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Abstract 
 
Having been born into a technologically advanced, wireless internet society, today's younger generation or the Millennial, is in a better 
position to be nurtured as the new age online businesses. They are well educated, self absorbed, have a strong sense of independence and 
highly motivated toward their perception of success. As such, the Millennial generation rushes forward with their marketing strategies to 
start businesses using social media to reach out their existing and potential consumers. While there have been numerous studies about 
traditional businesses, there has been little academic research focused on Millennial and which skills needed to become online businesses 
This paper proposed to measure the association between social media analytical skills and online businesses competencies within the 

Millennial generation. A questionnaire was used whose respondents were 100 online businesses among Millennial. It is hoped that this 
study will significantly contribute to a higher success rate in new start ups of online businesses for the Millennial generation. This study 
will not only enable for further advance the knowledge of Millennial but also to identify key aspects of online businesses competency in 
digital technologies. 
 
Keywords: Digital technologies, Millennial generation; online businesses, online businesses competency, social media analytic skills. 

 

1. Introduction 

Digital technologies have also challenged existing business mod-
els and continue to do so. One of the key driving forces of it is the 
capacity of innovation and the consumerization of information 
technology certainly also plays a role. Digital business is about the 
stage that been seen in many maturity models (in marketing, ICT, 
social, business, etc), the converged or fully connected/integrated 

stage. From a sheer technology perspective it goes beyond the 
famous third platform and the evolutions we are witnessing today: 
cloud computing, the Internet of Things, mobile, Big Data, etc. By 
2020, Malaysia aspires to be an advanced nation on many levels. 
However, it is more than about becoming an advanced economy, it 
is also about building a helpful and inclusive country that has 
ethics and morality and is truly integrated and united. The Elev-
enth Malaysia Plan, 2016-2020, is the next critical step in Malay-

sia's journey to becoming an advanced nation that is inclusive and 
sustainable [1]. For the young generations, who are the nation’s 
hope and most valuable asset, the Government will realize this 
cohort’s potential through capacity building, education, skills 
training, entrepreneurship, sports and volunteerism through the 
implementation of the new National Youth Policy[2,3]. The in-
creasing rate of internet users, online spending and adopting of 
new technologies are the key drivers for the development of E-
Commerce in Malaysia. Government initiatives for the develop-

ment of IT infrastructure and E-Commerce have shown a positive 
feedback from the businesses all over the [4]. There are many 
barriers to starting and operating new businesses and, similar to 
previous generations, the Millennial generation is facing these 
challenges. The Millennial generation is those born between 1980 
and 2000. The 21st Century is the era of the digital economy be-
cause in this century everyone will own at least one smartphone 
[5]. Gradually they will become more ubiquitous, essential and 

sought after by consumers [6]. Access to digital networks and the 

services they provide are significant features of the 21st Century 
[7]. The exponential development in the digital economy is an oft-
cited phenomenon. The other oft-cited phenomenon is green en-
trepreneurship and online access. Businesses look for opportuni-
ties in the field and convert these opportunities into a business. A 
successful entrepreneur needs to exhibit several qualities such as 

planning, controlling, innovation, risk taking and decision-
making. Moreover, the entrepreneur needs to learn entrepreneurial 
skills such as personal skills, technical skills and managerial skills. 
In the last decades, the development and use of technology, inno-
vation and the digital world within a business is now described as 
online business. The new type of entrepreneur goes by the title of 
online businesses which is a combination of digital business, 
green business and the business itself [8]. As this development 

becomes more common, the issue of how starting a digital en-
deavor differs from starting a traditional endeavor grows more 
important; as does finding solutions to the problems specific to the 
digital enterprise. Although previous study have devoted consider-
able effort in identifying characteristics, traits, values, affective 
states and cognitive styles that are associated with online busi-
nesses but the particular competencies that are most critical re-
main elusive [9]. Businesses and managers contemplating new 

digital ventures need to understand the opportunities and hazards 
unique to online businesses. The lack of experience and skill on 
the part of the initiator are the most common reasons a new start 
up. 

2. Literature review 

2.1. Online Businesses 

Online business also referred to as e-business, is any kind of busi-
ness activity that happens online (over the internet).A business 
owner who does any, or all, of their business using the internet, is 
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running an online business. Running an online business can in-
clude buying and selling online, and providing an online service 
[10]. A wide variety of businesses can be found online, in many 
different industries. Anyone can start an online business. If you 
have a unique product or idea, you can find a way to sell or trade it 
online. It's just like a traditional 'bricks-and-mortar' business, ex-
cept your office or shop is online, so you have to decide how it 
will look and appeal to customers . Online business highlights the 

scope for the emergence of a new digital divide. The digital divide 
is gradually moving to one of affordable, reliable, safe and high-
speed access to digital technologies, and ability to use and exploit 
the market to create new opportunities. In Malaysia, 53,285 online 
businesses have been registered with the Companies Commission 
of Malaysia (SSM)and the biggest online businesses such as 
Lazada, 11th Street, Zalora, and eBay [11]. Unexpectedly, many 
businesses are still not using technologies to their full potential 

due to a lack of skills, vision or regulatory barriers. As businesses, 
the Millennial generation needs to have specific traits that will 
help to build up their empires successfully. The Millennial genera-
tion needs to be professional in dealing with customers, persistent 
as the firm grows and be good planners [6, 12]. There are many 
challenges from both external and internal sources that an busi-
nesses will need to overcome for the business to develop. Busi-
nesses play an important role in the economy. They contribute 

both on a large and small scale to the growth of industries in the 
country and therefore should not be ignored by the government. 

2.2. Challenges of Online Businesses 

The main issues for online businesses include skills, infrastructure 
and various aspects of the business setting. In many parts of the 
world, access to affordable, reliable, high-speed broadband infra-
structure is still a problem, including in parts of some developed 

countries [13]. These factors are not just matters of concern terms 
of entrepreneurship, they are even more important in the fast 
changing and fast moving digital world for start upon online busi-
nesses, smaller and newer companies, that are highly innovative 
and therefore riskier [14]. Invigorating the business environment 
includes addressing issues related to entry and exit barriers, busi-
ness creation and closure, data and privacy and security regulation, 
bankruptcy regulation and legislation, access to finance, market 
fragmentation especially for online, ICT provide services and a 

perceived policy bias towards larger firms [15,16]. Inadequacy in 
all of these areas causes friction and costly regulatory ambiguity 
for digital entrepreneurs. There are also some differences in the 
issues facing online businesses, and entrepreneurs more generally. 
For example, many online businesses are ‘born global’ on the 
Internet or have the ability to grow across borders very quickly 
[17]. There are some major differences between traditional busi-
nesses and online businesses. For example, how do they market 

the product itself whether goods or a services? An approach to 
online businesses needs to consider a few questions such as where 
do online businesses come from?  What are the factors can moti-
vate the online businesses? How do they reach the point to launch 
a new endeavour? These questions can be answered by analysing 
the common traits of successful online businesses [18,19,20]. The 
traits usually associated with an ecopreneur include innovation, 
responsibility-seeking and decision making, a desire for independ-

ence, ambition, self-confidence, power seeking, moderate risk 
taking and having personal value orientation [21]. Focusing on 
customer needs has long been the mantra of the marketing profes-
sion. The Internet is a fundamental technology advance on a huge 
scale because it presents no obvious negative externalities and is 
likely to continue to reshape all aspects of business. 

2.3. The Qualities of Online Businesses 

Online businesses are the ones who will take risks in terms of 
success or failure of a new business. They will persevere with a 

new idea until it works and direct all their resources to making the 
process a success. The fear of failing always looms but motivated 
by ambition and the desire to succeed, the entrepreneur sees the 
need in completing a project. Qualities are really important for 
online businesses because the issues are key to successful online 
businesses [22]. The qualities including the ability to identify the 
talent that is required, recruiting that talent (including across bor-
ders), to having the skill to identify new technology-enabled busi-

ness opportunities and bringing them to fruition, either as a new 
venture, or by transforming existing business models, digital 
transformations, and even the successful conceptualization and 
implementation of most information technology projects [15]. 
Business leaders and entrepreneurs need to possess a level of 
technological awareness that allows them to identify new technol-
ogies that will transform and shape their business models to do 
new things, or do things differently and to develop new products 

and services. One of the qualities the online businesses need to 
have is social media analytical skills [23]. The growth of online 
business makes access to knowledge virtually ubiquitous and de-
velops social media analytical skills. It helps online businesses to 
exploit knowledge and opportunities for innovation, growth and 
competitiveness [24]. 

2.3.1 Social Media Analytic 

Social media analytics is the practice of gathering data from social 

media websites and analyzing that data using social media ana-
lytics tools to make business decisions. The most common use of 
social media analytics is to mine customer sentiment analysis to 
support marketing and customer service activities. Customer sen-
timent analysis or opinion mining is a processing system for track-
ing the mood of the public about a particular product. It can help 
online businesses evaluate the success of an ad campaign or new 
product launch, determine which versions of a product or service 
are popular and identify which demographics like or dislike par-

ticular product features. Online businesses also can analysis of the 
huge volume of social media data has many applications such as 
collective behavior sensing and monitoring, online advertisement, 
opinion mining, and etc. Social media data distinguishes itself 
from other kind of data, it consists of both structured and unstruc-
tured data [25], For example, the user profile is usually structured 
or semi structured. However, the content of pieces of information 
is usually unstructured. A social media service may continuously 

append pieces of information from users to the backend database 
in high speed because socio media data is dynamic. Meanwhile, 
analytical queries over the data may specify conditions on the time 
dimension. The temporal attribute gives hints on caching. Many 
systems are used for management of social media data. Hadoop, 
the open-source clone of Google File System and MapReduce 
programming paradigm, is often used for storage of social media 
data [26]. With these tools, online businesses can listen to con-

sumers on Facebook, Twitter, blogs, forums and other ubiquitous 
social media platforms for posts and chat about products, services, 
events and other objects of business concern. The qualities to react 
to events in the physical world in an automatic, speedy and in-
formed manner not only opens up new opportunities for dealing 
with complex or critical situations but also enables a wide range of 
business processes to be optimised. The concurrent interpretation 
of data from the physical world will most likely lead to the intro-

duction of various new business services and may deliver signifi-
cant economic and social benefits. 

3. Hypothesis 

The following hypothesis is proposed based on the literature: 
H1: There is a significant relationship between social media 

analytic skills and online businesses competency 
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4. Method 

For this preliminary research study, a questionnaire based survey 
was used. The survey form is self report by the Millennial genera-
tion who do online business. The list of Millennial doing online 
business obtained in Company Commission of Malaysia's website 

[27]. A systematic random sampling technique was used to select 
the respondents for this study. The total number of questionnaires 
distributed was 150, however, only 100 were returned making the 
response rate for this study 67%. Questionnaires for this study 
consisted of three sections. The first part of this study, asked ques-
tions about respondent demographic information, while the second 
section consisted of questions about online businesses’ qualities. 
Section three consisted of questions about online businesses com-

petencies. All items used in the analysis were adapted from the 
existing literatures. A five point Likert Scale was used in this 
study. Data analysis employed (PLS-SEM) version 3.0 using dou-
ble stages methodology by Anderson and Gerbing (1988) [28] 
namely the measurement and structural model analysis. The crite-
ria and procedures proposed in the literature by Henselerer al. 
(2009) [29] and Hair, Sarstedt, Ringle, et al. (2012) [30,31] were 
also included in the evaluation of the results. 

5. Findings  

5.1. Respondent Profile 

This study was dominated by 76 (76%) female doing online busi-
ness. Most of the respondents were Malay 77 (77%) and the ma-
jority were aged 22 years to 26 years. Most of the entrepreneurs 
had already run businesses for between 2 and 5 years and they had 
not registered for the Companies Commissions of Malaysia. 

 

Table 1: Respondent demographic profile 

Criteria Category Number Percentage 

Gender 
Male 24 24 

Female 76 76 

Race 

Malay 77 77 

Chinese 20 20 

Indian 3 3 

Age Group 

17-21 22 22 

22-26 49 49 

27-31 12 12 

32-36 17 17 

Education Level 

Phd 6 6 

Master 6 6 

Bachelor Degree 58 58 

Diploma 3 3 

Foundation 3 3 

STPM 9 9 

SPM 15 15 

Years of doing 

online business 

Less than 1 year 36 36 

2- 5 years 52 52 

6-9 years 12 12 

More than 9 years - - 

Register SSM 
Yes 38 38 

No 62 62 

5.2 Measurement Model 

First the analysis of loading and cross loadings was done to assess 
if there were any problems with any items used in this study. As 
suggested by Garson (2007) [32], all factor loadings with cut off 
value less than 0.6 were deleted. In this study, only 2 items were 
deleted, SM6 and OB4 because the loading was less than 0.6. To 
evaluate the scales reliability, composite reliability (CR) and 
Cronbach's Alpha were utilised. Composite reliability value 

ranged from 0.955 to 0.965 which is more than 0.6 and indicated 
that they had a good construct [32]. Construct validity was con-
firmed through convergent and discriminant validity. Construct 

validity is used to find out how well the developed instrument 
measures a particular construct. The convergent validity is as-
sessed through the AVE. According to Spreng and Mackoy (1996) 
[32], the AVE value for the variables must be near or greater than 
0.5. As in Table 3 below, the AVE value ranged from 0.657 to 
0.663, hence all the AVE values were accepted. However, if the 
AVE value is less than 0.5 and the composite reliability is higher 
than 0.6, the convergent validity of the construct is still accept-

able. 
 

Table 2: Outer Loading/Cross Loading 

Construct 
Social media analytic 

skills 

Online businesses compe-

tency 

SM1 0.747  

SM2 0.748  

SM3 0.845  

SM4 0.82  

SM5 0.846  

SM7 0.806  

SM8 0.805  

SM9 0.82  

SM10 0.841  

SM11 0.831  

SM12 0.804  

OB1  0.797 

OB2  0.843 

OB3  0.834 

OB5  0.773 

OB6  0.837 

OB7  0.894 

OB8  0.857 

OB9  0.61 

OB10  0.902 

OB11  0.918 

OB12  0.839 

OB13  0.82 

OB14  0.747 

OB15  0.668 

OB12  0.839 

OB13  0.82 

OB14  0.747 

OB15  0.668 

*Note: SM= Social media analytic skills, OB= Online businesses compe-

tency 

 
Next, to confirm the discriminant validity Fornell and Laker’s 
(1981) method was used [34]. Contended that later is satisfied if 
its independent variance is higher than shared value with other 
constructs as evident in Table 3. Since all square roots of the 
AVEs are higher compared to all inter-construct correlations, the 

discriminant validity was confirmed [31]. 
 

Table 3: Result of reliability, convergent validity, AVE and discriminant 

validity analysis 

 
Cronbach's 

Alpha 

Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE)  

1 2 

1 Social 

media ana-

lytic skills 

0.948 0.955 0.657 0.811 0.811 

2 Online 

Businesses 

Competency 

0.96  0.965 0.663  

5.3. Structural Model 

When adopting PLS-SEM, the model is analysed on predictive 
relevance and statistical significance as per Hair et al. (2011) [31]. 
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5.3.1 Significance and Predictive Relevance of the Struc-

tural Models 

To generate the outcome for the path coefficients significance 
levels through t statistics and predictive relevance, a bootstrapping 
procedure is used as suggested by Vinzi et al (2010) [35]. The 
results, as presented in Table 4, indicated a strong connection 

between variables with a t-value of 21.899, therefore the hypothe-
sis proposed for this study is accepted. Figure 1 below illustrated 
the path coefficient model for this study. As presented in Table 4 
below, the R2 value of 0.534 showed that the construct explained 
online businesses competency having a substantial relevance (Q2). 
This was done through a blindfolding procedure. Generally, Q2 
values must be greater than 0 in order to have a predictive rele-
vance. Therefore, the model is regarded as appropriate. 

 
Table 4: Bootstrapping result 

 

Stan-

dard 

data 

Stan-

dard 

Error 

T Sta-

tistics 

Deci-

sion  
R

2 
Q

2 

Social 

media 

analytic 

skills -> 

Online 

Businesses 

compe-

tency 

0.731 0.033 
21.899*

* 

Ac-

cepted 

0.53

4 

0.31

7 

 
Note:*p<0.05, **p<0.01 

Fig. 1: Path Coefficient model 

6. Conclusion  

The most important challenges faced by online businessess in-
clude developing the vision and business idea, raising capital for 
the startup, lack of support, a negative mindset and lack of market-

ing strategies. These challenges need to be overcome in order to 
conduct an efficient business. Digital technologies offer remarka-
ble growth opportunities but the entrepreneurs need to fully un-
lock these technologies full economic potential as the basis of 
their new businesses and e-commerce grow thin the for conclu-
sions. However, to enable online businesses to maximise the bene-
fits that access to the infrastructure can offer, the role of policy 
makers in creating the right conditions for growth of new digital 

business models, products and services becomes ever more impor-
tant. Enabling online businesses in developing countries is espe-
cially important as this allows for the creation of new markets, the 
development of existing markets and entry into global value 

chains. Skills, infrastructure, financial inclusion and market access 
appear to be the enabling factors policy makers in these countries 
should focus on. The growth of online platforms that match de-
mand and supply to the task also offers increasing opportunities 
for people to offer their services regardless of their location. These 
tasks extent the skills spectrum from low to high-end skills, and 
can be the first step into building a broader and more experienced 
skills base to allow new opportunities for countries to move up the 

value chain and increase local content in international supply 
chains. The online businesses need to have social media analytical 
skills to identify the sentiment of the market. The implication from 
the finding show that, social media analytic skills is important 
because it will enhance future online businesses the way they op-
erate their business. However, further research needs to be con-
ducted in order to enhance this study. 
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