
288 
 

Conference Name: EduCon Kuala Lumpur – International Conference on Education, 05-06 August 

2026 

Conference Dates: 05-Aug-2026 to 06-Aug-2026 

Conference Venue: Hotel Capitol, Bukit Bintang, Kuala Lumpur, Malaysia 

Appears in: PUPIL: International Journal of Teaching, Education and Learning (ISSN 2457-0648) 

Publication year: 2026 

 

Hsin-Hui Lin, 2026 

Volume 2026, pp. 288-290 

DOI- https://doi.org/10.20319/ictel.2026.288290 

This paper can be cited as: Lin, H.H. (2026). From Social Media Capital to Entrepreneurial 

Diffusion: The Role of Martech E-Commerce Empowerment Among Young Entrepreneurs. . 

EduCon Kuala Lumpur – International Conference on Education, 05-06 August 2026. 

Proceedings of Teaching & Education Research Association (TERA), 2026, 288-290 

FROM SOCIAL MEDIA CAPITAL TO 

ENTREPRENEURIAL DIFFUSION: THE ROLE OF 

MARTECH E-COMMERCE EMPOWERMENT AMONG 

YOUNG ENTREPRENEURS 

 

Hsin-Hui Lin 

Department of Distribution Management, National Taichung University of Science 

and Technology, Taichung City, Taiwan 

brenda@nutc.edu.tw 

_____________________________________________________________________ 

Abstract 

In recent years, the government has actively encouraged young people to participate in 

entrepreneurial activities by providing relevant subsidy programs. At the same time, a 

new wave of MarTech has swept across the globe, prompting many brick-and-mortar 

stores to transition to e-commerce platforms. Consequently, online shopping has 
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become increasingly prevalent and has expanded across a broader range of age groups. 

Both consumers and entrepreneurs conduct transactions through e-commerce 

platforms. Focusing on young entrepreneurs, this study draws on social media theory, 

MarTech, and e-commerce empowerment theory to investigate their entrepreneurial 

behaviors, including idea generation, practice, and diffusion. Data were collected 

through a self-administered questionnaire and analyzed using SPSS 24.0 and SmartPLS 

4.0. The analyses included descriptive statistics, reliability and validity assessments, 

and structural equation modeling. The results indicate that, within the social commerce 

environment, young entrepreneurs’ cognitive social media capital has no significant 

effect on any of the three dimensions of MarTech e-commerce empowerment, namely 

marketing technology utilization, personal leadership, and online community 

interaction. However, their structural social media capital significantly influences 

marketing technology utilization and personal leadership. Furthermore, their 

relational social media capital exerts stronger effects on all three dimensions of 

MarTech e-commerce empowerment. In addition, the personal leadership dimension of 

MarTech e-commerce empowerment significantly influences young entrepreneurs’ idea 

generation, practice, and diffusion behaviors. The theoretical model developed in this 

study not only provides an in-depth examination of how social media capital affects the 

behaviors of young entrepreneurs but also further clarifies the critical mediating role 

of MarTech e-commerce empowerment in the entrepreneurial process. In terms of 

practical applications, the findings can help young entrepreneurs use social media 

capital more effectively, enhance their marketing technology capabilities and 

leadership, and strengthen online community interaction and engagement, thereby 

facilitating entrepreneurial behaviors. The findings also provide policymakers, 

academic researchers, and relevant industries with insights into developing more 
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comprehensive entrepreneurial support mechanisms. The results of this study offer 

important implications for the theoretical and practical development of youth e-

commerce entrepreneurship education. 
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