. This study finds that content-based engagement with other content has a wide
range of implications, ranging from the valuation of a venture to the legitimacy and quality of
the assessments made by others, likely influencing the accrual of bridging and bonding social

capital.

This study finds that content-based engagement with others’ posts likely increases the
effect on the accrual of bridging social capital of entrepreneurs. This influence is achieved by
two methods, firstly by the method of increasing the visibility of the content shared (content-
based interaction) on the wall posts of other users that may tend to happen outside of the
dense network and secondly, by assisting other users with homophily assessment, common

ground assessments and conveying digital social competency.

This research noted that few entrepreneurs are consciously making efforts to accrue
bridging social capital by making content-based engagement with others' content. In the same
direction, participant AG mentioned, “I will be honest that many times, I am making
comments on posts from influential people just to appear on their wall or get noticed among
their networks. This has mostly helped me to make new connections and the first effect of this
1 get is an increase in my profile view. At least you get noticed.” The likely influence of

content-based engagement on the accumulation of bridging social capital is likely to be
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achieved in two ways: first, by increasing the visibility of the content shared (comments) on
the posts of other users, which may occur outside of the dense network and second, by
assisting other users outside the network with homophily assessment, common ground

assessments and conveying digital social competency.

The influence of content-based engagement with others’ content on the accrual of
bridging social capital is also reported in another interview, where Participant | mentioned,
“So what I did is commented on this Facebook post. | mentioned that we have just hired 21
Resources from all of those companies who laid off their employees. So, the very next minute,
| was approached by e-commerce manager at [name removed] — he particularly deals with
[name removed] and [name removed]. So, the very next night | was, approached by them in

’

my Facebook inbox for selling on our site.’

Data curation's role in writing the content for engagement is an essential factor to
elaborate on here. One of the supporting pieces of evidence for this argument is the
observation from netnography. These results inform that a significant amount of the content-
based engagement is labelled as “edited” - users, while engaging with other’s content, relying
on the data curation to make it suitable for all audiences with access to view their content.
Furthermore, the role of data curation is facilitated by earlier comments in the section.
Provided that if there are already several comments posted as a response — it influences the
users to curate their data accordingly. Participant T shared their experience in this regard, “I¢
has happened quite a few times that | have revised my comments after being influenced by a
few good examples of expressions in the comments sections. ... ... end of the day, it is all

’

about how well you present yourself to the larger community on social media,’

5.10.2 Symbolic interactions

Typology of Symbolic interactions with others’ content is represented by actions such as
tagging, liking, poking and using emoticons to interact with others’ content, but no text is
used. Symbolic interactions are cost-effective and less time-consuming relationship
maintenance gestures that help entrepreneurs to signal their relationship strength with their
close ties over social networking sites. Some of the outcomes of such interaction are to
reaffirm the digital relations between two ties, improve the frequency of interactions and
increase familiarity with the existing ties that can consequently influence the accrual of
bonding social capital through signalling the digital connection between two ties. These ideas
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are reported by Participant AE, “The least I do to remain in contact with some worthy
contacts in my list is to like and share their posts. It is like giving them a signal that we are

still connected and that / value them to be part of my community.”

The findings of this study suggest that symbolic interactions with others’ content are less
likely to accrue bridging social capital. Provided the technical capabilities of social media
platforms, these symbolic interactions, such as in the form of likes, are aggregated and are
rather represented in numbers, i.e., 28 likes. Therefore, such symbolic interaction does not get
highlighted in others’ content compared to content-based engagement in the form of
comments. Although, in rare cases, few respondents purposely made symbolic interactions
with the content of ties to whom they want to connect and, after making some regular
symbolic engagement with content, later sent connection requests. One of the participants
mentioned his efforts to make ties outside his industry through symbolic interaction in the
interview. Participant | reported, “I assume commenting, liking or even sharing other’s posts
on your wall helps to represent yourself in their professional network. This will potentially
help in extending my network outside my industry.” Like content-based interaction,
engagement with content in public is leveraged by the unique feature of social media, which
provides visibility of the communications happening outside a network through the connected
ties. Although, the visibility of symbolic interaction is not like content-based interaction
within a network. As participant U reported in his interviews, “I have a practice of
connecting and following the influential people in my industry that are potentially helpful for
my venture. Nevertheless, they do not interact with you on social media, but social media had

made it easier to just signal them your presence through liking or resharing their content.”

5.11 Grounded model of potential antecedents and user behaviour for accrual of online
social capital
The findings of this research, including the seven emerging themes from the Gioia
method and findings from the netnography, are collated into the retroductive grounded theory

model, presented in figure 5.7
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Figure 5.7 Potential antecedents and user behaviour for accrual of online social capital — a grounded model
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5.12 Summary of findings

This study offers new ways of thinking about how an entrepreneur's social capital
manifests online on social media sites. This research identifies two key potential antecedents
of social media's online habitus that likely influence entrepreneurs’ networking behaviour:
“privacy concerns” and “context of audiences”. The term context of audiences is referred to
the boundary among the type of audiences maintained on a social media platform (Boyd,
2007). The empirical findings highlight a difference between entrepreneurs’ reported level of
privacy concerns and their actual user behaviour to protect their privacy online. While
participants describe an interest in protecting their privacy and maintain a positive attitude
towards privacy-protection behaviour during the interviews, the findings from the
netnography suggest that this reported interest rarely translates into actual privacy-protective
behaviour. Prior literature suggests that to accrue social capital in social media; users need to
make some form of privacy concessions and engage in some form of disclosure about
themselves (Kokolakis, S. 2017, Ellison et al., 2011). However, to make these privacy
concessions, entrepreneurs navigate their perceptions about the context of audiences on social
media, i.e., who will see their profile and posts. If the context of the audience is targeted (i.e.,
the entrepreneurs are aware of who the audience is), they will likely opt for a higher degree
of self-presentation, self-disclosure and engagement with others’ content, thereby positively
influencing the accrual of social capital. However, when entrepreneurs are not fully aware of
the audience (so-called “collapsed audiences” (Marwick and Boyd, 2011)), they are likely to
limit self-expression, self-disclosure and engagement with others, potentially limiting the
overall accrual process of social capital. To navigate the perception of collapsed context and
invisible audience, entrepreneurs adopt another strategy to carve out boundaries among
different audiences by managing separate social media accounts for different audiences or
using advanced privacy settings. Self-presentation by providing contact and interest-related
information and honest disclosures influence the accrual of bridging entrepreneurs’ social

capital.

This study finds that content-based engagement in public with others’ content likely
influences the accrual of bridging the social capital of entrepreneurs. Content-based
engagement with other’s content (in-public), leveraged by the unique affordances of social
media, such as digital search and network transparency, helps entrepreneurs attract weak ties

in their network. Two methods achieve this influence, firstly by increasing the visibility of
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the content shared (comments) on the posts of other users that may tend to happen outside of
the dense network and secondly, by assisting other users outside the network for homophily

assessment, common ground assessments and conveying digital social competency.

Data curation's role in writing the content for engagement is an essential factor to
elaborate on here. While engaging with other content, entrepreneurs relied on data curation to
make their comments suitable for all audiences that can view this content. In addition, the
role of data curation is facilitated by earlier comments in the replied content. Previously made
comments influence entrepreneurs curate their comments accordingly. Empirical findings of
this research indicate that privacy self-efficacy likely helps entrepreneurs to navigate the
context of collapsed audiences - enabling them to maintain a relatively higher degree of self-
presentation, self-expression and engagement with others’ content. Such a higher degree of
expression and presentation potentially facilitates social media's overall social capital accrual

process.
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6. DISCUSSION

6.1 Introduction
The previous chapter provided the empirical findings of this research and presented the
retroductive grounded theory model. This chapter builds on the findings from the empirical
elements of the study reported in the previous chapter. In addition, this chapter elaborates on
the insights depicted in the grounded model presented in Figure 5.7. It also presents how
these insights contribute to the existing literature on social networks in general and social

capital and entrepreneurship.

6.2 Motives to use social media and perceived relational outcomes

The perspective of Uses and Gratification describes how individuals use media to fulfil
their needs, comprehend reasons for media usage and identify consequences that follow from
their needs, according to Katz et al. (1974). In the last two decades, an extensive literature
has emerged showing how social media enabled networks are linked to outcomes that can be
termed social capital (Olanrewaju et al., 2020). In the same regard, the current study
identifies relational outcomes that entrepreneurs perceive to receive from their use of social
media. The first emerging theme of this research presented the perceived relational outcomes
consisting of two first-order categories: perceived relational benefits and perceived relational
risks that entrepreneurs associate with their use of social media. Moreover, the current study
identifies the relational benefits perceived by entrepreneurs that are not limited to merely
developing and maintaining a social network but capture a broader range of perceived social
support, such as exchanging helpful information, seeking business advice, sharing essential
contact information and other benefits. In the same direction, the findings also identified
perceived benefits in the form of opportunities to connect with a diverse range of new
connections, also known as weak ties (Granovetter (1973), that exist outside the existing

homogeneous social network of entrepreneurs.

These findings chime with CMC literature, which informs that virtual social networks are
the linking networks that can connect individuals and improve socialization (Bucher, 2015).
The research findings also align with Ellison et al., (2011), who presented three forms of
social use developing connections, maintaining those connections, and seeking information

from the social connection.
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Some of the earlier studies into the uses and gratification of social media highlight the
significant benefits of digital networking - Papacharissi and Mendelson (2011) in their study,
have presented other specific benefits of digital networks. For example, their study concludes
that digital networks are beneficial for expressing opinions, sharing and gaining information.
Other benefits include professional advancement, connection with new people, habitual time
passing and escapism. Many previous studies have argued that social benefits can be gained

by using digital networks.

From the perspective of social capital theory, social capital can play a moderating role in
motivating users to engage on social media by increasing their self-presentation, self-
disclosure and engagement with others. As Putnam (2000) suggests, “social capital is a
prerequisite for, not a consequence of, effective computer-mediated communication”;
accordingly, being aware of the information that entrepreneur has resources inside their
network on social media should improve self-disclosure and friending for stronger connection
maintenance and development. The findings of this research have explored many possibilities
of the expected benefits for social capital, which ultimately motivate entrepreneurs to engage
in self-disclosing behaviours, such as maintaining and developing relationships, seeking

advice, exchanging contact information and seeking social recognition.

Alongside perceived benefits from social media, this study identifies perceived relational
risks. In this research, one perceived risk from social media is audiences' negative social
judgment. Entrepreneurs reported in this research that either while designing their user profile
or making engagements with the public, they have predisposed thoughts about who will read
or watch their content and how they will judge it. This predisposed thought is skewed
towards the audience's expectation that they are likely subject to a negative social judgment.
Furthermore, it is observed that perceived negative social judgement may limit the degree of
self-presentation, expression and engagement of entrepreneurs with others (Milne and
Culnan, 2004). Later in the chapter, how the targeted context of audiences plays a role in
moderating mechanisms to delimit the perceived negative social judgment risks will be

discussed.
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6.3 Potential antecedents of privacy concerns and context of the audience

Findings of this research highlight a difference between entrepreneurs' reported privacy
concerns and their actual user behaviour to protect their privacy online. While participants
describe an interest in protecting their privacy and maintaining a positive attitude towards
privacy-protection behaviour during the interviews, the findings from the netnography
suggest that this reported interest rarely translates into actual privacy-protective behaviour.
The interviewed entrepreneurs did little to protect their privacy and regularly disclosed
information about their identity, location, personal/family activities and other sensitive
information in their social media posts. This phenomenon has been discussed in prior studies
as a privacy paradox, referring to how online users on social media tend to privacy-
compromising behaviours, which ultimately leads to a disconnection between attitudes
towards privacy and their actual behaviours (Acquisti, 2004; Barnes, 2006). Nevertheless,
over two-thirds of participants reported theoretical interest in privacy over social networking
sites during the interviews and maintained a positive attitude towards privacy-protection

behaviour.

The findings of this study postulate that in certain situations, entrepreneurs can possess
little to no privacy-related perceptions whatsoever while operating social media. As a result,
entrepreneurs likely do not engage in a proper risk-benefit calculation as their privacy
discounts can bring them any benefit in the form of social capital. These findings align with
Ritualized Media Use perspective, which addresses repetitive behavioural patterns (Rubin,
1984). As in the words of Rubin (1984, p. 98), "the media viewers have often been depicted
at extremes; (a) being passive and expected to be influenced by the communicated message
and (b) being active and expected to make rational decisions about what media content to
accept and reject. A valid view of audience behaviour lies somewhere between these
extremes.” In the same direction, social media is often a habit integrated into users' daily
routines, working to satisfy the demand for information or entertainment and connect with
others. Such routines often result from temporary structures and social rituals. Debatin et al.,
(2009) believed that social networking sites were ritualistic and deeply intertwined in
people's lives for benefits such as obtaining social capital and feeling connected through a
more comprehensive network than possible in offline communications. As a result, privacy
concerns are not practical, and engagement in privacy protection behaviours is often shallow,
even in direct privacy violations. Quinn (2016) reported that habit — one of nine uses and

gratifications found in the study — may reduce overall engagement in privacy management
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tools on social networks, despite the user having an increased experience of using social
networks, which ultimately results in a disconnect between privacy concerns and behaviours.
In this direction, prior literature suggests that to accrue social capital in social media, users
need to make some form of privacy concessions and engage in some form of disclosure about
themselves (Ellison et al., 2011).

About privacy concerns of users and how these concerns influence the user behaviour of
social media users, prior research presents contradictory evidence. Earlier research before
2010 suggested that privacy concerns reduce the overall users' self-disclosure and encourage
them to adopt behaviours that limit the risk of online privacy invasion (Milne and Culnan,
2004). However, later research, post-2010, suggested that privacy is a weak predictor of
online user behaviour. Provided that users, despite showing positive behaviour towards their
privacy, make discounts about their privacy online and do not take privacy management
actions to complement their privacy concerns (Chen, 2018). Furthermore, implying that how
users express, present themselves or engage with others is likely not linked with their privacy

concerns.

More recent studies published in the literature about online privacy note that users are
generally aware of the privacy risks on the internet, yet they tend to share private information
in exchange for retail value and personalized services (Sundar et al., 2013). It is believed that
whilst users articulate their privacy needs, their decisions to use (context-aware) specific
applications do not align with these claims (Flender and Miiller, 2012). Furthermore,
literature exploring online privacy, particularly on social networking sites, also provides
evidence of the difference between privacy protection and privacy concerns and highlights
that this difference is significantly evident on many social networking sites (Boyd and
Ellison, 2007; Lewis, Kaufman and Christakis, 2008; Tufekci, 2008).

Even though prior literature has discussed this disconnection between privacy concerns
and actual privacy management behaviour on social media for general users (Kokolakis,
2017), it does not explain how social media users manage expressive user behaviour on social
media while navigating their thoughts of high privacy concerns. The current research has
explored this missing link in theory as to why users do not maintain their privacy protection
behaviour despite having positive behaviour towards privacy and making multiple privacy
discounts. This research finds that if the audience is targeted (i.e., the entrepreneurs are aware
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of who the audience is), they will likely opt for a higher degree of self-presentation, self-
disclosure and engagement with others' content, thereby positively influencing the accrual of
social capital. However, when entrepreneurs are not fully aware of the audience (so-called
"collapsed audiences” (Marwick and Boyd, 2011), they are likely to limit self-expression,
self-disclosure and engagement with others, potentially limiting the overall accrual process of

social capital.

With the rapid increase in the adoption of social media, recent research has highlighted
the importance of imagined audiences in the privacy management of users in social media
(Duffy and Chan, 2019). For example, Marwick and Boyd (2011) asked a group of Twitter
users, "Who do you imagine reading your tweets?" and "Who do you tweet to?" (p. 118).
Upon reflection on their general imagined audiences, some offered abstract answers, such as
the "public” or "a broad audience with disparate tastes." However, limited empirical work has
been conducted on users' imagined audiences or whom social media users think about as they
post on social media (Duffy and Chan, 2019).

Recent studies have categorized the imagined audiences into two types: (1) a vague and
general abstract imagined audience and (2) a specific and directed target imagined audience,
audience, which contains personal, professional, communal and phantasmal connections
(Semaan et al., 2015). Other research on people sharing photos on social media sites like
Facebook and Flickr suggested that many consider a more “generalized internet audience”
when sharing photos (Cook and Teasley, 2011, p. 44). However, targeted imagined audiences
were considered by some, like family and friends, but also those with similar hobbies or
interests (Cook and Teasley, 2011). Other related studies also consider imagined audience
compositions, like who is included in the users' potential audience and managing their

privacy.

Despite social media users using the imagined audience as a perceptive guide to address
their content in social media sites and researchers long theorizing its role in social media
usage (Anderson, 2006), the reason this research has been brought to the forefront is due to
the everyday users' reliance on social media for day-to-day interactions with various
audiences (Marwick and Boyd, 2011). However, little research has understood the nuances,

such as who people imagine when posting social media content. This includes perceptions
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about how often they come to mind, what they look like and how the perception of their

being may change over time.

As conversed in earlier literature that humans have a natural urge of social sharing, “a
fundamental need to share their feelings in response to emotional events and receive feedback
from others” (Rimé, 2009, cited in Burke and Develin, 2016). When these feelings are shared
on social media, perceptions about the supposed audience that are likely to watch, listen or
read the content come to mind of the user (Duffy and Chan, 2019). Perceived audiences on
social media can either have a clear boundary, such as professional and personal audiences or
have no clear distinction between the two and even have an invisible audience. These
perceptions serve as a guide for appropriate and relevant content to be shared with different
types of audiences. This study found that entrepreneurs reporting a high level of privacy
concerns likely had an urge to control when, to what extent and how information about their
profile and posts is communicated to others. Entrepreneurs who reported high levels of
privacy concerns but addressed a context of targeted audience among their online social
networks maintained a higher degree of self-presentation, expression and engagement since
they could control when to what extent and how their information is accessed. However,
while addressing the collapsed context of audiences, entrepreneurs with a high level of
privacy concerns could not maintain a higher degree of self-presentation, expression and
engagement since they had limited control over when to what extent and how their
information is viewed. Therefore, this study theorizes that the context of audiences (targeted
and collapsed audiences) plays a moderating mechanism between privacy concerns and user

behaviour.

To summarise the above argument, it can be theorized that if the context of the audience
is targeted (i.e., the entrepreneurs are aware of who the audience is), entrepreneurs will likely
opt for a higher degree of self-presentation, self-disclosure and engagement with others'
content, thereby positively influencing the accrual of social capital. On the other hand,
however, when entrepreneurs are not fully aware of the audience (so-called "collapsed
audiences" (Marwick and Boyd, 2011), they are likely to limit self-expression, self-disclosure
and engagement with others, potentially limiting the overall accrual process of social capital.
In this way, current research goes a step beyond the findings of the existing literature.

Moreover, it makes its second contribution to theory by answering the call among researchers
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in online social capital "to explore why a specific heuristic is adopted and why a specific bias
is present” (Cossette, 2015).

Regarding the disconnect between privacy concerns and the privacy protection behaviour
of entrepreneurs, one of the critical explanations provided in the literature is applying a
behavioural economic theory of Hyperbolic-Discounting theory in social media
(Puaschunder, 2019). The scholar argues that despite having a positive attitude towards
privacy, online users reveal their data for immediate gratification, suggesting that they tend to
increasingly choose a smaller-sooner reward over a larger-later reward (Ainslie and Haslam,
1992). Contrary to this theory, the findings of this research argue that entrepreneurs’
disclosure practices and a small-sooner reward do not merely drive their online privacy
discounts. Instead, their privacy discounts are more rationalized. Such as, entrepreneurs go
through a cost-benefit trade-off while making these privacy discounts - while the privacy
protection actions become a cost, the benefit factor becomes the expected social capital they
may accrue or lose because of adopting these privacy protection actions. As a result of the
cost-benefit trade-off, entrepreneurs decide about the privacy protection strategy they adopt.
The trade-off between privacy discount as a cost and expected social capital as a benefit,
entrepreneurs decide the degree of self-presentation, self-disclosure and engagement with
others online. These findings align with the outcomes from the Young and Quan-Haase,
(2013) study, which argues that online users are not necessarily naive in their disclosure
practices. According to Young and Quan-Haase, (2013), during each of these activities for
privacy protection or discount, online users implicitly conduct a cost-benefit analysis to

decide whether these privacy discounts are suitable for their networking.

Some studies have concluded that online privacy management and social capital have a
significant relationship. For instance, in their study, Ellison et al., (2011) concluded that a
higher degree of self-disclosure on social media enables users to reward themselves with
more social capital. On the other hand, Trepte and Reinecke (2013) have shown that social
capital, rather than an outcome acts as a reinforcing mechanism that allows self-disclosure on
social networking sites. This research found the role of perceived relational outcomes, such
as social capital, when considering the relationship between self-disclosure and social media
usage. Therefore, it is proposed that self-disclosing behaviours are protected through social

capital underlying the environment of social media.
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This study found that to increase the number of ties in a social media network,
entrepreneurs sometimes allow invisible audiences to become part of their network. The term
invisible audience refers to online ties where the position of the tie in the network is
unknown, and their contribution to the expected social capital in the network is unknown. As
a result, invisible audiences create an environment within the online social network that lacks
trust and does not fit the purpose of extracting resources in the form of help or other
assistance (Ellison et al., 2011). Implying that no matter how large or diverse a network is,
collapsed context and invisible audiences within a network may moderate the perceived
social judgment risk. As Ellison et al., (2011) suggested that to accrue social capital in social
media, users need to make some form of privacy concessions and engage in some form of
disclosure about themselves (Ellison et al., 2011). However, to make these privacy
concessions, entrepreneurs navigate their perceptions about audiences on social media, i.e.,
who will see their profile and posts. As a result, in the collapsed context of audiences and
invisible audiences, entrepreneurs are likely to reduce their degree of self-presentation, self-
disclosure and engagement with others on social media and limit the accrual process of social

capital.

This study noticed that respondents with larger networks reported that their perceived
overall support from their connections is low compared to those with relatively small
networks, who reported higher levels of perceived support from their online networks. This is
because respondents with large networks are unlikely to recognize most of their audience,
compared to respondents with smaller networks who could mostly recognize their
connections on social media accounts. At the same time, entrepreneurs with larger networks
could not recall the expected social capital benefits associated with each tie. Therefore, they

mostly could not send one-to-one requests to extract resources embedded within these ties.

Based on the findings, this study theorizes that the relationship between privacy concerns
and user behaviour is likely moderated by the context of the audience managed on social
media. However, entrepreneurs rely on their imagined audiences to make the best guess about
audiences being targeted or collapsed. Moreover, in instances where entrepreneurs are not
fully aware of the audience (so-called "collapsed audiences"), they are likely to limit self-
expression, self-disclosure and engagement with others, potentially limiting the overall
accrual process of social capital (Ellison and Vitak, 2015). These findings coincide with the
findings of Litt and Hargittai (2016), who narrate that user rely on an “imagined audience” to
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make their self-presentation and self-disclosure suitable. Such “imagined audiences” help
users to navigate their privacy concerns and consequently play an essential part in designing
their privacy management patterns. In addition to this finding, the current study found that
few entrepreneurs reportedly relied on managing their privacy settings so that their content
can only be viewed by a few (target audience) and not by a general audience. This notion
affirms the findings from DeVito et al. (2018) study, which argues that in situations where
online users are not sure about their imagined audience, they rely on adjusting their privacy
settings to manage the boundaries of the audiences who can access the content, making their

profile and posts visible to a specific audience in their network and not everyone.

The grounded model developed in this study suggests that despite having privacy
concerns, entrepreneurs make some privacy concessions and engage in some form of self-
presentation and self-disclosure about themselves. As prior research informs us, a higher
degree of self-presentation and self-disclosure increases the probability of social capital
accruing on social media networks (Ellison et al., 2011). For instance, users need to present
user profile information such as their name, picture, and contact email to attract new ties
(Lamp et al., 2009). To make these privacy concessions, entrepreneurs navigate their
perceptions about audiences on social media, i.e., who will see their profile and posts.
Findings of this research argue that if the audience is targeted (i.e., the entrepreneurs are
aware of who the audience is), they will likely opt for a higher degree of self-presentation,
self-disclosure and engagement with others' content, thereby positively influencing the
accrual of social capital. However, when entrepreneurs are not fully aware of the audience
(so-called "collapsed audiences” (Marwick and Boyd, 2011), they are likely to limit self-
expression, self-disclosure and engagement with others, potentially limiting the overall

accrual process of social capital.

6.4 User behaviour on social media
This research categorizes three types of actions where the user behaviour of an
entrepreneur can be observed online: a) self-presentation, b) self-disclosure, and c)
engagement with others’ content. This research found that self-presentation is the first stage,
where users present information about themselves in their name, picture, social and
geographical background, information about their job and education and other information.

Prior literature informs us that the degree of information and type of content shared in these
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three categories facilitates the overall networking process in social media (Lampe et al.,
2009). For example, to make new connections, users on social media assess other
connections based on the information available on their profiles. In addition, the availability
of information in the user profile helps other users in the network to assess social judgments,
such as homophily (positive and negative), social competence and common ground
assessment (Smith et al., 2017).

A higher degree of expression for such information facilitates the positive homophily
assessment and common ground assessment among the ties, allowing users to present
themselves to their fellow community members and get a sense of whom they are interacting
with. Prior research in entrepreneurship has established an association between positive
homophily assessment and trust since it decreases relationship uncertainty and nurtures initial
interactions (Phillips et al., 2013). Therefore, entrepreneurs can foster their perceived
relational benefits from social media by the amount of information to develop their user

profile. These three categories are discussed as follows.

The unique social media affordances (Kane et al., 2014) likely influence user behaviour
on social media. For instance, the affordance of transparency lets entrepreneurs know about
the network positions of other users through information such as mutual connections. In
addition, it helps them explore the possible resources they have in their social media network.
Besides this, the affordances of shareability and searchability help entrepreneurs maintain the
connection with weak ties in the social media network. This may influence the interactions

that they share and their network’s reciprocity content.

According to Chun and Lee (2017), the requests for help on social media sites are somewhat
discouraging. These requests are more transparent, visible and permanent to other audiences,
including those outside the closely knitted network. As presented in offline literature about
seeking help within organizations, there are some social costs. Chun and Lee (2017) note that
the seeker appears dependent, incompetent and inferior to the audience. In their study, Van
der Vegt, Bunderson and Oosterhof (2006) have illustrated that the propensity to help and
providers' commitment is positively linked. At the same time, Smith et al., (2017) showed
that the link might be weak in digital network relationships mainly because of the process,

which makes the strong ties weak.
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6.4.1  Self-presentation (User-profile)

This research suggests that users on social media assess other connections based on
the information available in the user profiles for making new connections. This information is
referred to in this research as self-presentation. The availability of information in the user
profile helps other network users assess the connection's suitability and their position in the
social network. Moreover, the information in self-presentation can be categorized into three
types a) referent information, b) contact information, and c) interest-related information.
Referent information includes the data such as name, picture, social background and other
information to identify the user. The contact information includes the information through

which users can be contacted, such as email, phone number, and geographical address.

Prior literature informs us that the provision of referent information in the self-
presentation facilitates the overall homophily assessment process for other users in the online
network (Lampe et al., 2009). Meanwhile, the provision of the contact information in the
self-presentation act as an "assessment signal™ which can be verified if the other person is
real since referent information can be verified from multiple sources. For example, sending
an email on a provided email address, calling or texting on the given contact number.
Therefore, both referent and contact types of information in self-presentation facilitate the
accrual of social capital as they facilitate the networking process of connecting with similar
others (Lampe et al., 2009).

Whereas disclosure of interest-related information on social media profiles creates an
opportunity whereby entrepreneurs can present themselves for connecting with similar others
(with similar interests). The digital search affordances of social networking sites further
enhance the chances for such disclosures to find and connect with similar and diverse ties as
they are awarded the opportunity to find them in the first place. In this regard, a study by
Monge and Contractor (2003) illustrates that traditional homophily researchers mainly focus
on the role of information about demographic characteristics in facilitating the connection-
making process. However, McPherson et al., (2001) have shown that organizational
membership and location are significant contextual factors that influence the development of
homophilous ties. Furthermore, it has been observed that group membership and location are
of colossal importance when discussing distributed virtual teams. This is because the distance
between individuals resulted in a distributed team, and the group membership defines the
work relationship boundary.
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Regarding the contact information in the self-presentation, prior literature suggests
that proximity in the location of ties increases the chances of forming new connections. It
likely provides motivations for interaction and opportunities to share information more
effectively (Feld, 1981; Barab, MaKinster and Scheckler, 2004). Monge et al., (1985) noted
that employees frequently felt psychologically obligated when developing face-to-face
communications within proximity. Besides this, the distance harms familiarity, shared
context and friendship among the group members (Hinds and Bailey, 2003). Zahn (1991)
notes that a considerable physical distance harms face-to-face communication and decreases
the probability of effective communication. Overall, prior research has proposed that a higher
degree of disclosure of self-presentation information in the user profile predicts larger
network sizes, thus creating more opportunities for connection-making outside one's network
(Smith et al., 2017).

6.4.2  Self-disclosure

The term self-disclosure represents the action of publishing posts that user make to
share information about their social/professional activities, achievements and others
(Schlosser, 2020). Entrepreneurs make these self-disclosures on social media to raise their
awareness about the value of social support in these online networks. Each time someone
shares, comments, or likes a post, they become aware of new connections in their network.
(Smith et al., 2017). As stated by Zell and Moeller (2018), if users receive more comments
and likes on social media for their posted content, they may increase positive perceptions
regarding the level of interest within the community. Therefore, Moeller (2018) considered

self-disclosure a pre-condition for developing interpersonal relationships.

Such disclosures on social media can be categorized into two types based on the
information shared: a) positive only disclosures; and b) honest disclosures. Positive only
disclosures are associated with social media posts where entrepreneurs post about their
achievements, happy feelings and entertaining content. Honest disclosures are the posts
where entrepreneurs post about their problems, failures, challenges and challenging
situations, along with positive disclosures. This research notes that, although privacy
concerns are a weak predictor of the degree of disclosures, higher privacy concerns lead to a

limited number of posts where the user discloses on social media.
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Based on the findings of this study, this research argues that positive only disclosures
likely helped entrepreneurs increase their network size. Still, such networks may lack the
transactional relationship among the ties due to a lack of trust. On the other hand, honest
disclosures likely did not facilitate an increase in the network's size, but entrepreneurs
making honest disclosures reported higher expected social capital from their relatively

smaller networks.

Another example to establish the above argument is the role of honest self-disclosure,
which is likely facilitated by the context of targeted audiences. While positive only
disclosures helped entrepreneurs attract many ties in their network, the obligation and trust
among ties of such networks to mutually aid each other for facilitated access to new
information or resources were limited. Therefore, such large networks worked as large vanity
networks with limited exchange of resources among ties. Whereas honest disclosures did not
translate into broadening the network by attracting many ties from diverse backgrounds, it
helped increase the network-strengthening and networking-deepening mechanism by
developing trust among the ties to enable the reciprocity among ties and facilitated access to
resources (Smith et al., 2017). It is important to note here that the presence of collapsed
context and invisible audiences created prejudice of predisposed opinions that limited
entrepreneurs from making honest disclosures in the presence of such audiences on their

social media.

Previous studies examining face-to-face (offline) networking aimed at accruing social
capital assert that large and diverse networks benefit entrepreneurs because they contain more
resources. For example, "the network success hypothesis" argues that "... entrepreneurs with
larger and more diverse networks are expected to get more support from their networks ..."
(Witt et al., 2008, p. 956). The current research contributes to the theory of social networks
by arguing that an implicit assumption of the network success hypothesis in an offline
context to be applicable in an online context is merely an oversimplification. Instead, this
research finds that in the online context, the opposite is true. Large and diverse networks of
entrepreneurs tend to comprise collapsed audiences. This is likely to limit the honest self-
disclosure of entrepreneurs, which ultimately constrains the overall accrual process of social
capital in social media. Hence, a large and diverse online network may become a "vanity fair"
with limited mobility of resources between the connections.
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Provided those online contexts offer a different environment for networking due to
their unique affordances, the network success hypothesis may not be applicable in the online
context. Due to these perceived risks of negative social judgement in the collapsed context of
audiences, entrepreneurs are likely to limit their self-presentation, expression and
engagement with others, restricting their chances of social capital accrual. Therefore, in
online social media networks, entrepreneurs are better off building smaller, resource-focused
digital social networks where ties are strategically curated to address the suitable context of
audiences. This enables them to adopt a higher degree of self-presentation, expression and

engagement with others and likely influences them to accrue social capital.

6.4.3 Engagement with other's content (In public)

The third category of actions where the user behaviour of an entrepreneur can be
observed online is engagement with others' content in public. This research explored how
engagement with others' content helped to accrue social capital in social media. This study
observed that engagement with other content in public happens in two ways: a) content-based
engagement; b) symbolic engagement. Content-based engagement is referred to the
engagement where entrepreneurs respond to other content through writing text. In
comparison, symbolic engagement is when entrepreneurs symbolically engage with others’

content by responding with emoticons, resharing, retweeting and tagging.

This study finds that content-based engagement likely influences the accrual of social
capital of entrepreneurs. This influence is likely achieved through two mechanisms, firstly by
increasing the visibility of the content shared (content-based interaction) on the posts/status
of other users that may happen outside of the dense network. And secondly, by assisting other
users for homophily assessment, common ground assessments and conveying digital social
competency (Smith et al., 2017). On social media networks, engagement with content in
public is leveraged by the unique feature of social media, which provides visibility of the
communications happening within a network. Provided that this activity increased the
visibility of engagement in other clusters of the network of ties to which engagement is made,

clusters of ties may tend to happen outside the dense personal network.
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A similar idea has been highlighted in the literature by Hoang and Antoncic (2003).
They identified that network transparency (unique affordance of social media) results in
better and positive social jJudgment assessments of the users while promoting positive
exchange outcomes. The transparency of the network also increases the network-broadening
actions of entrepreneurs via positive responses through content-based interaction. This study
found that content-based engagement with other content has a wide range of implications,
ranging from the valuation of a venture to the legitimacy and quality of the assessments made
by others. Alongside this, this engagement in public also helped other users conduct
homophily assessments, common ground assessments and digital social competency to

facilitate network-broadening mechanisms.

Although, the visibility of symbolic interaction is not like content-based interaction
within a network. Features for symbolic interactions with the content of others on social
media, such as tagging, liking, poking, tweeting and retweeting, are considered the most
prominent and significant network-broadening efforts to improve the frequency of
interaction, trust and familiarity (Komaromi et al., 2010; Jonsson, 2015). One possible reason
is that social networking sites offer lower cost-demand relationship management activities
while enabling one-to-many communication networks. Retweeting and reposting are the most
prominent lower-cost interactions on social networking sites. Moreover, with the help of
symbolic interaction, entrepreneurs can remind their ties of their digital relations by

reciprocating their interactions and managing their ties.

6.5 Role of data curation and privacy self-efficacy
The present study found that data curation and privacy self-efficacy likely help
entrepreneurs to navigate the context of collapsed audiences - enabling them to maintain a
relatively higher degree of self-presentation, self-expression and engagement with others'
content. They are potentially harnessing the overall accrual process of social capital in social

media.

In particular, the role of data curation while making content-based engagement is an
essential factor to elaborate on here. For example, while engaging with others' content, users
relied on data curation to make their comments suitable for all audiences viewing this

content. In addition, the role of data curation is facilitated by earlier comments in the replied
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content. Therefore, entrepreneurs were influenced by previous comments to curate their

comments accordingly.

Similar ideas are discussed in the prior literature under Prospect Theory (Kahneman and
Tversky, 1979 cited in Greve & Salaff, 2003). The theory argues that decision-making of
content editing processes occurs in two stages. First, a reference point is set to assign the
expected outcomes based on heuristics during the initial editing stage. Then, during the
second stage, the evaluation stage, any outcomes that fall below the reference point are
assumed to be losses and outcomes that are higher than the reference point is seen as gains.
However, as humans, we do not always rationally process information. This leads to gains
and losses being viewed differently, as the decisions are based on perceived gains, with it
being expected to judge losses more harshly than gains. Hence, if social networks are the
gain, interaction with others could minimize the perceived risk of privacy loss (Hughes-
Roberts, 2013). Alongside this, the level of reported privacy self-efficacy and amount of data
curation can help entrepreneurs navigate the high privacy concerns that arise from perceived

relational risks such as negative social judgement.

In this regard, the current research also identified the role of privacy self-efficacy, which
refers to an entrepreneur’s perceived ability to protect their privacy, helping entrepreneurs to
develop different privacy management techniques to overcome their level of privacy concern
on social media. For example, privacy self-efficacy led entrepreneurs to limit their profile
visibility by deleting posts, asking friends to remove identifiable information and changing
their privacy settings. The above findings are in line with literature in the field where Dienlin
and Metzger (2016), in their study, have linked privacy self-efficacy to the privacy calculus
model aiming to understand privacy management by users on social networking sites. The
study concluded that privacy self-efficacy and privacy concerns both initiate self-withdrawal

behaviours. As a result of this effect, users usually limit the visibility of their profiles.

Furthermore, their study explained that privacy concerns negatively relate to self-
disclosure (Dienlin and Metzger 2016). In the same regard, the current research identified
that a few of the privacy protection practices noticed in this research included limiting profile
visibility to ties outside their network, limiting information disclosure while maintaining
passive use and reducing the network expansion activity by not sending out and accepting

connection requests. During each of these activities for privacy protection or discount,
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entrepreneurs implicitly conduct a cost-benefit analysis to decide whether these discounts are
suitable for their networking. While the privacy protection actions become a cost, the benefit
factor becomes the expected social capital they may accrue or lose because of adopting these
privacy protection actions. As a result of the cost-benefit trade-off, entrepreneurs decide

about the privacy protection strategy they adopt.

Moreover, as well as being unaware of the value of their data, users are uninformed of the
automated collection pathways that operate through such platforms, which leaves them
unable to perceive the actual consequences of data disclosure. As a result, the costs of
disclosing such data are neglected, and the benefits of using the service are preferred
(Deuker, 2010; Flender and Miiller, 2012). Therefore, this research argues that a better
understanding of privacy findings increases entrepreneurs' privacy self-efficacy. Which
consequently may enable them to navigate the collapsed context of audiences on social media
while maintaining a higher degree of self-presentation, self-expression and engagement with

others’ content.

These findings chime with the observations from network theory. According to this
theory, entrepreneurs have varied networking abilities, resulting in different outcomes (Jack,
Dodd and Anderson, 2008). Furthermore, CMC research indicates that users hold different
ability levels in using digital network tools and leveraging social media benefits. Therefore,
different outcomes occur due to disparities in technical ability, social skills and strategic

acumen (Papacharissi and Easton, 2010).

6.6 Conclusion

The chapter presented the principal findings from this research while discussing how
they build upon the existing body of literature; how it chimes with or contradicts the existing
body of literature. Furthermore, this chapter discussed the findings that highlight a difference
between entrepreneurs’ reported level of privacy concerns and their actual user behaviour to
protect their privacy online. While participants describe an interest in protecting their privacy
and maintaining a positive attitude towards privacy-protection behaviour during the
interviews, the findings from the netnography suggest that this reported interest rarely
translates into actual privacy-protective behaviour. Prior literature suggests that to accrue

social capital in social media, users need to make some form of privacy concessions and
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engage in some form of disclosure about themselves (Ellison et al., 2011). Nevertheless, to
make these privacy concessions, entrepreneurs navigate their perceptions about audiences on
social media, i.e., who will see their profile and posts. If the audience is targeted (i.e., the
entrepreneurs are aware of who the audience is), they will likely opt for a higher degree of
self-presentation, self-disclosure and engagement with others' content, thereby positively
influencing the accrual of social capital. However, when entrepreneurs are not fully aware of
the audience (so-called "collapsed audiences” (Marwick and Boyd, 2011)), they are likely to
limit self-expression, self-disclosure and engagement with others, potentially limiting the

overall accrual process of social capital.

Previous studies examining face-to-face (offline) networking aimed at accruing social
capital assert that large and diverse networks benefit entrepreneurs because they contain more
resources. For example, "the network success hypothesis" argues that "... entrepreneurs with
larger and more diverse networks are expected to get more support from their networks ..."
(Witt et al., 2008, p. 956). However, on the contrary, the findings from this research argued
that in the online context, the opposite is true. Large and diverse networks of entrepreneurs
tend to comprise collapsed audiences. This is likely to limit the expressive behaviour of
entrepreneurs, which ultimately constrains the overall accrual process of social capital in
social media. Hence, a large and diverse online network may become a "vanity fair" with
limited mobility of resources between the connections. Analysis of this study suggests that
entrepreneurs may benefit from building smaller, resource-focused social media networks
where ties are strategically curated, enabling the accrual of social capital within targeted

audiences.
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7. CONCLUSION

7.1 Introduction

This chapter takes the following path to the thesis' conclusion. First, based on the
qualitative findings and combined with the observations from symbolic netnography, the
discussion presented in Chapter 6, Section 7.2 summarises the research project's logic and
main arguments, then present the theoretical contributions to scholarly understanding of the
field entreprencurs’ social capital, the study's contribution to the practice of entrepreneurship
and the contribution of the study to the empirical method. Finally, the chapter identifies the

main limitations of the study and outlines possible directions for future research.

7.2 Summary of principal findings
The study aimed to answer the research question, "How do entrepreneurs accrue

social capital through their use of social media?". The focus of the investigation remained to
explore social capital as a process that manifests itself in social media and not look at social
capital as an outcome of social media, unlike prior studies in this domain. Therefore, this
study has attempted to explore the role of potential antecedents and embedded mechanisms
that shape the behaviour of entrepreneurs on social media by maintaining a certain degree of
self-presentation, expression and engagement with others. These aspects of user behaviour, in
turn, help entrepreneurs to accrue social capital online. The principal findings of this study

are presented as follows.

This research suggests that perceived benefits from social media likely motivate
entrepreneurs to use social networking sites to strategise their user behaviour and develop and
maintain their online social network. Furthermore, the perceived benefits from social media
tend to evolve as entrepreneurs experience different technical affordances of social media,

which may vary from one social media platform to another (Kane et al., 2014).

There are three aspects of user behaviour in social media: self-presentation, self-
disclosure and engagement with others’ content. The findings of this research align with the
prior research on how different degrees of user behaviour attract different types of ties on
social media and subsequently influence the accrual of social capital (Chen, 2018). This

research found that self-presentation is the first stage where users express their behaviour on
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social networking sites. The degree of information disclosure at this stage facilitates the
process of networking. For example, to make new connections, users on social media assess
other connections based on the information available on their profiles. Social judgments, such
as homophily (positive and negative), social competence and common ground, are assessed
with the help of available information on user profiles. Therefore, entrepreneurs can foster
their perceived relational benefits from social media by the amount of information they

present to develop their user profiles.

A higher degree of expression of this information facilitates the positive homophily
assessment and common ground assessment among the ties, allowing users to present
themselves to their fellow community members and get a sense of whom they are interacting
with. Prior research in entrepreneurship literature has established an association between
positive homophily assessment and trust since it decreases relationship uncertainty and
nurtures initial interactions (Phillips et al., 2013). This research suggests that information in
self-presentation, such as referent information, facilitates homophily assessment. In contrast,
the provision of contact information acts as an "assessment signal”, which can be verified if
the other person is real since referent information can be verified from multiple sources.
Therefore, both types of information in self-presentation facilitate the accrual of bonding
social capital as they facilitate the networking process of connecting with similar others. At
the same time, disclosing interest-related information on social media profiles creates an
opportunity to find other users with similar interests. The digital search affordances of social
networking sites further enhance the chances for such disclosures to find and connect with
similar and diverse ties as they are awarded the opportunity to find them in the first place.
Prior research has proposed that more disclosure of self-presentation information in the user
profile predicts larger network sizes, thus creating more opportunities for connection-making

outside of one's network, facilitating the accrual of bridging social capital.

This study identifies two key potential antecedents of social media's online habitus
that likely influence entrepreneurs' networking behaviour: privacy concerns and the context
of audiences. The term context of audiences is referred to the boundary among the type of
audiences maintained on a social media platform (Boyd, 2007). Whereas the term privacy
concerns represent the urge of entrepreneurs to control when to what extent and how
information about their profile and posts are communicated to other users in the online
network.
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The findings of this study highlight a difference between entrepreneurs' reported level
of privacy concerns and their actual user behaviour to protect their privacy online. While
participants describe an interest in protecting their privacy and maintain a positive attitude
towards privacy-protection behaviour during the interviews, the findings from the
netnography suggest that this reported interest rarely translates into actual privacy-protective
behaviour. The entrepreneurs did little to protect their privacy despite their high privacy
concerns and regularly disclosed information about their identity, activities and other
personal information. The outcomes of this research align with prior research, which suggests
that despite having a positive attitude towards privacy, online users reveal their data for
immediate gratification (Hyperbolic Discounting Theory). This phenomenon is presented in
the Hyperbolic Discounting theory, which suggests that users tend to increasingly choose a

smaller-sooner reward over a larger-later reward (Puaschunder, 2019).

This study argues that entrepreneurs' disclosure practices are not just because of their
urge to receive a small-sooner reward. Instead, their disclosure practices are more
rationalised, such as the context of audiences they address on their social media accounts.
These findings chime with the outcomes from the study of Young and Quan-Haase (2013),
who argue that online users are not necessarily naive in their disclosure practices. Users
conduct a cost-benefit analysis to decide whether these privacy discounts are suitable for their
networking. While the privacy protection actions become a cost, the benefit factor becomes
the expected social capital they may accrue or lose because of adopting these privacy
protection actions. As a result of the cost-benefit trade-off, users decide about the privacy
protection strategy they adopt. Similarly, this research argues that based on this trade-off of
privacy discount as a cost and expected social capital as a benefit, entrepreneurs decide the

degree of self-presentation, self-disclosure and engagement with others online.

Furthermore, this research found the moderating role of privacy self-efficacy in the
aforementioned trade-off process. Privacy self-efficacy refers to an entrepreneur’s perceived
ability to protect their privacy. The such perceived ability helps entrepreneurs develop
multiple privacy management techniques to overcome privacy concerns on social media.
Privacy self-efficacy likely enabled entrepreneurs to limit their profile visibility by deleting
posts, asking friends to remove identifiable information and changing their privacy settings.
This research noticed that privacy self-efficacy also enhances self-disclosure, as whilst users
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with privacy concerns had limited profile visibility, they still engaged in self-disclosure. Such

self-efficacy enables entrepreneurs to adopt a certain degree of privacy discounts confidently.

While promoting self-withdrawal behaviours, privacy self-efficacy also enhances self-
disclosure with the confidence that they can manage their privacy through their perceived
privacy self-efficacy. Moreover, this study conceptualises that while entrepreneurs go
through a cost-benefit trade-off of privacy as a cost and social capital as a benefit, their
privacy-self efficacy plays a significant role in balancing their self-withdrawal or self-
disclosure behaviour online according to their cost-benefit analysis for accruing expected

social capital.

Although prior research suggests that privacy concerns are a weak predictor of user
behaviour on online networking sites, this research postulate that the context of audiences
plays a moderating role in predicting the relationship between privacy concerns and user
behaviour online. The term context of audiences is referred to the boundary among the type
of audiences maintained on a social media platform (Boyd, 2007). Prior literature suggests
that to accrue social capital in social media, users need to make some form of privacy
concessions and engage in some form of disclosure about themselves (Ellison et al., 2011).
However, to make these privacy concessions, entrepreneurs navigate their perceptions about

audiences on social media, i.e., who will see their profile and posts.

If the audience is targeted (i.e., the entrepreneurs are aware of who the audience is),
they will likely opt for a higher degree of self-presentation, self-disclosure and engagement
with others' content, thereby positively influencing the accrual of social capital. However,
when entrepreneurs are not fully aware of the audience (so-called "collapsed audiences”
(Marwick and Boyd, 2011)), they are likely to limit self-expression, self-disclosure and

engagement with others, potentially limiting the overall accrual process of social capital.

Perceived privacy risks are limited if audiences on a specific social media platform
are managed with clear boundaries between business or personal ties. As a result,
entrepreneurs may adopt a higher degree of self-presentation, self-disclosure and engagement
with other ties in the network. Nevertheless, having a collapsed context of audiences where
entrepreneurs have mixed audiences of professional and personal ties and may even have
invisible audiences, perceived privacy risks from social media will likely limit their degree of
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self-presentation, self-expression and engagement with others. Notably, honest self-
disclosures and content-based engagement with others become limited in such a network -

likely limiting the overall accrual process of social capital.

Previous studies examining face-to-face (offline) networking aimed at accruing social
capital assert that large and diverse networks benefit entrepreneurs because they contain more
resources. For example, "the network success hypothesis™ argues that ... entrepreneurs with
larger and more diverse networks are expected to get more support from their networks ..."
(Witt et al., 2008, p. 956). This study finds that in the online context, the opposite is true.
Large and diverse networks of entrepreneurs tend to comprise collapsed audiences. This
study discovered that to increase the number of ties and achieve diversity in their social
media network, entrepreneurs collapse their professional and personal boundaries of
audiences. They may even allow invisible audiences to become part of their online social
network in the same direction. The invisible audience is the online ties where the position of
the tie in the network is unknown, and their contribution to the expected social capital in the

network is also unknown.

Such collapsed audiences on social media networks are likely to limit the expressive
behaviour of entrepreneurs, which ultimately constrains the overall accrual process of social
capital in social media. Hence, a large and diverse online network may become a "vanity fair"
with limited mobility of resources between the connections. Analysis of this study argues that
entrepreneurs may benefit from building smaller, resource-focused social media networks
where ties are strategically curated, enabling the accrual of social capital within targeted

audiences.

On the other hand, prior research on online privacy informs us that the context of
targeted audiences increases trust in the online network while decreasing the perceived
negative social judgment from the audiences (Marwick and Boyd, 2011). As a result,
entrepreneurs managing targeted audiences in their online networks adopt a higher degree of
self-presentation, disclosure and engagement with others. Such user behaviour facilitates the
transaction of resources within the network, which can be associated with the transaction of
resources embedded within the online network ties. However, this flow of transactions is
likely limited when entrepreneurs perceive collapsed context and invisible audiences. To
maintain targeted audiences in their social media accounts and avoid collapsed context and
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invisible audience presence, entrepreneurs carved boundaries among different audiences by
managing separate social media accounts for different audiences. Alongside, to navigate the
perception of collapsed context and invisible audience that already exist in their network,
they used advanced privacy settings, including limiting profile visibility to selected ties in
and outside their network, limiting information disclosure while maintaining passive use and

reducing the network expansion activity by not sending out and accepting connection request.

This research noted that respondents with larger networks reported that their
perceived overall support from their connections was low compared to those with relatively
small networks. A possible explanation for this notion is that respondents with larger
networks could not recognise many of their ties without checking the mutual connections to
understand the tie's position in their network. In contrast, respondents with relatively smaller

networks could mostly recognise their connections.

Another example to establish the above argument was regarding the role of honest
self-disclosures vs positive-only disclosures. This research observed that while making self-
disclosures on social media, entrepreneurs made two types of disclosures: positive only
disclosures and honest disclosures. Both types of disclosures helped entrepreneurs to attract
different types of ties and accrue different types of social capital in their networks. However,
positive only disclosures, although they helped entrepreneurs increase their network size,
such networks lacked expected social capital and perceived benefits from the network; large
vanity networks that lack the flow of resources within the ties. On the other hand, honest
disclosures did not facilitate an increase in the network's size, but entrepreneurs making
honest disclosures reported higher expected social capital from their relatively smaller

networks.

Moreover, while positive-only disclosures helped entrepreneurs attract many ties in
their network, the obligation and trust among ties of such networks to mutually aid each other
for facilitated access to new information or resources were limited. Whereas honest
disclosures did not translate into broadening the network by attracting a large number of ties
from diverse backgrounds, it helped to increase the network strengthening and networking
deepening mechanism by developing trust among the ties to enable the reciprocity among ties
and facilitated access to the resource. It is important to note here that the presence of

collapsed context and invisible audiences created prejudice of predisposed opinions that
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likely limited entrepreneurs from making honest disclosures in the presence of such
audiences in their social media. In contrast, entrepreneurs with targeted audiences were better

off making honest disclosures.

Therefore, the current study argued that an implicit assumption of network success
hypothesis in an offline context to be applicable in an online context is merely an
oversimplification. Online contexts provide a different environment for networking due to
their unique affordances. Therefore, analysis of this study suggests that entrepreneurs may
benefit from building smaller, resource-focused social media networks where ties are

strategically curated, enabling the accrual of social capital within targeted audiences.

Another interesting finding of this research explored how engagement with others’
content helped strengthen the network in terms of bonding social capital and network-
broadening, such as with the help of accruing bridging social capital. This research observed
that engagement with others’ content in public, especially the engagement made by content
sharing rather than symbolic through emoticons, facilitates network-broadening mechanisms
that may likely influence the accrual of bridging social capital of entrepreneurs. Provided that
this activity increased the visibility of engagement in other clusters of the network of persons
to which engagement is made, clusters of ties may tend to happen outside the dense personal
network. On the other hand, this engagement in public also helped other users conduct
homophily assessments, common ground assessments and digital social competency to

facilitate network-broadening mechanisms.

On the other hand, symbolic interactions with others’ content in public with the help
of tagging, liking, poking, sharing and using other emoticons are considered by this study as
significant network-broadening efforts to improve the frequency of interaction, trust and
familiarity among the existing ties. The main reason is that social networking sites offer
lower cost-demand relationship management activities while enabling one-to-many

communication networks.

The role of data curation while writing the content for engagement is an essential
factor to elaborate. While engaging with others' content, users relied on data curation to make

their comments suitable for all types of audiences that can view this content. In addition, the
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role of data curation is facilitated by earlier comments in the replied content. Previously made

comments influenced entrepreneurs to curate their comments accordingly.

7.3 Contribution to theory
The current study addresses the identified gap in entrepreneurs’ social capital
literature by investigating the processes through which entrepreneurs accrue social capital in
social media. In this quest, this study has contributed to the field of entrepreneurs’ social

capital and social networks literature by making the following three theoretical contributions.

The first theoretical contribution this study makes is towards the field of
entrepreneurs’ social capital. In the process of addressing the recent call for research to
explore the accrual process of entreprencurs’ social capital through social media (Smith et al.,
2017), this research has developed an integrated model while combining the dimensions of
the networking process that have not been combined in the previous literature. Dimensions
included in the model such as privacy concerns, the context of audiences and user behaviour
of entrepreneurs on social media. This study identifies the critical dimensions of the accrual
process of social capital in social media and explains the intervening relationship among
these dimensions. Such as how entrepreneurs navigate their privacy concerns with the help of
targeted context of audiences and, most importantly, how it likely translate into user
behaviour on social media, including self-presentation, self-expression and engagement with

others’ content.

In the same direction, this study explains the possible moderating mechanism of
privacy concerns and the context of audiences for limiting or increasing the degree of
expression for an entrepreneurs’ networking behaviour on social media. This moderating
mechanism plays its role when the collapsed context of audiences generates a perception of
negative social judgment, and as a result, entrepreneurs limit their degree of self-presentation,
self-expression and engagement with others’ content. Perceived social judgment risk likely
acts as a prejudice or subjective and predisposed opinion (Gilbert-Saad, Siedlok and
McNaughton, 2018) that influences entrepreneurs' network-broadening behaviour on social
networking sites by limiting their degree of expression and engagement with others in public.
Therefore, explaining the role of entrepreneur’s cognitions; how they may impact

entrepreneurs networking behaviour on social media. In doing so, this research begins to
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answer the call amongst scholars in entrepreneurship literature to "look at the factors
explaining why a specific heuristic is adopted and why a specific bias is present” (Cossette,
2015, p. 491).

Prior studies have argued that privacy concerns are a weak predictor of social media
use; no differences were found in the likelihood of making disclosures between those who
reported a high level of privacy concerns and those who reported low-level concerns.
However, this study theorises that this relationship between privacy concerns and user
behaviour on social media is likely moderated by the context of the audience managed on

social media to predict user behaviour.

The second theoretical contribution of this research is to highlight the importance of
"engagement with others' content” in social media for the accrual of bridging social capital.
Notably, this study highlights the role of content-based engagement with others in social
networking sites, likely assisting entrepreneurs in accruing bridging social capital, adding a
new dimension to Granovetter's (1973) concept of "the strength of weak ties". Network-
broadening behaviour refers to "the extent to which an entrepreneur reaches out to new
people and establishes interpersonal knowledge about them" (Vissa, 2012, p. 494). In this
regard, content-based engagement with others in public plays the role of "reaching out to new
people" by publicly engaging with others' content. Moreover, engagement with others’
content likely help generate visibility to ties outside the closed network; this may help
entrepreneurs connect with weak ties. This research further highlights that if this engagement
is with the help of content-based engagement compared to symbolic engagement, the

likelihood of accrual bridging social capital will probably increase.

The third theocratical contribution of this study is towards the literature on social
networks, where "the network success hypothesis™ argues that "entrepreneurs with larger and
more diverse networks are expected to get more support from their networks" (Witt et al.,
2008, p. 956). Prior research in entrepreneurship literature emphasises that large and diverse
offline networks (weak and strong ties) are better for entrepreneurs because they contain
more resources, with the implicit assumption that these available resources are readily
tapped. On the contrary, the current study provides a scholarly understanding of this field by
demonstrating that larger and more diverse online networks of entrepreneurs tend to include

collapsed contexts and invisible audiences. Such a context of audience limits entrepreneurs'
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expressive behaviour in these online networks. As a result, a large and diverse network may
become a mere "vanity network™ but likely lacks the mobility of actual resources between the
connections. Therefore, this study argued that entrepreneurs with relatively smaller and
structured (context of audiences) online networks have more chances to benefit from their
networks. Based on the above argument, this research contends that future research in this
field should consider entrepreneurs’ online social capital embedded within the characteristics

of quantity and diversity of ties in a network and, more importantly, in the quality of ties.

7.4 Contribution to practice
The three theoretical contributions of this research presented in Section 7.2 can be

interpreted as contributing to entrepreneurs’ practice. The purpose behind presenting these
practical implications is to establish that the findings from the current empirical research are
equally important for entrepreneurs as they are essential for researchers in academia.
Contribution to the practice of this research is to explore and highlight the actions which can
help entrepreneurs effectively develop their social media enabled networks that function as
transaction networks, not just as "vanity" networks. Based on these practical implications, the

current study claims two practical contributions.

The first practical implication is to suggest that entrepreneurs may be better off
building smaller, resource-focused digital social networks where ties are strategically curated
to address the targeted context of audiences. In particular, invisible audiences would be
addressed in these smaller and resource-focused digital social networks. This may likely help
them limit their perceived privacy risk and negative social judgment risk by keeping the
context of audiences targeted. Furthermore, this may enable them to manage a higher degree
of expression and engagement on social networks and consequently accrue bonding and
bridging social capital. This would help entrepreneurs develop a digital social network that

functions as a transaction network, not merely a large vanity network.

In addition, managing the "targeted context of audiences” among online digital
networks limits overlap between personal and business networks and excludes invisible
audiences among their social networks. Over a third of this study's respondents expressed that
they did not distinguish their personal or business-related audiences on social media sites. As

a result, many entrepreneurs continue to have collapsed contexts of audiences within the
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same social networking sites. In the same wake, their degree of self-presentation, self-
expression and engagement with others’ content was also limited — possibly limiting the
chances of accrual of social capital. However, if the audience is targeted (i.e., the
entrepreneurs are aware of who the audience is), they will likely opt for a higher degree of
self-presentation, self-disclosure and engagement with others' content, thereby positively
influencing the accrual of social capital. Therefore, this study suggests that entrepreneurs
may benefit from building smaller, resource-focused social media networks where ties are

strategically curated, enabling the accrual of social capital within targeted audiences.

The second practical implication this research presents for entrepreneurs is to adopt a
higher degree of expression on social media, exceptionally disclosing interest-related
information (in the user profile) and making honest self-disclosures to facilitate accrual of
bonding and bridging social capital accrual. In the same direction, this study recommends
that entrepreneurs regularly engage with others' content in public. These engagements with
others’ content can be made through both; content-based engagement (posting comments)
and symbolic interactions made through liking, sharing and reposting. The study further
suggests that content-based engagement with others’ content among social media networks
provides visibility of connection in a larger network of both users and thus creates an

opportunity for bridging social capital through connecting with weak ties.

In addition to these two practical implications driven from the theoretical
contributions of this study, this study also makes the following practical implications. This
study has highlighted the role of data curation as one of the strategies for entrepreneurs to
navigate their privacy concerns, such as privacy concerns and perceived negative social
judgment. With the help of data curation and maintaining the targeted context of users,
entrepreneurs can develop strategies to limit their prejudice and maintain a higher degree of
expression and engagement with others on social networking sites. The model developed in
this study suggests that at the fundamental level, to reap the benefits of social media in the
form of accrual of social capital, entrepreneurs need to make some form of privacy
concessions and engage in some form of disclosure about themselves. For instance, to attract
weaker ties, users need to present user profile information and make regular expressions in
the form of posts. Such disclosures and expressions require entrepreneurs to make some form
of privacy concessions. Thus, entrepreneurs can develop strategies to limit their prejudice and
maintain a higher degree of expression and engagement with others on social networking
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sites. Moreover, in this process, data curation helps navigate their concerns and perceived
social judgement risks, such as privacy concerns and perceived social judgment, by making

shared data suitable for the type of audiences available on social networking sites.

7.5 Contribution to methodology

The current research contributes to the methodology by addressing the call to adopt
real-time data collection methods for social capital research (Smith et al., 2017). In
examining the accrual process of entrepreneurs’ social capital through social media, this
research has applied a multi-method approach. Thirty-five semi-structured interviews were
conducted with technology entrepreneurs. The qualitative data from the interviews were
analysed using the Gioia methodology (Gioia et al., 2010). To triangulate the data and bring
additional rigour to the findings, netnography (Kozinets, 2015) was used to collect real-time
data from the interviewee's social media accounts for a period of four months after the
interviews. As a result, this study contributes to the method by beginning to answer the call
amongst researchers in entrepreneurs’ social capital literature as they suggest that
"entrepreneurs may be unable to clearly articulate their understanding of norms within
different online contexts or be able to explain their behaviours; they may simply behave
without having given their actions much thought. Observational data collection methods such
as content analysis or netnography may be preferred to see how norms impact behaviour in
different contexts” (Smith et al., 2017, p. 31). The input from netnography enriched the

findings from the Gioia method (qualitative data analysis of interviews).

Adopting such a novel real-time data collection method helped this empirical study
mitigate biases such as retrospective bias and social desirability bias. For example, more than
two-thirds of participants reported theoretical interest in privacy over social networking sites
during the interviews and maintained a positive attitude towards privacy-protection
behaviour. However, while their social media accounts were observed with the help of
symbolic netnography, it was witnessed that such privacy protection behaviour rarely
translated into actual privacy-protective action, and they did very little to protect their
privacy. Furthermore, the symbolic netnography suggested that many of these respondents
regularly disclosed personal information, which they informed they did not share during the
interviews. Therefore, helping the research mitigate the retrospective and social-desirability

biases.
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7.6 Research limitations
Despite taking a critical realist ontological position and the application of a multi-
method approach for this study, this research has certain limitations. These limitations are

presented as follows; these should be noted as follows as future research may address them.

The first limitation of this study is linked to interpolation between social media and
Facebook and LinkedIn. Smith et al., (2017) postulate that Facebook and LinkedIn are
increasingly used among entrepreneurs for networking. Similarly, during the data collection
stage, the researcher noticed that Facebook and LinkedIn are the most popular social media
tools among respondents for social networking. Nevertheless, social media platforms are
constantly evolving; while Facebook and LinkedIn have changed in their features, new social
media platforms are gaining popularity among entrepreneurs for networking. Therefore, it is
quite possible that other social media tools, such as Twitter or Instagram, may provide
different results in perceived benefits and risks, privacy concerns, the context of audiences
and overall about user behaviour. Therefore, an implicit assumption of this research that other

social media platforms may behave and operate similarly is the first limitation of this study.

The second limitation of this study regards participants' technology-related
knowledge and expertise. Entrepreneurs in Pakistan recruited to participate in this research
are tech-savvy; many of these entrepreneurs manage technology-enabled businesses. Hence,
the findings of this research to explain the interplaying relationship between potential
antecedents of privacy concerns and user behaviour may vary per entrepreneurs' tech
savviness. Provided that the tech savviness of entrepreneurs may influence the entrepreneur’s

trade-off between privacy concessions and expected social capital.

The third limitation of this study is regarding the possible planned behaviour of
entrepreneurs on social media during netnography. As argued by Sekaran (2003), responses
from participants tend to be skewed towards being biased as “socially acceptable”.
Meanwhile, the respondents were aware that their social media accounts were being observed
as part of netnography for this study. This awareness could have influenced their usage
patterns on their social networking accounts. In other words, it is possible that the user

behaviour of entrepreneurs observed during the netnography stage could have been a planned
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behaviour of entrepreneurs on social media, as they knew all along this period that their

accounts were being observed.

A final limitation of the research is associated with its research design. Due to its
cross-section research design, this research could not capture the complete picture of
potential antecedents and their role in the accrual process of entrepreneurs’ social capital,
such as privacy concerns and the context of audiences. Provided that these two identified
potential antecedents are complex social phenomena, it is likely that cross-sectional data of
netnography — observing social media activity over four months is not enough to capture the
holistic picture. Rather longitudinal research design can better observe these two antecedents
and therefore be able to elaborate more on their moderating mechanism in the accrual process

of entrepreneurs’ social capital.

7.7 Avenues for future research
New research avenues that emerge from this study's findings, contributions and

limitations are discussed as follows:

As proposed by this research, the first avenue for future research is to address the
online context in future social capital research regarding its accrual process and outcomes.
Once researchers better understand entrepreneurs' bridging and bonding social capital online,
the research community may examine key new concerns about the interaction of
entrepreneurs' social capital online and offline. Is it, for example, simpler to access some
embedded resources (social capital) online vs offline? Is there a link between network
preservation efforts involving online and physical channels and better bonding social capital?
The answer to these questions helps provide a complete picture of entrepreneurs’ social

capital in the digital era.

The second avenue for future research could build a more fine-grained understanding
of the findings of this research by considering whether there might be social networking
platform-based differences. For example, do entrepreneurs accrue social capital differently on
Facebook or LinkedIn than on Instagram and Twitter? In addition, future research can
explore these different social media platforms from a privacy perspective - is there a

difference between privacy concerns of entrepreneurs on different platforms and, similarly, if
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there is a difference in the context of audiences and perceived social judgment among these

different types of social networking platforms?

Third, future research may study whether a different demographic profile of
entrepreneurs or focus on other countries influences the interplaying role of potential
antecedents in the online accrual process of entrepreneurs’ social capital. Moreover, as
argued in the literature, privacy is a socially constructed phenomenon which will vary from
culture to culture. Therefore, future research may consider conducting a comparative study in
diverse cultural contexts and social structures. Finally, it is also essential to note that the
diffusion of technology in Pakistan differs from other developed or developing nations.
Therefore, it is suggested that future research could look at this aspect from another end and

conduct this study in a country where the rate of diffusion of the technology is different.

The fourth possibility for further research is in the form of longitudinal studies. This
study adopted cross-sectional data as part of its symbolic netnography by observing data from
the social media accounts of participants within a fixed period. Therefore, a future study can
adopt a longitudinal research design to explore the difference between privacy concerns and
management over a more extended data collection period. Another area that a future
longitudinal study can address is the fact that respondents were aware that their social media
accounts were being observed during and after the interviews; this sense of awareness could
have influenced their usage patterns due to social desirability about their self-presentation,
self-disclosure and engagement with others. However, future research with a longitudinal
research design and netnography that observes social media accounts over an extended period

may remove this bias from the research.
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APPENDIX A - THE INTERVIEW SCHEDULE

Interview step

Question

Introduction

1.
2.

Introduce myself and my university/department

Information about the study (i.e., accrual of online social capital of
entrepreneurs)

Purpose of the data and confidentiality
Permission to record request

General questions

Tell me a little about your:

Background (Education, Family and etc)
History as an entrepreneur (Prior experience as an entrepreneur)

Information of
overall social
media use

w RN e

Types of social media used and using from date
Overall experience/journey on social media

Usage patterns (time spent, frequency of posts, change in usage
patterns)

Privacy Concerns

o s wnh e

Overall thoughts about online privacy

Understanding around functions to control privacy on social media
Setting preferences (privacy-related)

Preference to share certain type of information on certain platforms
Any other risks or concerns from the use of social media

Expectations from
social media

Expected outcomes from social media as an entrepreneur
New connection making preference
Size of network and type of ties maintained

New connection
making preference

N PN

Sending new connection requests

Response to connection requests received/number of pending
connection requests

Type of information assessed while accepting new connection
request

Preference about type of connections in a social media platform i.e.,
mix or particular connections, many or less connections.

Self-Presentation
on social media

w

Profile presentation (type of information shared)
Updates in profile (type of updates and frequency)
Disclosure about self in profile

Type of content
used on social
media

M ow N

Type of content shared in posts
Type of content used in responding to other’s posts
Posts (Numbers of posts, their editing and their privacy)

Responding to others posts (reason for responding and type of
content used)

Editing after posting content
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Wrapping up 1. Open question to mention anything important

2. Recommendations for other entrepreneurs using social media for
networking

End interview 1. Thank you and close
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APPENDIX B - ENTREPRENURIAL ACTIVITY IN
PAKISTAN

When it comes to the matter of economy in South-East Asia, there exist many
countries with struggling and developing economies. Pakistan is one of the countries with
economic growth that is slow compared to the rest of the world and South Asia in general.
Between the years 2008 to 2017, the average growth of GDP in South Asia was 6.6% a year,
while Pakistan’s GDP grew at a rate of 3.7%. (Modernizing Trade in Pakistan, 2022) (Fig: 1).
This slow growth of the economy had been one of the most impeding factors of growth of
different sectors in the Pakistani region, including the area of entrepreneurship. However,
according to McKinsey (2022) with the passage of time and with modern recent technologies
of the internet penetrating the densely populated middle-class households of Pakistan, the
annual economic growth rate of Pakistan in 2021 has risen to 6%. The data collected by the
World Bank (2022) also shows that the GDP of Pakistan has risen substantially to 6%
compared to the last few decades (Fig: 2). Despite the growth in the economy, Pakistan is
still in the initial stages of the next s-curve of entrepreneurship (McKinsey, 2022). This is
aggravated by the political instability of the country. Even though the government designs
policies for entrepreneurship but due to political unrest, their implementation is not checked,
because of which the market experience a scenario of uncertainty.

There are many reasons attributed to the slow and impeded growth of
entrepreneurship in Pakistan including venture capital per capita, lack of training and literacy
rate (GEM Global Entrepreneurship Monitor, 2019). Even though females make up 48.5% of
the population in Pakistan by the year 2020, the literacy rate of females in Pakistan was still
46.49% by 2019 (GEM Global Entrepreneurship Monitor, 2019), only in the urban area
compared to 72.5% of literacy in the male population (UNESCO, 2019). The literacy rate in
rural areas is still considerably less (UNESCO, 2019). According to the Latest News - The
Nation (2021), the gender gap in the literacy rate existing in Pakistan was one of the major
reasons that hindered the female population of Pakistan to initiate their start-ups. This
attributes to the low participation of females in entrepreneurial activity in Pakistan. As
compared to the 21% of the male population owning and managing their venture, there is
only 1% of female participation. Furthermore, according to the data in Latest News - The
Nation (2021), only 1.4% of all investments go to businesses that are owned and run by

women.
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Figure 9: The rise of Pakistan’s GDP in 2021.
Source: Worldbank, 2022

Despite different factors that impede Pakistan’s development in this area, it is
important to note that Pakistan had still exhibited promising growth. Most of the owners of
startups come from middle-income families and mostly belong to the age group below 30. As
seen by the data in McKinsey (2022), the socioeconomic distribution of Pakistan suggests
that there are almost 2100 additional middle-income households which are predicted to grow

over the year (Fig: 3). Moreover, being the sixth most populous country, around 64% of
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Pakistan’s population is under the age of 30 which makes Pakistan one of the youngest
nations in the world, hence promising an economic and entrepreneurship growth. Another
factor that helps entrepreneurship in Pakistan is the deep penetration of the internet into the
young population which allows them access to information and platforms to start their
businesses. Cellular subscriptions in Pakistan are growing at a rate of 5% CAGR since the
year 2010 with 4x growth in the number of 3G/4G subscribers in the last 3 years (Fig: 5)
(McKinsey, 2022).

It is observed that startups and new businesses are on the rise in Pakistan,
which is associated with, not only, the rise in internet access but also the motivation and
awareness increasing in the Pakistani nation. The Express Tribune (2021) states that there is a
lack of training in Pakistani institutes which does not prepare the students for industrial life.
The statement is supported by the fact that most of the students who travel to the USA to
obtain studies mostly choose a business career, which highlights the lack of sufficient
training in Pakistan in e-commerce (The Express Tribune, 2021). However, it is important to
note that the experience that the Pakistani youth gains from foreign training allow them to
increase the income of their Pakistani start-ups. Reporter (2022) has mentioned in the Dawn
Newspaper, that almost an investment of $230 million was raised by founders who have had
both prior education and work experience internationally. Startups in Pakistan have raised a
total of $563.5 million in 255 deals from 2015 to date, with $350m raised via 83 deals in
2021 alone (Reporter, 2022). Fig 4 exhibits examples of startups from Pakistan that have

functioned to rise in funding in recent years.

High ""700

Income? additional high
income households

Income? additional middle
income households

% Middle ~2,100

Low while the number of lawer
a | o B middle income and low income
RO households will reduce by ~10k

Figure 3: Socioeconomic growth in Pakistan.

Source: McKinsey, 2022
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Examples of startups from Pakistan that have raised funding recently

Alibaba acquired

daraz for an
Frontier Digital estimated
Ventures invested
200m
$3.5m $
In 2014

Raised

Sarmayacar $1.1m
invested in a seed
SZOOI\ round in 2018

in 2018 \ daraz

in 2016 3 \
Sasta et e
Gobl partners
Raised $20m ¢ }zameen.com || | 8 _\ invested
in series C funding - 1_7.’.!” $1.5m
round in 2016 G 0m

Augment care raised $1m
in seed capital in 2017

Figure 4: Examples of successful startups in Pakistan.

Source: McKinsey, 2022

APPENDIX C - SOCIAL TRENDS AROUND
ENTREPRENEURSHIP

Entrepreneurship in Pakistan has been chiefly necessity-driven and not opportunity-
driven. "One life, two careers™ has been a social trend in Pakistan where people, along with
their full-time or part-time jobs, like to start a micro or small-level business activity. Hussain
(2020) mentioned in the Dawn Newspaper that subscription to social media is increasing with

the younger and younger population using social media in Pakistan.

APPENDIX D - ENTREPRENEURSHIP EDUCATION

There has been considerable development in the education sector including
more infrastructure being built including online education facilities to traverse the lockdown
situation during the Covid-19 pandemic (UNICEF, 2020). New universities with better and
more promising infrastructure have been built in different regions of Pakistan, especially in
the urban cities like Karachi, Islamabad and Lahore, including LUMS, NUST, IBA and
others. According to the data of these universities, the number of students enrolling in these
universities is increasing every year. Alongside, over the last two decades, entrepreneurship

education and training are becoming part of mainstream education for students and
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executives. The leading entrepreneurship education providers in the country are LUMS, IBA,

ZABIST, Bahria and KASBL.

APPENDIX E - TECHNOLOGY INFRASTRUCTURE

According to a McKinsey report, (2022) number of cellular subscribers with

fast internet are increase increasing at a very high pace. The number of Pakistanis who have a

smartphone and a fast internet connection according to It would make the 13th most populous

country in the world - more than the entire population of the Philippines, UK, Germany,

France, Italy, South Africa, etc. As a result, entrepreneurial opportunities are increasing for

local entrepreneurs to smartphone-based services. This is also evident from the recent venture

that surfaced in Pakistan and managed to raise capital in the service market, such as

SastiTicket.com, Zameen.com, PakWheels.com and Daraz.pk. According to reports in March

2018, Zameen.com had more than 5 million monthly visitors, with 32.9 million page views

across all devices. Cellular subscriptions in Pakistan are growing at a rate of 5% CAGR since

the year 2010 with 4x growth in the number of 3G/4G subscribers in the last 3 years (Fig: 5)

(McKinsey, 2022).

Cellular subscribers, Millions
000s

Cellular subscribers in
Pakistan are growing at
~5% CAGR since 2010

‘:.I:X Growthin the
number of 35/4G

subscribers in the
last 3 years

B Other subseribers

W 36746 subseribers

Figure 5: Cellular Subscribers in Pakistan.

Source: McKinsey, 2022
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APPENDIX F - BUSINESS INCUBATION FACILITIES

Different incubation facilities for startups have been developed in the country
— the major one being the National Incubation Centre. The NIC offers a wide range of
programs and opportunities to entrepreneurs in Pakistan and claims to empower their talent.
The function of NIC is to provide incubation programs of high-quality access to mentor and
investor networks and technical resources to help create high-growth and sustainable
businesses. According to the data of NIC, it had created an estimate of 94984 jobs, incubated
224 startups, lead to an investment of 6.7 billion PKR and generated a revenue of 3.9 Billion
PKR with the help of its funding partners including Ignite, LMKT and NED university (Shah,
2022)

APPENDIX G - E-COMMERCE SPECIALIST TRAINING

In the recent times, Pakistan has experienced growth in startups offering support
service through freelancing model for managing online stores on Amazon, eBay, Etsy, Daraz
platforms. These startups on the one hand are creating more local jobs and adding to GDP
and on the other hand also enabling the local industry to access the international markets
through platforms like Amazon. A key role played in to capitalise this opportunity can be
associated with specialist training centers such as “Extreme Commerce” and “Enablers” -
leading institutes that train youth in Pakistan. These institutes provide training to a) learn and
enter the service-based market to start selling management services for online businesses and
b) start their venture on Amazon and other eCommerce websites. Enablers alone claim that it
has trained students that so far have achieved a total of $ 131 million in revenue and it aims
to add $ 10 billion to the local economy by 2030. In addition, Extreme Commerce claims to
have trained 100k+ students with its more than 100 trainers (EC, 2022).

APPENDIX H- GOVERNMENT SUPPORT

Imran Khan's government has seen entrepreneurship as a source of economic
development in Pakistan. Imran Khan's government's "Kamyab Naujawan Programme" to
train and educate the youth about entrepreneurship and help entrepreneurial ideas take off
with the help of interest-free loans. The program had caused different banks like Al-Habib to
give micro, small and interest-free loans to young entrepreneurs (Fig: 8). This program
concentrated under the shade of 3Es: Education, Employment and Engagement for the youth
(PMYP, 2022).
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Youth
Entrepreneurship ---—s5;Lig)lS —w
Scheme (YES!)

Youth Economic Empowerment Scorecard ‘

Interest Free Micro Loans Small Loans
Loans without Collateral with Collateral
10.000-100,000 100,000-500,000 0.5-5 Million

Interest free loans and business Subsidized and clean lending for Subsidized lending for startups and
training for the youth of rural and new startups existing SME's
under served areas

Figure 8: Loans offered by youth program.
Source: PMYP, 2022

APPENDIX | -VENTURE CAPITAL INVESTMENT

When it comes to funding and investments in the ventures, Pakistan lags its
neighbouring countries to attract a high volume of venture capital investments. Although with
the passage of time, the country is experiencing growth in the interest from international VC
firms, limited VC investments have become impeding factors for the growth of
entrepreneurship in Pakistan (GEM Global Entrepreneurship Monitor, 2019).

Despite the suitable infrastructure in Pakistan, there is still considerably less
investment done to support this venture. In Dawn Newspaper, reporter Alam (2022),
mentioned that Pakistan’s startup funding activities had started to shrink (Fig: 9). Imran
Khan, the former prime minister of Pakistan mentioned that the reason for this declining
interest by the VCs to invest huge amounts of money is probably attributed to the absence of
any success or growth by the known startups of Pakistan, including Airlift, Careem and
Bykea. He mentioned that in a structure as that of Pakistan’s, no big investment round has
taken place since Bazaar.com raised $70m in the first quarter of 2022.

The first quarter of the year 2022 received a funding of $173m as compared to the
funding of only $104 million in the second quarter of 2022. This showed a decline of almost
40% in VVC funding within four months (Fig: 9) (Alam, 2022). According to the data
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collected by GEDI, (2022) Pakistan ranks 122 out of 137 countries receiving only $0.06 VC
funding per capita. The figure is considerably less compared to the funding received by the
other countries in the South Asian region like Bangladesh and India. Bangladesh and Nigeria,
having a literacy rate and GDP growth lower than Pakistan still receive funding of $0.07 and
$0.18 respectively. Pakistan’s neighbor, India, has also managed to rank itself the 100" in the
GEDI database and receive funding of $3.72 per capita (McKinsey, 2022) (Fig: 10). The low
funding in the region had impeded the growth of Pakistan in this sector. The main reason can

be the lack of VC-friendly policies and laws in Pakistan.

Pakistan's Startup Funding Activity

B Funding == Deals
$200,000,000
$150,000,000

$100,000,000

$50,000,000

§0

Q1-2021 Q2-2021 Q3-2021 Q4-2021 Q1-2022 Q2-2022

Quarter

Figure 9: Pakistan’s startups funding activity started to shrink.

Source: Alam, 2022
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VC funding per capita in Pakistan vs. peers
Pakistan received ~6 cents per capita of VC funding between 2016-18

VC funding per capita, US% GEDI' ranking

. _
i‘ India 3.72 ]
-.

Figure 10: VC funding per capita in Pakistan vs. peers.

Source: McKinsey, 2022
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APPENDIX J - NETNOGRAPHY (ONLINE OBSERVATION)

Profile 1: The following is netnographic data and reflective diary notes of a participant who
reported a low level of privacy concerns. The participant provided consent to collect data

from LinkedIn only.

Messaging API

WhatsApp Buginess Platform | CRM | Digital Marketing
eCommerce | Google Digital Guru Black Belt | Meta Business

TU 1gra University (Official)

This is the respondent profile on
the professional social networking
site LinkedIn. Respondent has
provided an ample amount of
referent and contact-related
information on their profile. So the
total number of followers
increased for these participants is
965.

Figure 1- Self-presentation on LinkedIn

)

everyone around the world!

S e.ocean

st

CRM | Digital Marketing | eCommerce

I hope your life is as spicy as biryani and sweet as kheer. Eid Mubarak to

see more

( " //
O ubarats

The respondent has shared a
greeting message with their
network. The disclosure is made
on a professional network. The
participants' self-disclosure posts
receive quick responses regarding
likes from other ties in their
network.

Apart from this message, the
participant is found to be actively
posting content which engages
their network.

Figure 2 - Self-disclosure on LinkedIn
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o
i

L

WhatsApp Business API Platform | Cloud Communication | Saa$ | ...

-

-

Congratulations to both P an and M
for making this happened.

Like - €81 | Reply

N B |14
k!l! WhatsApp Business Platform | CRM | Digital Marketing | eCommer...

Happy to help!
Like Reply

Load more comments

Respondent has posted
comments on others' content.
The conversation is observed
on a post that the respondent
posts. The nature of the content
is sharing information about a
professional achievement
(securing investment).

Figure 3- Content based engagement with others' content on LinkedIn

' « st
WhatsApp Business Platform | CRM | Digital Marketing | eCommerce
3mo -+ ®

Imagine the opportunity that you can capitalise with more than 100 Billion
messages sent each day on WhatsApp. Users are spending more than 19.4
hours a month on the app, with 50% daily active users. see more

~  3mo « Edited » ® + Follow

Go from Hi to Buy

WhatsApp has launched a new feature for businesses to make it ...see more

Delight your customers with
personalized shopping experiences
within Chat using WhatsApp
Catalog API

>p Catalog API

cOt and 17 others 6 comments

Respondent has shared content
generated by other participants in
their network. While sharing the
content, the participant used text to
include their narrative.

The nature of the content is
professional.

Figure 4 - Content based engagement with others' content on LinkedIn
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Respondent has shared the news

‘ 'V/'vJ!SAuuBm»hmspatfam CRM | Digital Marketing | eCommerce | G . . . .
A erse e with their network. Disclosing
Solution p by inessapi at Zindigi Future Fest. If you are information about their travel plans

attending it, I'll he happy to meet & show you our solution! Drop me¢ ...see more

to attend a conference/exhibition.
The nature of the content is
professional.

A total of six comments were
received in the comments section.
All are about congratulating the
respondent on their achievement.

_and 2 others

Oss 6 comments - 1 repost

Figure 5 - Self-disclosure on LinkedIn

(N vikedt Respondent engages with other ties
+ 2nd in their network by disclosing their
Q@ g e e P [UPmestack e Follow work and other professional
o i1 byl activities. As a pattern, the post has
80% of our stores are from tier2 to rural areas. The most common « ...see more received more than 400 likes and
other emoticons within 12 hours of

posting.

Also, it is observed that respondent
is regularly engaging with other
content based by making
personalised

ceo a aneikh and 485 others 52 comments - 5 reposts

Figure 6 - Self-disclosure on LinkedIn

Respondent engages
with others' content
based on symbolic
engagement, such as
posting like.

iikh liked Ha n's comment on this

Figure 7- Symbolic engagement with others' content on LinkedIn
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1st e
0 WhatsApp Business Platform | CRM | Digital Marketing | eCommerce | ...
O 6mo - ®

Disclaimer @ This is not a RANT post!

| was extremely excited when | got my hands on that Blac.. uu.. <, ~ounders
Club Card. The whole activation and onboarding process was smooth with top
notch focus towards building amazing customer experience. Hats off to

Bi " 7" " " ronachieving that.

Fews months into using the simple & Sada experience, | wanted to increase my
limit & for that | saw their guide of how | can get it done. It was a long process
of going to Nadra and submitting my fingerprints. This is where | decided not
to move forward with Limit Enhancement.

Few days later, | had the experience of onboarding lsuyw. wy account. | have to
say [ i & his team has done an amazing job. The best part
about this was Limit Enhancement, all | had to do was head to the nearest

] ATM, select Biometric Verification & DONE! With cherry
on the top, being a Stormfiber customer | was able to pay my bill through

t ay App seamlessly and was rewarded with Bandwidth Upgrade.

| ended up being regular user of isayur «y and love their orange card!

The point is when you think about the User Journey & Experience, every single
step counts. On this specific journey N-=""~"1y designed it well as compared to

wauaray.

P.S. | am still a Sauaray user & using that to pay for my Subscriptions. But |
still have to think and gather the courage of going through Limit Enhancement
process.

#customerexperience #customerjourneyr

rinking

#simplesada
coea 26 comments - 1 repost

The respondent is making
disclosures on the professional
networking site. The post's
extensive use of content, hashtags
and tagging other people (to
engage them in the conversation)
Is evident.

Figure 8 - Self-disclosure on LinkedIn

Qo s e e this

. 247 followers + Follow
8h-®
We are pleased to announce to become the Strategic Business Partner with
furnish our clients with the most advanced customer support to be
part of our clients business success story! see more

© with (. nd 1 other

) and 7 others 2 comments - 3 reposts

Respondent engages with others'
content based on symbolic
engagement, such as posting.

Figure 9 - Symbolic engagement with others' content on LinkedIn
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Profile 2: The following are netnographic data and reflective diary notes of a participant who
reported a low level of privacy concerns. The participant provided consent to collect data
from LinkedIn and Facebook.

| T i T SRR | Participant has
developed a thorough
profile on LinkedIn.
They are disclosing
information, including
pictures, contact details

N ] m a and experience.
| S
St S g S KEORE WO 5 sttty T ne participant gained
Mobile Dev | Deep Learning Al ML 2434 new followers

Talks about #rpa, #python, #mernstack, #developers, and #rordeveloper

Lahore District, Punjab, Pakistan - Contact info durlng th? netnog.rpahy
12,430 followers - 500+ connections (observation) period.

-

Providing services
Mobile Application Devel Application De 1t, Web Design, Web Development, Custom Softwa...
See all details

Figure 10 - Self-presentation on LinkedIn

Referent information is

Languages ' | n
English included in the participant
Urdu profile extensively.

Causes

Health « Science and Technology « Social Services

Interests

Influencers Companies Groups Schools
Daymond John @ - 3rd Marshall Goldsmith [ - 2nd

- CEO of FUBU and The Shark Group, TV Thinkers50 Hall of Fame, #1 Leadership

Personality on ABC Shark Tank, Public Thinker, #1 Exec Coach, #1 NYT Bestselling
Speaker Author.
2,648,777 followers 1,477,530 followers
( + Follow ) + Follow )

Show all 75 influencers =

Figure 11 - Self-presentation on LinkedIn
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Previous work-related information

About . R ..
; was included in the participant
Technology company with global outreach established in 2010. He is CTO for ( Technologies. Malik holds - -

degree in Software Engineering and has worked with multiple international organizations before starting p rOfl Ie extens IVe Iy.

AppsGenii in 2009. Since then he has skill-fully managed the growth of A, ...... .cc.ccccup.w AN § . S€€ MoOre

Experience

ecutive Committee
es Association (P@SHA) - Full-time

(Pvt) Ltd. - Full-time
1S 8 mos

enable clients to outperform the competition and stay ahead of the innovation
eriences are real and so are the results that we bring to our clients. W ...see more

way dentists, practices , patients, students and researchers connect to each
t. We are primarily focused on Orthodontics - a specialty of dentistry ee m

sme To Dentinect

ficer
rivate Limited - Full-time
s 10 mos

ible, convenient, and professional beauty salon services at home. GharPar is a
ied solution providing women with high quality, hygienic, and timely a ...see more

Figure 12 - Self-presentation on LinkedIn

c - Contact-related information is
About Contact info included in the participant profile

ﬂ Lahore Cantt., Lahore, Pakistan, 54000

extensively.

Websites and social links

Overview

Work and education

Places lived

& W
Contact and basic info ’ |
Family and relationships o

Details About Malik

]
Life events .

Wt

a' pe

in]

Basic info

2 Male

Figure 13 - Self-presentation on LinkedIn
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Work

itral Executive Committee at

agy Officer (CTO)

ar at Founder Institute Lahore

I | R——

entat

ter - Projects & Business Development at

jer - Business Development &

extensively.

Previous work-related
information is included
in the participant profile

Figure 14 - Self-presentation on LinkedIn

Em looking for internship any one can assist me please’

©

) i Author |

1

I'm at the internship stair and feel lucky.

©1 Reply

I agree. | always ask students to opt for whatever opportunity they
could get. But they should strive for a job in a Product based
company in longer run. In my experience, Product based
fiexible towards candidates in many ways. Just
one, the interviews. | have been wo more

Such an insightful post A lik Sir
(]

Thats a very valid question: However, both models have their own

benefits

a. Services :-
You will get opportunity to work with global client. He will bring his
experience and exposure; and you will be able to leamn. J

) e . (D i
yes, thoughtful insights.

Respondent is engaging with

others' content based on content-
based engagement such as posting
comments on comments. This is a
unique type of engagement with
other content where the respondent
engages with a comment posted on

others' posts.

Figure 15 - Content based engagement with others' content on LinkedIn
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. Respondent has engaged with

: : others' content based on content-
based engagement such as posting
comments. It is also observed
during the netnography of this
participant that their content-based
engagement creates a type of
discussion where other mutual ties
also respond and become part of
the conversation.

(&) & N < send
‘ : ~
Most relevant v
; .
{ . P
Mashaaliah, this is amazing
( . -

Thanks ! Congrats for your appointment at
Good luck Champion

O1] &

Figure 16 - Content based engagement with other content

Most relevant v Respondent engageS
2d with other ties in their
| | social media network
In addition to this relevant information, we are always available to th rough content-based
welcome visitors to our office, just 5 minutes away from the
, and explain more about the benefits of Nearst ...see more engagement'
g B Bl Participant regularly
2d makes content-based

Helping Startups Build Right & Optimized Teams | RPA | Bl...

engagement with other
ties in their network.

We are looking forward to ou ! Cheers.

Like Reply

Figure 17 - Content based engagement with others’ content on LinkedIn
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Respondent has disclosed

[ . Helping Startups Build Right & Optimized Teams | RPA | BlockChain | CI . . . -

A RS o information about their activity

Meeting the Big Bird of Pakistan Tech Industry is always a pleasure. Thank you Wlth their prOfeSSionaI network
for your kind support as always. R '

I The actual post is shared by other
w.o + Follow ties, which was also part of the
Wonderful to meet up with newly elected sfora Ofﬂ Ine aCthlty POSt from one Of
refreshing conversation. Thanks for coming out to meet me . er h - Th - - -

e b their contacts. This is a unique

social media activity, provided that
the post shared by the respondent
refers to the respondent.

Also, the post provides information
about how ties are networking
online yet combining the online
social networks about the activity.

ece 103 1 comment

Figure 18 - Self-Disclosure

TR —. - The participant made self-

S s ARPRIN  W disclosure about their routine and
ey nioghoishiva i Mookl events that they attend. It is also
-t + Follow apparent from the content shared
f el bk S o that the respondent is managing

established in 2010. Listen to his talk on Startup growth at Futur

ties by actively engaging them on
social media and reporting data of
offline networking activities.

\ | | k 1 In terms of response from other
) ‘ It g"s?z’orzez-\\\\ ) ties in the network of this

‘ respondent, it is observed that it is
responded by several ties, giving
likes to the text shared and making
comments on the post.

CcCe

Figure 19 - Self-disclosure
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?‘ . Helping Start u Build m ght & Optimized Teams | RPA | BlockChain | C
<9 2w - Edited

Finally, Annual General Meeting concluded in Islamabad with a notion, let us all
strive together and work for the betterment of the ICT in Pakistan.

rosu | + Follow

We closed September with our Annual General Meeting 2022, attended in

person and remotely by top 2aders & decisionmakers from
across Pakistan. see more

]

B 0 _23 others

e 43 1 comment

Participant regularly made posts on
their professional social media
networks. The content of these
posts was professional and was
directly addressing professional
ties in their network. In addition,
the participant uses hashtags and
tags to make the content
personalised and optimised.

Another aspect to be noted here is
the term "Edited™ appearing near
the posts — indicating that the
participant relies on data curation
to make regular posts.

Figure 20 - Self-Disclosure on LinkedIn

N ik posted this

We Stand Together.
n LinkedIn

April 7, 2020

€038 3 comments - 8 reposts

The participant shared a blog
on their professional
networking account.

The nature of content
included in this blog post is
professional and directly
addresses the critical
stakeholders in their industry.

Extensive use of text and
pictures can also be observed
in their blog.

Figure 21 - Self-Presentation on LinkedIn
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yosted this

Damaging impact of COVID19 on Asian Startup Industry.
simmeevn e ON Linkedin

March 20, 2020

The participant shared a blog on
their professional networking
account. It is noticed that the
number of responses from other
ties on this content is relatively
low.

012
Figure 22 - Self-Disclosure on LinkedIn
et Participant has made self-
l ! Helpg Startups Build Right & Optimized Teams | RPA | BlockChain | CI.. disclosure on their professional
"1d « . - .
_ social media account. In their
LOOKING FOR - AZURE EXPERTS INHOUSE - / Jgies

«Experience with infrastructure management and monitoring.

-Microsoft Azure Platform As A Service ( PaaS ) products such as Azure SQL,
AppServices, Logic Apps, Functions and other Serverless services
«Understanding of Microsoft Identity and Access Management products such
including Azure AD or AD B2C

-Microsoft Azure Operational and Monitoring tools, including Azure Monitor,
App Insights and Log Analytics

You will establish configuration management, implementing fully-automated
continuous delivery solutions, build CI/CD pipeline. Building highly resilient
cloud eco-systems capable of high availability and scale

RE
SL
Ini ahore Office.

Microsoft Azure#azurecloud#azuredevops

e& 31 2 comments - 1 repost

post, they are reaching out to the
ties in their network to gain a
suitable employee for the
venture.

Figure 23 - Self-Disclosure on LinkedIn
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-

q
i disclosure by sharing
6 D Dvekogmart EPudatbetlg S broupyietigles  [RRAEIN entertainment content on their
I dedicated this clip to all my software engineer friends & LinkedIn account. AlthOUgh the
nature of the content shared in this
self-disclosure is humoristic, the
When you work on your friend's code participant has personalised the

ik reposted this The participant makes self-

content while addressing their ties
in the network.

Once again, it provides evidence
that the respondent is making

C® 28 10 reposts
Figure 24 - Self-disclosure on LinkedIn
- : - st Participant made a self-
?‘ ! ?\f\t)lg Startups Build Right & Optimized Teams | RPA | BlockChain | CI... disclosure in thlS postl |n

Technology Development Fund is among the best initiatives taken by Federal .
Govt. powered by the collective efforts of Industry & Academia lear ...see more entertainment content on

e iy

the post, the participant
has received by sharing

n's initiative of funding academia based startups through

their LinkedIn account.

nuar ussans and 134 others 7 comments

Figure 25 - Self-disclosure on LinkedIn
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o e kK likes this “ee

; e = * 20d
I Entrepreneur | Software Engineer | Trainer | Public Speaker | 5...
2h-®

I'm happy to share that I'm starting a new position as Founder at |

+ Follow

The participant is observed
actively engaging with other
content through symbolic
engagement, i.e., posting likes.

Figure 26 - Symbolic engagement with others’ content on LinkedIn

{ ¢ likes this “ee

+ 3rd+
cial Intelligence | Digital Networke...

+ Follow
W o coited - ®

Thank you

Crown Prince of Dubai, Chairman of Dubai Executive Council, and Chairman of

the Roard of Trustees of the Dubai Future Foundation. for vour visit . see more

The term 'Edited" appears near
the post — indicating that the
participant relies on data
curation to make regular posts.

Figure 27 - Symbolic engagement with others’ content on LinkedIn

4.9K friends + 172 mutual

woOovweSSITow

The participant has
adopted a content
management strategy on
two social media
accounts. Such as, the
selection of profile
pictures and background
pictures among their self-
presentation is casual on
Facebook compared to
their LinkedIn profile.

Figure 28 - Self-presentation on Facebook

About Places lived
e Lahore, Pakistan
Work and education

Lahore Cantonment
Places lived e
Contact and basic info # Islamabad, Pakistan
Family and relationships
Details About Malik w Karachi, Pakistan
Life events
Friends

Allfriends  Mutual Friends  Recently Added ~ Work  Currentcity  Hometown  Followers  Following

Participant has provided
referent, interest-related and
contact-related information
on their Facebook profile.

Figure 29 - Self-presentation on Facebook
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i
‘- o

Old Buddies Know Love for Chai ... Chah and Chaa from @ mera bhai ! .;om

7Y Like ) Comment &> Share
- amary sath bi chae ka plan banae & Lets have cup of tea

and it will be honor for me to have some moments with such a amazing tech
person .
Like Reply v
9 View 3 previous replies

' 1 come over to AppsGenii in next week.

Like Reply oh
9 View 1 more reply

View 1 more comment

The participant is observed to be
clearly distinguishing between the
choice of content used on
Facebook vs LinkedIn.

Figure 30 - Content based engagement with others' content on Facebook

12 others
- ©

And... they said Techies are BORING @

O0%

id competitors

The participant is observed to be
clearly distinguishing between the
choice of content used on
Facebook vs LinkedIn. For
example, this video is posted on
Facebook by a participant who is
enjoying a music night with his
friends.

The post received a relatively large
number of responses from ties in
their Facebook network.

Figure 31 - Self-disclosure on Facebook
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Profile 3: The following are netnographic data and reflective diary notes of a participant who
reported a high level of privacy concerns. The participant provided consent to collect data
from LinkedIn and Facebook.

Planning | Management = | | Participant has disclosed
limited information in their
LinkedIn profile. The details
about the job and

\ | . qualifications are shared on

< &) a the profile. No profile picture
is available, and no contact
details have been shared. The
names of participants on
Facebook and LinkedIn are
different.

1A, CGMA, MBA
s s @ CIMA

Financial Analyst | Financial Planning Analyst (FP&A) |
Management Accountant | Finance Business Partner | Data

DUUT LUNECULIS

Per the privacy settings of
participants on LinkedIn, |
cannot check how many
followers they have and how
many have increased during
the observation/netnography.
Figure 32 — Self-presentation on LinkedIn

- SOMA, MBA Finacecommeniedon i Although limited, the participant makes

P content-based engagement with others'
'p, et i e gt s s Diectr content. But to make these content-based
engagements, participant relies on the
available option provided by LinkedIn,
such as "congrats".

N
—
e

Starting a New Position
¢ 14, MBA Finance and 135 other 68 comments
o OLike & Comment 1) Repost < send

Add a comment
) (O~
Most relevant =

g WA, CGMA, MBA Finance « 15t
. Financial Analyst | Financial Planning Analyst (FP&A) | Managemen
Congrats\ y, wishing you all the best
Like - @1 Reply
L kh
¥ A 52P Sales Enablement

Thank you Al |. Greatly appreciated.

Figﬂréﬂn‘éB - Symbolic engagement with others' content on LinkedIn
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BA Finance -« st cee
1 s eran oy s s 1y ANalYst (FP&A) | Management Acc...
O 4mo-®

[ ARA i « 2nd
&% amo - dited - ® + Follow

To preserve your humanity in a time when everything has become brutal....
Is something that deserves respect and appreciation !!!! M_V

...See more

Participant shared a post from
another tie on LinkedIn. No
personalised message or text is
used while sharing this picture.

Figure 33 - Symbolic engagement with others' content on LinkedIn
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?

Living in a fast-changing world requires us to change our approach and
thinking on Finance, Accounts, Forecasting, Budgeting, Cost,risk and to roll
out management systems that can not only help management avoid negative
consequences, minimize losses, and also turn risks into opportunities. To
succeed in this undertaking, FPA should come forward with courag ...see more

O:z 2 comments

- T & Like & comment r.'J Repost <7 Send

ance « st
‘ t (FP&A) | Management Acc
Strategic foresight taught me to offer a way forward. Its objective is not to
predict or forecast the future but rather to make it possible to imagine multiple
futures in creative ways that heighten our ability to sense, shape, and adapt to
what happens in the years ahead. Strategic foresight doesn't help us figure
out what to think about the future. It helps us figure out how to think about it.

o 1 comment

- & Like &) comment E'J Repost 7 send

ﬂ MBA Finance - 15t

ing Analyst (FP&A) | Management Acc

Scenario planning has long been a key part of an organisation's strategy. Itis
especially important in times of volatility, and the coronavirus outbreak is one
of those times.

Scenario Planning allow organsiaitons to think ahead and make changes to
procedures and operations if necessary on priority basis

a1 1 comment

& Like & comment C’J Repost <7 Send

MBA Finance -« 1st e
ing Analyst (FP&A) | Management Acc

Finance people recagnize the links between short-term non-financial
indicators and long-term financial impact. For example, the metrics used to
assess the strength of an organization's people derive from staff engagement
and satisfaction surveys. They are not financial indicators, but their
deterioration will inevitably lead to financial issues such as increast ..see more

- [5 Like @ Comment F‘j Repost "v Send

The participant makes self-
disclosure on social media for an
interval of 2 months. Their past
post can be observed in this
picture. The content shared here is
not personalised or optimised in
terms of no hashtags being used
nor any other ties in the network
tagged in the post. However, it is
essential to note that the content
shared receives a minimal response
(likes, reposts or comments) from
other participants in their network.

Figure 35 - Self-Disclosure on LinkedIn

¢ ACMA, CGMA, MBA Finance likes this sl
‘ | A3l Jags « 20
ent - Business Development » Omnichannel + Follow
1d.®

I'm happy to share that I'm starting a new position as Senior Specialist Market
Intelligence at & 5,33 Ministry of Culture!

R
%

Starting a New Position

Figure 36 - Symbolic engagement with others' content on LinkedIn
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The respondent has not
shared a profile picture on
Facebook. The names of
the person on LinkedIn and
Facebook are also
different. Overall, very few
posts were made by the
participant during the
observation period. Most 0
these posts were for
general entertainment
without customisation, i.e.,
hashtags or tagging other
ties in the post.

Figure 37 - Self-presentation on Facebook

WM - &

i Teachers

@ 5:00 PM - @

(5]

Respondent rarely shared content
on Facebook. Mostly, these posts
are related to entertainment content
shared from other social media
pages.

Figure 38 - Self-disclosure on Facebook
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Posts About Friends

About

Overview

Work and education
Places lived

Contact and basic info
Family and relationships
Details About Samee

Life events

Photos

Videos Check-ins

Work

@ No workplaces to show

College

z No schools to show

High school

2 No schools to show

More

A minimal degree of self-
presentation. Provided
there is no information
provided about
respondents’ previous
workplaces or alma
matters.

Figure 39 - Self-presentation on Facebook
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