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Abstract
The paper explores the social media dependency and work-related
attitudes about religiosity as a mediator among employees in public and
private organizations. Not many studies explore the above variables especially
in the context of Malaysian employees. Self-administered questionnaires were
distributed among employees in the public and private organizations in the
selected major cities in the country. Data analyses are conducted using SPSS,
namely reliability analysis, correlation analysis, regression analysis, and
mediation analysis. Interestingly, the paper only discovers religiosity has a
positive impact on work-related attitudes among employees in public and
private organizations. Unfortunately, the other hypotheses are not supported
and no mediation of religiosity on social media dependency and work-related
attitudes was discovered. Further analysis is conducted on religiosity as
moderator; the result also shows no moderation of religiosity on social media
dependency and work-related attitudes. Discussions on the results are
elaborated accordingly.
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Introduction
Almost all employees in the public and private organizations are using
some form of social media to be connected and in contact with their business
clients, superiors and managers, colleagues, and family members. The use of
social media platforms could be seen as a positive and encouraging way of
communication in this 21 Century. On the other hand, some employees are
having a dependency on social media that is negative and unproductive toward
their work-life and family-life. Moreover, this dependency could cause the
employees are affecting their organizations' productivity and also their wellbeing.
The well-being of employees had been the prime agenda of the
Ministry of Human Resources and the nation. The government wanted to have
balanced well-being among its citizens and employees for mobilizing the
nation’s aspirations to be a developed nation by the year 2020. In this spirit,
the nation had launched the “Transformasi Nasional 2050" (also known as
TN50). This TN50 has been an initiative by the government to landscape
Malaysia's future from 2020 to 2050. The spirit of TN50 is to be amongst the
top countries in the world in economic development, citizen well-being, and
innovation.
Historically, TN50 had been underpinned by the New Economic
Policy (NEP) which was launched from 1971 to 1990. The NEP had a novelty
to "eradicate absolute poverty irrespective of race and eliminate the
identification of race by economic function". Moreover, from 1991 to 2020,
the nation had been guided by its Vision 2020 aspiration that "to become a
developed nation, in our own mold" with 9 challenges in 3 phases, namely
National Development Policy, National Vision Policy, and New Economic
Model. Moreover, the nation needs to mold its citizens to become world-class
employees. This cannot be achieved without the various programs and policies
being spearheaded by the government through its Ministries and Departments
at multiple levels such as national and state levels. Thus, the TN50 had been
calling various people from all walks of life to come forward for various
meetings and gatherings for them to contribute ideas toward the establishment
of TN50. This paper realizes that the well-being of the nation's employees in
the public and private sectors would play an important role in the success of
TN50. The well-being of employees is not confined to their health issues but
also their emotions and feelings. Moreover, employees of today's had been
involved in the use of social media at work and home. These employees are
extensively devoting their time to be online with their colleagues almost round
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the clock every day. In some cases, employees are addicted to the use of social
media regardless they are at work or home.
Public and private organizations could not monitor and hinder their
employees from using social media during office hours may it be for business
or personal. Unfortunately, some employees are abusing the use of social
media more in their communication, and in turn, this has an impact on their
work performance. Thus, this further in turn translated into the poor
performance of the employee, and poor achievement of profits for the
organizations. The uncontrolled dependency on social media may affect the
employees' work-related attitudes and outputs for the organizations.
Moreover, this situation could be linked with their work-related attitudes at
work, namely job satisfaction, career satisfaction, and organizational
commitment.
In the context of Malaysia, religiosity plays an important influence in
employees' daily life. The role of religiosity could be seen as an antidote to
allow employees who are dependent on social media to be rationalized their
behavior at work. Moreover, in the diverse religious belief in the nation, it is
wise to associate religiosity as the mediating factor among employees in the
public and private organizations toward their social media dependency and
work-related attitudes. Thus, this paper explores the relationship between
social media dependency and work-related attitudes with religiosity as a
mediator.
The significance of this paper is to eradicate the understanding of
employees in the public and private organizations on their dependency on
social media. The dependency would lead to addiction to social media among
these employees. Thus a paper explores the social media dependency issues
among these employees of the nation. Moreover, these employees' workrelated attitudes also need to be explored as the outcome of their social media
dependency behavior. Individual belief, namely religiosity, would have a
significant impact on the employees' behavior at work in public and private
organizations. Thus religiosity could be used as a guiding parameter to these
employees in curbing their social media dependency. In summary, the social
media dependency, work-related attitudes, and religiosity of employees in the
public and private organizations would have a major impact on the nation’s
TN50 aspirations of becoming a developed nation with sound economic
development, citizen well-being, and innovation.
This paper intends to unearth the issues on social media dependency,
work-related attitudes, and religiosity among employees in public and private
organizations. Thus, the objectives of this study are listed below:
1. To explore the relationship between social media dependency and the
work-related attitudes of employees in public and private
organizations.
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2. To explore the mediation of religiosity between social media
dependency and the work-related attitudes of employees in public and
private organizations.
3. To understand the impact of social media dependency toward workrelated attitudes of employees in public and private organizations.
4. To understand the mediation impact of religiosity between social
media dependency and work-related attitudes of employees in public
and private organizations.
Literature Reviews
Social Media Dependency
Social media dependency has been associated most with employees in
public and private organizations. The use of social media has been developed
with innovation and technological developments through the internet. Thus
the internet has connected employees with their colleagues at work and in
social meetings. The connection has no boundaries; may it be at work and
home, even they are connected everywhere and all the time. Moreover, social
media has been used for personal and business communication in this era.
Social media sites empower users to take an active role in their socialization
process and in constructing their self-identity (Urista et al., 2009; Sponcil &
Gitimu, 2013). Moreover, digital technology allowed users to show
considerable information about themselves and their friends. This selfdisclosure is a way to open up their own identities of how they want others to
perceive them (Pempek, Yermolayeva, & Calvert, 2009; Sponsil & Gitimu,
2013). Many individuals use social networks sited to feel popular, trying to
add as many "friends" as possible so they appear to be more admired (Pempek
et al., 2009; Sponsil & Gitimu, 2013).
Not much research has been done to understand the Malaysian
employees on their use of social media about their work-related attitudes with
religiosity as mediation. Thus the noble intention of this research is to
contribute to the body of knowledge on the use of social media about
employees' work-related attitudes with religiosity as mediation. The use of
social media has been associated with users aged 18-29. They have several
social media on various websites (Sponcil & Gitimu, 2013; Lenhart, Purcell,
Smith, & Zickuhr, 2010). An interesting study discovered that the amount of
time spent daily on social networks varied greatly (Sponsil & Gitimu, 2013).
They found interesting findings on gender with the use of social media, women
are more likely than men to have a personal profile on Facebook, but men are
more likely to have a profile on LinkedIn. Females use social media for
maintaining relationships with family and friends, passing time, and
entertainment, but men were more likely to use social media to meet new
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people. Moreover, the educational experience of men and women were
seemed to play a factor in social media use (Sponsil & Gitimu, 2013).
Furthermore, various studies on social media dependency had been
done in other countries on instruments. Lin, Broström, Nilsen, Griffiths, and
Pakpour (2017) had examined their instruments on Iranian adolescents in
assessing their addiction to social media. In another context, an Italian
psychometric was conducted in assessing social networking addiction
(Monacis, Palo, Griffiths, & Sinatra, 2017).
Work-Related Attitudes
Work-related attitudes are based on the total quality management
perspective. Alas and Edwards (2006) claim work-related values as the
outcome of the intricate interaction of several factors which include the
national cultural and institutional context, the specific industry context, the
organizational environment, and, finally, the characteristics of individuals
themselves. Guimaraes (1996) conceptualizes several indicators for workrelated attitudes such as job satisfaction, career satisfaction, and organizational
commitment. These indicators will be examined about the use of social media
and employees' work-related attitudes.
In other studies, Kim, Egan, and Moon (2014) tested a conceptual
model of the relationships between managerial coaching behavior and
employee attitudes as well as performance-related outcomes in public
organizations in the USA and South Korea. This resulted from the
generalizability of managerial coaching efficacy as well as evidence for
potential cultural differences in the effect of managerial coaching in the two
countries. Walumbwa, Lawler, Avolio, Wang, and Shi (2005) examined how
collective self-efficacy moderated the influence of transformational leadership
on followers' work-related attitudes among bankers in China, India, and the
USA. Their results revealed that transformational leadership and efficacy
beliefs were positively related to followers’ work-related attitudes.
On the other hand, not many studies are found that directly link how
the use of social media relates to employees’ broader psychological
attachment to the organization and their job as gauged by their job satisfaction,
career satisfaction, and organizational commitment. Further, this provides an
opportunity for this research to explore the link between the use of social
media toward work-related attitudes. Moreover, this research can examine the
impact of social media use on job satisfaction, career satisfaction, and
organizational commitment.
Religiosity
Reviews indicated that more religious persons more strongly promote
some and reject other values than less religious persons (Gungor, Bornstein &
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Phalet, 2012). Strong religious persons rank values focused on others' needs
and expectations (such as forgiving and obedience) higher, and self-focused
values (such as being independent and logical) lower than less religious
persons (Rokeah, 1969 in Gungor, Bornstein & Phalet, 2012). Khasif,
Zarkada, and Thurasamy (2016) stated that the extended theory of planned
behavior (ETPB) into which religiosity was integrated as a moderating
variable. This paper demonstrates that the ETPB can explain intentions to
behave ethically among Pakistani bankers. Wang, Chi, and Erkilic (2021)
examined the effects of employees’ intrinsic and extrinsic religiosity on
building their mental toughness and mindfulness and the further formation of
employees’ political skills. They discovered that intrinsic religiosity improves
employees’ mental toughness, while extrinsic religiosity enhances employee
mindfulness among Muslim hotel employees in Turkey. Purnamasari and
Amaliah (2015) discovered a positive and significant effect as a variable that
strengthens the relationship between religiosity and fraud prevention in the
workplace.
Interestingly, Schwartz (1992 in Gungor, Bornstein & Phalet, 2012)
identified ten distinct value types across a wide range of cultures, which he
organized around general self-focused (Power, Achievement, Hedonism,
Stimulation, and Self-Direction) versus other-focused goal orientations
(Universalism, Benevolence, Tradition, Conformity, and Security). Across
cultures, religiosity was positively associated with other-focused values,
particularly tradition and conformity, whereas associations with self-focused
values, especially self-direction, stimulation, and hedonism, were negative
(Saroglou, Delpierre, & Dernelle, 2004). Therefore, there is a need to associate
and mediate the factor of religiosity in this research.
Religiosity Mediation
Liu, Hassan, Chupradit, and Ageli (2021) examined religiosity
mediation on the impact of aggressive workplace behavior in the form of
workplace harassment, bullying, ostracism, and workplace incivility to check
their impact on workers' output and their level of motivation. They discovered
that the mediating role of religiosity provides evidence that the negative
impact of workplace harassment, bullying, and other subtleties of aggressive
workplace behavior can reasonably be lower down through religiosity. Reutter
and Bigatti (2014) discovered religiosity had a moderation effect between
stress and health. Meanwhile, Nasser and Cheema (2021) discovered that
religiosity didn't mediate between empathy, community-mindedness, and
forgiveness on Muslim communities in the contexts of Bangladesh, Bosnia,
Indonesia, Kenya, Malaysia, Uganda, and Tatarstan (Russia).
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Theoretical Framework
This research theorizes the framework in taking social media as the
independent variable, work-related attitudes as the dependent variable, and
religiosity as the mediating variable. Figure 1 depicts the research framework.
Figure 1: Theoretical Framework

Religiosity

Social Media
Dependency

Work-Related
Attitudes

Hypotheses
This paper derives the following hypotheses, namely 4 main hypotheses H1,
H2, H3, and H4 below:
H1: Social media dependency has a positive impact on work-related
attitudes among employees in public and private organizations.
H2: Social media dependency has a positive impact on religiosity among
employees in public and private organizations.
H3: Religiosity has a positive impact on work-related attitudes among
employees in public and private organizations.
H4: Social media dependency has a positive impact on work-related
attitudes with the mediation of religiosity among employees in public
and private organizations.
Methodology
Self-administered questionnaires were distributed among employees
in the public and private organizations in the following major cities, namely
Alor Setar, Georgetown, Ipoh, Kuala Lumpur, Johor Bahru, Kuching, and
Kota Kinabalu. The research tools were adapted and adopted from various
scholars in the area of social media, work-related attitudes (namely, job
satisfaction, career satisfaction, and organizational commitment), and
religiosity. The works of Schwartz and Huismans (1995) about social media
tool, job satisfaction tool was Weiss and Dawis (1967), career satisfaction tool
was from Greenhaus, Parasuraman, and Wormley (1990), organizational
commitment tool was from Mowday and Steers (1979), and religiosity tool
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was from Gungor, Bornstein, and Phalet (2012). Furthermore, the SPSS is
used to analyze correlations analysis, regression analysis, and the mediation
impact of religiosity using Baron and Kenny's (1986) approach.
Data Analysis
Demographic Analysis
Table 1 depicts the demographic analysis. Two-third of the
respondents were female (n=65, 71.4%) as compared to male respondents
(n=26, 28.6%). The respondents indicated that they were married (n=47,
51.6%), and followed by single respondents (n=39, 42.9%) and other status
(n=5, 5.5%). The majority of the respondents were aged between 31 to 35
years old (n=36, 39.6%); this was followed by 21 respondents aged between
36 to 40 years old (n=21, 23.1%), 19 respondents (20.9%) were aged between
16 to 30 years old, 6 respondents (6.6%) were aged between 41 to 45 years
old, 5 respondents (5.5%) were aged more than 45 years old, and 4 respondents
(4.4%) were aged below 25 years old.
Religiously, majority were Muslim (n=68, 74.7%); and followed by
Hindu (n=11, 12.1%), Christian (n=7, 7.7%), and Buddha (n=5, 5.5%).
Furthermore, respondents indicated their ethnicity, whereby Malays were 65
respondents (73%), Indians were 12 respondents (13.5%), Sikh were 7
respondents (7.9%), and Chinese were 5 respondents (5.6%). The majority of
the respondents were employed in the public sector (n=69, 75.8%) as
compared to respondents who were employed in the private sector (n=20;
22%) and doing their own business (n=2, 2.2%).
Finally, on their working experience, the majority of the respondents
were experienced between 5 to 10 years (n=50, 55.6%); and followed by
experienced between 11 to 15 years (n=19, 21.1%), experienced more than 15
years (n=14, 15.6%), and experienced less than 5 years (n=7, 7.8%).
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Table 1: Demographic Analysis
Item
n
Gender
Female
Male
Marital Status
Single
Married
Others
Age (year-old)
Below 25
16-30
31-35
36-40
41-45
46 Above
Religion
Muslim
Christian
Buddha
Hindu
Ethnicity
Malay
Chinese
Indian
Sikh
Employment
Public Sector
Private Sector
Own Business
Working Experience (years)
Less than 5
5-10
11-15
More than 15

%
65
26
39
47
5
4
19
36
21
6
5
68
7
5
11
65
5
12
7
69
20
2
7
50
19
14

71.4
28.6
42.9
51.6
5.5
4.4
20.9
39.6
23.1
6.6
5.5
74.7
7.7
5.5
12.1
73
5.6
13.5
7.9
75.8
22
2.2
7.8
55.6
21.1
15.6

Reliability Analysis
Table 2 depicts the reliability analysis of the variables used. The study
shows a reliable value for social media dependency with the Cronbach's alpha
of 0.91. This is followed by work-related attitudes with the Cronbach's Alpha
of 0.94, and religiosity with the Cronbach's alpha of 0.82.
Table 2: Reliability Analysis
Variables

Total Item

Cronbach's
Alpha

Social Media Dependency

20

0.91

Work-Related Attitudes

25

0.94

Religiosity

19

0.82
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Correlations Analysis
Table 3 depicts the correlation analysis between variables and their
components of work-related attitudes. Overall, there was no significant
relationship between variables, namely social media dependency, workrelated attitudes, and religiosity.
1
2
3

Table 3: Correlations Analysis
Variables
1
2
Work-Related Attitudes
1
-0.042
Social Media Dependency
1
Religiosity

3
0.189
-0.130
1

Regression Analysis
Table 4 depicts the regression analysis between social media
dependency and work-related attitudes. There was no significant (B=-0.039,
p=0.738) impact of social media dependency on work-related attitudes. Thus,
hypothesis H1 was not supported.
Table 4: Regression Analysis between Social Media
Dependency and Work-Related Attitudes
Work-Related Attitudes
B
Sig.
Social Media Dependency
-0.039
0.738
R2
0.002
2
Adj-R
-0.012
F-Change
0.113
Sig. F-Change
0.738

Table 5 depicts the regression analysis between social media
dependency and religiosity. There was no significant (B=-0.135, p=0.224)
impact of social media dependency on religiosity. Thus, hypothesis H3 was
not supported.
Table 5: Regression Analysis between Social Media
Dependency and Religiosity
Religiosity
B
Sig.
Social Media Dependency
-0.135
0.224
R2
0.018
Adj-R2
0.006
F-Change
1.505
Sig. F-Change
0.224

Table 6 depicts the regression analysis between religiosity and workrelated attitudes. There was a significant impact (B=0.189, p=0.100) of
religiosity on work-related attitudes. Thus, hypothesis H2 was supported.
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Table 6: Regression Analysis between Religiosity
and Work-Related Attitudes
Work-Related Attitudes
B
Sig.
Religiosity
0.189
0.100
R2
0.036
Adj-R2
0.023
F-Change
2.767
Sig. F-Change
0.100

Mediation Analysis
Table 7 depicts the mediation analysis of religiosity between social media
dependency and work-related attitudes. There was no significant mediation
(B=0.187, p=0.112) impact of religiosity between social media dependency
toward work-related attitudes. Thus, hypothesis H4 was not supported.
Table 7: Mediation Analysis of Religiosity toward
Social Media Dependency and Work-Related Attitudes
Without Mediation
With Mediation
Work-Related Attitudes
Work-Related Attitudes
B
Sig.
B
Sig.
Social Media Dependency
-0.039
0.738
-0.014
0.906
Religiosity
0.187
0.112
2
R
0.002
0.036
Adj-R2
-0.012
0.009
F-Change
0.113
2.593
Sig. F-Change
0.738
0.112

In summary, Table 8 depicts the regression analysis and mediation
analysis between variables, namely social media dependency, work-related
attitudes, and religiosity.
Hypothesis
H1: Social media dependency has a positive impact on work-related attitudes
among employees in public and private organizations.
H2: Social media dependency has a positive impact on religiosity among
employees in public and private organizations.
H3: Religiosity has a positive impact on work-related attitudes among
employees in public and private organizations.
H4: Social media dependency has a positive impact on work-related attitudes
with the mediation of religiosity among employees in public and private
organizations.
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Moderation Analysis
Due to no mediation impact of religiosity between social media
dependency and work-related attitudes, moderation analysis was conducted as
further analysis in exploring the possibility of moderation impact of religiosity
between social media dependency and work-related attitudes. Figure 2 depicts
the moderation framework.
Figure 2: Moderation Framework

Social Media
Dependency

Religiosity

Work-Related Attitudes

Furthermore, the following hypothesis on moderation is as below:
H5: Social media dependency has a positive impact on work-related
attitudes with the moderation of religiosity among employees in public
and private organizations.
Table 8 depicts the moderation analysis of religiosity between social
media dependency and work-related attitudes. There was no significant
moderation (B=0.449, p=0.728) impact of religiosity on social media
dependency toward work-related attitudes. Thus, hypothesis H4 was not
supported.
Table 8: Moderation Analysis of Religiosity toward
Social Media Dependency and Work-Related Attitudes
Without Moderation
With Moderation
Work-Related Attitudes
Work-Related Attitudes
B
Sig.
B
Sig.
Social Media Dependency
-0.014
0.187
-0.455
0.721
Religiosity
0.187
0.114
0.031
0.947
Social Media Dependency0.449
0.728
Religiosity (Dummy)
R2
0.036
0.037
Adj-R2
0.009
-0.003
F-Change
1.335
0.122
Sig. F-Change
0.269
0.728

Interestingly, the data output stated that no moderation of religiosity
was found between social media dependency and work-related attitudes on
employees in public and private organizations.
Hypothesis
H5: Social media dependency has a positive impact on work-related
attitudes with the moderation of religiosity among employees in public and
private organizations.
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Discussions & Conclusion
This research had a novel intention for the body of knowledge,
especially toward the government’s vision on TN50 (2020-2050), on the
employee's involvement in the social media that impacted their work-related
attitudes, namely job satisfaction, career satisfaction, and organizational
commitment. Moreover, the mediation of religiosity would be an added
advantage for the policymakers of TN50 to be embedded in their
implementation. Undoubtedly, the Ministry of Human Resources would be at
the advantage of knowing how to lay out the nation's landscape of the future
employees in terms of having a balanced work-life and family-life. As for the
Malaysian Communication and Multimedia Commission (MCMC), the
research knowledge would assist them in putting "invisible barriers" among
employees in the public and private organizations on their involvement in
social media. Finally, the information on the mediator of religiosity would be
an advantage for various religious organizations at the ministry and state
government levels in planning specific moral and religious programs for
citizens of the nation.
This paper discovers that religiosity has an impact on work-related
attitudes among employees in public and private organizations. Moreover, this
is interesting as it reflected the nation's diversity in religious beliefs, namely
Muslim, Christian, Buddha, and Hindu. The religiosity of individual
employees had an impact on their work-related attitudes. This clearly can be
associated with the most religious teachings that every individual should do
good deeds not just to one-self but also to others. In this paper, the religiosity
impact on employees' work-related attitudes is obvious. This has been
confirmed by Ekizler and Galifanova (2020) that the role of religion in the
working environment has a possible influence on work values among
employees in various companies located in Istanbul, Turkey. In a systematic
review, a group of researchers develop a research agenda and offer
recommendations for management practice that focus on support for the
expression of religious identity at work while maintaining a broader climate
of inclusion (Heliot, Gleibs, Coyle, Rousseau & Rojon, 2020). Moreover, a
positive and significant relationship between religiosity and job attitude with
organizational behavior (Ramlee, Osman, Salahudin, Sin, Sim, Safizal, 2016).
Roznowski and Zarzycka (2020) state that religiosity is a source of motivation
to engage at work for women, whereas, for men, high religiosity can reduce
engagement in work. Meanwhile, Wisker and Rosinaite (2016) discovers that
the level of religiosity however was not found to affect Islamic work ethics
directly but through the behavior and personality of Muslim managers.
On the other hand, social media dependency has no impact on the
employees' work-related attitudes. This study discovers that the employees'
involvement in social media has not impacted their work-related attitudes.
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Thus, these employees would perform their level best of their work
regardless of the number of hours or level of intensity on their involvement in
social media. This is supported by Hawi and Samaha (2017) that addictive use
of social media had a negative association with self-esteem, and the latter had
a positive association with satisfaction with life. Meanwhile, Schmidt,
Lelchook, and Martin (2016) purport that social media connections have a
significant positive relationship with both perceptions of organizational
support and organizational spontaneity. This concludes that the degree of
social media dependency has no impact on employees' work-related attitudes.
The study also discovers that social media dependency has no impact
on the employees' religiosity. In this situation, regardless of the employees'
involvement in their social media, their level of religiosity has not been
impacted by it. Thus, this situation is seen that employees are considered as
responsible individuals on their religious commitments. This is supported by
Turan's (2018) results from perceptions of individual religiousness and social
media use. Conversely, religiosity significantly predicted ethnic media use
among British Muslims (Croucher, Oommen, Borton, Anarbaeva & Turner,
2010). Sanaktekin, Aslanbay, and Gorgulu (2013) reveal that the level of
religiosity has a significant effect on the patterns of Internet consumption
among Turkish.
Furthermore, the paper discovers no mediation on religiosity between
social media dependency toward work-related attitudes. Subsequently, the
paper also discovered no moderation on religiosity toward social media
dependency and work-related attitudes. Interestingly, the degree of religiosity
has no mediation and moderation impact between social media dependency
toward work-related attitudes on employees. This contradicts with Almenayes
(2014) states that religiosity shielded individuals from negative consequences
of social media usage. Furthermore, Almenayes (2015) states that religiosity
protects against the social consequences of social media.
In conclusion, this study discovers that religiosity has no degree of
impact, mediation, and moderation among employees in the public and private
organizations on their social media dependency and work-related attitudes. As
such, it can be said that the above employees are considered socially
responsible for their social media involvement. Thus, they also have a high
value on their work-related attitudes that place a substantial focus on their
works and organizations. Meanwhile, religiosity in a multiracial country,
Malaysia, has solid and sound grounds for employees in the country toward
their social media involvement and works.
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