
Navigating the Social Phenomenon: A Strategic 
Exploration of Social Media Engagement in Social 
Venture Creation

Hashim Mir1, Sidra Rana1, Amber Waqar3, Ahmad Firdause Md Fadzil4 & Mahwish Jamil1*

1 University of South Asia, Lahore
2 Faculty of Management Sciences, Superior College of Science and Commerce, Toba Tek Singh
3 Faculty of Knowledge Unit of Business, Economics, Accounting and Commerce, University of Management and Technology, Sialkot, Pakistan
4 Faculty of Business and Management, Universiti Sultan Zainal Abidin, Malaysia

A R T I C L E  I N F O A B S T R A C T

Article history: The purpose of this study is to investigate the intricate dynamics of social media 
engagement in the context of social entrepreneurship. The rising trend of socially 
conscious entrepreneurship over the years has led to a critical knowledge gap in the 
understanding of the strategic linkage between social media and the multifaceted 
elements of social venture creation. This study extracts and synthesizes qualitative 
insights from the existing literature on social entrepreneurship and social media, 
employing Gartner’s framework of new venture creation and social cognitive theory 
as the base pillar to uncover the subtle interplay between social media strategies and 
the core elements of successful social entrepreneurship. This study aims to unveil 
actionable insights into the strategic dynamics of social media engagement in social 
venture creation. The study identifies effective social media strategies tailored to each 
facet of social entrepreneurship. The research not only uncovers challenges associated 
with social media but also contributes to the refinement of existing frameworks. By 
using Gartner's framework, the study positions itself at the forefront of understanding 
how digital platforms strategically influence the elements of Gartner’s framework in 
the context of social entrepreneurship. Through this lens, the research aims to offer 
new perspectives, contributing to informed decision-making in the evolving landscape 
of digital and social entrepreneurship.
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1. INTRODUCTION

In an era distinguished by impactful social 
entrepreneurship, social ventures stand as a transformative 
force, intertwining societal impact with economic 
viability. Venturing beyond conventional business 
models, social entrepreneurship addresses pressing 
social and environmental challenges while fostering 
sustainable economic growth. This paradigm shift reflects a 
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commitment to social innovation and a belief that business 
can be a powerful tool for addressing the complex problems 
facing society. Simultaneously, the latest developments 
in social media have emerged as a transformative force 
that are shaping narratives, connecting communities, and 
redefining the parameters of digital engagement (Nylander 
& Rudström, 2011). 

The expansive reach and immediacy of social media 
platforms empower social entrepreneurs to amplify 
their messages, connect with diverse stakeholders, and 
mobilize support for their causes on an unprecedented 
scale (Kuhn et al., 2016). In this dynamic intersection, 
social entrepreneurship integrates with social media and 
emerges as a powerful driver of social innovation, enabling 
entrepreneurs to transcend traditional constraints, 
amplifying their capacity to address societal challenges and 
contribute to lasting, positive transformations (Kuratko et 
al., 2015).
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The embarkment on this strategic exploration warrants 
contextualizing the significance of social entrepreneurship 
within the static framework model proposed by Gartner 
on new venture creation (Gartner, 1985). Comprising 
individual, organization, process and environment, 
Gartner's model offers a theoretical lens for unraveling the 
intricate dynamics of social venture creation in a digital 
age. However, what lies beneath the surface of this ever-
changing landscape is a backdrop of economic and social 
challenges, a context that augments the exigency of the 
research. Pakistan, with its unique set of economic and 
social challenges, stands at the crossroad of progress and 
transformation (Maqsood & Laghari, 2003).  In 2022, the 
GDP growth rate of Pakistan stood at 6.10%, depicting a 
decline of 0.3% over the preceding year and the current year 
GDP growth rate of Pakistan has declined further to 0.29% 
over the year ("Annual Macroeconomic Report FY - 2023," 
2022). The economic undercurrents are further emphasized 
by the poverty line figures, which reveal that a substantial 
percentage of the population continues to grapple with 
economic instability. The World Bank published a report, 
stating that almost 40% of the population in Pakistan is 
living under the poverty threshold in 2023, with Pakistan’s 
poverty rate having risen from 34.2% to 39.4% in just one 
year (The News International, 2021).

Ensuing the economic downfall, unemployment rates, 
particularly among the youth, remain a pressing challenge. 
The creation of sustainable employment opportunities has 
not kept pace with demographic trends. Over the year, the 
unemployment rate in Pakistan has risen from 6.2% to a 
staggering 8.5% in 2023, with over 15.5 million people in 
Pakistan being unemployed (Statista Market Insights , ILO, 
2023). As we navigate through these statistics, it becomes 
increasingly clear that the conventional approaches to 
economic development may fall short without a paradigm 
shift.

This stark reality accentuates the crucially of innovative 
solutions that can address not only economic growth but 
also social well-being. Contending such socio-economic 
challenges, a myriad of organizations endeavors towards 
societal and economical welfare (Maqsood & Laghari, 2003). 
Social enterprises, community care initiatives and NGO’s 
alike, all work incessantly towards uplifting marginalized 
communities and addressing systematic issues. Although, 
the extent of their impact and the scalability of their 
solutions warrant further examination.

Referencing the backdrop, this research seeks to 
transcend the surface, delving into the intricate mesh 
between social media and social entrepreneurship. 
Therefore, this study aims to strategically exercise Gartner's 
framework to unravel how the success of new social venture 
creation is inextricably linked to the dynamic influence of 
social media. In doing so, this study aspires to contribute to 
the field of academics as well as offer a practical perception 
that could serve as a catalyst for positive change, propelling 
social entrepreneurship towards adroit maneuvering of the 
multifaceted challenges of our time. Through an extensive 
exploration of this strategic intersection between social 
entrepreneurship and social media, this study endeavors 
to lay the foundations for ingenious solutions that hold the 
potential to redefine progress in the broad domain.

2. LITERATURE REVIEW

A fairly considered literature review of the recent studies 
on social entrepreneurship, shows a rising trend in research 
articles published in the domain over the last decade. Thus 
implying that social entrepreneurship is an ever-growing 
field, with a significant amount of research conducted in the 
domain in association with a range of different disciplines 
and aspects. The extant literature review confirms that 
social entrepreneurship is a mature domain of research, 
examined extensively by academic scholars in a range of 
specific themes. 

However, it also highlights the opportunities to cover 
research themes that have not, as of yet, been paid much 
attention by the researchers. Therefore, an in-depth 
review of the literature published in the domain would 
provide a large data set for observation as well as enable 
researchers to revise and speculate on advancing the field 
further. That brings attention to the matter of concern, a 
thematic research on the integration of social media with 
the intriguing field of social entrepreneurship.

Social Entrepreneurship

Over the years, the domain of social entrepreneurship 
(SE) has been recognized by firms and researchers as 
greatly significant (Gupta et al., 2020). Although social 
entrepreneurship emerged as a research field in the 
early 2000s, it has been around as a social phenomenon 
for a long time (Fadzil et al., 2022; Waqar et al., 2020). 
Societies nowadays are searching for more ingenious, 
economical and sustainable solutions towards societal 
issues. A social enterprise is a business organization, that 
runs its operations to achieve some social goals (Mair & 
Martı, 2006). Social entrepreneurship is the phenomenon 
of engaging in business activities, specifically for a social 
cause (Certo & Miller 2008).

The Role of Social Media in Social  
Entrepreneurship

In modern era, the technological boom has led to the 
creation of a highly influential and compelling interactional 
environment; the social media (Garcia-Morales et al., 2018). 
This environment is primarily promoted by the innovative 
age of internet technology as well as the rising trend of 
digital media use among the masses. The technological 
revolution and the fierce vying among enterprises indicate 
that entrepreneurs are constantly looking for ingenious 
ways to differentiate their businesses (Islam & Ozuem, 
2019).

Social media platforms today are employed by 
entrepreneurs to facilitate a range of business activities 
such as marketing, research and development, network 
building as well as crowdfunding (Olanrewaju et al., 2020). 
Extant literature review identifies further use of social 
media in organizational aspects such as in enhancement 
of internal cohesiveness (Toombs & Harlow, 2014), in 
acquisition of human resources (Kaur et al., 2015), and in 
organizational development and learning as well (Jamil et 
al., 2024; Vivakaran & Maraimalai, 2016). 
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The last decade recorded a massive rise in the prompt 
usage of social media by businesses since as early as the 
planning stage of the business, hinting at the vital part 
played by early adoption of social media in successful 
venture creation. The significance of social media platforms 
has been emphasized by Kaplan and Haenlin, along with the 
proposition of some approaches for seamless integration of 
social media in businesses (Kaplan & Haenlein, 2010).

Therefore, the immensity of research revealing a range 
of motives for the uptake of social media in businesses 
is unambiguous (Smith et al., 2019). However, a huge 
proportion of that research is centered around business 
enterprises, with little attention paid to social enterprise 
scenario in the context of social media. This creates room 
for the exploration of social media more specifically in 
the domain of social entrepreneurship, forming the base 
theoretical framework of this research, incorporating social 
media and the model for new venture creation proposed by 
Gartner in 1985.

Theoretical Framework

Gartner ‘s Theory

In 1985, the study on new venture creation presented 
by William B. Gartner offered a fresh perception on the 
entrepreneurial process, the inception of a new venture, 
and the factors that facilitated the birth of a new venture. 
Prior to this paper, most of the research published in the 
entrepreneurial domain was centered around the successful 
entrepreneurial personalities, exploring the intriguing 
differences that might exist between entrepreneurial and 
non-entrepreneurial individuals. It explored questions 
like; “Are entrepreneurs born or made?” and “Can 
entrepreneurial skills be measured and predicted?” (Arshad 
et al., 2023; Davidsson & Gruenhagen, 2020). The model 
proposed by Gartner in his paper facilitated the inception of 
extensive research on the creation process of a new venture. 
It provided the four base elements needed for the creation 
of a new venture i.e. individuals, environment, process and 
organization (W. B. Gartner, 1985; Waqar et al., 2023).

Gartner’s conceptual framework specifies four distinct 
factors that serve as a base for new venture creation. 
Beginning with the individual traits that the entrepreneur 
possesses, followed by the type of organization he aims 
to build (Kuratko et al., 2015), the environment in which 
the new venture is projected to launch (Littlewood & Holt, 
2018) and lastly, the process (Guclu et al.) or system through 
which the new venture is formed. 

Figure 1: Proposed conceptual model for new venture creation – Gartner (1985)

Across time, this framework proposed by Gartner has 
provided base for an uncountable number of professional 
researches, ranging from independent studies conducted 
on the framework’s factors (Brahma et al., 2018) to 
complex researches employing the framework to create 
new venture models such as in social entrepreneurship 
Waqar et al. (2020) and more like factors influencing new 
venture creation process (Kirkley, 2016). However, little 
literature has covered the aspect of social venture creation. 
This factual opportunity led to the development of the 
analytical framework for this research, employing Gartner’s 
framework as a theoretical model and studying the dynamic 
effects that social media has on its components, observed in 
the broad spectrum of social venture creation.

Individual

The last two decades of technological innovation have 
pushed social media forward as a powerful tool for business 
innovation that has its significant influence on individual 
characteristics that impact the creation of a new venture. 
The recent studies on “entrepreneurial opportunities” have 
shown that social networks and activities have piqued the 
interest of researchers seeking to get a grasp on the way 
entrepreneurs identify business opportunities (Fadzil et 
al., 2019; Lim & Xavier, 2015), prior to paving their way 
towards a new venture establishment. 

Indeed, the role of social media is indispensable in 
shaping the cognition and characteristics of individuals that 
are constantly on the outlook of a viable opportunity to set 
out for a new venture. As time progresses, the number of 
social enterprises and social activists has seen a massive rise 
(Maqsood & Laghari, 2003), that are incessantly working 
to address the economic and social problems that prevail 
in the societies. Such entrepreneurs all have a common 
purpose of social welfare and justice (Certo & Miller 2008). 
A set of factors act together upon an individual to give shape 
to his behaviors and personal traits, that thereby impact 
the outlook of the person on life altogether, inexplicably 
altering his thought process and his broad perception.

Organization

A key component in Gartner’s framework is the 
“organization” factor. In the context of new venture creation, 
it refers to the type of organization an entrepreneur is 
trying to establish and caters to the functionality of that 
organization (Waqar et al., 2020). This factor encompasses 
the structural and operational aspects of an enterprise, 
including its governance, management practices, and 
operational strategies. It is the backbone that supports 
the venture’s mission, aligns its resources, and drives its 
strategic objectives (Realyvásquez-Vargas et al., 2017). 

The significance of the organization factor is magnified 
in the context of social venture creation. As observed by 
Waqar et al. (2020), “Social enterprises follow the twofold 
mission of accomplishing both financial sustainability 
and social purpose and, therefore, not fit properly into 
the conventional classification of private, public or non-
profit organizations” Thus operating often in complex 
environments with diverse stakeholders, ranging from 
investors and employees to clients and beneficiaries 
(Achleitner et al., 2012). 
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Individuals who opt for social venture most commonly 
have social and business backgrounds. However, as far 
as social entrepreneurship is concerned, having social 
if not both backgrounds is of greater significance to the 
organization (Dimitratos & al., 2014; Johannisson, 2011).

Addressing the backdrops of “organization” 
component in Gartner’s framework, social media is at the 
forefront of venture creation, facilitating entrepreneurial 
entry("Entrepreneurial entry: The role of social media," 
2020). An emerging body of literature suggests that social 
media enables entrepreneurs to obtain knowledge about 
customers or opportunities, mobilize resources to progress 
their ventures, and manage customer relationships after 
venture launch (Cheng & Shiu, 2019; Zubielqui & Jones, 
2020). 

As observed by W. Wang, et al; “Social media has 
significantly expanded the ability of individuals to network 
by removing geographical, cultural and professional 
boundaries. It allows people, separated by physical distance, 
to overcome the distance barrier to network and manage 
relations effectively”.

This innovation is particularly useful for an individual 
searching for venture ideas that may be based on practices, 
trends, or business models emerging in the geographical 
locations of their network associates. Social media facilitates 
social venture creation process by providing knowledge and 
information to entrepreneurs from a range of domains, to 
support and strengthen their ideas. Furthermore, it allows 
for more effective and seamless interactions, strengthening 
ties and facilitating retrieval of reliable information (Criado 
et al., 2018). It might also provide entrepreneurs with the 
access to new valuable resources or business partners, 
who could pitch in some efforts to ensure the successful 
formation of their entrepreneurial venture and offer 
additional liaison resources (Wang et al., 2020), ultimately 
facilitating the creation and management of a new social 
venture.

Another significant factor affecting the organization is its 
“business intelligence”, which is the key to the development 
and robust functionality of the venture (Dutot & Mosconi, 
2016). Its integration with social media is made possible by 
social media intelligence (SMI), which refers to the dynamic 
combination of business intelligence and social media. SMI 
allows entrepreneurs the reach to a greater audience and 
enhances targeting capabilities, all while being highly cost 
effective.

Simultaneously, it introduces efficiency to the 
advertising and marketing of the business, facilitating 
effective progress within the organization through 
promoted agility(Divol et al., 2012). The extant literature 
review therefore, suggests that social media is a powerful 
dynamic tool that empowers the organizational aspects 
of venture creation and functionality, thereby directly 
impacting and playing vital part in social venture creation. 

Environment

Environment plays a pivotal role in social 
entrepreneurship. The significance of environment and 
its impact on the creation of a new venture have been 

realized previously by researchers (Low & MacMillan) and 
calls have been made to incorporate the concept in social 
entrepreneurship as well (Haugh, 2005).

The significance of environment in social 
entrepreneurship has been recognized by Mair and Marti 
(2006), while the studies from a more recent timeframe 
focus on broader contexts such as social enterprises and 
their legal kinds across countries (Peattie & Morley, 2008), 
or social entrepreneurship and its relation with social 
bricolage (Domenico et al., 2010).

In his highly cited work, William B. Gartner identified a 
number of factors driving environmental variability namely 
living standards, the availability of venture capital, the 
bargaining power of suppliers and buyers and the barriers 
to entry in a market (Gartner, 1985).

In social entrepreneurship, the establishment and 
growth of a social enterprise is significantly influenced 
by the external factors and conditions of its environment. 
It includes the socio-economic, political, legal, and 
technological landscapes that the venture operates within. 
Across the decade, social media has surfaced as a powerful 
force to address these environmental factors and mold 
them into a positive developing force for new ventures. It 
has reshaped the socio-economic landscape, creating new 
opportunities for social ventures (Park et al., 2017). 

In the early stages of social venture emergence, social 
media directly impacts and facilitates social networking 
and communications, opportunity recognition and dynamic 
innovation in the enterprise.

Additionally, social media addresses the need of 
adaption through provision of dynamic understanding of 
technology development, political and legal changes as 
well as the constantly changing market trends (Siegel & 
Renko, 2012). Social media proves to be the most effective 
tool for the comparison, combination, and evaluation of 
information; driving entrepreneurial opportunities (Kolb, 
2014). 

Entrepreneurs with limited knowledge and resources, 
as well as startup ventures are influenced significantly by 
social media as it facilitates them in identifying trends and 
opportunities, leading to successful business endeavors. 
Social entrepreneurs can employ social media for brand 
development, community development, and drive social 
impact. Thus, extant literature review emphasizes the 
“enabler” position of social media, in social venture creation.

Process

Process is the last component in Gartner’s framework, 
that refers to the actions and activities, driving the creation 
of a new social venture. Process divides into manifold steps, 
encompassing the stages of opportunity identification, 
evaluation, development, and exploitation (Martin & 
Osberg, 2007). It also encapsulates the strategies, methods, 
and tools that social entrepreneurs use to pursue these 
stages. A new venture is formed as the result of complex 
interlinked processes that occur across multiple stages 
(Waqar et al., 2020). 

Gartner identified six dimensions to describe the process 
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of new venture creation: Opportunity identification; 
Resources accumulation; Business marketing; Production; 
Organizational building and; Responding to the government 
and society (Gartner, 1985). 

The “opportunity” factor in the process of new venture 
creation has been significantly focused upon in extant 
literature (Perrini et al., 2010), and elaborates aspects like 
opportunity identification, formalization, and evaluation, 
leading to exploitation; with some discussing this 
early phase of venture creation in the context of social 
entrepreneurship (Guclu et al., 2002). 

Catering to the “process” component of Gartner’s 
framework, social media is at the forefront of enabling and 
shaping the activities and actions of social entrepreneurs.

Thus far, social media’s influence on most of the 
dimensions of process has been addressed in discussions on 
“individual, organization and environment” components; 
However, the need remains to address the “opportunity” 
factor in reference with the creation process of a social 
venture.

The process initiates with opportunity identification, 
where social media facilitates the access and analysis of 
data and information from various social media platforms 
and helps social entrepreneurs identify and assess social 
problems and needs, as well as potential solutions and 
innovations (Tosifyan & Tosifyan, 2017).

In the opportunity development stage, social media 
helps social entrepreneurs develop and refine their 
ideas and business models, as well as test and validate 
their assumptions and hypotheses. It also aids social 
entrepreneurs in learning from other successful or failed 
ventures, and benchmark their performance and progress 
(Alvarez & Barney, 2007).

Finally, latest research reveals that social media can help 
social entrepreneurs exploit and scale their opportunities, 
as well as sustain and grow their ventures (Venciute et al., 
2023). By leveraging social media marketing capabilities 
and strategies, social entrepreneurs can reach and attract a 
wider and more diverse audience, and increase their brand 
awareness and reputation. 

Therefore, this concludes the proposition of social media 
playing a pivotal part in social entrepreneurship, especially 
through the process of social venture creation.

Social Cognitive Theory

Social cognitive theory developed by Albert Bandura, 
encapsulates environmental, cognitive and behavioral 
factors, the interplay of which determine a person’s 
behaviors and characteristics (Bandura, 2001). This theory 
is employed as a supporting pillar to the “individual” 
component of Gartner’s framework in this research. The 
role played by social media is significant in the formation of 
the internal dynamics of each of the three factors. 

Firstly, in environmental factors, social media has widely 
impacted the social networking of individuals (Fischer & 
Reuber, 2011) as well as their access to masses and influence 
on others (Fischer & Reuber, 2014; Song, 2015). 

Secondly, to shape up the cognitive factor, social media 
has a direct influence over individuals, through their access 
to vast amounts of information and knowledge available 
on online social platforms. Entrepreneurs can easily and 
seamlessly access any and all kinds of information and real 
time data through interactions with other entrepreneurs 
working in similar domains. This shapes their attitude 
towards the venture and prepares them for what they 
should expect moving forward (Kuhn et al., 2016; Smith et 
al., 2017).

Thirdly, the behavioral factor encapsulating practice, 
self-efficacy and alertness is under the direct influence of 
social media, as it provides all the resources needed by the 
entrepreneurs to be self-sufficient and embark on their 
ventures without the worries of lack of information or other 
intellectual resources required to launch a venture (Park, 
Sung, & Im, 2017). Such alertness to change in markets and 
environment is powered by the unwavering provision of 
authentic and dynamic data via social media channels.

Additionally, social media facilitates problem solving 
via public interactions on the platforms, in a more 
collaborative manner (Drummond, McGrath, & O'Toole, 
2018); an aspect really crucial for entrepreneurs looking 
forward to endeavor toward social ventures. Thus, the 
matter concerned concludes with an emphasis on the 
note that social media is readily shaping the cognition and 
environment of individuals, thereby impacting new social 
venture creation in a way most positive and beneficial for 
social entrepreneurs.

Figure 2: The three factors of “Social Cognitive Theory” (2001).

Integration of Gartner’s Theory and So-
cial Cognitive Theory

This study integrates the theory of Gartner and social 
cognitive theory for a successful venture creation via social 
media. Undoubtedly, Integrating Gartner's framework of 
new venture creation with Social Cognitive Theory provides 
a comprehensive approach to understanding and promoting 
social venture creation via social media.

Integrating Gartner's framework for new venture 
creation with Social Cognitive Theory enables entrepreneurs 
to use social media as a powerful tool for empowering 
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individuals, facilitating collaborative learning, and creating 
supportive organizational cultures, conducive environment 
to social venture creation and long-term impact.

The Gartner’s theory is about four components 
individual, environment, process and organization that are 
required for new venture creation. This study elaborates 
these components with the social media for new social 
venture. Additionally, social cognitive theory is related with 
three main factor environment, behaviour and cognitive. 
The behaviour and cognitive are discussed under the 
individual characteristics and environment is related with 
the same concept of environment in Gartner’s theory. 

This study emphasized on the integration of both 
theories for a successful venture creation through social 
media. Gartner's framework recognizes the complex nature 
of entrepreneurship, highlighting the interaction of personal 
characteristics, external factors, operational processes, and 
organizational structures. When combined with social 
cognitive theory, which emphasizes the importance of 
observational learning, self-efficacy, and social modeling 
in behavior, this integration becomes effective. It enables 
a clearer understanding of how individuals, driven by 
social connections and perceived aptitudes, negotiate the 
complexity of starting businesses in the changing world of 
social media. This comprehensive approach not only aids 
in the identification of possibilities and challenges, but also 
informs tactics.

The following figure 3 describes the integration of social 
cognitive theory and Gartner’s new venture creation via 
social media. 

Figure 3: Proposed model for Social Venture Creation by using Gartner’s 
Theory and Social Cognitive Theory via social media

3. CONCLUSION & DISCUSSION

The advancement in digital media has incurred a 
profound influence on social venture creation by shaping 
the overall entrepreneurial landscape through powerful 
tools such as social media (Karra, 2023). At present, social 
media has become a crucial tool for entrepreneurs to 
master, in order to expand their audience and potential 

customer-base as well as build a successful brand position 
in the competitive business landscape.

An observation of the previous researches depicted a 
direct positive influence of social media usage on business 
opportunities in start-ups (Troise et al., 2022), emphasizing 
that social media platforms play an instrumental role in the 
identification and capitalization of opportunities. Despite 
these facts, there is little literature composed on its usage 
and/or practical implications of social media on social 
entrepreneurship.

This research gap led to this study on social media 
engagement in social venture creation. The study employed 
Gartner’s model to depict the influencing factors in new 
venture creation; in combination with social cognitive 
theory, to highlight different factors influencing social 
venture creation. 

The study findings constitute the diverse effects posed 
by social media on social entrepreneurship and elaborate 
the transformative influence of social media on social 
venture creation. It not only provides entrepreneurs with 
the tools to identify and seize business opportunities but 
also shapes the various factors that drive them to initiate 
their business endeavors (Omorede 2014).

In contrast to previous researches, that showcase the 
influence of social media broadly on entrepreneurship, or 
those that elaborate the causes of social entrepreneurship 
(Ghalwash et al., 2017); this research aims to combine both 
aspects and offer a practical insight on how social media 
influences social entrepreneurship and social venture 
creation.

Practical Implications

The proposed framework could identify the factors 
that affect the use and results of social media for budding 
entrepreneurs, thereby suggesting that entrepreneurs 
have the ability to adjust the moderating factors to achieve 
more desirable results. Therefore, the research has its 
implications lying in the vast domain of academics and the 
dynamic domain of entrepreneurship, providing practical 
insights for entrepreneurs, scholars, and policymakers; 
aiding in the grasp of the concept of social media adoption 
in young ventures.

Future Direction

The proposed model in this study encourages further 
research on social media usage within other entrepreneurial 
contexts, and also warrants empirical testing of the 
framework. It is anticipated that the conducted review 
and the proposed comprehensive framework will lay a 
pragmatic foundation for subsequent studies in the domain. 
Though, it is imperative to conduct empirical investigations 
to scrutinize the model for scholars, professionals, and 
decision-makers.

This will eventually assist the relevant individuals 
in establishing social enterprises, fostering a composite 
model of social entrepreneurship, ultimately stimulating 
economic growth and cultivation of a prosperous society.
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