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This study investigates the use of social media among academics’ in Infrastructure
University Kuala Lumpur. The purpose of this study is to examine the development
of the academics’ personal brand through usage of social media via the lens of
Personal Branding Theory. At the same time, it also seeks to explore whether the
academics staff’s use of social media as part of their professional work has any
impact on the personal brand. The finding of this research was obtained using online
survey questionnaires. A total of 189 academics from Infrastructure University Kuala
Lumpur answered the survey. This study found that the use social media tools and
platforms by academics in Infrastructure University Kuala Lumpur in their
professional work have resulted in increased satisfaction acquired from the

establishment of personal branding on social media.




ACKNOWLEDGEMENTS

It is a genuine pleasure to express my deep sense of gratitudeand thanks to a number
people who have helped me and supported me during the research study. I owe the
success of this research report to my dedicated and understanding supervisor Prof.
Dr. Faridah Ibrahim and Dr. Fatima Mohamad Al Majdhoub who was my previous
supervisor for this research, both whom have patiently provided suggestions and
directions from the commencement until the end of this report, above all their
overwhelming attitude to help the student have been solely and mainly for completing
my work. Their scholarly advice and scientific approach have helped me to a very

great extend to accomplish this Project Paper, so my gratitude goes to them.

I owe a deep sense of gratitude to Assoc. Prof. Dr. Manal Mohsen Abood, Director,
Centre for Postgraduate Studies, Madam AmliHazlin Ahmad Mokhtar, Head of
Postgraduate Programme and Madam Rosinah Ibrahim, Admin Staff in IUKL for
their assistance in providing me their support for understanding and completing my

Project Paper correctly.

I would also thank to all my participants the academics in Infrastructure University
Kuala Lumpur who had kindly participated and cooperated in this research. Without

their cooperation, this research data collection would not have gone smoothly.

Finally, I am also grateful to my parents, my sister, my friends and all the individuals
directly or indirectly- involved in my research, as they also support me during the
process of writing my work such as encourages me and providing moral support until

the final completion of this Project Paper successfully.

il




APPROVAL

This thesis was submitted to the Senate of Infrastructure University Kuala Lumpur
(IUKL) and has been accepted as partial fulfilment of the requirement for the degree

of Master. The member of the Thesis Examination Committee were as follow

Prof.Dr. Faridah Ibrahim (PhD)
Professor
Faculty of Arts, Communication and Education

Infrastructure University Kuala Lumpur

Madam NorzitaYunus
Senior Lecturer
Faculty of Arts, Communication and Education

Infrastructure University Kuala Lumpur

Assoc. Prof, Dr Manal Mohsen Abood
Director
Centre for Postgraduate Studies

M Infrastructure University Kuala Lumpur (UKL)
\

Assoc. Prof. Dr. Manal Mohsen Abood (PhD)

Director

Centre for Postgraduate Studies
Infrastructure University Kuala Lumpur (IUKL)

Date: s /b ( (j],




DECLARATION

I declare that the thesis is my original work except for quotations and citations which
have been duly acknowledged. I also declare that it has not been previously, and is
not concurrently, submitted for any other degree at Infrastructure University Kuala

Lumpur or at any other situation.

/
LAAVENYA A/P RANGASWAMY

Date:




TABLE OF CONTENTS PAGE

ABSTRACT i

ACKNOWLEDGEMENTS iii

APPROVAL iv

DECLARATION v

LIST OF TABLES ix

LIST OF FIGURES 5
CHAPTER

1 INTRODUCTION 1

1.0 Introduction 2

1.2 Background of The Study 2

1.3 Statement of Research Problem 5

1.4 Research Questions 7

1.5 Research Objectives 7

1.6 Significance Of Study (i

1.7 Scope and Limitation of The Study 8

1.8 Definition of Terms 9

1.8.1 Social Media 9

1.8.2 Academics 9

1.8.3 Impact of Social Media 10

1.8.4 Personal Brand 10

1.9 Conclusion 11

2 LITERATURE REVIEW 12

2.1 Introduction 12

2.2 Past Research Findings 13

22.1 Social Media 13

222 Social Media In Academia 15

223 Personal Branding 16

22.4 Benefits And Concerns of Social 17

vi




Media

2.3 Personal Branding Theory
2.4 Theoretical Framework
2.5 Research Hypothesis
2.6 Conclusion
METHODOLOGY
3.1 Introduction
32 Research Design
33 Population Of The Sample
3.3.1 Sampling Frame And Size
332 Location And Subjects Of The Study
34 Operationalization Of The Variables
34.1 Social Media Use For Academics
34.2 Personal Branding For Academics
35 Research Instrument
3.5.1 LikertScale Measurement
3.6 Data Collection Method
3.7 Ethical Consideration
3.8 Pre-Test Study
3.8.1 Reliability Of Instrument
3.9 Pre Test Analysis
3.10 Statistical Analysis Of Data
3.10.1 Descriptive Statistic
3.11 Conclusion
DATA ANALYSIS
4.1 Introduction
4.2 Demographics Analysis

Table 4.1 Respondents’ Age Distribution
Table 4.2 Respondents Gender Distribution
Table 4.3 Respondents’ Ethnicity

Table 4.4 Respondents’ Education Level

22
26
27
28

29
29
30
31
31
31
32
32
33
42
45
46
47
47
48
50
52
53
53

54
54
54
55
56
57
57

vii




Table 4.5 Respondents’ Role Within Education 58

Table 4.6 Respondents’ Faculty 59

Table 4.7 Use Of Social Media 60
4.3 Descriptive Analysis On Independent Variable 60

43.1 The Social Media Use 60
4.4 Descriptive Analysis On Dependant Variable 65

44.1 Personal Branding for Academics 65
4.5 Testing of Hypothesis 72
4.6 Conclusion 73
CONCLUSION 74
5.1 Introduction 74
5.2 Summary 74
53 Discussion of The Result 76
54 Implication of Research Finding 79

5.4.1 Theoretical Implication 79
5.5 Limitations of The Studies 81
5.6 Recommendation for Future Studies 82
5.7 Conclusion 83
REFERENCES/BIBLIOGRAPHY 84
APPENDICES 88

viii




Table 3.1
Table 3.2
Table 3.3

Table 3.4
Table 3.5
Table 3.6
Table 3.7
Table 4.8
Table 4.9

LIST OF TABLES

Sections Questionnaire

Instruments in Research Questionnaire

Distribution of Research items for Demographic
Characteristic

Distribution of research items for Social Media Usage
Distribution of research items of personal Branding
Assessment Strategies

Cronbach Alpha of Reliability Pre-Test analysis
Social Media Use

Personal Branding for Academics

PAGES

34
43
44

44
45
46
51
62
72




LIST OF FIGURES

2.1 Theoretical Framework

PAGES

27




CHAPTER 1

INTRODUCTION

1.1 INTRODUCTION

Owing to its immense popularity, social media users are growing by leaps and bounds.
People appear to rely on social media to stay connected with one another and build
their personal brand. The establishment of digital technology has begun to attract
discussions in various forums. More specifically, calls for academics to employ social
media tools and platforms have emerged in recent years. Universities have started to
widely incorporate digital technology across a wide range of research and public
relations activities so much so that there is even a guide book that has been published
on the subject titled Social Media for Academic: A Practical Guide(Neal, 2012). Then
there is also the introduction of the term ‘digital scholar’ by an academic, D. Neal in
her book, Social Media for Economy : A Practical Guide(2012) which adds weight to

the role technology plays in transforming scientific practices.

However, among academics, only a minority has adopted social media tools to
support their academic expertise. The number has all the earmarks of gradually
increasing as moves towards making research information and distribution accessible
outside the institute, thus allowing academics the opportunity to draw extensive
academic transparency, have turned out to be more predominant in advanced

education (Lupton, 2014).

In 2009, a survey was undertaken by the publishing company, Pearson, using
representative samples of academics in America to inquire whether respondents use
social media more in their personal lives than for professional purposes. However,
latest findings indicate that the professional use of social media has increased since
the survey first began in 2009. More than half or 55 per cent of respondents claimed
that they utilized social media for professional purposes other than in-class instruction
in any event and only 41 per cent utilized it for teaching purposes.

Another study reported to the World News Media in 2015stated that social media

penetration grew by 222 million from 2014 to 2015, showing an increase of 12
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