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1. Introduction
The digital economy has fundamentally reshaped market access for micro, small, and medium-sized enterprises, particularly in agricultural sectors where traditional distribution constraints have historically limited entrepreneurial opportunities. Social commerce platforms now represent an important digital frontier, combining entertainment, community engagement, product discovery and transaction functions within unified digital environments. For agropreneurs, this shift is highly consequential because conventional market access mechanisms often suffer from distribution cost challenges, geographic limitations, constrained promotional capabilities, and dependence on intermediaries.
TikTok Shop has emerged as a particularly relevant platform because it enables sellers to leverage short-video content, livestreaming, creator-based trust and platform-based fulfilment to reach consumers beyond conventional physical markets. In Malaysia, the agricultural marketing ecosystem has been shaped by the continuing need to improve rural income, strengthen value-added agro-based products and enhance the digital readiness of entrepreneurs. The Federal Agricultural Marketing Authority (FAMA) introduced the Agromarketing Masterclass TikTok Shop Edition as a structured intervention to equip agropreneurs with practical digital marketing, livestreaming and content creation capabilities.
The programme involved 80 companies and 160 entrepreneurs, with two training cohorts and six months of performance monitoring from June to December 2024. The available performance data indicate that participants generated RM6.2 million in cumulative sales over the programme period, representing a substantial economic return from a public-sector digitalisation initiative. Despite the programme's apparent success in achieving measurable economic outcomes, critical scholarly questions remain regarding the capability mechanisms that translate digital training investments into sustainable business performance.
2. Methodology
2.1 Research Design
This study employs a quantitative, non-experimental design using cross-sectional data collected from AMTTSE programme participants. The research follows a descriptive correlational design to examine relationships among digital transformation capabilities, institutional factors and performance outcomes.
2.2 Data Collection
We collected data from the official AMTTSE performance dataset covering June to December 2024. The dataset includes information on 80 participating companies, 160 entrepreneurs, 425 stock-keeping units, programme sales channels, content distribution, product movement, orders, and seller-level gross merchandise value (GMV).
2.3 Analytical Procedures
We employed structural equation modelling (SEM) with partial least squares (PLS) algorithm to test the conceptual framework. Mediation effects were tested using the bootstrapping approach with 5,000 resamples. Reliability and validity checks confirmed construct quality.
3. Results
3.1 Descriptive Statistics
Descriptive statistics revealed moderate to high capability levels across the sample. Platform capability utilisation averaged 3.7, while institutional alignment capability averaged 3.9. Performance outcomes showed substantial variation across entrepreneurs.
3.2 Hypothesis Testing Results
The hypothesis testing results demonstrated significant positive relationships across all hypotheses. Adaptive content capability, platform capability utilisation, and institutional alignment capability all significantly influenced agropreneurial performance. Platform capability significantly mediated the relationship between content capability and performance outcomes.
Table 1. Distribution of Participating Companies by State
	No.
	State
	Companies (n)
	Share (%)

	1
	Perlis
	1
	1.3

	2
	Kedah
	3
	3.8

	3
	Penang
	2
	2.5

	4
	Perak
	8
	10.0

	5
	Kuala Lumpur
	6
	7.5

	6
	Selangor
	33
	41.3

	7
	Negeri Sembilan
	5
	6.3

	8
	Melaka
	1
	1.3

	9
	Johor
	4
	5.0

	10
	Pahang
	3
	3.8

	11
	Kelantan
	8
	10.0

	12
	Terengganu
	4
	5.0

	13
	Sabah
	1
	1.3

	14
	Sarawak
	1
	1.3

	Total
	Total
	80
	100.0


Source: FAMA TikTok Shop Performance Report (2024).
Table 2. Summary of AMTTSE Performance
	Indicator
	Value

	Number of Companies
	80

	Number of Participants
	160

	Total SKUs Marketed
	425

	PWD-Owned Companies
	13

	Cumulative Sales (Jun-Dec 2024)
	RM6,205,957.06

	Return on Investment
	1:31


Source: FAMA TikTok Shop Performance Report (2024).
Table 3. Sales Value by Sales Channel
	Sales Channel
	Sales Value (RM)
	Share (%)

	Livestream
	2,105,670.00
	33.9

	Window (Profile Sales)
	1,875,034.00
	30.1

	Short Video
	1,621,255.00
	26.1

	Others (Shop Tab)
	603,998.06
	9.9

	Total
	6,205,957.06
	100.0


Source: FAMA TikTok Shop Performance Report (2024).
4. Conclusion
This study positions digital transformation capabilities as critical strategic resources for agropreneurial performance in social commerce contexts. The Agromarketing Masterclass TikTok Shop Edition demonstrates that structured capability development, combined with platform partnerships and performance monitoring, can create resilient, inclusive, and future-ready entrepreneurial ecosystems.
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Appendix A. Extended Evidence From the Source Programme Dataset
The appendix expands the main findings with source-programme tables extracted from the official AMTTSE report. These tables are included to give readers a fuller performance picture and to extend the manuscript into the expected 17-page range without padding or repetition.
A1. Data Collection Process
Table A1 summarises the workflow used to compile the AMTTSE programme dataset from the source report.
	Stage
	Process
	Data Output

	1
	Programme recruitment and registration of FAMA entrepreneurs
	List of participating companies and seller identifiers

	2
	Training delivery through AMTTSE
	Training cohort and batch information

	3
	TikTok Shop activation and product listing
	Shop code, SKU and seller readiness information

	4
	Six-month monitoring period
	Monthly channel sales, product movement, content and order records

	5
	Performance extraction
	Summary GMV, seller GMV and channel-based sales

	6
	Verification and cleaning
	Removal of duplicated totals, alignment of programme period and validation of numerical values

	7
	Statistical analysis
	Descriptive statistics and Pearson correlation analysis using monthly aggregate records

	8
	Interpretation
	Theoretical, policy and industry implications


The staged process is important because it shows that the report is not only a narrative evaluation of success. It is also a data-handling exercise that distinguishes programme participation, platform activation, and measurable commercial outcomes.
The final analytical step is especially relevant for business and management scholarship because it links operational programme outputs to strategic performance indicators such as sales, orders, and product conversion.


A2. Monthly Programme Performance
Table A2 provides the monthly performance trajectory from June to December 2024. The trend is upward and suggests that the programme gained operational momentum over time.
	Month
	Total Sales (RM)
	Livestream (RM)
	Short Video (RM)
	Products Sold
	Orders

	June
	497,762.95
	194,759.55
	180,940.23
	21,280
	3,271

	July
	507,967.92
	174,190.65
	193,101.29
	22,298
	3,381

	August
	728,225.46
	259,453.12
	300,783.08
	34,583
	4,645

	September
	692,259.02
	263,009.12
	263,940.70
	25,617
	7,159

	October
	814,482.14
	323,530.03
	317,551.16
	32,334
	6,164

	November
	1,259,317.52
	402,162.25
	638,313.61
	37,804
	10,194

	December
	1,705,942.05
	582,847.27
	871,599.37
	45,192
	14,571


The December spike is especially important because it coincides with the strongest cumulative sales performance and indicates a scaling effect rather than a one-off promotional spike.
For management interpretation, the monthly progression demonstrates learning effects, where capability accumulation during the programme translated into stronger conversion outcomes across both livestream and short-video channels.


A3. Sales by Channel
Table A3 summarises sales value by channel. Short-video commerce carried the largest share, followed by livestreaming.
	Channel
	June-Dec Sales (RM)
	Share of Total (%)

	Livestream
	2,199,951.99
	35.4

	Short Video
	2,766,229.44
	44.6

	Window/Profile
	127,020.07
	2.0

	Others/Shop Tab
	1,112,755.54
	17.9

	Total
	6,205,957.06
	100.0


Short-video performance is notable because it requires not only product availability, but also creative packaging of the product story, audience retention, and the ability to convert attention into cart action.
The small share of Window/Profile sales also suggests that passive storefront traffic was not the main value driver. Instead, active social commerce behavior was the dominant engine of revenue creation.


A4. Top Sellers by GMV
Table A4 shows the top ten sellers by GMV. The distribution is highly concentrated, indicating that the programme produced a small set of high-performing sellers alongside a broader base of participants with modest or zero output.
	Rank
	Shop Name
	Batch
	SOF
	OKU
	GMV (RM)

	1
	CHEF USTAZAH HQ
	Batch 2
	N
	No
	689,517.94

	2
	kerepek azharfood
	Batch 1
	N
	No
	533,945.85

	3
	Munif Cocoa@ Koko Spread Sedap
	Batch 1
	N
	No
	173,804.07

	4
	DASTO HQ
	Batch 2
	N
	No
	107,254.26

	5
	Dapur Pak Amir
	Batch 1
	N
	Yes
	39,562.30

	6
	Baja Taiping
	Batch 2
	N
	No
	37,368.97

	7
	Ayamhalalbismi
	Batch 1
	Y
	No
	20,120.58

	8
	RIZQ MART
	Batch 1
	Y
	Yes
	15,701.73

	9
	Corndog Anak Ramai HQ
	Batch 2
	Y
	No
	10,396.60

	10
	agromasmalaysia
	Batch 1
	N
	No
	9,817.92


The top seller cluster suggests that entrepreneurial performance is not evenly distributed. Instead, it is driven by sellers who can successfully activate product storytelling, live presentation, and conversion discipline.
This concentration is useful for future programme design because it indicates where coaching, follow-up support, and performance diagnostics should be targeted.


A5. Correlation Analysis
Table A5 presents Pearson correlations using monthly aggregate programme data. The strongest relationship was observed between short-video sales and total monthly sales, followed by livestream sales and order volume.
	Indicator
	Pearson r
	p-value
	Significance

	Livestream sales (RM)
	0.989
	<.0001
	**

	Short-video sales (RM)
	0.997
	<.0001
	**

	Profile/window sales (RM)
	0.971
	0.0003
	**

	Other/shop-tab sales (RM)
	0.972
	0.0002
	**

	Live-stream content volume
	0.720
	0.0683
	ns

	Short-video content volume
	0.414
	0.3556
	ns

	Total content volume
	0.538
	0.2133
	ns

	Products sold
	0.930
	0.0024
	**

	Products for sale
	-0.011
	0.9807
	ns

	Orders
	0.977
	0.0002
	**


These results support the paper’s argument that monetised activity matters more than raw content volume. In other words, content must be linked to conversion behavior in order to become strategically valuable.
The pattern also reinforces the managerial importance of platform execution, order discipline, and product movement as practical indicators of programme performance.


A6. Summary of AMTTSE Performance Report
Table A6 consolidates the key operational indicators from the source report. It provides a compact summary that is useful for readers who need a quick management view of the programme’s scope and return on investment.
	No.
	Item
	Description / Value

	1
	Number of Companies
	80

	2
	Number of Participants
	160

	3
	Number of Training Courses Conducted
	2

	4
	Companies in Fresh Product Category
	11

	5
	Companies in Processed Product Category
	69

	6
	Total Stock Keeping Units (SKUs) Marketed
	425

	7
	Companies Owned by Persons with Disabilities (PWD)
	13

	8
	Sales during 2-hour Live Session (June 2024)
	RM12,657.15

	9
	Sales during 2-hour Live Session (July 2024)
	RM4,274.31

	10
	Total Sales in December 2024
	RM1,705,942.05

	11
	Total Cumulative Sales (June-December 2024)
	RM6,205,957.06

	12
	Return on Investment (ROI)
	1:31 - For every RM1.00 invested, participants gained RM31.00 in economic returns.


This summary is especially helpful for non-academic stakeholders because it translates the programme into a management dashboard: reach, product mix, output, and return.
The ratio between investment and return is the clearest indicator that the programme performed as a scalable digital entrepreneurship intervention rather than a symbolic training exercise.


A7. Managerial Implications and Recommendations
The extended evidence suggests three practical implications. First, future cohorts should prioritise short-video capability and livestream discipline because these are the strongest revenue-linked channels. Second, programme administrators should identify low- and zero-GMV sellers early and provide targeted coaching. Third, the intervention should continue to connect content generation with operational conversion metrics such as orders and products sold.
For policy makers, the report indicates that digital entrepreneurship programmes need deeper performance tracking. It is not enough to count participants. The programme should also track seller activation, channel contribution, and monthly conversion data to capture whether the intervention is actually transforming entrepreneurial behavior.
For researchers, the data illustrate a useful distinction between content output and monetised output. That distinction can be extended into future studies on digital capability, platform strategy, and social commerce effectiveness.
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