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Abstract 
 
Social connections through networking events has been some type of common methods on 
creating new business contacts. Nowadays, business social networking has been transformed 
from traditional to virtual way of engaging. This transformation is the result of social media 
and internet services. Therefore, the involvement of women to be part of online business 
become phenomenal all over the world, especially in Southeast Asia. This study was designed 
to investigate how women online business create and sustain social networking in online 
business through case study in Sabah. Women online business have their own way to build and 
maintain social networking in cyberspace. Through in-depth interview with informants, the 
uniqueness of relations have been formed with stakeholders. The relationships in this online 
business exist through modern ways based on internet services. Online trust, all the time 
connected, word of mouth, sharing pages, promote though testimonies are amongst important 
aspects to build a good social networking in online business. With a good social networking, 
women online business believe they will sustain and have the ability to maintain the existence 
of their business in the cyberspace.  
 
Keywords: women online business, online social networking, women and business.  
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1. Introduction 

Virtual services show the other way of creating a social relationship. Internet services boost 
the users to transform traditional to virtual way of engaging through cyberspace. The 
relationship that has been formed will affect the way of social interaction in the cyberspace. In 
other words, the internet –powered has fundamentally changed group-forming in human being 
(Hayes & Malone, 2009: 5). Internet access in business construct the social fluidity in the 
cyberspace. Same goes to the women online business, they can create their own approaches to 
tackle the customers, invisible boundaries and invisible in the context of gender. Women online 
business have the freedom to be visible in cyberspace because it enables them to interact with 
netizen without gender bias issues. These developments help the women with a strong potential 
of empowerment (Marzocchi & Bonewit, 2015: 5). For women all around the world, the 
internet offers potentially transformative benefits especially opportunity to be entrepreneur 
(Intel, Dalberg, & GLobeScan, 2012: 30). In connection with the usage of internet, social media 
plays an important role in online business. According to Scott (2010), social media enables 
netizen to share ideas, thoughts, content and interpersonal relations. Therefore, social media 
influenced the way women online business communicate. Communication in social media 
helps the women online business get to know the potential clients to meet their needs in 
effective and efficient way (Jucaityte & M Mascinskiene, 2014). This article particularly focus 
on the elaboration of the way women online business build and maintain their social 
networking in cyberspace, case study in Sabah. Qualitative method applied in this research 
through in-depth interview with content analysis to elicit the explanation about each aspects 
that stated by the informants. Two informants is chosen to represent the case study. 
 

The concept of social media and its impact on communication construct social networking 
of women online business. Social media is a tool that allowed the users to become an active 
designer of the content, to communicate with each other actively, create and exchange various 
information (Garnytơ & Perez, 2009). The interaction stability in online business is significant. 
This is because of interaction through social network enable the entrepreneurs to extend their 
networking towards more potential customers. Thus, the unique way of women online in terms 
of build and maintain their social networking through social media will be discussed in this 
paper.      
 

2. Social Media & Women Online Business 

When social network sites emerged, people were given a new structure for connecting to people 
around them (Boyd, 2015). Women online business take the opportunity to explore social 
media with the purpose of product marketing strategy through a strong social networking.  As 
emphasized in Whiteley, S., Elliot, K. & Duckworth, C. (2003), there are three facts about 
women in online business. Firstly women businesses today generate more than half the private  
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sector output of our gross domestic product. Secondly, women –owned business employ more 
people than the fortune 500 companies combined, and third women who start business have 
the same motivation as men self-actualization, personal achievement and autonomy. In this 
study, the findings show that some of social media being exploited by the women online 
business, such us Instagram, Facebook, Twitter and World-Wide Web (WWW). The 
Informants explained that they have been exploiting the social media at the same time. They 
use Instagram, Facebook, Twitter and WWW as platforms in doing business. Findings show 
that they are required to use more than one social media to catch the customer’s attention. 
Furthermore, Informant 1 said that using more than two social media can boost the followers. 
Informant 2 said that they usually do Social Sycn between one social media with another. Based 
on the findings, social media create opportunities in a high number of social interactions 
especially for the business side (Fischer & Reuber, 2011). This is found to be the case, women 
online business seek the opportunities in cyberspace through social media to build their social 
networking. Skill development in social networking is a starting point for women to be 
entrepreneurs. These findings fracturing by Moore and Buttner, (1997), that until the beginning 
of the 1980s almost nothing was known about female entrepreneur. 

2.1. Online trust 

A key assumption is cyberspace-mediated communication, such as interaction in social media 
undermine trust because it wipes out the face-to-face interaction (Dutton & Shepherd, 2003). 
Wallace (2001), argued the reduced communication channel makes it harder to observe vital 
non-verbal physical cues. Nevertheless, a strong arguments from Ben-ner & Putterman (2002), 
saying the trust can be enhanced by making effective use of vast amount of information and 
new forms of online social networks available through internet-based interactions. The findings 
show that online trust is vital in online business. There are ways as basis to build online trust 
based on the informant explanation. Informant 1 said that the reputation is one of the way to 
get the trust from the customers and potential customers. A good reputation of the product will 
help the women online business to build the customers trust. Resnick (2000), also conclude the 
reputation as the recommender system or social navigation that provide a mechanism for 
judging who is trustworthy when parties lack a personal history of past experience with each 
other.  

“The most important thing is the trust from the customer, if they are 
still 50:50 trust with your product then you will face another difficult 
problem to continue the business. How to get the trust from the 
customers? You need to have a good reputation trough testimony of 
your product” (Informant 1)  

 

“Well, the trust need to be there, or else you couldn’t do much. Your 
customer need to have the trust on you or your product. Your product  
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need to be recognized, ya… of course. From the recognition then at 
least you got their hands” (Informant 2) 

 

Informant 2 stated that the product that they are offering need to be recognized as the 
credibility for them. It is a positive signal for the entrepreneur as the trust is exist. Informant 2 
explained, if the customers recognized their products they have a good history of the product 
that are offered. As a result, they build a strong trust in the cyberspace and the information they 
obtain from it (Corritore et. Al, 2003).    

2.2. Testimony 

Feedback from the customers build the reputation of women online business. Therefore, 
women online business need to have good feedbacks from customers to utilize it as their 
weapon to pursue the market of their product. Good viral customers’ testimonial can help the 
women online business improve their reputation, build the trust and maintain the social 
networking in cyberspace. Ba & Pavlou (2002), find that testimony affect customer trust. If 
woman online business built the trust from existing customers and they spread it out through 
testimonial postings, number of the potential costumers would be raised as well as explained 
by Informant 1.     

“Testimony from the customers are most important thing to boost your reputation. 
Because of the feedbacks could represent the quality of the products. I always snapped 
the picture of the testimony and I posted it online. Another thing is, it could be viral! 
Your customer even double, triple and more.” (Informant 1) 

“From the testimony, usually I will get a lot of ‘likes’ at the pictures of the product 
that I posted. Hashtag of the product I will never forget to put when I post the 
testimony from the customers” (Informant 2) 

The postings of testimony can help women online business to get additional followers to 
be the potential customers. Indirectly, social networking web become wide spread. Informant 
2 said she put the hashtag (#) in each of her customers’ testimonial postings to get recognized 
by the potential customer. With the hashtag, potential customers just need to put keyword of 
the product to find some reviews on product that they are looking for. Therefore, testimonial 
postings and hashtags are powerful in the perspective of women online business. It help women 
online business to build and improve their social networking in social media. 

2.3. All the time connected 

Berthon (2012) argued an easy access of the social media can create large number of users. 
Therefore Ashworth (2011) said that social media benefit the entrepreneur to build a stronger 
relationship with the customers. Based on the findings, both informants said that they need to 
be connected to the internet whenever and wherever they are.  
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“If you are doing online business, you have to be always available. 
Answer all the questions, response for the orders and payments and of 
course with the fast response. Let say to be always online.” (Informant 
1) 

“I have to be connected to the internet. I have to be aware of the 
notifications from my social media. You know what? The costumer 
waiting for your response like now if they commented to ask about your 
product. Once you committed to be in this business, you have no 
choice! Well I love to do these things, so no problem with me.” 
(Informant 2) 

The statements above showed that all the time connected is related to the prompt response 
to the customer. The internet is considered a revolutionary way to connect people was 
emphasized by Hayes, T. & Malone, M. S. (2009). Hayes, T. & Malone, M. S. (2009) 
mentioned with internet, it allows everyone to create their network access and communicate 
with the others.  The finding showed that customers demand for women online business speedy 
responses. Anzulis (2012) also stated that the costumers have high expectation of the instant 
responses through social media. The customers also expect the updates from the women online 
social media page. It could be updates of the products that being offered or even the current 
news about general topic. 

“Keep posting or update on your social media page is a must. For 
example, just keep posting the information of my products. Just to keep 
my social media page alive in attractive way. Or any viral things, 
current trend and all, those things you have to be well aware, and you 
can share” (Informant 1) 

“One more thing, as a woman online business, I have to be well aware 
of what is happening. I mean about the current issues and all and I will 
share these things, but…. It has to be reliable information ya. This is 
one of the way you can still exist and your followers will see you around 
in the social media, you know.” (Informant 2)  

The statements explained about the important to have regular updates and exist in the 
cyberspace. The informants stated that they need to keep their social media active through all 
the postings. The purpose of this is to shows that they are active and ready to receive or 
response any comments and questions. Because the interaction in cyberspace considered as 
opportunity or even potential clues to the woman online business. Those activities in the 
cyberspace represent that they are all the time connected.   
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2.4. ‘Sharing rituals and traditions' 

In cyberspace with non face-to-face method communication, the power of ‘sharing rituals’ is 
needed. Shared consciousness is the deep sense of connection that members feel toward one 
another, and the collective sense of difference from others not in the community (Hayes & 
Melon, 2009).  

“We have this group, it’s among us, the owner of the business as well. 
We can share certain info, share problems and solutions. One more 
thing, we will also help each other to share our page as well, so that 
when they share, my followers become like boom!” (Informant 1) 

 
“I have the group that really helping me with all my problems. They 
are always support and give the solutions. We are always chat and 
discuss to each other. What they know, it’s going to be what I know as 
well. This is going to be our ritual” (Informant 2) 

 
 All the online communities have to be mindful of the rituals power (Hayes & Malone, 
2009). Based on the result, shared rituals in online community is one of the factor to boost the 
followers on their social media. In other words, the women online business exploit the group 
as a medium to expand their social networking. Not only share the knowledge and problems, 
the group also help each other to share their social media pages. Thus, the sharing knowledge 
and problems is considered moral support for one and another. Informant 1 said she always get 
the support from the members of the group about her problems. The members of the group 
always suggest solutions to every problems. Rather than that, each member of the group shared 
others social media page as they do the marketing to expand the social networks of other 
woman. Sharing rituals become a tradition for the women online business.  

2.5. Word of mouth 

More empirical studies revealed that positive word of mouth has an impact on new consumer 
attractions (Jones & Reynold, 2006). Mikalef, et.al (2013) said that users tend to share 
information on a product that they have seen and would be of interest to friends and peers. This 
is supported with the result. 

 

“The most powerful is among friends and family, they are a good marketing strategy. 
They informed their friends, colleagues and neighbors. Family and friends will inform 
their friends, colleagues and neighbors to check my page, either Instagram, Facebook 
or Website. Sometimes my suppliers also do the same.” (Informant 1) 
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“I always inform my family members, uncles, aunties, cousins and all to promote my 
social media page to their friends. Some of my regular customers are my auntie’s 
friends. This way is really help me to expand my social network as well. But then, 
other customers will do such a thing to let other people know about the product” 
(Informant 2) 

The intention of social media users to share information with peers about products or 
services which they find relevant or interesting through such platforms. Finding shows that the 
cyber community like to share the information among them through social media. The social 
networking that already created have exploited by the entrepreneurs. The other way to share 
the information within cyber community is through the offline communication which to spread 
it out to the peers. Thus, the word of mouth system in women online business both through 
offline communication and online communication.  

2.6. Secret of being center of attention 

As women online business, they are being pushed to bring their products up to the center. As 
discussed with Informant 1, attention from the customers is the key to bring your business 
visible in cyberspace. At the same time, Informant mentioned that shares their social media 
pages could soothe their business prestige. In fact, they need the other online business partners 
to share their pages. Instead of the thoughts about competitors, women online business think 
about how to exploit this relationship into benefit.   

“If everyone talking about you, that means there’s something special with you, either 
it’s positive or even negative. Well, hmmm it’s the same thing goes to this business. 
It’s on the internet, how to be recognize? Get the attention! How to do that? Get your 
friends in the same business to share your page online, or an outstanding testimony, 
put it up every time you got it, share the good quotes, info or news, those kind of things. 
Just don’t miss in action!” (Informant 1) 

“People always talk negative about attention seeker. But here in this business, make 
it possible from invisible to visible through online business. And if we talk about 
women, we are really good to catch the attention huh? Haha… But in this business, 
you need to build the strategy to get customers attention. For example, put the catchy 
picture and catchy caption as well, in Instagram for example, put a lot of hashtag for 
the high possibility for your potential customers to find you” (Informant 2) 

Same situation with Informant 2, positive thoughts could have brought them to the better 
path of their business. Being an attention seeker, Informant 2 declared that it helped them to 
catch the customers. Positive vibes through sharing some quotes, information and news, 
hashtags and catchy captions on the picture of the products are among the strategies to be the 
centre of attention in cyberspace.     
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2.7. Nonverbal (Language) 

Communication through cyberspace predominantly done by nonverbal to describe the 
messages. The language that one using in cyberspace will affect the relationship with others 
(Hayes & Malone, 2009). Informant 1 explained that the language is their tools to build a good 
communication with the customers and potential customers. The definition of the nonverbal 
communication in women online business broad to the object that they share as to represent 
themselves. Informant 1 really concerned about what she wants to share and the language that 
she will use. It need to be polite, understandable and persuasive at the same time.   

“One more thing, the language that you’ve used. If I want to post anything on my 
social media pages, either Facebook or Instagram or Twitter or Website or anything 
else, I will really concern about the language that I’m using. It has to be polite, easy 
to understand and persuasive at the same time. Bare in mind, whatever posted on the 
page will represent yourself and your products. The language is the ammunition“. 
(Informant 1) 

“Okay this is interesting, we’ve been talking about how to catch the customers in 
online business, how to do that through cyberspace? Of course communicate through 
the sentences that I’ve posted on your social page. Remember the most important thing 
in online business is the trust from your customers, they can see it through the 
language that I’ve used. What else? Through the pictures that I’ve shared, through 
the news that I’ve been posted”. (Informant 2)  

Informant 2 explained through the language they use, it can build the trust between 
woman online business and the customers. The woman online business mentioned nonverbal 
communication include the pictures and the news that they’ve been posted. In their standpoint 
the nonverbal-language include the object that they share which are pictures, info and news, 
the caption of the pictures should be proper, understandable sentences, persuasive and clear.  

This study found some keys to sustain and build social networking among women online 
business. As the conclusion, online trust, promote though testimony, all the time connected, 
shared rituals and traditions, word of mouth, secret of being centre of attention and the 
nonverbal (language) are amongst the important parts to build a good social networking to 
sustain and maintain the existence of the business in the cyberspace. 

3. Acknowledgements  

The data are based on the interviews that have done in February and March 2016 with two 
informants. This work sponsored in part by Faculty of Development and Multicultural Studies, 
University College Sabah Foundation (UCSF). The authors gratefully acknowledge extremely 
valuable efforts from the 2 informants and UCSF.  
 
 



   ISSN 2655-8424                                                                    
 

 288 Vol. 3 2019 

 

4. References  

Ashworth, C. 2011. The Impact of Social Media on SME Online Retailing in the Fashion 
Sector. Liverpool, UK, 5-7th July 2011. Patterson, A. and Oakes, S.: Academy of 
Marketing, Liverpool. 

Barefoot, Darren, and Julie Szabo. 2009. Friends with Benefits: Online Marketing with Blogs, 
Facebook, YouTube, and More. San Francisco: No Starch Press. 

Ba, S. and Pavlou, P.A. 2002. Evidence of the effect of trust building technology in electronic 
markets: price premiums and buyer behaviour. Journal MIS Quarterly, Vol 26 (3): 243-
268. 

Baker, T., Aldrich, H. & Liou, N. 1997. Invisible Entrepreneurs: The Neglect of Women 
Business Owners by Mass-media an Scholarly Journals in the USA. Entrepreneurship 
and Regional Development, 9:221-38. 

Ben-Ner, A. and Putterman, L. 2002. Trust in the New Economy. HRRI Working Paper 11-02 
University of Minnesota, Industrial Relations Centre: Minnesota. 

Berkman, Robert. 2008. The Art of Strategic Listening: Finding Market Intelligence in Blogs 
and Social Media. Ithaca, NY: Paramount Market Publishing, Inc. 

Bo Fu, and Declan O\'Sullivan. 2008. User Centric Trust-Based Access Control Management  
for Ubiquitous Computing Environments. In Proceedings: 5th International IEEE Workshop 

on Management of Ubiquitous Communications and Services, at IEEE/IFIP Network 
Operations and Management Symposium 2008 (NOMS 2008). (pp. 265-274).  

Bradburne, A. 2007. Practical Rails: Social Networking sites.  UK: Apress. 
Bruni, A., Gherardi, S. and Poggio, B. 2004. Gender and Entrepreneurship: An Ethnographic 

Approach. Routledge, London, forthcoming. 
Bruni, A., Gherardi, S. and Poggio, B. 2005. Gender and Entrepreneurship: An Ethnographical 

Approach. Canada: Routledge 
Berthon, P. R., Pitt, L. F., Plangger, K. and Shapiro, D. 2012. Marketing meets Web 2.0, social 

media, and creative consumers: Implications for international marketing strategy. 
Business Horizons, 55 pp. 261-271. 

Boyd, D. 2015. Social Media: A Phenomenon to be Analyzed. Journal of Social Media and 
Society. DOI: 10.1177/2056305115580148.  

Corritore, C. L., Kracher, B., & Wiedenbeck, S. 2003. On-line concepts, evolving themes, a 
model. International Journal Human-Computer Studies, 58 (2003): 737-758. 

Daniel Richter, Kai Riemer, and Jan vom Brocke. 2011. Internet Social Networking: Research  
State of the Art and Implications for Enterprise 2.0. Business & Information Systems 
Engineering, 3 (2), 89-101.  

DeAndrea, D.C., Ellison, N., LaRose, R., Steinfield, C., and Fiore, A. 201. Serious social 
media:  

On the use of social media for improving students’ adjustment to college. The Internet 
and Higher Education, 15(1), 15-23.  

Dhameja, S., K. 2002. Women Entrepreneurs: Opportunities, Performance and Problems. 
New Delhi: Deep Publisher (P) Ltd. 

Dobson, Amy Shields. 2011. The representation of female friendships on young women’s  
MySpace profiles: the all-female world and the feminine ‘other’. Youth Culture and Net 
Culture: Online Social Practices. (pp. 126-152).  

Dwyer, Catherine. 2007. Digital Relationships in the 'MySpace' Generation: Results from a  
Qualitative Study. 40th Hawaii International Conference on System Sciences (HICSS). 
Waikoloa, HI. 



   ISSN 2655-8424                                                                    
 

 289 Vol. 3 2019 

Erickson, L. B. 2011. Social media, social capital, and seniors: The impact of Facebook on  
bonding and bridging social capital of individuals over 65. Americas Conference on 
Information Systems.Detroit, MI Aug. 

Donath, J. 1999. Identity and Deception in the Virtual Community: Communities in 
Cyberspace. In M. Smith and P. Kollock (eds.), Communities in Cyberspace. New York: 
Routledge, 29–59. 

Dutton, W. H., & Shepherd, A. 2003. Trust in The Internet: The Social Dynamics of an 
Experience Technology. Oxford Internet Institute, Research Report No 3, October 2003. 
file:///C:/Users/User-Pc/Downloads/RR3.pdf (Accessed on 4th January 2018) 

Fischer, E., & Reuber, A. R. 2011. Social Interaction Via New Social Media: (How) can 
interactions on Twitter Affect effectual thinking and behaviour? Journal of Business 
Venturing 26: (1-18).   

Garnyte, M., & de Ávila Pérez, A. 2009. Exploring Social Media Marketing. Aarhus School of 
Business, University of Aarhus. 

Gerlitz, Carolin, and Helmond, Anne. 2013. The Like economy: Social buttons and the data-  
intensive web. New Media & Society, Online First.  

Godin, Seth. 1999. Permission Marketing: Turning Strangers Into Friends And Friends Into 
Customers. New York: Simon & Schuster 

Goodings, L., Locke, A.,, and Brown, S. D.2007. Social Networking Technology: Place and  
Identity In Mediated Communities. Journal of Community & Applied Social 
Psychology, 17 (6), 463-476.  

Greenhow, Christine, and Robelia, Elizabeth. 2009. Informal Learning and Identity Formation  
In Online Social Networks. Learning, Media and Technology, 34(2), 119-140. 

Gregg, Melissa. 2008. Testing the Friendship: Feminism and the limits of online social  
networks. Feminist Media Studies, 8 (2), 206 - 209.  

Griffiths, Richard, and Casswell, Sally. 2010. Intoxigenic Digital Spaces? Youth, Social  
Networking Sites and Alcohol Marketing. Drug and Alcohol Review, 29 (5), 525–530. 

Harrison, R.T. & Mason, C.M. 2000. Venture capital market complementarities: The links 
between business angels and venture capital funds in the UK. Venture Capital: An 
International Journal of Entrepreneurial Finance: 2, 223–242. 

Hayes, T., & Malone, M., S. 2009. No Size Fits All: From Mass Marketing to Mass 
Handselling. London: Penguin Books Ltd.  

Heather A Horst. 2011. Free, Social and Inclusive: Appropriation and Resistance of New 
Media  

Technologies in Brazil. International Journal of Communication, 5, 437-462.  
Hunt, Bill, and Mike Moran. 2008. Search Engine Marketing, Inc.: Driving Search Traffic to 

Your Company’s Web Site (2nd Edition). New York: IBM Press. 
Intel, Dalberg, & GLobeScan. 2012. Women and The Web. 

http://www.intel.com/content/dam/www/public/us/en/documents/pdf/women-and-the-
web.pdf (Accessed on: 10 March 2016). 

Jack, S. 2005. The role, use and activation of strong and weak network ties: A qualitative 
analysis. Journal of Management Studies: 42, 1233–1259. 

Jucaityte, I., & Mascinskiene, J. 2014. Peculiarities of Social Media Integration into Marketing 
Communication. Social Behavioral Sciences. 156: 490-495.  

Koreen, M. 2000. Women entrepreneurs in SMEs: Realising the benefits of globalisation and 
the knowledge based economy. Paris 29–30 November 2000. Background report. 
Workshop No. 3. Financing for women owned businesses. Paris: OECD. 

Krug, Steve. 2005. Don’t Make Me Think: A Common Sense Approach to Web Usability (2nd 
Edition). Berkeley, CA: New Riders Press. 



   ISSN 2655-8424                                                                    
 

 290 Vol. 3 2019 

Leitch, C.M. & Hill, F.M. 2006. Guest editorial: Women and the financing of entrepreneurial 
ventures: More pieces for the jigsaw. Venture Capital: An International Journal of 
Entrepreneurial Finance: 8, 1–14. 

M. A. Jones and K. E. Reynolds. 2006. The role of retailer interest on shopping behavior, 
Journal of Retailing, vol. 82, no. 2, pp. 115-126. 

Marzocchi, O., & Bonewit, A. 2015. Empowering Women on the Internet. Directorate General 
for International Policies: In-depth Analysis for the FEMM Committee. Brussels. 
http://www.europarl.europa.eu/supporting-analyses (Accessed on: 12th February 2016) 

Mellins, Maria. 2008. The Female Vampire Community and Online Social Networks: Virtual  
Celebrity and Mini Communities: Initial Thoughts. International Journal of Media and 
Cultural Politics, 4 (2), 254-258.  

Munoz, Caroline Lego, and Towner, Terri. 2010. Social Networks: Facebook’s Role in the  
Advertising Classroom. Journal of Advertising Education, 14, 20-27.  

Murad Moqbel, and Lauren Little. 2014. Social networking site use among caregivers of  
children with Autism Spectrum Disorders. Proceedings of the International Conference 
on Information Systems (ICIS 2014).Auckland, New Zealand December. 

Moore, D. and Buttner, H. 1997. Women Entrepreneurs: Moving Beyond the Glass Ceiling. 
Thousand Oaks, CA: Sage. 

Orser, B. & Connell, J. 2005. Sustaining the momentum: An economic forum on women 
entrepreneurs. Summary report. Ottawa: Sprott School of Business, Carleton University. 

Resnick, D. and Micheal, M. 2000. Politics as usual: The cyberspace “Revolution”. Berkeley: 
SAGE Publications Inc. 

Ryberg, Thomas, and Larsen, Marlene. 2008. Networked Identities - Understanding  
Relationships between Strong and Weak Ties in Networked Environments. Journal of 
Computer Assisted Learning, 24 (2), 103 - 115.    

Scott, D., M. 2010. The New Rules of Marketing and PR: How to Use Social Media, Blogs, 
New Release, Online Video and Viral Marketing to Reach Buyers Directly. John Wiley 
and Sons.  

Scott, David Meerman. 2008. The New Rules of Marketing and PR: How to Use News Releases, 
Blogs, Podcasting, Viral Marketing and Online Media to Reach Buyers Directly. 
Hoboken, NJ: John Wiley & Sons, Inc. 

Shane, S. and Venkataraman, S. 2000. The promise of entrepreneurship as a field of research. 
Academy of Management Review: Vol. 25 No. 1, pp. 217-26. 

Stedler, H.R. & Peters, H.H. 2003. Business angels in Germany: An empirical study. Venture 
Capital: An International Journal of Entrepreneurial Finance: 5, 269–276. 

Thelwall, M., and Wilkinson, D.2010. Public dialogs in social network sites: What is their  
purpose? Journal of the American Society for Information Science and Technology, 
61(2), 392-404.  

Towner, Terri, and Dulio, David. 2012. New Media and Political Marketing in the United 
States:  

2012 and Beyond. The Journal of Political Marketing, 11 (1-2), 95-119. 
Thurow, Shari. 2007. Search Engine Visibility: Voices that Matter (2nd Edition). Berkeley, 

CA: Peachpit Press. 
Uzzi, B. & Lancaster, R. . 2003. Relational embeddedness and learning: The case of bank loan 

managers and their clients. Management Science: 49, 383–399. 
Verheul, I. & Thurik, R. 2001. Start-up capital: “Does gender matter?” Small Business 

Economics. 16, 329–346. 
Wallace, M. 2001. Sharing leadership of Schools through Teamwork: A Justifiable work. 

Educational Management Administration & Leadership, 29: 153-16.  



   ISSN 2655-8424                                                                    
 

 291 Vol. 3 2019 

Wellman, B. & Frank, K. 2001. Network capital in a multilevel world: Getting support from 
personal communities. In N. Lin, K. Cook, & R.S. Burt (Eds.). Social capital: Theory and 
research (pp. 233–273). New York: Aldine de Gruyter. 

Wilson, F., Marlino, D., & Kickul, J. 2004. Our entrepreneurial future: examining the diverse 
attitudes and motivations of teens across gender and ethnic identity. Journal of 
Developmental Entrepreneurship: 9(3), 177–198. 

Young, K., and Young, K. 2009. Online Social Networking: An Australian  
Perspective. International Journal of Emerging Technologies and Society, 7(1), 39-57.  

Zhao, Shanyang, Grasmuck, S., and and Martin, J.2008. Identity construction on Facebook:  
Digital empowerment in anchored relationships. Computers in Human Behavior, 24 
(5). 1816-1836. 

 
 


