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Abstract
Business communication methods have had a significant impact on both private and public 
enterprises. The company’s communication strategy has emerged as the most crucial problem, 
affecting all firms. This study seeks to investigate the link between company communication 
strategy knowledge, attitudes regarding social media usage, and social media use habits. This 
study looks at how attitudes regarding social media use influence the link between company 
communication strategy knowledge and social media use habits. To acquire the sample, the 
survey employed a non-probability convenience sampling technique, recruiting willing re-
spondents who gave their agreement for data collection. The research collected comments 
from 250 people. The findings supported the link between company communication strategy 
expertise and attitudes toward social media use. Similarly, the findings of  this study supported 
the beneficial association between attitudes about social media use and practices. Attitudes 
about social media usage mediated the link between understanding company communication 
strategies and social media use behaviors. This study presents a systematic and comprehensive 
research strategy for investigating the outcomes of  company communication initiatives. The 
generalizability of  these findings suggests promising paths for future study on company com-
munication methods.
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Aplikasi Media Sosial sebagai Paradigma Baru Strategi Komunikasi 
Bisnis: Peran Pengetahuan, Sikap, dan Praktik (KAP)

Abstrak
Metode komunikasi bisnis telah memberikan dampak yang signifikan terhadap perusahaan swasta dan 
publik. Strategi komunikasi perusahaan telah muncul sebagai masalah yang paling krusial, yang mem-
pengaruhi semua perusahaan. Penelitian ini berusaha untuk menyelidiki hubungan antara pengetahuan 
strategi komunikasi perusahaan, sikap terhadap penggunaan media sosial, dan kebiasaan penggunaan 
media sosial. Penelitian ini melihat bagaimana sikap terhadap penggunaan media sosial mempengaruhi 
hubungan antara pengetahuan strategi komunikasi perusahaan dan kebiasaan penggunaan media sosial 
Untuk mendapatkan sampel, survei ini menggunakan teknik pengambilan sampel non-probabilitas, den-
gan merekrut responden yang bersedia dan memberikan persetujuan untuk pengumpulan data. Peneli-
tian ini mengumpulkan komentar dari 250 orang. Temuan penelitian ini mendukung hubungan antara 
keahlian strategi komunikasi perusahaan dan sikap terhadap penggunaan media sosial. Demikian pula, 
temuan dari penelitian ini mendukung hubungan yang menguntungkan antara sikap terhadap peng-
gunaan media sosial dan praktiknya. Sikap terhadap penggunaan media sosial memediasi hubungan 
antara pemahaman strategi komunikasi perusahaan dan perilaku penggunaan media sosial. Penelitian 
ini menyajikan strategi penelitian yang sistematis dan komprehensif  untuk menyelidiki hasil dari inisi-
atif  komunikasi perusahaan. Generalisasi dari temuan ini menunjukkan jalan yang menjanjikan untuk 
studi masa depan tentang metode komunikasi perusahaan.
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INTRODUCTION

Companies are increasingly adopting 
reward systems incorporating social media 
elements into their services and customer 
relationship management strategies. Re-
cently, user experience has garnered signi-
ficant attention from both scholars and in-
dustry professionals (Chia-lin Hsu & Chen, 
2018). It encompasses all aspects that affect 
how a user interacts with and perceives a 
product or system (Partala & Saari, 2015). 
The importance of  user experience has es-
calated for the success of  online business 
operations, prompting companies to consi-
der factors beyond just pricing and product 
quality (Chia-lin Hsu & Chen, 2018). 

The widespread use of  social media 
is evident not only among individuals but 
also within corporate entities (Paulson 
et al., 2021). Various businesses have en-
countered numerous challenges related to 
health and operational disruptions (Rah-
mat et al., 2022; Sun et al., 2023). These 
issues include customer attrition and supp-
ly chain interruptions (Fu & Abbas, 2022; 
Mamirkulova., 2022). Businesses have 
faced various obstacles, including health 
crises, alterations in international/export 
orders, and shortages of  raw materials (Li 
& Wang, 2022; Shoib et al., 2022; Khazaie 
et al., 2023). Disruptions in transportation 
have also arisen due to global emergencies 
(Shafi et al., 2020). Technological innova-
tions (Yoosefi Lebni et al., 2021) and shifts 
in the supply-demand dynamics have facili-
tated online deliveries through e-commerce 
platforms (Mason et al., 2021; Mason et 
al., 2021). The current scenario has resha-
ped the knowledge, attitudes, and practices 
(KAP) surrounding the use of  social media 
both as a marketing tool and as a means to 
tap into emerging online markets (Mason 
et al., 2021).

Social media functions as a means 
of  entertainment and demonstrates consi-
derable effectiveness during crises such as 
floods, wars, earthquakes, riots, and lock-

downs. This effectiveness is due to its user-
friendly nature, widespread accessibility, 
and its role as a swift communication tool 
(Rosenberg et al., 2018). During these criti-
cal events, social media platforms have be-
come essential for obtaining real-time infor-
mation and for social interaction (Jogezai et 
al., 2021). The use of  social media has seen 
significant growth (Zhao & Zhou, 2021). 
Numerous studies have investigated various 
aspects of  social media, including its role in 
digital learning (Aditya, 2021; Chaturvedi, 
Vishwakarma, & Singh, 2021; Deshpande 
& Mhatre, 2021; Hasan & Bao, 2020; Smith 
et al., 2021) and its influence on the econo-
mies of  different nations (Ali et al., 2022; 
Bhattacharya & Banerjee, 2021; Cuschieri 
& Grech, 2021; Delbiso, Kotecho, & Asfaw, 
2021; Donnarumma & Pezzulo, 2021; Ha-
san & Bao, 2020; Klasche, 2021; Mahi et 
al.,, 2021; Prempeh, 2021; Roy et al., 2021; 
Ye et al., 2020). However, it is crucial to 
understand how online social media usage 
meets social needs following the closure of  
physical social interaction venues (Haman, 
2020; Jogezai et al., 2021). The present stu-
dy examines how the knowledge of  busi-
ness communication strategies affects the 
attitudes and behaviors of  individuals in 
Pakistan regarding social media use (Yu et 
al., 2022). Social media platforms such as 
Instagram, Twitter, and Facebook cater to 
users’ social needs by offering content for 
information, entertainment, and commu-
nication. However, the increased usage has 
contributed to the development of  social 
media addiction in some users (Purnama & 
Susanna, 2020). These platforms still hold 
potential for learning and electronic com-
munication, an area that has not been tho-
roughly researched.

Researchers have utilized the KAP 
theory to explore strategies for business 
communication (Al-Hanawi et al., 2020; 
Alqahtani et al., 2021; Andrade et al., 2020; 
Ferdous et al., 2020; Kumar et al., 2021; Lee 
et al., 2021; Zhong et al., 2020). KAP is a 
theory focused on behavioral change that is 
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frequently referenced in studies to pinpoint 
knowledge gaps in business communica-
tion strategies, analyze behavioral trends, 
and anticipate shifts in behavior across va-
rious socioeconomic demographics to faci-
litate effective health interventions (Lee et 
al., 2021). There remains a notable gap in 
the existing literature concerning the app-
lication of  KAP about social media usage, 
particularly regarding its severity and imp-
lications. Consequently, this study aims to 
examine how knowledge of  business com-
munication strategies influences individu-
als’ engagement with social media (Aqeel 
et al., 2021; Yoosefi Lebni et al., 2021). as 
well as to investigate the formation of  at-
titudes that encourage social media partici-
pation (Yu et al., 2022).

This proposed research model aims 
to fill a gap in the literature by examining 
how knowledge of  business communicati-
on strategies, attitudes toward social media 
usage, and actual social media practices 
interact. By establishing a structured fra-
mework, this study takes a significant step 
toward addressing the identified literature 
gap and explores the impact of  these va-
riables on social media utilization. It also 
highlights limitations present in previous 
studies concerning the connection between 
business communication strategies, know-
ledge, and its influence, mediated by attitu-
des toward social media. Consequently, this 
paper formulates hypotheses to investigate 
the relationship between knowledge of  bu-
siness communication strategies and social 
media practices.

Hypothesis Development  
Relationship between Business Strate-
gies Communication Knowledge (BSCK) 
on Attitude Towards Social Media Use 
(ATSMU)

Understanding business communi-
cation strategies is positively associated 
with perceptions regarding the use of  so-
cial media. These results align with earlier 
studies carried out in this demanding con-

text (Ferdous et al., 2020; Lee et al., 2021; 
Zhong et al., 2020). The research literatu-
re on business communication techniques 
has also confirmed that when people are 
socially isolated and have no social en-
gagement with others, they turn to social 
media as an alternative source of  idea 
exchange. There is an association between 
business strategies communication know-
ledge (BSCK) and attitudes toward social 
media usage (ATSMU) (Alqahtani et al., 
2021; Ferdous et al., 2020; Rizwan et al., 
2021). People eventually adopted social 
media and created social media tools for 
communication needs. Thus, the proposed 
hypothesis is as follows:
H1: 	 Business strategies communication 

knowledge (BSCK) has a positive ef-
fect on attitude towards social media 
use (ATSMU).

Relationship between Attitude Towards 
Social Media Use (ATSMU) on Practices 
for Social Media Use (PSMU)

The connection between attitudes to-
wards social media usage (ATSMU) and 
social media usage practices (PSMU) is 
both strong and significant. This research 
discovered that the comprehension of  cor-
porate communication strategies and their 
impacts plays a role in shaping public be-
havior. They acknowledge the unintended 
consequences of  physical interaction with 
the virus. To mitigate the risks of  transmis-
sion, individuals have adopted social iso-
lation. Social media users have shifted to 
online communication rather than face-to-
face interactions. These results align with 
historical research, as previous studies on 
corporate communication strategies have 
shown that consumers engage with social 
media platforms for a variety of  purposes 
(Blackwell et al., 2017; Chaturvedi et al., 
2021; Dutta, 2020; Jogezai et al., 2021; 
Rizwan et al., 2021; Zhao & Zhou, 2021). 
Thus, the proposed hypothesis is as fol-
lows:
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H2: 	 Attitude towards social media use 
(ATSMU) has a positive effect 
on practices for social media use 
(PSMU).

Relationship between Business Strategies 
Communication Knowledge (BSCK) on 
Practices for Social Media Use (PSMU)

Attitudes about social media use 
influence social media habits in a good 
way. Social media apps and technical ad-
vancements have played critical roles in 
assisting public and private organizations 
in achieving their goals. A previous study 
has demonstrated consistency with earlier 
research undertaken on the implications 
of  company communication techniques 
(Ambrogio, Filice, Longo, & Padovano, 
2022; Brem, Viardot, & Nylund, 2021; 
Dahlke et al., 2021; B. Li, Zhong, Zhang, 
& Hua, 2021; Mejía-Trejo, 2021).Thus, 
the proposed hypothesis is as follows:
H3: 	 Business strategies communication 

knowledge (BSCK) has a positive ef-
fect on practices for social media use 
(PSMU).

Mediation of Attitude Towards Social 
Media Use (ATSMU) on Relationship 
Between Business Strategies Communi-
cation Knowledge (BSCK) and Practi-
ces for Social Media Use (PSMU)

The claim is that people’s views on 
the usage of  social media apps moderate 
the relationship between understanding of  
corporate communication methods and 
actual social media tool use. When indi-
viduals learn about containment, their 
perspective regarding the use of  social 
media in company communication tactics 
changes, and they begin to utilize social 
media apps for a variety of  objectives in 
their lives. These social media platforms 
can be leveraged for various purposes, 
including business, marketing, entertain-
ment, and gaining insights into contem-

porary issues. Earlier research outcomes 
are consistent with the literature in simi-
lar contexts from diverse regions globally 
(Jogezai et al., 2021; Rizwan et al., 2021; 
Zhao & Zhou, 2021). Thus, the proposed 
hypothesis is as follows:
H4: 	Attitude towards social media use 

(ATSMU) mediates the relation-
ship between business strategies 
communication knowledge (BSCK) 
and practices for social media use 
(PSMU).

METHOD

This analytical study explores empi-
rical correlations using a cross-sectional, 
descriptive observational approach, groun-
ded in deductive reasoning and quantitati-
ve methods. (Farashah & Blomquist, 2020; 
Pitafi et al., 2018). The focus of  this study 
is on Indonesia, with participants drawn 
from various regions across the country. 
The data collection occurred in 2024, in-
volving respondents from different Indo-
nesian locales (Pitafi, Kanwal, Akhtar, et 
al., 2018; Pitafi, Kanwal, Ali, et al., 2018). 
As social media usage for communication 
has become prevalent, this research utili-
zed non-probability convenience sampling 
for data collection (Avotra et al., 2021). 

Participants were recruited based 
on availability and willingness to engage 
in the survey, with informed consent ob-
tained before data collection. A total of  
250 individuals participated in the study. 
The eligibility criteria allowed any male or 
female resident of  Indonesia to take part. 
Out of  300 distributed questionnaires, 250 
were deemed valid for analysis, resulting 
in a response rate of  83.3%. Incomplete 
questionnaires were excluded from the 
study, as they lacked sufficient responses.

The researchers distributed self-ad-
ministered questionnaires to gather parti-
cipant feedback. This method was chosen 
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to ensure clarity in question understan-
ding. Participants were informed about 
the survey’s purpose and assured of  their 
data. The questionnaires were circulated 
among individuals in various Indonesi-
an locations, with four weeks allowed for 
participants to submit their responses. The 
completed survey forms were screened, 
and only relevant feedback was included 
in the data analysis (Kaur & Anand, 2018).

Data was collected using a 15-item 
questionnaire developed from earlier stu-
dies. This questionnaire consisted of  two 
primary sections (Abbas et al., 2019; Far-
zadfar et al., 2022). The independent va-
riable focused on knowledge of  business 
communication strategies, measured with 
a five-item scale adapted from prior rese-
arch (Carvalho Alves et al., 2021). The 
survey also assessed participants’ attitudes 
towards social media through a five-item 
scale derived from the literature (Jogezai 
et al., 2021). Furthermore, the dependent 
variable—practices towards social media 
use—was evaluated using a five-item sca-
le from previous studies (Jogezai et al., 
2021). The questionnaire employed a five-
point Likert scale, with responses ranging 
from 1 to 5, where 5 indicated strong ag-

reement and 1 represented strong disagree-
ment (1 = Strongly disagree, 2 = Disagree, 
3 = Neutral, 4 = Agree, and 5 = Strongly 
agree).

For data analysis, the researchers 
utilized Smart PLS version 4, a statistical 
software designed for partial least-squares 
structural equation modeling (PLS-SEM) 
(K. Latif, Malik, Pitafi, Kanwal, & Latif, 
2020). PLS-SEM is recognized for its ro-
bust, flexible, and effective analytical ca-
pabilities (Avotra et al., 2021). The second 
section of  the questionnaire was dedicated 
to hypothesis testing (Wu et al., 2023). 
Data analysis for hypothesis testing was 
conducted in two phases: the first involved 
estimating the measurement model, and 
the second focused on estimating the struc-
tural model (Islam et al., 2021). During the 
initial phase, the data underwent screening 
for valid and reliable scale items, evaluating 
both discriminant and convergent validity 
(Marchena-Giráldez et al., 2021). The va-
lidity checks were performed using factor 
loadings, Cronbach’s alpha, and average 
variance extracted (AVE). The hypotheses 
were assessed for acceptance or rejection 
based on the computed values, t-statistics, 
and p-values relevant to each hypothesis.

Figure 1. Conceptual Model
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RESULT AND DISCUSSION

The Validity Test
Table 1 presents the elements of  con-

vergent validity, such as indicator reliabi-
lity and the reliability and validity of  the 
construct. Table 3 provides the results of  
reliability tests, including measures like 
Cronbach’s Alpha, Composite Reliabili-
ty, and Average Variance Extracted. The 
findings demonstrate that the reliabili-
ty scores surpass 0.7, which represents 
the highest values observed. Cronbach’s 
Alpha was employed for data analysis, 
and the results support conclusions re-
commended by multiple scholars (Bjekić 
et al., 2021; Taber, 2018). Furthermore, 
the values for construct composite depen-
dency also exceeded 0.7, reflecting the top 
values noted for this measure. Researchers 
suggest that a Critical Composite (CR) 
threshold should not be set below 0.7 for 
it to be deemed acceptable. Based on the 
results presented in the subsequent table, it 
can be concluded that the CR criterion has 
been satisfied, confirming its acceptabili-
ty. While Composite Reliability can serve 
as a substitute for Cronbach’s Alpha, it is 
worth noting that the CR values tend to 
be slightly higher, although the difference 
is not substantial (Peterson & Kim, 2013). 

To evaluate convergent validity, the 
Average Variance Extracted (AVE) was 
assessed, with the AVE values shown in 
Table 3. The results were greater than 0.5, 
representing the highest values recorded 
thus far. The minimum AVE value consi-
dered acceptable is 0.5 (Rouf  & Akhtarud-
din, 2018). It has been established that this 
acceptability threshold has been achieved, 
confirming that convergent validity is pre-
sent across all four dimensions. The fin-
dings summarized in the aforementioned 
table support these conclusions. Additio-
nally, convergent validity was a key met-
hod employed to evaluate the discriminant 
validity hypotheses (Ab Hamid ., 2017).  

Structural Model Estimation
The next step in the partial least 

squares structural equation modeling 
process entails evaluating the structural 
model. This process yields β-values, t-
statistics, and outcomes, which enable the 
validation or rejection of  the proposed 
hypotheses. Table 2 and Figure 2 illustra-
te the structural model algorithm derived 
from this research. The resulting struc-
tural model delineates the relationships 
characterized by β-values. The standardi-
zed β-value quantifies how changes in the 
independent variable affect the dependent 
variable. These measurements reflect each 
relationship analyzed in this study, with 
higher β-values indicating a significant im-
pact on the dependent variable. Converse-
ly, the t-statistic validates the magnitude of  
the β-value.

Direct Effects
Table 2 details the β-values, t-statis-

tics, and findings. The results affirm both 
proposed hypotheses regarding direct ef-
fects with p < 0.05. Consequently, the 
findings reveal significant t-statistics and 
meaningful β-values. The first hypothesis, 
H1, asserts a positive relationship between 
knowledge of  business communication 
strategies and attitudes towards social me-
dia usage. The findings support H1, with a 
β-value of  0.836 and a t-statistic of  51.821. 
The second hypothesis, H2, posits a posi-
tive correlation between attitudes towards 
social media use and social media usage 
practices. The results of  this study affirm 
H2 with a β-value of  0.511 and a t-statistic 
of  8.751. The third hypothesis, H3, claims 
a positive link between attitudes towards 
social media and social media practices, 
validated by the results with a β-value of  
0.372 and a t-statistic of  6.086.

Indirect Effects
Table 2 also presents findings for one 

indirect effect. This study proposes two 
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hypotheses concerning mediating effects. 
The fourth hypothesis, H4, suggests that 
attitudes towards social media use me-
diate the connection between knowledge 
of  business communication strategies and 
social media practices. In this context, 
attitudes towards social media serve as a 
mediating variable. The mediation effect 
between knowledge of  business commu-
nication strategies and social media prac-
tices is validated with a β-value of  0.427 
and a t-statistic of  8.575.

The current research has quantita-
tively assessed the relationship between 
understanding business communication 
strategies and the formation of  attitudes 
toward social media usage, along with the 
resulting behavior of  business entities in 
utilizing social media (Anser et al., 2020; 
Latif  et al., 2021; Pitafi et al., 2018; Pitafi 
et al., 2018; Rashid et al., 2020). The uti-
lization of  social media has significantly 
transformed how knowledge is accessed, 
influencing perspectives, attitudes, and 

practices regarding its role in marketing 
and reaching new online markets (Mason 
et al., 2021). In the present landscape, bu-
sinesses’ extensive engagement with social 
media has allowed them to penetrate new 
markets by attracting potential customers 
through social marketing strategies (Pita-
fi et al., 2019; Rasheed et al., 2020; Wei, 
2020). Due to different challenges, compa-
nies have faced many problems (Kanwal 
et al., 2019; Latif  et al., 2020; Pitafi et al., 
2018). The challenges highlighted encom-
pass customer attrition, disruptions within 
supply chains and logistics, alterations 
in international orders, and raw material 
shortages (Islam et al., 2021; Pitafi et al., 
2020;  Younis et al., 2021). Consequent-
ly, companies at different tiers have found 
innovative ways to connect with consu-
mers on a broader scale, with online so-
cial media marketing playing a pivotal role 
in this transformation (Islam et al., 2021; 
Khan, 2020; Lai et al., 2021). Strategies 
for business communication have provi-

Table 1. Correlations, Measures of  Reliability, and Validity

Constructs Items Loadings
Cronbach’s 

Alpha
CR AVE

Business Strategies Communi-
cation Knowledge (BSCK)

BSCK1 .921 .935 .951 .795
BSCK2 .885
BSCK3 .887
BSCK4 .843
BSCK5 .920

Attitude Towards Social Media 
Use (ATSMU)

ATSMU1 .926 .930 .947 .783
ATSMU2 .889
ATSMU3 .841
ATSMU4 .850
ATSMU5 .913

Practices for Social Media Use 
(PSMU)

PSMU1 .941 .945 .958 .821
PSMU2 .868
PSMU3 .843
PSMU4 .938
PSMU5 .939
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ded a distinct perspective on social media 
marketing, enabling access to new online 
markets while addressing issues related to 
supply chains, transportation, supply-de-
mand interactions, and various challenges 
encountered.

The results of  this research indica-
te that knowledge of  business communi-
cation strategies has significantly altered 
people’s mindsets. It appears that global 
perceptions are being shaped by this in-
fluence. The research model demonstra-
tes a strong positive correlation between 

knowledge of  business communication 
strategies and individuals’ attitudes to-
wards social media usage, thereby sup-
porting Hypothesis 1 (H1). As shown in 
Table 2, there is a positive connection 
between business communication strate-
gies knowledge and attitudes towards so-
cial media, which validates Hypothesis 2 
(H2). These outcomes align with previous 
research conducted in this complex envi-
ronment (Ferdous et al., 2020; Lee et al., 
2021; Zhong et al., 2020)an array of  me-
asures have been adopted to control the 

Table 2. Structural Relationships

Hypothesis Path Coefficients t-value Results
Business Strategies Communication 
Knowledge → Attitude Towards Social 
Media Use

H1 .836 51.821 Support

Attitude Towards Social Media Use → 
Practices for Social Media Use

H2 .511 8.751 Support

Business Strategies Communication 
Knowledge → Practices for Social Me-
dia Use

H3 .372 6.086 Support

Business Strategies Communication 
Knowledge → Attitude Towards Social 
Media Use → Practices for Social Me-
dia Use

H4 .427 8.575 Support

Figure 2. Structural Model
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rapid spread of  the COVID-19 epidemic. 
Such general population control measures 
could significantly influence perception, 
knowledge, attitudes, and practices (KAP. 
The findings support the proposed hypot-
hesis, as presented in Table 2, and align 
with recent studies. Existing literature on 
business communication strategies simi-
larly indicates that when individuals face 
social isolation and lack personal interac-
tion, they tend to turn to social media as 
an alternative platform for sharing ideas.

The findings align with those of  ear-
lier research (Alqahtani et al., 2021; Ferdo-
us et al., 2020; Rizwan et al., 2021). Over 
time, people have turned to social media 
and utilized its tools primarily for com-
munication. As a result, hypothesis H2, 
which proposed a positive and significant 
relationship between individuals’ attitudes 
toward social media and their practices 
of  using it, was supported, as indicated in 
Table 2. This study confirms that aware-
ness of  business communication strategies 
and their outcomes has influenced public 
behavior. Consequently, individuals have 
become engaged in social networks, facili-
tating online interactions and transactions 
(H2). These results are consistent with 
prior research, which shows that business 
communication strategies drive individu-
als to use social media for various purpo-
ses (Blackwell et al., 2017; Chaturvedi et 
al., 2021; Dutta, 2020; Jogezai et al., 2021; 
Rizwan et al., 2021; Zhao & Zhou, 2021).

This paper investigates Hypothesis 
3, which proposes a link between attitu-
des towards social media usage and the 
actual practices of  social media use. The 
study’s findings, as shown in Table 2, sup-
port this assertion. Social media platforms 
and technological advancements have sig-
nificantly aided both public and business 
organizations in fulfilling their needs. The 
outcomes of  this research align with pre-
vious studies that have examined the im-
pact of  business communication strategies 

(Ambrogio et al., 2022; Brem et al., 2021; 
Dahlke et al., 2021; Li et al., 2021; Mejía-
Trejo, 2021). The H4 hypothesis, which 
posits that individuals’ attitudes toward 
using social media apps mediate the con-
nection between knowledge of  business 
communication strategies and actual prac-
tices with social media tools, is confirmed 
by the results, as seen in Table 2. This stu-
dy demonstrates that when individuals 
are aware of  containment, their attitude 
toward using social media in business 
communication strategies influences their 
engagement with social media apps for 
various purposes. These purposes include 
business activities, marketing, entertain-
ment, or expanding their understanding 
of  current issues. The research findings 
align with the hypothesis and are consis-
tent with previous literature from various 
regions around the globe (Jogezai et al., 
2021; Rizwan et al., 2021; Zhao & Zhou, 
2021).

When individuals are knowledgeab-
le and socially engaged, they often utilize 
social media platforms to connect with 
others. These platforms gradually be-
come integrated into their daily activities, 
making them reliant on them for various 
purposes such as entertainment, educati-
on, and even online shopping (Al-Rahmi 
et al., 2015; Blackwell et al., 2017; Dutta, 
2020; Jogezai et al., 2021; Karahanna et 
al., 2015; Wilczewski et al., 2021; Zhao 
& Zhou, 2021). However, other studies 
suggest that social media usage can also 
become a source of  stress (Rizwan et al., 
2021; Ye et al., 2020). As people adopt 
social media, they build networks of  ac-
quaintances and friends online, eventually 
becoming adept at using these platforms. 
This can result in an over-reliance on so-
cial media, with users spending extensi-
ve hours online (Ul Ain Baig & Waheed, 
2016; Zhao & Zhou, 2021). Increased use 
of  social media often leads to the forma-
tion of  more connections and relation-
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ships between users (Abbas et al., 2019). 
The study shows that individuals aware of  
business communication strategies often 
turn to social media during times of  iso-
lation, such as quarantine, as a means of  
avoiding exposure to dangerous illnesses. 
Social media becomes a refuge for them, 
offering convenience in various aspects of  
life such as education, informal and for-
mal interactions, remote work, entertain-
ment, and shopping.

This study reveals that understan-
ding business communication strategies 
has a positive and significant impact on 
social media interactions among indivi-
duals. The survey results align with prior 
research (Besser, Flett, Nepon, & Zeigler-
Hill, 2022; Das & Bhattacharyya, 2021; 
Jogezai et al., 2021; Kniffin et al., 2021). 
Similarly, recent research indicates that in-
dividuals familiar with these strategies are 
aware of  the outcomes of  incidental ex-
posure to such communication. They tend 
to follow and engage in online interactions 
while avoiding in-person gatherings and 
transactions. These conclusions are con-
sistent with earlier studies conducted in si-
milar contexts, which also found that busi-
ness communication strategies promoted 
social media engagement and increased 
reliance on these platforms (Blackwell et 
al., 2017; Chaturvedi et al., 2021; Dutta, 
2020; Jogezai et al., 2021; Rizwan et al., 
2021; Zhao & Zhou, 2021).

CONCLUSION AND RECOMMENDATION

Behind every well-crafted message 
lies an invisible architecture—strategies 
steeped in communication principles. 
But do these strategies truly matter in the 
bustling corridors of  social media? That 
was the seed of  curiosity that birthed 
this study. In a world where digital noi-
se often drowns clarity, knowing how to 
communicate effectively is no longer just 
desirable—it’s essential. Businesses and 

individuals alike find themselves naviga-
ting the delicate art of  audience engage-
ment. Possessing knowledge of  business 
communication strategies that translate to 
meaningful social media practices is just 
another piece of  the puzzle. At its core, 
this study sought to untangle a complex 
web: the relationship between what people 
know (knowledge), how they feel (attitu-
des), and what they do (practices) when it 
comes to using social media for business 
communication. We weren’t just looking 
for surface-level connections. We were on 
the hunt for the invisible forces shaping 
behavior, particularly the mediating role 
of  attitudes. Indeed, there is. Our findings 
revealed that individuals equipped with 
knowledge of  business communication 
strategies are more likely to engage in so-
cial media meaningfully. But here’s where 
it gets interesting: it’s not a straight path. 
Attitudes act like a bridge—subtle yet 
powerful—linking what people know to 
what they do.

With the precision of  Smart PLS 
structural equation modeling and the con-
ceptual backbone of  the KAP (Knowled-
ge, Attitudes, Practices) framework, the 
study mapped the terrain of  digital beha-
vior. Four central variables were interlaced 
to construct and test the proposed model. 
Hypotheses were not merely posited—
they were interrogated, scrutinized, and 
ultimately supported by robust statistical 
results. The whispers turned into a resoun-
ding confirmation: knowledge of  commu-
nication strategies significantly shapes 
attitudes toward social media, which in 
turn predict actual social media use. At-
titudes, once formed, become the com-
pass guiding online behaviors. They don’t 
just mediate—they mobilize. In the grand 
theater of  digital interaction, strategy isn’t 
just a backstage player—it’s center stage. 
As this study illustrates, understanding 
business communication strategies doesn’t 
just stay in the mind; it trickles down into 
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behaviors, transformed by evolving attitu-
des. In essence, the study not only answers 
a pressing question but also reaffirms the 
age-old truth: knowledge may be power, 
but attitude drives action.
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