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Abstract 
 
This thesis sheds light on consumers’ perceived high-level need satisfaction through 

product augmentations offered via the platforms of social media. Understanding how 

potential customers feel towards purchase benefits that take the form of social media 

perks and promotions allows marketers to improve their marketing strategies and 

planning in today’s digital landscape.  

 

High-level need satisfaction is a common notion that can be found in most marketing 

and psychological textbooks. Rapid changes in consumer behaviour relate the digital 

sphere of social media with sociology. Therefore, this study aimed to broaden the body 

of knowledge that relates high-level need satisfaction to the digital sphere and focused 

specifically on Facebook. Although Facebook was the focal platform for this study, the 

findings and implications are, however, not limited to Facebook and are relevant for all 

social media platforms. 

 

The correlation between different examples of practical augmented products and their 

respective core products is also of key importance for marketing managers when 

considering consumer motivation leading towards a purchase decision based on 

overall high-level need satisfaction. Special emphasis was therefore placed on whether 

a particular product augmentation would be chosen in alignment with the same desired 

need satisfaction sought by consumers when choosing the core product. Previously 

devised theoretical elements were used to test and explore this topic. This ultimately 

revealed patterns and assisted with the broadening of educators and practitioners 

understanding of consumers’ conscious and/or unconscious feelings towards their 

perceived high-level need satisfaction when the augmentations take place through 

social media. 

 

Key Words: augmented product; total product concept; high-level needs; Maslow; 

marketing; durable goods; social media; Facebook 
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Chapter 1: Introduction to research problem 

 
1.1 Background 
 

In his book, The Marketing Imagination, Levitt (1986) explained that there is no such 

thing as a commodity and that all goods as well as services can be differentiated, and 

usually are. According to Levitt, this applies across all industries and even includes 

industrial goods. The fundamental marketing concept of the augmented product has 

solidified its place in marketing history and forms the basis of many principles and 

procedures for the discipline. Consisting of either expected and/or unexpected benefits 

that accompany the generic or the expected product, product augmentation serves as 

a key differentiator and provides for competitive advantage (Levitt, 1986). As will be 

seen in coming chapters, continuous innovation and assessment are necessary for 

effective augmentations, making this timeless concept relevant in modern digital times. 

  

Successful marketing today is largely determined by strategising in alignment with 

human behaviour, not technology. It thus involves how best to fit the brand’s story with 

that of the consumer’s story to foster positive sharing and brand perspective through 

word-of-mouth advocacy (WOM) (Keller & Fay, 2012).  

 

Product augmentation is tightly related to brand equity and brand perceptions. It 

encompasses attributes such as the willingness or ability of the supplier to respond in 

an emergency, training, support services, timely deliveries, organisational stability and 

product quality as well as many other situational factors. These are viewed by many 

customers (Including B2B transactions) as an order winner, fundamental in the brand 

building process and inclusive in the perceived benefits that a purchase transaction 

should deliver (Alexander, Bick, Abratt & Bendixen, 2009). 

 

As marketing efforts need to appear simply as something memorable and worth 

sharing with others to be effective, it is ideal to foster shared meaning and consumer 

emotion. This can only be done once the selling corporation image is replaced with a 

form of “proof of friendship”. This notion underpins the philosophy of having something 

in common (or perhaps even a shared identity) with consumers and understanding 

them beyond that of a mere seller, but rather as a facilitator creating kinship. 
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Understanding which needs are most valued and for whom is therefore of importance 

for marketers for marketing efforts to be effective. This advice is over 50 years old as 

stipulated by Dichter, yet if included in the current highly digitised global climate, and 

social media in this particular instance, will result in a higher return on investment for 

media efforts if understood correctly as what gets people talking still remains the most 

effective form of advertising to date (Keller & Fay, 2012). 

 

The purpose of this study was  to explore and ana lyse  quantitatively the 

augmentation of high-level needs on product offerings in relation to consumer 

purchasing behaviour (pre-purchase) through social media. In an attempt to measure 

the value of satisfying customers’ high-level needs through social media platforms, 

various types of product augmentations (in conjunction with higher level needs) were 

tested to quantify the perceived value/preferences of these added benefits. 

Therefore, a series of noted Facebook (social media) augmentations were extracted 

from existing theory that could be tested alongside an existing formulation of durable 

goods (product types), resulting in the realisation of consumer perceived value and 

preferences in terms of the abovementioned variables. 

 

Commonly referred to as supporting features to the actual product, such as credit, 

delivery, after-sale services and warranties, the augmented product can prove to be an 

effective means for an organisation to stand out (Wagner & Hayashi, 1994).The ability 

of a firm to differentiate successfully is not limited to what the consumer expects and 

can even be based on augmentations that the consumer has not yet even considered. 

Hence, an augmented product is concerned with taking a product further than its mere 

requirements and expectations (Levitt, 1980). Consumers generally desire more from a 

product than the mere tangible function. Therefore, accompanying the physical product 

are other characteristics that are necessary to obtain a competitive advantage as well 

as customer satisfaction. This notion is what initially led to the development of the 

augmented product concept. This can be understood as the tangible product as well as 

the totality of experiences and/or benefits that a customer receives when purchasing 

the tangible product (Avlonitis & Papastathopoulou, 2006). 

 

Varadarajan and Yadav (2002) mentioned the possibility of digitising certain elements 

of the augmented product and gave examples, to name but a few, such as virtual tours 

of properties, book reviews that are available for perusal online, free email services and 
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shopping portals. There has been a paradigm shift from the mentality of competing in 

the physical environment towards how to compete successfully in the physical and 

digital environment. This change in perspective has caused businesses to implement a 

number of changes in terms of their marketing strategies. Therefore, the potential for 

augmentations in the digital sphere allows for product innovation, customisation and 

enhancement (Varadarajan & Yadav, 2002).  

 
Analysing customer perceptions and their willingness to pay a premium for these added 

benefits adds insights towards a new advertising model. A new advertising model is 

needed in business which encompasses the marketers’ key mandate of sparking 

conversations, which ultimately directs purchases (Keller & Fay, 2012). A deeper 

knowledge of consumer preferences and value will undoubtedly assist marketers in 

their efforts constantly to create utility in the form of customer value and benefits 

received from the utilisation of various products (Andonov, 2011).  

 

Understanding and catering for the widely used platforms offered by social media 

has become central for marketing success as they offer marketers an opportunity to 

form relationships with their customers in this environment (Vinerean, Cetina, 

Dumitrescu & Tichindelean, 2013). Facebook was selected as the main platform for this 

study as it has been found to be the most popular (Saw, Abbott, Donaghey & 

McDonald, 2013) with a wide variety of features in contrast to many other social media 

sites (Davenport, Bergman, Bergman & Fearrington, 2014). This allows the results to 

be applicable to a large range of social media sites and demonstrates opinions of the 

users of the platform in question. Technological changes require attention as they are a 

strong environmental force with the potential to replace existing products and even 

companies. Noted as being part of the more dramatic changes of technology, social 

media is evolving towards social platform creation. These social platforms have the 

ability to provide functionality, identity and a sense of community far beyond the 

potential value provided for consumers by conventional corporate websites (Andonov, 

2011). To sustain long-term relationships and differentiate their products, marketers 

need to alter their persona and mould their marketing strategies in alignment with 

customer interests (Vinerean et al., 2013). This again requires a deeper understanding 

of what is valued in these mediums aligned with customer need satisfaction. 

Furthermore, engagement and transparency through social media is fast becoming a 

prerequisite for organisations to remain trusted in the communities in which they 
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operate (McDermott, 2010). It therefore stands to reason that these elements currently 

assuming a major role in society necessitate a deeper understanding if an organisation 

wishes to remain competitive in the future. 

 
Future research in the social media sphere, still in its infancy to some extent, has been 

suggested to expand understanding (Grieve, Indian, Witteveen, Tolan & Marrington, 

2013). Current literature and theory forms the starting point of this research. High-level 

needs (Maslow, Frager & Fadiman, 1970) that are most prominent in terms of 

Facebook usage motivation given by Cao, Jiang, Oh, Li, Liao and Chen (2013) are 

paired with pre-existing and supporting Facebook augmentations presented by Kaplan 

and Haenlein (2010). This match results in a series of augmentations that correspond 

with the requirements for the claimed satisfaction of each high-level need. These are 

then measured against a basket of durable goods researched by Pickering, Harrison, 

Isherwood, Hebden and Cohen (1973), and later revised by Bayus and Carlstrom 

(1990). The previously mentioned linkages in theory allowed the testing of certain 

augmentations against various product types with the overall aim of assessing 

consumer preference and contributing towards the large body of literature to benefit 

both academics and practitioners. It is therefore possible, through the results of this 

research, to assess which social media augmentations are considered to be the most 

valuable and/or preferred in conjunction with a series of durable goods. 

 

The consumers’ personal needs should therefore take priority in a world of “freemium” 

(much is available freely on the internet and its platforms) as an organisation’s digital 

business model may not maintain its viability unless it fuses social media within the 

purchase experience from a strategic perspective (Oestreicher-Singer & Zalmanson, 

2013). This further highlights the importance of using social media as a tool to create 

marketing experiences that satisfy customer needs through successful augmentation. 

 

1.2 Research problem and purpose 
 

All enterprises are, or at least should be, using social computing to their benefit. 

However, currently such usage is complementary or techno-centric (focusing on using 

social media as a technological subset) as opposed to a peripheral core function of the 

value proposition (Oestreicher-Singer & Zalmanson, 2013). Using social media as a 
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mere communications tool and/or sidelined function is problematic as it prevents an 

organisation from moulding its marketing strategy to suit current trends and consumer 

interests (Vinerean et al., 2013). 

 

To reach the public successfully and proactively, organisations should use a variety of 

communication channels (Du, Bhattacharya & Sen, 2010). To accomplish this with 

reference to social media, a deeper understanding of effective social media usage is 

required (Safko, 2010). 

 

This research therefore aimed to contribute towards marketing and overall business 

success by enhancing the understanding of what consumers perceive to be valuable in 

the form of online social media based augmentations. This provides academics and 

professionals with a set of tested tools on which they can base decisions and shift their 

thought process towards creating social media strategies that complement product 

offerings as a core marketing role. 

 

Customers have their own preferences that need to be taken into consideration when 

evaluating various bundles of differentiating value satisfaction mechanisms. 

Considerations of potential augmented product offerings are the best way to evaluate 

consumers’ overall assumptions, needs and wants (Levitt, 1980). Therefore, the 

research aimed to identify which combinations of augmentations alongside different 

product types are deemed valuable, consumer preference and perceived importance of 

social media in general as well as high-level need satisfaction through the various 

augmentations. Oestreicher-Singer & Zalmanson (2013) encouraged current 

researchers to explore new possibilities and to investigate how social media can be 

understood and incorporated into the digital business strategies of companies. 

 

For marketers to maximise their digital business strategies, future research, which 

involves user clustering and user generated ranking (methods of establishing social 

structures), is necessary to uncover the latent social structure inherent in online social 

networks (OSNs) (Shin & Lee, 2012). 

 

WOM is extremely important in consumer purchase decision making. Marketers should 

create forms of advertising that ignite conversations, which in turn entice their 

prospective customers and ultimately result in a purchase (Keller & Fay, 2012). As will 
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be seen in the following chapters, the selected augmentations form the basis of 

potential conversation, ultimately leading towards purchase. Assisting marketers to 

create meaningful conversations and offerings that are valued by customers also 

creates competitive organisations through technological innovation. 

 

Although previous research has been done on the positive effect of being socially 

connected, there is still much to be learnt by studying the implications of online 

connectedness from a social standpoint (Grieve et al., 2013). This study was intended 

to contribute to this area and noted that the scientific method of marketing 

encompasses many social and biological elements. These elements are tied closely to 

the evolution in marketing thought over the years and are becoming apparent in social 

media usage and the internet (Rock, 2009). 

 

In addition, many previous studies in the area of social media usage and behaviour 

from an organisational perspective lack global representation of the respondents’ 

attitudes and perceptions which presents an opportunity for extension and 

improvement of studies on the subject matter (Vinerean et al., 2013). The research 

study also aimed to contribute towards the existing body of knowledge in the form of 

expanding representation. 

 

1.3 Research motivation 
 

Much of the existing marketing literature for complementary products (such as sales 

promotions, price bundling and marketing alliances) was developed on strictly 

analogue offerings, making future studies on pairing both digital and analogue offerings 

important to maintain relevance (Varadarajan & Yadav, 2002). Therefore, the basis of 

mixing offline products with online augmentations, which was at the core of this study, 

hopefully contextualises various marketing theories and contributes towards the 

understanding of competing in modern society. 

 

Vinerean et al. (2013) provided information on seven influential variables that develop 

positive responses to online advertising. Chen, Chen and Huang (2012) developed a 

questionnaire to explore the relationship between purchase intention, brand image and 

brand equity. They found that an organisation’s symbolic and functional images are the 

most important for such an image with respect to brand equity and, in turn, brand 
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equity is strongly correlated with purchase intention (Chen et al., 2012). Surely the 

importance of brand equity and its derivatives, being what consumers perceive its 

seller’s symbolism and image to be, are of utmost importance to an enterprise at large? 

It is therefore important for the purposes of this study to analyse further and understand 

these new mediums and the linkages these mediums have to sales. 

 

The internet has spawned social media sites that have become extremely popular in 

the form of OSNs. Online communities such as Facebook, Flickr and Twitter offer, in 

contrast to the general internet on which they are hosted, users intimacies (sharing 

pictures, thoughts, music etc.) with their contacts and within these virtual communities. 

It has been found that users give feedback and frequently engage with users in their 

digital in-groups. The magnitude of social interaction between users is related to their 

level of familiarity and intimacy (Shin & Lee, 2012) and should therefore be seen as an 

organisation’s key objective. 

 

Today’s trend of being informed and participating in what the majority of society is 

engaging in, as well as information gathering and company engagement from a 

consumers’ perspective, is taking place via social media and electronic word of mouth 

(EWOM) EWOM involves actions or statements by potential, former or existing 

customers that are made available to a global forum and on which many consumers 

base their purchasing decisions. EWOM is an offshoot of the previously mentioned 

WOM and has rapidly been changing people’s behaviour and decisions throughout the 

world (Li, 2012). This change necessitates an in-depth analysis, such as web 

community and virtual organisation analysis, of human behavioural elements to 

understand causes and impacts on businesses (Cao, 2010). This study therefore 

complements the previously mentioned literature such as Cao (2010) in moving the 

social science method, often used when studying branding, to focus on social media 

and its potential marketing impact on organisations and their brands. 

 

In light of the above, businesses must now learn to cope, strategise and remain 

competitively relevant in these new forms of marketing engagement. The 

organisational impact of failing to do so has not been fully elucidated in research 

studies but will undoubtedly become more obvious in the future. Firms are therefore 

faced with the challenge of coping with the murkiness and undefined lines of how they 

can generate value within social networks and in turn how such communities in this 
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sphere can be sustained. The benefits versus costs of such marketing endeavours also 

need to be considered (Oestreicher-Singer & Zalmanson, 2013). In addition, 

corporations which have realised that usage of these platforms has become part of 

everyday commerce and social life may still wish to maintain the degree of authority 

posed by traditional organisational structures. This necessitates studies that mitigate 

the potential risk of social media engagement with consumers and what they value. In 

this age where titles, bureaucracy and formal qualifications are questioned, a strategic 

approach as opposed to a technocentric approach is needed. These new playing fields 

should be seen as part of the firm’s product (even more relevant than an added benefit 

or some form of marketing tool). This ‘social age’ that is undergoing rapid changes in 

customer expectations demands of companies to enable social experiences, a term 

denoting social content which corresponds to the changes in online behaviour due to 

the revolution associated with OSNs (Oestreicher-Singer & Zalmanson, 2013).  

 

This study was intended to add value to the understanding of these perceived, and 

perhaps misunderstood, benefits demanded by modern society, and how high-level 

needs can be used to satisfy customer needs in an online environment. This would 

therefore allow organisations to keep themselves aligned with common trends in the 

digital era. 

 

1.4 Research objectives 
 

The research objectives were as follows: 

 To establish which augmentations are considered to be more valued and would 

result in a consumer being willing to pay a premium with different types of 

products 

 To establish which augmentations are considered to satisfy their corresponding 

high-level needs 

 To establish which high-level needs (if any) are considered to be relevant when 

looking at each tangible product 

 To establish if people feel motivated to use social networks because they 

perceive that they add to the fulfilment of both social and self-actualisation 

needs 
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 To analyse whether or not people feel satisfied with social media as a 

mechanism that caters for their high-level needs 

 To establish if people feel that it is important to them, as consumers, for 

organisations to be involved in some form of general social media 

 To investigate whether or not there are there any significant findings in terms of 

consumer information that have become apparent from the respondents' 

information. 
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1.5 Simplified model of the main theoretical elements 
 
Figure 1.1 The linkages in key theoretical concepts 

 

Augmentations: 

Kaplan & Haenlein 

(2010) Virtual Social World Content Community Online Blog Online Game 

Products:  Bayus & 

Carlstrom (1990)  
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Social Needs   

 

Self-actualisation Needs 

 

 

Figure 1.1 demonstrates the linkages between various theories utilised in this study. 

Although this will be explained in greater detail in Chapter 2, it is important to note that 

the arrows represent which high-level needs represent certain corresponding 

augmentation and vice versa. It can also be seen that social needs and self-

actualisation needs have been broken down to include social presence, emotional 

belonging, self-expression and happiness. As per Figure 1.1, each of the five products 

(each representing a product group) was tested against each augmentation. 
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1.6 Why Facebook 
 

A new world has been created that consists of new forms of communication and 

collaboration. Although important, a relatively small amount of theory-driven research 

exists to address the phenomenon of social media (Cheung, Chi & Lee, 2011). As of 

May 2011, Facebook is the number one social networking site containing 34.9 million 

monthly visitors. Following are MySpace (34.9 million per month), Linkedin (33.4 million 

per month) and Twitter (27.0 million per month).  

 

Previous research evaluated characteristics associated with the intention to use 

Facebook as well as its role in user presentation, but there is currently no 

summarisation of existing studies (Nadkarni & Hofmann, 2012). This leaves a large 

amount of room for interesting new research that can add to the body of knowledge for 

this medium. Facebook has the most amounts of utilities when compared to other 

forms of social media and its popularity and frequent use have even spawned the term 

“Facebook addict” which can be found in the Urban Dictionary (Kaplan & Haenlein, 

2010). Therefore, although many of the augmentations in this research can be used 

with other social media platforms, they are all compatible with Facebook. Furthermore, 

Facebook has been deemed as a medium that offers more collaborative opportunities 

with customers for marketers in contrast with other online sites (Smith, Fischer & 

Yongjian, 2012). Facebook was therefore selected as the main social media platform 

for this study, yet the results and implications can be applied to other social networking 

sites if the functionalities (augmentations) are present. Future research in this new 

marketing and psychological sphere is highly recommended (Nadkarni & Hofmann, 

2012) and this study was intended to contribute towards further understanding. 

 

1.7 Why high-level needs 
 

Despite much information being available on the internet, social networking and virtual 

communities, their sociological and marketing implications have not been studied 

properly (Botella, Riva, Gaggioli, Wiederhold, Alcaniz, & Baños, 2012). 
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Postmodern social dynamics and the satisfaction of conventional high-level needs have 

indeed taken to an online platform through social media, for example in what is 

deemed ‘tribes’ which are more influential on individual and group behaviour than 

modern institutions and may very well be the next core focus of marketing strategies 

(Cova & Cova, 2002). The development and expression of human lives is therefore 

evolving, and naturally new ways of need satisfaction are being sought (Hevern, 2004). 

As a marketer’s core role is the satisfaction of needs through various offerings (Kotler & 

Keller, 2012), and as will be seen in following chapters, various models are drawn on to 

assist in this research. 

 

1.8 Why augmentations 
 

It has been noted that we are approaching a stage in which the digitisation of some 

forms of augmented products have been made possible (Varadarajan & Yadav, 

2002).The augmented product concept serves as a key driver of value as well as 

competitive advantage. Often, and in many studies, attention is devoted to the core or 

tangible product, leaving much to be discovered about how an organisation can 

compete based on its augmented product offering (Payne & Holt, 2001).  

 

Many products are now being offered with both a physical and an electronic element. It 

is therefore important to understand how an organisation can leverage the internet for 

innovations, customisations and augmentations (Varadarajan & Yadav, 2002). A key 

issue for marketers is how digital and social media can be utilised in the purchase 

decision-making process and what tactics work best (Powers, Advincula, Austin, 

Graiko & Snyder, 2012). This study therefore intended to shed light on this area and 

add towards the understanding of augmenting products through social media. 

 

1.9 Report structure 
 

 Chapter 1 includes background information, introduction to concepts, 

conceptual illustration, the need for the research, contextual information and 

objectives. 
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 Chapter 2 contains a thorough review of existing academic literature and 

theory. The necessary theoretical constructs are explained as well as the 

current academic literature and how this influences the topic. 

 Chapter 3 notes the research questions as well as their purpose in the overall 

study. Potential supplementary findings are also noted. 

 Chapter 4 includes the research methodology used and encapsulates the 

researcher’s journey on performing the study and collecting data. 

 Chapter 5 includes tables and graphs that display the various results and 

hypothesis tests for the study. 

 Chapter 6 includes a discussion of the results as well as key and 

supplementary findings that emerged from the results. 

 Chapter 7 is a summarised conclusion for the overall report and notes 

suggestions for future research based on the findings of this study. 

 

1.10 Conclusion 
 

This chapter introduced the research purpose and problem. The need for such 

research was also put forward, accompanied by the supporting research objectives. 

Various elements were introduced that illustrate the scope and choice of topic and the 

chapter concluded with information presented on the overall structure of the report. 

Chapter 2 contains a more in-depth approach towards the overall argument, current 

literature, context and need for the research, thus building on this chapter. 
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Chapter 2: Literature review 

 
2.1 Introduction 
 

The purpose of a literature review is to provide a comprehensive indication of the 

relevant research previously undertaken that relates to the chosen study. To 

demonstrate the foundation on which the study was based reasoning, evaluation and 

holistic discussion were emphasised. This section therefore aimed to allow the reader 

an understanding of the relevant linkages that were used from existing theory 

(Saunders & Lewis, 2012). 

 

In light of the above, the literature review in this chapter attempted to contextualise the 

overall research paper and premise for the study. This section reviewed the underlying 

concepts that were mentioned throughout the document and showed how they linked 

together through existing theories and relevant academic work. Although every attempt 

was made to ensure that Chapter 2 did not offer a mere tutorial on the subject matter, it 

was necessary to explain various concepts that form the basis of the study. 

 

Thus, to demonstrate these linkages, the literature review focused on the significant 

variables that influence this field of marketing and therefore the overall topic, thus 

providing insights and an overview of current schools of thought. This was achieved by 

demonstrating an overview of current literature relating to the product concept, social 

media augmentations through Facebook, forms of augmentations and the selected 

basket of goods, and finally linking them all together. 

 

Almost every aspect of daily life has been affected by the explosion of technology. 

When focusing on social media as one of these technological revolutions, it has been  

seen that the uses of such platforms are expanding daily (Hearing, Ussery & Brian, 

2012). Current literature emphasises that the interaction and engagement between 

brands and consumers have changed, requiring marketers to adopt a revised view of 

brand management (Quinton, 2013). 
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The fundamental shift in how the internet is affecting the daily lives of individuals on a 

global scale are only now starting to be understood by researchers, necessitating the 

continuation of current as well as new research to promote further understanding of this 

growing domain (Wilson, Gosling & Graham, 2012). 

 

Customer needs and technological innovations are constantly interacting in a dynamic 

fashion and evolving simultaneously. This necessitates management’s attention to 

maintain a competitive edge (Bohlmann, Spanjol, Qualls & Rosa, 2013). Attributes, 

potentially intangible, that make a product more desirable are also referred to as 

‘affected properties’ or ‘augmented products’ and are just as powerful in purchasing 

decisions, and affect the customer’s psychological feelings towards a brand (Lee, 

Chen, Kim, Kim, Han & Pan, 2004). It is therefore important to understand the value of 

intangible offerings that may be provided through the online sphere in order to use 

them effectively in offerings. 

 

The rest of Chapter 2 focused on the various concepts that it was necessary to mention 

in order to present the argument based on the literature. Therefore, key elements were 

mentioned that demonstrated the relevant literature and current debates, focusing on 

how they shed light on the overall topic as well as the linkages in theoretical concepts. 

In putting forward the key elements that introduced in Chapter 1, it was possible to 

refine the research topic and objectives. The discussion below has been presented in 

such an order so as to promote the logical flow of relevant variables. 

 
2.2 The product concept 
 
To portray a clear story that related to the literature, it was deemed appropriate to 

begin with an explanation of the product concept by Levitt (1980) whose book, The 

Marketing Imagination, served as the basis for the title of this research.  

 

Levitt (1969) first mentioned the product concept in his book, The Marketing Mode: 

Pathways to Corporate Growth, and it has since then been understood to be at the 

heart of the marketing mix. According to this concept, the needs of society are realised 

through products which represent various expectations by society and consumers.  

 



 
 

 16

Many marketing decisions, such as price, promotion and distribution, were therefore 

based on product decisions and good products are essential for marketing success. 

Levitt explained that the product concept “refers to the augmented product or the 

aggregate of satisfaction that a user obtains” (Jain, 2009, pp. 161-164).  

 

Furthermore, the structure of the literature review below made clear how Levitt’s 

notions and previous books have maintained their relevance over the years and why 

they formed the initial inspiration for this research and its title. 

 
2.2.1 Levels of a product 
 

The fundamental product concept as mentioned above was further explained by Levitt 

(1980) in the form of various product levels. These levels form the basis on which an 

organisation’s offerings can be further broken down into strategic groups. Levitt noted 

four product levels. However, Kotler (1994) later expanded on this theory by adding a 

fifth level as follows (Andonov, 2011): 

 Core benefit – Kotler 
 The generic product – Levitt 
 The expected product – Levitt 
 The augmented product – Levitt 
 The potential product – Levitt. 

 

In terms of the above, organisations compete at all product levels aside from the core 

benefit (Andonov, 2011). 

 

2.2.2 The augmented product concept 
 

The augmented product concept can be understood in its simplest form as 

supplementary benefits and/or services that accompany a product (Jain, 2009). It has 

been a strong catalyst for the formation of a competitive advantage, not in the form of 

what an organisation produces in its factory but rather what is added towards the 

factory output. The importance of the augmented product in terms of a means of 

competing was the reason behind its selection as a focal element of this study. 

Conventional methods of competing through product augmentations can be seen in 

advertising, services, packaging, finance, delivery arrangements, customer advice and 
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other things that people value (Avlonitis & Papastathopoulou, 2006). However, there 

have also been instances where augmentation contributes towards overall satisfaction 

while not even noticed by the end consumer. An example of this is a consumer 

experiencing quick delivery, channelled through the form of the freshness of the 

vegetables purchased (Saren & Tzokas, 1998). 

 

A natural effect of the modern technological industry is how it augments consumption 

and therefore has the potential to satisfy psychological needs. This makes room for 

changes in individuals’ and society’s demands in a material and non-material way 

(O'Neill & Demos, 2012). Therefore, one of the other key elements of this study was a 

further analysis of new forms of technological augmentations that were, at the time of 

this research, highly relevant (or had the potential to become highly relevant) in 

modern-day society.  

 

Generally speaking, the established marketing theory of the augmented product 

represents a variety of additional basics that add value to the core product. Naturally, 

augmenting subsidiary benefits to any product has the potential to influence strongly 

purchasing decisions. The augmented product has also commonly been seen in the 

basic forms of after-sales service experiences, company reputation and the execution 

of service delivery systems (Colgate & Alexander, 2002). 

 

The augmented product is not indigenous to consumables and also applies to the 

service industry in the form of service augmentations. Service augmentations are a 

focal point in relationship marketing and are used to differentiate organisations from 

competitors. Extra services/benefits are therefore added to the expected service (or 

tangible product), based on what is highly valued by the customer. It is important to 

reiterate these established concepts as it becomes apparent why it is important to 

study what is considered valuable in the eyes of a customer. 

 

Figure 2.1 demonstrates the five product levels mentioned by Kotler and Keller (2012), 

followed by a brief explanation of each level.  
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Figure 2.1 Five product levels (From Kotler & Keller, 2012, p. 170)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Core benefit: Seen as the fundamental benefit that is being purchased by a 

consumer (A customer purchasing a hotel room is buying rest) 

 Basic product: Transformation of the core benefit into a usable product (A 

hotel room includes the physical bed and a bathroom) 

 Expected product: Explicit or implicit expectations that are held by a customer 

when purchasing the product (The bed and bathroom of the hotel are expected 

to be clean) 

 Augmented product: Aims to exceed expectations and/or differentiates the 

product (The hotel customer is allowed access to the communal gym and 

swimming pool) 

 Potential product: Consists of all potential augmentations and transformations 

a particular product might undergo in the future. (This is a constant search and 

assessment for new and innovative ways that satisfy customers as well as 

differentiate the offering. Despite variations in understanding of these concepts, 

it is conclusive that the key is constant effort regardless of whether the 

organisation is focusing on augmentation or potential products) 
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Kotler and Keller (2012) not only labelled the various dimensions of a product but also 

emphasised how differentiation and competitiveness were largely determined and 

realised via product augmentation. To provide valued augmentations, it was therefore 

imperative to assess what is referred to as the users total consumption system. The 

total consumption system includes the way users receive and use products as well as 

related and similar offerings. The entire process needs to remain constant as 

augmentations, in the long run, ultimately become expectations. This notion was also 

important in light of the current study as this research study attempted to discover any 

patterns between usage of general products and preferential augmentations. In 

addition, costs are still incurred regardless of the benefit and redundant augmentations 

may therefore not serve as a competitive advantage over time. It is therefore extremely 

important for an organisation to scan the environment constantly for new 

augmentations that are in line with trends and related values in order to differentiate 

themselves (Kotler & Keller, 2012). This was a focal point of this research study. 

 

According to Levitt (1969) and Blois (1990), firms must constantly search for new ways 

of creating product augmentations that are contextually relevant to remain competitive. 

Therefore, differentiations in innovative ways that may not necessarily be expected, yet 

are valued by the consumer, are extremely important from a marketing and augmented 

product perspective. Saren and Tzokas (1998) added to this by saying augmented 

products are not only a means of differentiation, but are also a mechanism by means of 

which customers can enjoy and/or maximise the benefits of the overall product. 

 
2.2.3 Creating value 
 

Innovative and original customer value is a prerequisite for attracting new customers 

and enticing repurchasing by existing customers in the current economic environment 

(Chou, 2009). 

 

This study sought to assist firms in their constant endeavours to build customer 

relationships and to create unique value that they can deliver across all target markets. 

As previous research stated that this process of value creation is a constant effort and 

extremely important, it was necessary to establish whether the focus would be based 

on best price, best product or best service as a value creation strategy (Andonov, 
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2011). The focus was therefore based on the abovementioned product concept with a 

focus on the delivery of value through the augmented product and what preferences 

can be found in terms of consumer satisfaction. This, of course, does not mean that 

price or service are not crucial elements to any market offering and a failure to present 

a customer with a fair price accompanied by the best product available is not ideal. It is 

therefore important to recognise that although the focal point of this study was best 

product, there is still an interrelationship between the three variables and providing one 

at the expense of another might prove to be hazardous for sales. 

 

Gallarza, Gil-Saura and Holbrook (2011) believed that the role of customer value is of 

concern to both marketers as well as academics. Since value encompasses the 

antecedents for the end outputs of both loyalty and satisfaction, further studies that link 

conceptual and/or methodological theories are needed (Gallarza, Gil-Saura & 

Holbrook, 2011). 

 

Social media, in general, has been at the top of the agenda for many organisations 

which have noted it as a way to generate value for consumers. However, it is crucial for 

firms to have some set of guidelines that can be applied to various forms of social 

media activity (Kaplan & Haenlein, 2010). 

 
2.2.4 Social media 
 

The importance of social media was briefly contextualised below in terms of its 

importance in both the literature as well as its choice for this study. 

 

Interactive technologies have undoubtedly affected the marketing industry. There are, 

however, various schools of thought on such affects. Venkataraman (2000) spoke of 

the internet as having changed everything. Therefore, businesses, products, 

philosophies and strategies necessitate changes based on this school of thought. 

Others simply viewed the rise of the internet as a new set of tools that can augment 

existing marketing approaches (Levin, 1996). Elofson and Robinson (1998) were of the 

opinion that the ability to access customers through new channels is the key influence 

of the internet from a marketing perspective. What appears to be the most holistic 

approach is the notion that these new mediums offer various opportunities that are 

applicable to different businesses in different contexts. This holistic approach is 
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supported in this research study as it emphasises the convergence of online as well as 

offline mechanisms to achieve balance and innovation (Coviello, Brodie, Brookes & 

Palmer, 2003). 

 

OSNs have become a global phenomenon (Kim, Leem, Kim & Cheon, 2013). The term 

‘social media’ was defined by Bryer and Zavatarro (2013, p. 327) as “technologies that 

facilitate social interaction, make possible collaboration, and enable deliberation across 

stakeholders”. These OSNs are a by-product of the internet which has been one of the 

most influential forces in terms of impact on society for the last decade (Hevern, 2004). 

The functionality and utility embedded within social media websites have persuaded 

millions of users to use these platforms on a daily basis (Boyd & Ellison, 2010).  

 

Other definitions attempted to explain these online mediums by highlighting their key 

capabilities, for example, classifying them as Internet-based services that give 

individuals three major capabilities: first, the ability to construct a public or semi-public 

profile; second, the ability to identify a list of other users with whom a connection is 

shared; third, the ability to view and track individual connections as well as those made 

by others (Grieve et al., 2013). 

 

Also referred to as SNSs (social network services), they all fall within the bracket of 

social media and include popular websites such as Facebook, Myspace and Twitter 

that are responsible for over a quarter of overall internet traffic. In addition, these 

platforms have attracted more than 90% of young adults and teens and they are even 

used by 75% of adults who use the internet (Hollenbeck & Kaikati, 2012). 

 

As it was important to understand recent research to develop an understanding for this 

study, further details are provided below of why users use OSNs and further thoughts 

stemming from this usage and its impact on society. 

 

Consumers use OSNs for a variety of reasons, including but not limited to access to 

information, relationship building and entertainment (Rennison, 2011). Due to the 

different media formats and platforms, each social media has its own unique 

engagement functionality, despite commonalities of sharing and communication. This 

allows companies to capitalise on the different functionalities to obtain valuable 

insights, predict consumer behaviour, foster strategic relationships and engage with 
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customers (Rennison, 2011). As the future of social media in terms of marketing and 

sales is said to depend on both the customer and the firm, it was necessary to explore 

further current evolutions on the web (Andzulis, Panagopoulos & Rapp, 2012). 

 
2.2.5 Web-based products 
 

In line with creating value for the product, as well as the abovementioned discussion on 

social media, it was necessary to establish that a product on the internet does not only 

consist of the core value provided or its price, but also the overall bundle of services 

that accompanies its purchase. It was also important to note that customers are not 

usually charged for the web-based accompanying benefits and are becoming 

accustomed to more and more of these attributes being offered without having to pay 

for them. Marketers must therefore be aware that many services that may have 

previously been considered augmented products are increasingly moving into the 

bracket of what is referred to as an expected product. For example, consumers may 

decide to cancel a CD purchase when they realise that it is not accompanied by online 

reviews or other personalisation services offered online by the organisation (Chellappa 

& Kumar, 2005).  

 

Aaker (2012) stated that the only way real growth can be achieved is by creating new 

offerings that are so innovative that they actually generate new categories that become 

must haves. Naturally, finding these elements that render an organisation’s competition 

irrelevant is not an easy task. However, the starting point was noted to be the 

assessment of unmet customer needs, market trends, unintended applications and/or 

new technologies (Aaker, 2012). The internet has opened up a variety of new avenues 

to use technology in new ways to meet the needs of customers. However, there is said 

to be room for error if the customer is not made the focal point of the overall exercise 

which is why a deep understanding of need satisfaction is imperative. The internet has 

been fully integrated with other media and customers are connected socially more so 

than ever before. To understand these changes, future studies are necessary that take 

advantage of unique approaches as these trends will most certainly continue (Li, 2011). 
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2.2.6 High-level needs 
 

The essence of humanity in complex and trivial modern-day society can only be 

understood through the ways in which common needs and aims are attained via 

multiple options (Landorf & Pineda, 2011). Although this may seem complicated, it is 

essentially highlighting the importance of catering for consumers and keeping up to 

date with their needs, preferences and means of attaining them. This linked up once 

again with Levitt (1980), who noted that a product is, in fact, a set of value satisfactions 

to which consumers attach value based on its overall ability to meet their needs (De 

Chernatony, Harris & Riley, 2000). 

 

Academics have attempted to analyse the inherent combined needs of individuals for 

many years. This has been seen through the often-used Maslow’s (1970) hierarchical 

theory of human motivation which still forms the basis of many disciplines and is found 

in every introductory text in psychology (Hagerty, 1999).  

 

In terms of Maslow’s conceptualisation, needs are considered to be a state of deficit 

according to the individual’s current situation (Sengupta, 2011). Maslow’s hierarchy of 

needs forms a pyramid and essentially works from the bottom upwards with the 

precepts that an individual’s lower level physiological needs must be fulfilled first to 

move sequentially up the pyramid (see Figure 2.2), ultimately resulting in the 

achievement of high level self-actualisation needs (Brown & Cullen, 2006). 
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Figure 2.2 Maslow’s hierarchy of needs (from Brown & Cullen, 2006, p. 100). 

 

 
 

 

Maslow’s hierarchy of needs is still considered to be relevant in many organisational 

practices such as motivating employees through need satisfaction, resulting in higher 

productivity and lower labour turnover (Sadri & Bowen, 2011). Various studies have 

also been conducted in which the hierarchy has been used as a platform to measure, 

for example, motivation for religious behaviour (Brown & Cullen, 2006), and to predict 

the quality of life in countries over time (Hagerty, 1999). 

 

Although the hierarchy of needs is not an outdated model given its current impact on 

many disciplines, various modern studies have attempted to amend the model and/or 

challenge its assumptions. For example, Rock (2009) stated that from a neurological 

standpoint, many studies now show that the brain equates social needs with survival 

contrary to Maslow’s hierarchy where social needs sit in the middle. Humans are 

mammals and, as with all mammals, the brain is a social organ equating ‘grouping’ or 

being part of a social circle with the inherent need to survive. Although this may seem 

far-fetched or animalistic, various tests have shown how humans are biologically 

programmed to care about status and that being an outcast triggers a similar chemical 

in the brain that imitates the feeling of physical pain (Rock, 2009).  
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Similarly, Koltko-Rivera (2006) argued for the incorporation of self-transcendence into 

Maslow’s theory in an attempt to include how different people and cultures perceive the 

meaning of life. The current hierarchy provides the theoretical tool for scholars to obtain 

a further understanding of human personality and behaviour (Koltko-Rivera, 2006).  

 

Despite the fact that modern approaches might dispute the sequential order or 

biological aspects of Maslow’s hierarchy of needs, it is clear that high-level needs exist, 

play an important role in understanding the consumer and that socialisation is a major 

part of human existence from a theoretical and biological perspective. In light of the 

importance of need satisfaction, Chou (2009) even went so far as to say that the only 

constant principle in business management is the satisfaction of customer needs. 

 

Normann and RamõẬrez (1994) took an unusual approach towards customer needs 

that might, when first examined, contradict the previously mentioned thoughts on its 

importance. They stated that the needs of a customer should, in fact, not be the sole 

concern of management, and that management should rather focus on complementing 

consumer competencies and activities. A deeper understanding of these authors 

reveals that, in the opinion of Normann and RamõẬrez (1994), the willingness to pay 

for a product was linked towards either a lower purchase price or whether or not the 

customer received the ability to do things that they would otherwise not be able to do 

(De Chernatony et al., 2000). This notion places even more importance on the idea of 

augmentations in the sense that they often facilitate consumers being able to do 

something they would not otherwise be able to do, for example becoming part of a 

social club and meeting new people. Although opinions on value and its role in 

marketing differ, it is therefore clear that the ability to provide a customer something 

that creates utility or value is important. 

 

Although there are a number of OSNs, each possessing their own fellowship and 

functionalities, Facebook was selected as the social media platform for purposes of this 

study. Even though many of the functions and utilities that Facebook provides its users 

do not differ from its competitors, it was the logical choice when looking to investigate 

social life and processes involved with OSN usage as it is the most popular to a large 

extent (Wilson et al., 2012). Furthermore, Hollenbaugh and Ferris (2014) stated that 

Facebook currently has more than one billion active users and that an astonishing 92% 
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of all social media users are on Facebook, with more than half of them accessing their 

accounts on a daily basis.  
 

Smith et al. (2012) suggested that Facebook as a medium offers more collaborative 

opportunities with customers for marketers in contrast with other online sites. Facebook 

allows for circulating information and creating positive sentiment. Organisations should 

allow their brands to create a space in which conversation can take place between 

consumers while proactively engaging with them where necessary. It was also 

suggested that future studies explore different types of social media, such as virtual 

communities and social worlds which are accessible via Facebook, as well as 

examining the association of traditional metrics that are important to marketers (Smith 

et al., 2012). Facebook was therefore selected for this study and proved to be a 

significant tool due to the previously mentioned advantages and diverse media 

accessibility that are not available on all types of social networks. 

 

Oestreicher-Singer and Zalmanson (2013), in a recent study, explored different social 

computing aspects within an OSN context (using the platform Last.fm). They 

recommended that future research focus on platforms containing different types of 

content, such as Facebook. In terms of how organisations can encourage participation, 

further understanding is needed (these researchers used a ladder of participation to 

identify the levels and various effects thereto) as the offering of a community without 

involvement, understanding or active contribution enticement is futile (Oestreicher-

Singer & Zalmanson, 2013).  

 

Despite the fact that previous research has demonstrated positive outcomes in social 

connectedness, such investigation as to the connectedness in an online environment is 

in a relatively infant phase as stated by Grieve et al. (2013). Research has indicated 

that Facebook in particular acts as a unique medium for relationship manifestation and 

is positively related to psychological wellness in terms of reducing anxiety and 

depression, and promoting happiness and other social needs (further reaffirming the 

need to study this from a consumer perspective). All the previously mentioned notions 

formed part of the decision in this research for linking high-level needs with Facebook. 

Many previous studies also had limitations and suggested future research with a more 

diverse sample (Grieve et al., 2013). The current research in the field of social media is 

required to form an understanding of the further studies needed in this area. 
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At this point it is important to note that organisations which embrace social media must 

be prepared to accept certain risks. Taking the good with the bad also means that 

when creating an outlet for consumers, there are bound to be negative reviews 

(Narayanan, Asur, Nair, Rao, Kaushik, Mehta & Lalwani, 2012). The media has also 

shown the negative side of social media in terms of the potential dangers of personally 

identifiable information about individuals, unwanted exposure and cyber-bullying (Cole 

& Brooks, 2009). Addictive tendencies have even been a hot topic in recent news, not 

to mention the behavioural effects such as the common sightings of children who 

cannot lift their eyes from their mobile devices (Pelling & White, 2009). However, 

regardless of current opinion and debates around these mediums, it is clear that they 

have largely changed the ways in which people communicate with each other and 

conduct their daily lives (Barnes & Laird, 2012), and therefore require further attention. 

 
2.3 Social media augmentations on Facebook 
 
2.3.1 Conceptual framework 
 

Having examined key concepts of this study up until this point, the section below 

discussed the conceptual framework that can be logically understood in terms of flow 

and direct linkages. 

 

Grieve et al. (2013) studied connectivity on the Facebook platform for the first time 

and discovered that social connectedness from this platform is distinct from offline 

relationships and contributes positively to greater satisfaction with life as an 

alternative socially based outlet. 

 

In the past, conservative insights have associated Facebook usage as a pastime with 

the potential to create an array of negative consequences. However, present findings 

have produced evidence that challenges this school of thought. Contrary to 

conventional wisdom, Facebook usage is said to act as a psychologically meaningful 

activity with the potential to supply a user with feelings of well-being at a profound level 

(Toma & Hancock, 2013). 
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Due to people’s evolutionary and biological tendencies to be affected by the possibility 

of enhancing their social needs, social media is an outgrowth of social inclinations. The 

fact that such social influence, as well as emotions, is weaved into the core of people’s 

survival instincts provides for long-term significance of future studies and 

understandings (Keller & Fay, 2012).  

 

Social needs and self-actualisation needs were the high-level needs examined when 

assessing Facebook augmentations because Cao et al. (2013) discovered they are the 

most relevant in relation to social media motivations for usage.  

 

The research model from the same study as mentioned above in Figure 2.2 was used 

in defining the selected high-level needs for testing because it successfully integrates 

Maslow’s hierarchy of needs with the uses and gratification paradigm illustrated in 

Figure 2.3. 
 
Figure 2.3 The research model (From Cao et al., 2013, p. 5) 
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2.3.2 Social needs  
 

a) Social presence 
 

Defined as “the degree of salience of the other person in the interaction and the 

consequent salience of interpersonal relationships”, social presence creates the 

perception that a user is keeping in touch with a large amount of people simultaneously 

(Cao et al., 2013), 

 

b) Emotional belonging 
 

It is noteworthy that this element of high-level need satisfaction has been classified as 

the main motivation behind joining a virtual online group or community. Described as 

“intimate feelings between individuals and emotional contact, including contact strength 

and moral support”, emotional belonging harnesses the ability of users to perceive 

intimacy in a group and develop better interpersonal relationships (Cao et al., 2013). 

 

2.3.3 Self-actualisation needs 
 

a) Self-expression  
 

Defined as “individuals’ desire to show themselves” and channelled mainly through a 

user’s homepage, self-expression is provided by OSNs as a means to express 

themselves while effectively managing the information that users wish to be disclosed 

about themselves (Cao et al, 2013). 

 

Functional value can be obtained by satisfying consumers’ practical needs. However, 

symbolic value is delivered by an organisation that can satisfy a consumer’s self-

expression needs. This denotes a deeper relationship with a potential product and/or 

brand that is symbolic in the mind of the customer (De Chernatony et al., 2000). 
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b) Happiness  

 

Happiness refers to both hedonia and euaimonia (enablers of life satisfaction and 

positive effect) and is synonymous with the feeling of pleasure or absorption. A main 

feature in this subheading is the entertainment offered by OSNs (Cao et al. 2013). 

 

2.4 Forms of augmentation 
 
2.4.1 Overview 
 

Cao et al. (2013) described what marketers could do in an attempt to cater for the four 

subdivisions of high-level needs through Facebook which are presented below and 

form the basis of matching such needs with existing augmentations. These notions 

were then matched with corresponding augmentation possibilities stated by Kaplan and 

Haenlein (2010) which consist of collaborative projects, blogs, content communities, 

social networking sites, virtual game worlds and social worlds.  

 

The abovementioned mix of social media utilities each encompasses previously 

studied internet variables in their own right that have evolved. One example is 

cyberdiarists who use blogs for the personification of their alter ego or as a substitute 

for conventional diary writing (Rak, 2005). Another example is instant messaging (IM) 

which is one of the most important tools of communication today and has replaced 

email and direct mail (Peslak, Ceccucci & Sendall, 2010). Therefore, while originating 

from the internet, these social media utilities are still used in isolation despite the fact 

that they can be offered via social media. On noting the abovementioned literature, it is 

contended that the amalgamation of such powerful media elements bears additional 

testimony to the notions of OSNs crucial role in today’s society. It is also clear that the 

impact of the various parts of social media stem from traditional and presocial media 

internet usage. It was therefore necessary to draw on this literature as it provided a 

previously established segregation of exactly how practitioners can use Facebook, 

which was selected as the focal platform due to its ability to harness all the 

augmentations as mentioned above and in Chapter 1, and to understand the different 

functions offered (Kaplan & Haenlein, 2010).  
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2.4.2 Augmented social needs 
 

a) Social presence: virtual social worlds 
 

The improvement of IM functionalities and the creation of a platform where 

acquaintances can interact have been isolated as key elements that management can 

create to fulfil a social presence within online social networks (Cao et al., 2013). 

  

From the social media tools available for practitioners as stated by Kaplan and 

Haenlein (2010), it was then necessary to assess which option would allow marketers 

the ability to create a platform for individuals to interact and to allow for IM 

functionalities through Facebook as a means of catering for social presence needs. 

 

Duranske defined “virtual worlds” as “avatar-based simulation where user alterations of 

the physical, social or economic environment of the world are persistent” (Kwong, 

2010). Virtual social worlds, more specifically, allow users more freedom in choosing 

their behaviour which optimises the ability of marketers to create a platform for 

interaction. The overall realm does not restrict possible interactions (aside from basic 

physical laws) which allows for a high range of self-presentation and messaging 

interactions (Kaplan & Haenlein, 2010). Kaplan and Haenlein (2010) also highlighted 

the contextual relevance of virtual worlds when mentioning Balkin and Novek (2006). 

Balkin and Novek (2006) stated that these mediums are playing an important part in 

the lives not only of children, but also teens and adults who can spend almost 22 hours 

per week using virtual social worlds. 

 

The above illustrates the rationale behind the selection of virtual social worlds as the 

augmentation type for marketers to enhance consumer social presence as an exclusive 

added benefit with the purchase of a product. These virtual worlds provide many 

possibilities for interaction among individuals with elements of user-chosen objectives, 

user-generated content and other social networking tools. These elements have been 

found to harness the ability of allowing people to establish relationships, find romantic 

partners, and have virtual family members and even business partners (Rheingold, 

2008). 
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b) Emotional belonging: content communities 

 

Cao et al. (2013) explained that marketers can make it convenient for users to 

communicate as well as to obtain advice from others with similar interests to facilitate 

emotional belonging. This links with Kaplan and Haenlein’s (2010) descriptions of both 

content communities and general social networking sites as per this fundamental 

journal. For the purposes of this study, the two were combined and content 

communities were selected as the second augmentation used to facilitate emotional 

belonging. This was because the main purpose of conventional content communities is 

for users to share media and content in a setting where they are free to interact and 

comment with regard to common interest (Kaplan & Haenlein, 2010). 

 

It is also important to remember that these communities are not created for the 

purposes of commercial gain by enterprises but rather to facilitate the sharing of 

information – which can be in relation to the brand – as this has been found to exert the 

highest influence on consumer purchase intentions (Algesheimer, Dholakia & 

Herrmann, 2005). 

 

Belongingness can also be understood as the need to be valued and accepted by 

others. It has been established that people who desire a greater level of belongingness 

are more prone to high usage levels of OSNs (Pelling & White, 2009). 

 
2.4.3 Augmented self-actualisation needs 
 

a) Self-expression: online blogs 
 

Managers have been advised to create a platform that gives customers the ability to 

express themselves to facilitate self-expression (Cao et al., 2013). Kaplan and 

Haenlein (2010) mentioned blogs as a form of social media that come in a many 

variations that range from individual diaries to one specific content area. They also 

noted that organisations are already using blogs to update shareholders and customers 

on developments that are seen to be important. Through the facilitation of such 

expression, customers can become a part of an organisation’s blogging through 

commenting, tagging and attribution to the organisation’s blog. This was therefore 

selected as the third augmentation type. 
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b) Happiness: online games 
 

Organisations should create more online functions for customers to obtain 

entertainment while simultaneously developing their potential (Cao et al., 2013). Online 

games obviously serve to provide entertainment and in-game advertising but are also 

recently being leveraged in traditional-type communication campaigns. These types of 

games, in general, were selected as the fourth type of augmentation. The more games 

played as well as the environment the brand decides to create have been found to start 

customers moving towards channelling their real-life personality through actions in the 

game (Kaplan & Haenlein, 2010). 

 

In addition, entertainment as well as social gratification represent the two prominent 

factors discovered that predict online game loyalty (Huang & Hsieh, 2011). 

 

In summary, the following four augmentations were therefore selected (as per the 

above) as potential options to accompany the purchase of certain products for delivery 

through Facebook: 

 

1. Virtual social world: associated need – social presence 

2. Content community: associated need – emotional belonging 

3. Online blogs: associated need – self-expression 

4. Online games: associated need – happiness/entertainment. 

 

2.5 Basket of goods 
 

2.5.1 Overview 
 

For the purposes of this study it was also necessary to devise a basket of goods 

(including five goods) that would be tested against the augmentation examples above. 

There are many forms of products such as the levels of the product, tangibles and 

intangibles, product classes and so on (Kotler & Keller, 2012). 
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As there was no conclusive basket of goods that could be used for testing across all 

categories and types of goods (Bayus & Carlstrom, 1990), it was decided that the five 

goods selected would fall into the broad category of durable goods. This was because 

the assumption with durable goods was that they last a long time and that the 

consumer puts thought into the purchase and has a long-lasting relation with it. Also, 

considering the nature of the study, it was possible with durable goods to select 

examples that express the probability that the customer is purchasing the product not 

out of necessity but also to satisfy some form of high-level need. Fundamental 

academic studies were used to determine which goods would be tested. It is also 

important to note that the formulated examples were devised to remain as simple as 

possible in terms of being generic and globally relevant. 

 
2.5.2 Selected examples 
 

Pickering et al. (1973) performed research to segregate durable goods into various 

headings that could prove useful for marketers and further studies that necessitated the 

groupings of goods. Through linkage and characteristic analysis, five groups were 

found as illustrated in Figure 2.4. 
 
Figure 2.4 Five groupings of durable goods 
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Bayus and Carlstrom (1990) revised the model some years later in an attempt to a 

further assist with grouping schemes of products for other research and found seven 

common durable goods relevant to their era as illustrated in Figure 2.5. 
 
Figure 2.5 Seven common durable goods 

 

 
 

Therefore in terms of the above research, the seven product categories identified are 

as follows: 

1. Basic utility products (basic domestic appliances) 

2. Optional or luxury products (luxury home appliances) 

3. Personal computer 

4. Central heating 

5. Car 

6. Electronic/entertainment items 

7. Furniture. 

 

The groupings of household products (see G3 and G4) were also deemed to be the 

same category including central heating G5. This was due to the similarities in terms of 

household use. Therefore, in relation to the above and further selecting from the 

category in terms of appropriateness for this study and modern-day relevance, the 

following examples were used: 

1. Refrigerator (basic domestic appliance) 
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2. Personal computer or laptop (luxury home appliance) 

3. Car (Unique Category – Transport Item) 

4. Television (electronic/entertainment items) 

5. Furniture (Unique Category – Lifestyle item). 

 

The above basket of goods was extracted from the product categories. They are in the 

same order as the previous list and were adapted to possess global and modern 

relevance while remaining simple. 

 

2.6 Purchasing model 
 

Chintagunta and Lee (2012) investigated the relevance of information on the history of 

purchase intentions as an aid in predicting a consumer’s purchase behaviour. Their 

research supported the view that a customer’s intentions escalate over time leading to 

the final transaction. They noted that with the introduction of social media, marketers 

now need to take better command of potential hype prior to product introduction 

(Chintagunta & Lee, 2012).  

 

Most organisations fail to convert, on average, 70% of their website/page visitors into 

customers due to two, not widely studied, difficulties:  

1. consumers being outside the immediate range of organisational influence  

2. functionality/capability restrictions (Venkatesh & Agarwal, 2006).  

 

Venkatesh and Agarwal (2006) argued that these two variables affect sustainability, 

attraction and retention of customers, and developed a theoretical model for predicting 

consumer purchase behaviour in electronic channels. These authors noted that an 

interesting expansion of a usability-based model contrasted with a social-psychology 

model would add power and depth in an attempt to integrate these views into a holistic 

perspective (Venkatesh & Agarwal, 2006). As was seen earlier in this chapter, the 

augmentation of Maslow’s hierarchy of needs with technology might have the capacity 

to satisfy high-level needs and provide such a holistic model. 

 

New product developments may also be improved and are positively related to insights 

gained through interaction, observation and data collection from social networking by 

marketers (Lin & Huang, 2012). If a firm can facilitate relationships with customers that 
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extend further than the conventional advertising spectrum, the linkage between 

customer and organisation can be a key success factor (Lin & Huang, 2012). 

Therefore, this study aimed to expand on how such a connection is attainable without 

massive expenditure. 

 

Purchasing intention has been defined as “the possibility of consumer’s purchasing the 

product” (Chen et al., 2012) and the greater such an intention, the higher the likelihood 

of such a purchase. This involves a decision-making process, which has been studied, 

that has five stages in a sequential order of activities. The activities begin with issue 

delineation and ultimately lead up to an evaluation of the brand and choice (as relevant 

to this study), followed by the company’s after-purchase process (Chen et al., 2012). 

The focus of this study was on the impact of satisfying various high-level needs and 

those effects leading towards the actual purchase of the product/brand. 

 

2.7 Conclusion 
 

As can be seen from the above linkages in theory, the literature has provided for 

linkages in product augmentations that relate to high-level need satisfaction as well as 

a basket of durable goods. This allowed each augmentation to be examined together 

with what consumers deem to be more important with respect to each good. It has 

been established that there are many difficulties in developing methods that assist in 

understanding initial applications and in understanding how to obtain information about 

customer needs and wants for innovative products (Peng & Finn, 2010). This 

information will, therefore, provide marketers with a deeper understanding so that an 

organisation can better manage its brands and products.  

 

A brand is an important intangible asset and differentiating factor for a firm in the 

current competitive environment. The brand affects consumers’ attitudes, involvement, 

loyalty and perceived market value of the organisation. Brands are greatly affected by 

WOM, posing challenges for marketers in managing their customer relationships to 

provide a great experience which is an imperative part of organisational success (Chen 

et al., 2012). This information, in addition, allows marketers to understand which 

experiences are preferred alongside which products in an attempt to grow their brands 

and satisfy needs in an ever-changing environment.  
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Oestreicher-Singer and Zalmanson (2013) noted that a social experience is achievable 

if the fusion between content and community, which provides for social experiences, 

become a central role in the digital (and overall) business strategy. OSNs are, in 

addition, increasingly becoming a primary means for customers to become familiar with 

and discover brands, yet effective OSN usage and best practices for organisations are 

still largely undefined (Naylor, Lamberton & West, 2012). 

 

Aside from the lack of clarity and best practices mentioned above, social networks also 

harness the ability to bridge individuals and groups in terms of space, culture and 

ideas. This unique ability of sharing information quickly presents many risks and 

opportunities for corporations and governments (Bryer, 2013). It is therefore important 

not only to use these operations for profit, but also to enhance understanding which 

was also a key aim of this study. 

 

This paper, therefore, attempted to shed light on the understanding of such risks and 

opportunities in an attempt to acquire customers’ perspectives on how various product 

augmentations  satisfy a portion of consumers’ high-level needs and preferences. The 

results were initially collected in the hope that they would allow marketers to 

understand the value add, in the mind of the customer, in relation to certain additions to 

product offerings that augment within social media.  

 

Online relationships are now being formed that encompass the same meaningfulness 

and realness of off-line relationships in what has been labelled ‘the new virtual society’. 

While the brick-and-mortar boundaries continue to be broken down, such trends will 

continue to affect powerfully how companies design, market and sell their 

products/services to customers and how they attempt to cater for changes in consumer 

expectations and the digital dimension (Brown, 2011). 

 

Obtaining a competitive advantage through product augmentation has been found to 

be a constant effort for marketers and if practitioners and academics are not constantly 

aware of environmental trends, current augmentations soon become out of date or 

even take the form of expected benefits (Kotler & Keller, 2012). 
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Chapter 3: Research questions and hypotheses 

 
3.1 Introduction 
 

The purpose of this research was to explore and analyse quantitatively the augmentation of 

high-level needs for various products. The relevant augmentations are received via social 

media while the tangible product itself is purchased conventionally. Through the selection, 

based on theoretical findings, of a basket of durable goods, each product was tested (each 

product ultimately represents a product category) against each form of augmentation (each 

augmentation ultimately represents a high-level need). The results lead to a deeper 

understanding of the perceived value and influence on purchase for each offering. A series 

of additional questions (supplementary hypotheses) were posed to cement and test the 

findings which presented additional information relating to these variables. 

 

3.2 Research questions in relation to hypotheses 
 

Table 3.1 illustrates the various research questions in conjunction with the set of objectives 

and subobjectives. 

 
Table 3.1 Research questions and objectives 

 
Objective Research question Potential supplementary findings (Headings) 

Objective 1 Which augmentations are 

considered to be more valued 

and would result in a 

consumer being willing to pay 

a premium with different 

types of products? 

*Are certain types of augmentations perceived to be 

more desirable irrespective of the accompanied 

product?  

*Do the findings demonstrate that the theory relating to 

the headings matches the subheadings? 

Objective 2 Which augmentations are 

considered to satisfy their 

corresponding high-level 

needs? 

*Do the findings demonstrate that the theory relating to 

the headings matches the subheadings? 
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Objective 3 Which high-level needs (if 

any) are considered to be 

relevant when looking at 

each tangible product? 

*Do the findings demonstrate that the theory relating to 

the headings matches the subheadings? 

Objective 4 Do people feel motivated to 

use social networks because 

they perceive that it adds to 

the fulfilment of both social 

and self-actualisation needs? 

*Is social media found to contribute highly (or only) 

towards either social or self-actualisation needs as 

opposed to both of them together as high-level needs? 

Objective 5 Do people feel satisfied with 

social media as a mechanism 

that caters for their high-level 

needs? 

*What is the degree of satisfaction felt with regard to 

social media as a mechanism that caters for high-level 

needs? 

Objective 6 Do people feel that it is 

important to them, as 

consumers, for organisations 

to be involved in some form 

of general social media? 

*What is the degree of importance placed on an 

organisation participating in some form of social media 

from a consumer perspective? 

Objective 7 Are there any significant 

findings in terms of consumer 

information that have become 

apparent from the 

respondents' information?   

 

 

As can be seen from the above, there is a vast amount of knowledge to be obtained from 

both a specific and general standpoint with regard to social media and marketing. The main 

research questions were noted as well as potential supplementary findings that add value to 

the research. 

 

Business statistics are concerned with collecting information, performing analysis and finally 

reporting based on numerical findings that are relevant to a specific situation (Weiers, 2011). 
Therefore, the abovementioned questions were designed, in line with the research 

objectives, to shed light on the overall topic with specific reference to social media 

augmentations. 

 



 
 

41 

 

The aim of hypothesis testing is to test which statement (based on each research question) 

is found to be true in terms of the collected data. Accepting the hypothesis means excepting 

the positive research statement as per each question. Similarly, the rejection of the null 

hypothesis is the rejection of a statement such as ‘There is no relationship between the 

preferred augmentations and the given products’ (Saunders & Lewis, 2012). 

 

The following section includes information relating to each hypothesis, in alignment with their 

presentation in Chapter 6, in which the precise purpose for each hypothesis is defined in 

relation to its corresponding research objective as seen earlier in this chapter in Table 3.1. 

 

3.3 Hypotheses  
 

Hypotheses 1 – 4 are portrayed below and relate to Research Objective 1 as per Table 3.1. 

Further information on the relevance of each hypothesis will be presented in Chapter 6 along 

with the discussion of the results obtained. 

 
Hypothesis 1 (Supplementary Hypothesis) 
 
H0: The proportion of respondents that are likely to pay a premium is not more than 10%. 

H1: The proportion of respondents that are likely to pay a premium is more than 10%. 

 
As previously mentioned, certain hypotheses were created to aid the research questions and 

objectives. Such hypotheses were noted as being supplementary in nature yet still adding 

value to the main hypothesis and therefore the corresponding research objectives. 

Hypothesis 1 was constructed to test the proposition that a statistically significant proportion 

of respondents would be willing to pay a premium. Further information on how the relevant 

hypotheses were tested is provided in Chapters 5 and 6. 

 
Hypothesis 2 (main hypothesis) 
 

The null hypothesis (H0) states that there is no relationship between the preferred 

augmentations and the given products (product categories). Therefore, the following 

demonstrates whether or not consumers prefer certain augmentations with certain products: 

-  
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H0: There is no relationship between the preferred augmentations and the given products 

(product categories). 

 

H1: There is a relationship between the preferred augmentations and the given products 

(product categories).. 

 
Purpose 
 

Hypothesis 2 tests the respondents’ perceived value and willingness to pay a premium for 

each of the four augmentations in conjunction with each general product. In summary, are 

consumers willing to pay more for certain types of augmentations given with a particular 

product and what can be seen in terms of the relationship between the product categories 

and the augmentations? 

 
Potential supplementary findings (Hypothesis 3) 
 

The following demonstrates whether or not these forms of augmentations (and therefore 

their corresponding high-level needs) are found to be more favourable in general despite the 

product: 

 

H0: Certain product augmentations are not found to be preferable in general. 

 
H1: Certain product augmentations are found to be preferable in general. 
 

The following demonstrates whether there are matches between the two main headings 

found in the theory and their corresponding subheadings: 

 

Example: Since the four subheadings (Social Presence, Emotional Belonging, Self-

expression and Happiness) originate from two main headings (Self-actualisation Needs 

consist of social presence and emotional belonging and Social Needs consist of social 

presence and emotional belonging), do the results show that there are matches between the 

main headings and the subheadings that are demonstrated through the respondents’ 

selections? 
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Hypothesis 4 (supplementary hypothesis) 
 

H0: There is no relationship between the four subheading high-level needs (demonstrated 

through the augmentations, namely social presence, emotional belonging, self-expression 

and happiness) and the two main heading high-level needs (namely, self-actualisation and 

social needs). 

 

H1: There is a relationship between the four subheading high-level needs (demonstrated 

through the augmentations, namely social presence, emotional belonging, self-expression 

and happiness) and the two main heading high-level needs (namely, self-actualisation and 

social needs). 

 

Hypothesis 5 (main hypothesis) 
 

Hypothesis 5 and Hypothesis 6 below both relate to Research Objective 2 as portrayed in 

Table 3.1. 

 

The null hypothesis (H0) states that there is no relationship between the augmentations and 

the high-level needs. Therefore, the following demonstrates whether or not the selected 

augmentations correspond with the high-level needs on which they are based: 

H0: There is no relationship between the augmentations and the high-level needs.  

 

H1: There is a relationship between the augmentations and the high-level needs. 

 
Purpose 

 

Hypothesis 5 tests the four augmentations (Virtual Social World, Content Community, Online 

Blog and Online Game) against their corresponding four high-level needs (Social Presence, 

Emotional Belonging, Self-expression and Happiness). This also demonstrates the 

respondents’ consciousness of high-level needs satisfaction as well as whether or not their 

choices correspond with their selection in Question 1 of the survey. In other words, is there a 

match between the various augmentations and the presented high-level needs on which the 

augmentations are based? Therefore, do the augmentations match (or is the consumer 

aware of the link) in terms of perceived supporting high-level need? This is particularly 
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important, not only to assess consciousness, but also to establish whether or not the theory 

used in this study is understood by respondents and valid as per the following. 

 
Potential supplementary findings (Hypothesis 6) 
 

The following demonstrates whether there are matches between the two main headings 

(Self-actualisation and Social Needs) found in the theory and their corresponding 

subheadings: 

 

H0: There is no relationship between the four subheading high-level needs (demonstrated 

through the augmentations, namely social presence, emotional belonging, self-expression 

and happiness) and the two main heading high-level needs (namely, self-actualisation and 

social needs). 

 

H1: There is a relationship between the four subheading high-level needs (demonstrated 

through the augmentations, namely social presence, emotional belonging, self-expression 

and happiness) and the two main heading high-level needs (namely, self-actualisation and 

social needs). 

 

Therefore, since the four subheadings originate from two main headings (Self-actualisation 

needs consist of social presence and emotional belonging and Social Needs consist of 

social presence and emotional belonging), do the results show that there are matches 

between the main headings and the subheadings that are demonstrated through the 

respondents’ selections? 

 

Hypothesis 7 (main hypothesis) 
 
Hypothesis 7 and Hypothesis 8 below both relate to Research Objective 3 as per Table 3.1. 

 

The null hypothesis (Ha) states that there is no relationship between the products and the 

desired high-level need satisfaction: 

 

H0: There is no relationship between the products and the desired high-level need 

satisfaction.  



 
 

45 

 

 

H1: There is a relationship between the products and the desired high-level need 

satisfaction. 

 

Purpose 
 
The purpose of Hypothesis 7 is to establish whether or not certain high-level needs 

correspond with the general core product 

 

Potential supplementary findings (Hypothesis 8) 
  
The following demonstrates whether there are matches between the two main headings 

found in the theory and their corresponding subheadings: 

 

H0: There is no relationship between the four subheading high-level needs (demonstrated 

through the augmentations, namely social presence, emotional belonging, self-expression 

and happiness) and the two main heading high-level needs (namely, self-actualisation and 

social needs). 

 

H1: There is a relationship between the four subheading high-level needs (demonstrated 

through the augmentations, namely social presence, emotional belonging, self-expression 

and happiness) and the two main heading high-level needs (namely, self-actualisation and 

social needs). 

 

Therefore, since the four subheadings (Social Presence, Emotional Belonging, Self-

expression and Happiness) originate from two main headings (Self-actualisation and Social 

Needs), do the results show that there are matches between the main headings and the 

subheadings that are demonstrated through the respondents’ selections? 

 

Hypothesis 9 (main hypothesis) 
 
Hypothesis 9 and and Hypothesis 10 below both relate to Research Objective 4. 
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The null hypothesis (H0) states that people are not motivated to use social networks because 

they perceive that they add to the fulfilment of both social and self-actualisation needs: 

 

H0: People are not motivated to use social media to contribute to their social and self-

actualisation needs.  

 

H1: People are motivated to use social media to contribute to their social and self-

actualisation needs. 

 

Purpose 
 
Hypothesis 9 serves to identify whether or not the respondents feel social media caters for 

the previously mentioned four high-level needs. This is asked in a different way to the above 

and is general focused on social media rather than accounting for the augmentations and/or 

products themselves. 

 

Therefore, this serves to refine whether or not the overarching needs, in general, are 

satisfied and motivation factors for the usage of social media even though the respondents 

might not have resonated with the augmentations or products. This has already been 

hypothesised and found to be true in one of the fundamental studies that paved the way for 

this study. The previous study claimed that social and self-actualisation needs are the 

predominant needs behind user intention of Facebook (Cao et al., 2013). 

 

Potential supplementary findings (Hypothesis 10) 
 

The following refers to the possibility that respondents might feel that social media 

contributes to, and is used because it primarily adds to the fulfilment of only one of the two 

high-level needs (Self-actualisation or Social Needs): 

 

H0: Respondents feel that social media does not contribute as much towards self-

actualisation needs as it does to social needs.  

 

H1: Respondents feel that social media contributes more towards self-actualisation needs 

than it does to social needs. 
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And conversely: 

 

H0: Respondents feel that social media does not contribute as much towards social needs as 

it does to self-actualisation needs.  

 

H1: Respondents feel that social media contributes more towards social needs than it does 

to self-actualisation needs. 

 

Hypothesis 11 
 
Hypothesis 11 and Hypothesis 12 below both relate to Research Objective 5. 

 

The null hypothesis (H0) states that people are not satisfied with social media as a 

contributor to the satisfaction of their social and self-actualisation needs: 

 

H0: People are not satisfied with social media as a contributor to the satisfaction of their 

social and self-actualisation needs.  

 

H1: People are satisfied with social media as a contributor to the satisfaction of their social 

and self-actualisation needs. 

 
Purpose 
 
Hypothesis 11 establishes the respondents’ overall satisfaction with Facebook as a means 

for satisfying their high-level needs (social and self-actualisation) as defined in this study. 

The results establish whether or not the medium (Facebook or whatever else they use) is, in 

general, considered sufficient by the respondents as an overall means and contributing 

factor towards their personal and social needs. 

 

Therefore, much of this study has been specific towards the augmentations and products 

whereas supporting information might establish whether or not the correlations have 

anything to do with the selected augmentations as opposed to the respondents’ overall 
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feelings towards Facebook (or their other preferred type of social media) ability to satisfy 

their high-level needs. 

 

If the respondent did not use Facebook or another form of social media, he or she was 

requested to leave this section out. 

 

This question is also important as it draws on established theory and scales which 

demonstrated the ability to use existing methods for the benefit of the overall research. 

 
Potential supplementary findings (Hypothesis 12) 
 

It may be found that respondents are marginally satisfied with social media as something 

that assists with their high-level needs satisfaction: 

 

H0: People are not marginally satisfied with social media as a contributor to the satisfaction 

of their social and self-actualisation needs.  

 

H1: People are marginally satisfied with social media as a contributor to the satisfaction of 

their social and self-actualisation needs. 

 

Hypothesis 13 
 
Hypothesis 13 below relates to Objective 6. 

 

The null hypothesis (H0) states that people do not think that it is important for organisations 

to participate in some form of social media and this does not influence their purchase choice: 

 

H0: People do not think that it is important for organisations to participate in some form of 

social media and this does not influence their purchase choice. 

 

H1: People do think that it is important for organisations to participate in some form of social 

media and this does not influence their purchase choice. 

 

Purpose 
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Hypothesis 13 demonstrates the respondents’ opinion of the importance they place on a firm 

engaging in some form of social media and if this influences their perception on purchasing a 

product or dealing with the organisation. 

 

Although not directly related to high-level needs, all forms of social media interaction (even 

in their most simplest form) constitute augmentations. In other words, after-sales service and 

a general perspective might serve the study as well. 

 

This question is also important as it draws on established theory and scales which 

demonstrated the ability to use existing methods for the benefit of the overall research. 

 
Potential supplementary findings 
 
It may be found that respondents feel it is not largely important, yet important to some 

degree. People might find that it is important yet does not affect their choice for purchase or 

dealing with the organisation. 

 

Research Objective 7 (Research Question 14) 
 
Research Question 14 relates to Research Objective 7 in terms of various information on the 

respondents’. As mentioned above, further details are provided in Chapter 6 which follows 

the presentation of the results in Chapter 5. 

 

In this section, various information, such as gender, age category, frequency of usage and 

employment status, is requested to assess whether there are any relationships between 

consumer demographic information and their choices.  

 

3.4 Conclusion 
 

In this chapter, the precise purpose of the research was defined followed by the research 

objectives presented in Table 3.1 that were devised in an attempt to explore and analyse the 

research. An explanation relating to the relevant hypothesis tests for statistical analysis as 

well as the research questions in relation to their corresponding objectives were then 
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discussed. A more detailed description, along with the results, is provided in Chapter 5. The 

following chapter, Chapter 4, includes information on the methodology chosen as well as 

supporting variables. 
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Chapter 4: Research approach and methodology 

 
4.1 Introduction 
 

The research approach and methodology chapter informs the reader on the process used in 

the conduct of the research. 

 

This study was quantitative in nature as Kumar, Bhaskaran, Mirchandani and Shah (2013) 

recommended quantitative statistical analysis be used for social media studies. Kumar et al. 

(2013) also noted that social media can be used to increase return on investment and brand 

awareness. The research therefore sought to explore and test consumer perceptions on 

various value-added benefits obtained through social media that accompany (as an 

augmentation) the purchase of a product, as well as potential organisational return, usage, 

investment and brand awareness through these offerings. An online survey was 

administered. In addition, quantitative methods were used by other researchers such as 

Naylor et al., (2012), Kim, Kim and Nam (2010), Minton, Lee, Orth, Kim and Kahle (2013) 

who used similar surveys to collect data as well as quantitative statistical methods to 

formulate results for their research. 

 
4.2 Research philosophy 
 

Research philosophy is important as it influences the way in which research is conducted. 

This is due to the fact that a conscious analysis of the fundamental assumptions behind the 

research demonstrates what influences were made on the researcher’s choices and overall 

perspective on the subject matter (Saunders & Lewis, 2012). 
 

The focal paradigm of this study was that of interpretivism. Interpretivism is suitable as it 

expresses the desire to discover what is happening in a particular situation. Furthermore, a 

key element of interpretivism is the researcher’s desire to understand the social world of 

respondents from their perspective. The particular circumstances that led to the need to 

understand social media and its business implications represent a particular context that 

creates a unique social phenomenon which is ideal for interpretivism. The aim of the study 

was also to provide marketers and other business practitioners with useful information that 
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can aid the understanding of certain elements in the current digital environment. This is 

relevant because the philosophy is also recommended for complex business issues in fields 

such as marketing, organisational behaviour and human resource management (Saunders & 

Lewis, 2012). 
 

4.3 Research approach 
 

The research approach can be either deductive or inductive. Differentiating between the two 

requires an understanding of the development of the theory used in the study. Saunders and 

Lewis (2012) stated that deductive research involves the testing of a theoretical proposition 

while inductive research is primarily concerned, among other things, with the development of 

a theory that arises from the research findings. A research study may also be both deductive 

as well as inductive in nature (Saunders & Lewis, 2012). 

 

Previous literature and theory based on a series of models and journals allowed for a 

deductive research approach (Saunders & Lewis, 2012). Deductive research emphasises 

the formulation of research questions based on existing theory, testing relationships between 

variables, operationalising facts and collecting data to answer each research question 

(Saunders & Lewis, 2012). This research study was concerned with the relationship between 

various augmentations, product categories and high-level needs from a consumer 

perspective and therefore had deductive characteristics. As has been seen in previous 

chapters, pre-established high-level needs that have been tested to be relevant for 

Facebook were matched against established augmentations that meet the requirements of 

potential satisfiers in terms of each high-level need. The resulting augmentations that were 

paired with matching high-level needs were then tested against a basket of durable goods 

derived from academic theory in an attempt to deduce relationships and answer the 

research questions. 

.  

4.4 Research design 
 

The research sought to explore the relationship between various augmentations and product 

categories in relation to high-level need satisfaction. The study was therefore descriptive and 

quantitative in nature as it sought to produce information about people and situations 

through statistical analysis (Saunders & Lewis, 2012). 
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Descriptive research usually involves, among other things, surveys and sampling in an 

attempt to acquire measurable data (Saunders & Lewis, 2012). Therefore, as an attempt to 

contribute towards the academic literature, a survey was designed and administered online 

to various respondents to gather such empirical data. There are numerous advantages to 

the use of a survey for the purposes of this study which are mentioned below.  

 

A survey research strategy was therefore used and questions were designed based on the 

research questions. Surveys are one of the best means of obtaining objective data from a 

large population while still maintaining control over the process, which was the reasoning for 

the selection of this strategy (Saunders & Lewis, 2012). 
 

Therefore, the electronic survey provided the means to collect information from numerous 

individuals and to learn something about the larger population from which the sample was 

drawn (Ferber, Sheatsley, Turner & Waksberg, 1980). A survey is often used in social 

sciences for observational purposes (Babbie, 2005). 

 

A survey enables the speedy gathering of information from both small and large sample 

groups. The primary data provide an accurate depiction of a population that would be too 

large and geographically dispersed to collect through other means of direct observation 

(Whitley & Kite, 2012). Surveys are valuable in ascertaining people’s attitudes towards a 

particular subject matter and provide an economic means for the attainment of a diverse 

representative sample (Babbie, 2005). The objective of obtaining a statistical profile, as 

opposed to detailed information about individual respondents, is a known advantage of 

surveys. The elimination of bias is monitored through the circulation of the same questions. 

There was therefore no bias factor from the researcher and his or her observations. Online 

survey findings are available within a short period after distribution. Despite the diversity and 

size of the sample, the collections are not subject to a decrease in data quality as is the case 

with many conventional techniques (Babbie, 2005). 

 

4.5 Population and unit of analysis 
 

The population of this study comprised all computer active individuals who use the internet 

for a variety of reasons, including work, entertainment, purchases and information gathering. 
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In terms of the questions asked, the survey was structured so that its results had the 

potential to display numerically the required information that was relevant to the hypotheses 

(Trochim, 2006). In compliance with these notions, the questions were created for the 

purposes of being distributed to a large internet-based sample. 

 

Despite the focus on social media, and Facebook in particular, the scope of this research 

was not only limited to online social network users. This reason for this was because even 

though the study in question focused on augmentations that were being provided via 

Facebook, users of other social networks as well as the internet at large can also access 

and/or might have used the various augmentations (such as online blogs, online virtual 

communities, online games and content communities) via browsing, a friend’s account, 

company websites or online purchasing. Facebook, however, was selected as the social 

network site of focus due to its many features, utilities, common usage and popularity 

(Edosomwan et al., 2011). Previous research recognised Facebook’s utility as a novel tool 

for observing behaviour and hypothesis testing as well as being subject to a rapidly growing 

amount of literature, including social scientists (Wilson et al., 2012). It was therefore decided 

to focus on Facebook but not necessarily to restrict the population to social media users 

only, but rather individuals who use the internet. As of 30 June 2012, the number of global 

internet users was estimated to be approximately 2 405 518 376 (Internet World Stats, 

2012). The amount of worldwide internet users is, however, expected to grow to three billion 

by the year 2016 (Harvard Business Review, 2012). 

 

As can be seen from the above, the population of internet users is diverse and constantly 

growing. A number of factors can also be taken into consideration such as frequency of 

usage and social media usage status. To facilitate additional variables that might affect the 

results or demonstrate interesting findings, the survey contained questions that respondents 

who were not utilising social media were asked to refrain from answering as well as certain 

other design elements discussed in the following section. This study thus had both primary 

and secondary populations. The primary population consisted of social media users and the 

secondary population consisted of general internet users. 

 

With a diverse group of respondents emerging patterns as well as correlation studies could 

be established (Saunders & Lewis, 2012). Correlation studies were important for this test 
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because they assist in determining which differences in an individual variable are related to 

differences in one or more other variables (Leedy & Ormrod, 2001). 

 

Through the usage of descriptive statistics that stemmed from the survey, the relationship in 

the resulting data were explored and examined. Quantitative analysis allows for numerical 

categorisation that added value to this particular study by pointing out potential explanations, 

differences, associations and similarities (Kelle, 2008). 

 

The unit of analysis for this study was social media and global internet users. Based on the 

research questions, this involved the selection of augmentations and the high-level need 

variables, the creation of product categories as well as eliciting of the respondents’ 

sentiments and perceptions of the variables. Through a detailed review of academic 

literature and theory, it was therefore possible to conduct the research. 

 

The creation of various Facebook pages allowed for both random, convenience and 

snowball sampling. Information on the respondents was recorded to ascertain important 

variables. Respondents, however, remained anonymous in terms of their names. Therefore, 

the use of such databases reduced the costs usually associated with a study of this kind. 

 
4.6 Sampling method and size 
 

The volunteers who participated in the survey were a smaller group that exists within the 

larger population (Saunders & Lewis, 2012). This research was aimed at the overall analysis 

of internet and social media users with a particular emphasis on Facebook in this instance. 

Therefore, the representative sample was deemed to be substantial in representation of 

global internet and social media users. The research strategy and design was therefore 

carefully constructed and every attempt was made to ensure valid and representative 

conclusions (Saunders & Lewis, 2012). In alignment with the research questions, certain 

information was validly deduced from the sample against the relevant theoretical concepts 

and objectives. 

 

The sample size minimised potential sampling and non-sampling errors such as lack of 

response. To reduce the risk of errors by snowballing, additional survey distribution and 

reminders to respondents ensured that there was neither a generalisation nor 
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unrepresentative findings (Lee, Benoit-Bryan & Johnson, 2012). Various statistical measures 

were also used to assess the validity of data as well as tests to ensure representation 

(Landau & Everitt, 2004). 

 

Convenience sampling generally implies a lack of representation of the total population. This 

did not apply in this study as the respondents were mostly readily available due to ease of 

access. Given that sufficient time was spent cultivating a landscape that would be suitable 

for this study, the virtual communities used were in fact representative samples. Other social 

media and internet mediums (such as email) were also used to ensure that there was variety 

in terms of response. The survey was only distributed via electronic means to ensure that 

the respondents were internet users as per the primary population. 

 

Furthermore, in an attempt to obtain a representative sample of overall global social media 

users, the population was derived from the abovementioned active Facebook pages that 

were set up for the purposes of this research. Such pages were active and served different 

purposes in catering for their users. All members of the pages (and to some extent forming 

part of segmented virtual and content communities) were deemed to be OSN users due to 

the nature of the platforms.  

 

According to what is considered minimum research requirements for statistical analysis, the 

response rate was limited to contain at least 30 responses. Certain tests, however, do make 

provisions for examining smaller sample groups but 30 respondents are generally 

considered a minimum requirement to compare various groups statistically (Weiers, 2011).  

 

Table 4.1 below reflects the total response rate of 158 respondents as well as their country 

of origin. As can be seen, 92.4% of the respondents were residents in South Africa. 

However, there was a minority response from other countries. Despite the many South 

African respondents, the representation of a global sample was not affected as there was no 

reason to believe that a study of this nature, dominated by South African respondents, would 

make the results specifically relevant to South Africa. 

 
  



 
 

57 

 

Table 4.1 The total response rate of 158 respondents as well as their country of origin 

  
 

Information relating to the amount of respondents in relation to the primary and secondary 

sample groups can best be understood by viewing Table 4.2. The chart depicts which social 

media sites were used most often by the respondents as well as which respondents did not 

use social media at all. 

 
Table 4.2 Social media sites used most often by the respondents 

 

 
 

As can be seen from Table 4.2 above, general internet users who do not participate in social 

media were found to be only 13 respondents out of the total 158. Therefore, 91.8% of the 

overall sample size consisted of active social media users. This information was important 

because despite Facebook being a focal point of the study, users of other social media 

platforms (or users who do not use social media at all)  provided input to ensure reliability 

and to eliminate potential bias of the findings across all platforms. The output therefore 
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consisted of a range of users with a variety of opinions and preference which added to the 

desired representation. 

 

4.7 Research instruments 
 

An online electronic survey was used as the instrument for testing. According to Archer 

(2003) and Babbie (2005), an online survey resembles all the similarities relating to other 

surveys aside from the fact that it is submitted, completed and obtained via the internet. 

 

As there is no previously used specific instrument for the subject matter, it was necessary to 

devise survey questions from a variety of sources. This allowed the capture of the necessary 

elements that were analysed for the purposes of this study. 

 

The relevance of such scales and analysis instruments is discussed below. All questions 

required the respondent to click their preferred answer/s and mainly took the form of 

continuums. Seven questions were asked in total, comprising both explanations and sub-

questions. Each question addressed a specific research question and incomplete or invalid 

responses were discarded on a question-to-question basis. The respondents did not have to 

type anything as the entire survey allowed them simply to click on the relevant options and 

could be accessed by a computer as well as mobile smart phones and other electronic 

devices. 

 

4.8 Data collection process 
 

The link to the survey was posted on Facebook as well as LinkedIn and Twitter. Electronic 

mail was also received by the researcher’s database that also contained the link. On 

completion, the results were stored both online as well as on the researcher’s computer for 

safety precautions. All statistical results were then run through a statistical software program 

to obtain the desired output. 

 

Thus, every attempt was made to ensure that the data collection process was systematic in 

order to preserve the integrity of the data and also to allow for potential replications of this 

research. After the e-survey was uploaded, responses received were downloaded into CSV 

format on a timely basis. An SPSS database was used containing all the relevant variables 
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and labels. The data was then scrutinised for any incomplete records in which none were 

found and all missing values were evaluated before analysing. 

 

As mentioned earlier in the chapter, other reasons for the use of social media data, aside 

from the contextual relevance in relation to this research itself, were the many advantages in 

using this approach. Casteleyn, Mottart and Rutten (2009) stated that social media data is 

inexpensive and does not create bias issues in terms of selecting the respondents. Well 

established and new survey techniques can also be used while the data are recorded in 

digital form. Respondents could also return to the completion of the survey after they had 

consulted their records or had more free time as this survey was lengthy and required a 

large amount of thought (Casteleyn et al. 2009). 

 

The nature of the research project and researcher were disclosed prior to the completion of 

the survey as this information was made available on all posts and electronic mail as well as 

on the actual instrument itself. Respondents, therefore, had the option of participation and 

only clicked on the link if they wished to participate, in which case they were directed to the 

online site to complete the questions. 

 

Saunders and Lewis (2012) emphasised the importance of validity and reliability. Validity 

refers to whether or not the findings are a true representation of what they claim to be about. 

Reliability, however, focuses on the consistency of the results.  

 

To ensure validity, a preliminary survey was sent out a few days before the actual full 

sample was granted access. The preliminary test of the survey was completed by 15 

respondents. Each individual respondent was then approached with the aim of collecting 

their thoughts, perceptions and overall understanding of the questions and content. 

Constructive feedback was given and the survey amended accordingly.  

 

An initial issue was ensuring that the level of understanding of the theoretical concepts was 

consistent for all respondents. This, among other things, was pointed out in the preliminary 

testing by four respondents. It was therefore decided to include further examples as well as 

descriptive factors (even if on a repetitive basis) throughout the questionnaire. Despite 

making the survey substantially longer and perhaps daunting for potential respondents, this 

process assisted in ensuring validity and reliability. Given the nature of the preliminary 
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testing round, the 15 respondent’s answers were discarded and not included in the final 

analysis. This was because the respondents who had assisted with the testing were aware 

of the fact that this was a testing phase and that they would be approached for information 

on potential changes. They therefore scrutinised the online document on a different level to 

that of a general respondent. The test phase respondents were asked to look for potential 

issues in the way questions and concepts were conveyed to them and whether they had any 

trouble interpreting and/or understanding the survey (Saunders & Lewis, 2012). 

 

The survey required respondents to consent as participants to this study by means of 

clicking the required box before completion.  The next section of this chapter includes 

information on the questions used in the survey. 

 
4.8.1 Question 1 
 

The first question in the survey related to the consumers’ likeliness of paying a premium for 

each of the four augmentations (Virtual Social World, Content Community, Online Blog and 

Online Game) as well as the respondents’ likelihood of purchasing the product considering a 

premium associated with each augmentation. Therefore, after an explanation accompanied 

by various examples and definitions, the respondents were asked to rank the likeliness of 

purchase for each augmentation (subheading) under each product (main heading). For 

example, if a refrigerator was being sold with four augmentation options, which 

augmentations would influence the likelihood of purchase given that there is a premium 

involved?  

 

The four products included Refrigerator, PC/Laptop, Car, Television Screen and Furniture. 

Although this was not explicitly mentioned in the survey, it is important to remember that as 

per Pickering et al., (1973) and Bayus and Carlstrom (1990), each of these durable items 

was representative of an overall product category. As discussed in the literature review, the 

following items represented the corresponding product categories in relation to the individual 

items: 

1. Refrigerator: basic domestic appliance 

2. Personal computer or laptop: luxury home appliance 

3. Car: Unique category – transport item 

4. Television: Electronic/entertainment items 
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5. Furniture: Unique category – household lifestyle item 

 

A Likert-type scale was used as per Bruner, Hensel and James (2001). Such scales are 

prominent in marketing as well as social science research and use anchors such as 

‘strongly’ ‘extremely or ‘very’ (Bruner et al., 2001). This particular five-point scale requested 

the respondents to rank each augmentation, for each product, to be ‘Not at all likely’, ‘Not 

likely’, ‘Indifferent’, ‘Likely’ or ‘Very likely’.  

 

4.8.2 Question 2 
 

The second question asked for the respondent to select, in accordance with what they felt, 

was the high-level need (Social Presence, Emotional Belonging, Self-expression or 

Happiness) most likely to be satisfied given each augmentation for each product. Only one 

need was to be selected for every benefit/augmentation. Any invalid responses were not 

considered. This question also consisted of a four-point Likert scale and related to the 

research question as explained in the previous chapter. Considering the amount of 

respondents for this survey (158), the Likert-type scale was appropriate in relation to 

previous research. Duncan and Nelson (1985) used the same type of scale with 149 

subjects and Stayman and Aaker (1988) used this scale for 116 subjects (Bruner et al., 

2001). 
 

It is important to remember that each high-level need, as proposed by Cao et al., (2013), is a 

derivative of the two main heading high-level needs. Therefore, Social Needs comprises 

Social Presence and Emotional Belonging while Self-actualisation needs comprise Self-

expression and Happiness. The question itself also serves to address whether or not the 

respondents’ answers matched the proposed theory and therefore added value towards the 

analysis of question 1 to be discussed in the following chapter. Chapter 6 of this document 

discusses the results obtained in relation to each research question and object. Further 

information will therefore be provided later in this document in conjunction with what is 

supplied in the current chapter. 
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4.8.3 Question 3 
 

The third section of the questionnaire asked questions about the tangible product 

(Refrigerator, PC/Laptop, Car, Television Screen and Furniture) with respect to what the 

respondents felt was the best corresponding high-level need. Also taking the form of a four-

point Likert scale, the question focused on addressing whether there were any changes in 

perspective when looking at the tangible product in isolation without any augmentations. The 

origin of the Likert scale from a marketing perspective was ideal for assessing consumer 

attitude towards some attribute, therefore making a generalised perspective of attitude 

valuable for this research (Bruner et al., 2001). 

 

4.8.4 Question 4 
 

Five options were posed that ranged from ‘Strongly disagree’ to ‘Strongly agree’. The 

respondents had to rank their state of agreement with social media assisting them with each 

of the four high-level needs. Needs were not asked as they had been previously in the 

survey, but rather as descriptors of the definition of the need apart from the last section that 

tested overall agreement with social media assisting with both personal and social needs. A 

Likert five-point scale was used (Bruner et al., 2001). 
 

Therefore, regardless of the augmentation and product perceptions, this question tested 

whether or not the respondents felt social media generally catered for their high-level needs 

(Bruner et al., 2001). 

 
4.8.5 Question 5 
 

The fifth section of the questionnaire used a three-item, seven-point semantic differential 

summated ratings scale that was ideal for the measurement of respondents’ satisfaction with 

a particular object. This scale was first used by Crosby and Stephens (1987) in relation to a 

study that necessitated the degree of satisfaction for service policies, insurance agencies 

and insurance agents (Bruner et al., 2001). The seven-point scale required users to rank 

satisfaction three times: first in terms of satisfaction, second in terms of pleased or 

displeased, and last, in terms of favourable or unfavourable. 
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This scale was ideal in measuring generalised satisfaction and therefore allowed the 

assessment of the degree of satisfaction placed on Facebook (and social media) as an 

enabler for high-level need satisfaction. This proved to be interesting as it matched 

generalised perceptions in relation to specific perceptions of products and augmentations. 
 

4.8.6 Question 6 
 

With all the data being collected and tested, it was also important to gauge respondents’ 

perspective on the importance of social media being used by organisations. Regardless of 

the form of involvement, this question aimed to assess the level of importance attached to an 

organisation participating in some form of Facebook activity and whether or not this affects 

the intention to purchase and/or deal with an organisation. 

 

Although there is no information on the origin of the scale used for this question, the 

Marketing Scales Handbook (Bruner et al., 2001) provided a scale that can test the 

importance of a particular attribute. Previously used to assess focal attribute importance and 

brand attitude, the three-item, seven-point semantic differential summarised rating scale 

allows researchers to measure the importance of a specified product characteristic to a 

customer. The scale was also previously used by Sujan and Bettman (1989) in relation to 

attributes for a specific type of camera (Bruner et al., 2001). 

 

This scale was amended so that instead of focusing on attributes in relation to a product, it 

focused on the attribute of having a Facebook presence and how important this was 

perceived to be in the eyes of a consumer as well as whether or not it is relevant to their 

overall choice of brand and/or product purchase. 

 

4.8.7 Question 7 
 

The last section focused on the particulars of the respondents. Questions such as which 

social media platform is used most often, frequency of usage, age category and gender were 

asked here in an attempt to assess whether or not the results were affected by any potential 

variable and/or groups. 
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4.9 Data analysis approach 
 

All submissions were reviewed for completion before any analysis. The research adopted 

the following techniques to collect and analyse the data: 

 Descriptive statistics analysis (Weiers, 2011) 

 Likert-scale questions to produce certain frequencies, percentages, bar graphs and 

summery statistics for analysis 

 Tables to compare selected demographic groups 

 Mann-Whitney test to compare two groups (Pallant, 2011) 

 Kruskal-Wallis test to compare three groups (Pallant, 2011) 

 Correlation analysis for linear relationships 

 Linear regression (Pallant, 2011) 

 Spearmans rho tests (Pallant, 2011) 

 Chi-square tests for goodness of fit (Pallant, 2011) 

 Chi-square tests for independence (Pallant, 2011) 

 A three-item, seven-point semantic differential summated ratings scale for 

generalised satisfaction (Bruner et al., 2001) 

 A three-item, seven-point semantic differential summated ratings scale to assess the 

importance of a specific product attribute from a consumer’s perspective (Bruner et 

al., 2001). 

 

4.10 Research limitations 
 

As mentioned in Chapter 2, this research adopted a holistic approach to marketing. It is not 

only online social media that causes conversation and brand loyalty but a combination of all 

marketing efforts which total a larger conversation and overall brand image for the consumer 

(Keller & Fay, 2012). It is therefore suggested that this study not be viewed in isolation and 

that further researchers attempt to synchronise the totality of various research on different 

marketing aspects to deliver a holistic, and measurable, marketing model that encompasses 

both online and offline perspectives and augmentations. This study did not take into account 

all marketing efforts that could be used alongside social media as it was beyond the scope of 

this research. 
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This study was also only a product of the current social media platforms. Various other 

platforms will surely exist in the future and therefore study on other platforms is 

recommended. Although Facebook is indeed, as per the literature, the most diverse in terms 

of participants and media abilities, it is important to understand that other types of OSNs are 

designed for other purposes. Further studies may reveal focal evidence of how to maximise 

customer satisfaction and sales on platforms that are designed for specific purposes. 

 

Due to the need for the survey questionnaire to explain the various concepts, it proved to be 

lengthy and required much thought on behalf of the respondents. Although every attempt 

was made to simplify the questionnaire through its design and pre-testing, it limited the study 

in the sense that a quick survey that did not require as much time and effort from the 

respondents might have promoted better comprehensibility as well as a higher response 

rate. 

 

In Chapter 2 it was mentioned that this study focused purely on a best product perspective. 

When viewed in isolation, this type of study neglects the combined focus based on best 

price, best product or best service as a value creation strategy (Andonov, 2011). Therefore, 

all other variables, such as price and service, which play a part in the consumer decision-

making process, were not included when considering a market offering. 

 

Time constraints were also an issue in this research, technical difficulties due to the loss of 

data as well as the researcher’s budget. 

 

The research was also limited to the augmentations as provided by the relevant academic 

literature. Other, perhaps more relevant, augmentations do exist yet it was not possible for 

the purposes of this study to depict the totality of possible augmentations and test them. 

 

Geographical area limited the study to predominantly South African respondents within the 

researcher’s reach. 

 

The research was also limited to academic journals and theoretical textbooks that have been 

published whereas there is a large amount of supporting (and perhaps more current) 

sources that might benefit in future studies. 
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Limiting this study to include only durable goods measured against various augmented 

product examples and high-level needs due to practical reasons and findings limits the 

scope to durable goods. A further representative diverse basket of goods will benefit future 

research. 

 

4.11 Conclusion 
 

In Chapter 4 information was provided on the chosen methodology, unit of analysis, 

population, sample size, research instruments and sampling method. The process of data 

collection and analysis was also discussed followed by information on the actual questions 

used in the survey itself. The chapter concluded with certain research limitations. Chapter 5 

displays the results of the research and Chapter 6 discusses the results. 
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Chapter 5: Results 
 

5.1 Introduction 
 

This chapter presents the various results obtained from the research. As a relatively large 

quantity of data was gathered, only the relevant results and findings are summarised and 

presented, as well as those supplementary findings that add value to answering the research 

questions. 

 

The presentation of the results and findings are displayed in the two main sections of this 

chapter. Section 5.3 entails the reporting of the descriptive results on a per question basis as 

per the survey instrument. Section 5.4 focuses more specifically on those results pertaining 

to the various research objectives as well as the hypothesis tests that provide support for the 

various objectives. 

 

5.2 Brief sample description (responses and general 
demographics) 
 

The initial aim of the electronic survey was to target a minimum of 80 respondents. Due to 

the various social media pages that were started on Facebook earlier in the year, mass 

email distribution, LinkedIn and Twitter, a total of 158 respondents successfully completed 

the survey within a three-day period.  

 

The 158 respondents comprised 101 (63.9%) males and 57 (36.1%) females. The age 

category of the respondents comprised 11 (7.0%) respondents who were 24 years and 

younger, 110 (69.6%) respondents from the ages of 25 to 34, 30 (19.0%) respondents from 

the ages of 35 and 49, 4 (2.5%) respondents between the ages of 50 to 65 and 3 (1.9%) 

respondents who were older than 65 years.  

 

The employment status of the respondents comprised 115 (72.8%) respondents working full 

time, 14 (8.9%) respondents working part time, 1 (0.6%) respondent who was not working 

(housewife), 25 (15.8%) respondents not working (student/scholar) and 3 (1.9%) 

respondents not working (unemployed). 
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The respondents were from the following countries: 2 (1.3%) from Australia, 3 (1.9%) from 

Canada, 1 (0.6%) from Morocco, one (0.6%) from Namibia, 146 (92.4%) from South Africa, 2 

(1.3%) from the United Kingdom and 3 (1.9%) from the United States of America. 

 

Tables 5.53 to 5.60 depicted later in this chapter reflect the general demographic information 

visually. 

 

5.3 Results of the descriptive analysis  
 
5.3.1 Question 1: Likelihood of paying a premium per product with 
augmentation 
 

Question 1 asked respondents to rank the likeliness of them paying a premium for a product 

given a particular augmentation. The products consisted of a Refrigerator, PC/laptop, Car, 

Television and Furniture. The augmentations consisted of a Virtual Social World, Content 

Community, Online Blog and Online Game. This question aimed to identify consumer 

preferences as well as which augmentations were perceived to be highly regarded with and 

without each accompanying product. The results for each product produced a set of 

frequency tables and corresponding bar charts. From this, the general distribution and 

variation of responses can be inspected. 

 

From the results presented depicted in Table 5.1, it was evident that of the 158 respondents 

who rated the likelihood of paying a premium for a particular product and augmentation, 57 

(36.1%) selected ‘not at all likely’, 43 (27.2%) selected ‘not likely’, 35 (22.2%) felt ‘indifferent’, 

17 (10.8%) selected ‘likely’ and 6 (3.8%) selected ‘very likely’.  

 
Table 5.1 Likelihood of paying a premium: (A) Refrigerator – Virtual Social World 
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From the results provided in Table 5.2, 63.3% (36.1% + 27.2%) of respondents felt a 

negative sentiment (expressed opinion) towards the offering, while 14.6% (10.8% + 3.8%) 

felt a positive sentiment (expressed opinion) towards the offering. People who felt indifferent, 

of course, still remain at 22.2%. The results of this specific hypothesis test are presented in 

Section 5.3.  
 
Table 5.2 Likelihood of paying a premium: (A) Refrigerator – Virtual Social World  
(n = 158) 

 
 

Table 5.3 provides a summary of the sentiment and individual percentage majorities for each 

product.  

 
Table 5.3 Refrigerator (Basic Domestic Appliance) (n = 158) 

 

Product: Refrigerator  
Positive sentiment 

(Likely + Very likely) Indifferent 
Negative sentiment 

(Unlikely + Very unlikely) Total 
Augmentations:         
A) Virtual Social World 15% 22% 63% 100% 
B) Content Community 34% 27% 40% 100% 
C) Online Blog 27% 23% 51% 100% 
D) Online Game 15% 15% 70% 100% 
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Independently (not adding together ‘likely’ and ‘very likely’ to achieve sentiment), 28.5% of 

respondents stated that they were likely to pay a premium for a Refrigerator accompanied by 

a Content Community augmentation as illustrated in Table 5.4.  

 
Table 5.4 Likelihood of paying a premium: (A) Refrigerator – Content Community (n = 158) 

 
 

As can be seen in Table 5.5, 61% of respondents revealed a positive sentiment towards a 

PC/Laptop with a Content Community. However, 45% of respondents revealed a dominating 

negative sentiment towards a PC/Laptop with an Online Game.  

 
Table 5.5 PC/Laptop (luxury home appliance) 

Product: PC/Laptop Positive sentiment Indifferent Negative sentiment Total 
Augmentations: (Likely + Very likely)     (Unlikely + Very unlikely)   
A) Virtual Social World 48% 18% 34% 100% 
B) Content Community 61% 25% 14% 100% 
C) Online Blog 44% 27% 29% 100% 
D) Online Game 33% 22% 45% 100% 

 

Table 5.6 reveals the individual category frequency: 42.4% or 67 of the 158 respondents 

indicated that they would be likely to pay a premium while 19% or 30 of the respondents are 

very likely to pay a premium (summated total of 61.4%).  
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Table 5.6 Likelihood of paying a premium: (B) PC/Laptop – Content Community 

 
Table 5.7 illustrates the 34.8% or 55 respondents who stated they would be likely to pay a 

premium with this augmentation.  

 
Table 5.7 Likelihood of paying a premium: (B) PC/Laptop – Virtual Social World  
(n = 158) 
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Table 5.8 presents a bar chart illustrating that 25.9% of respondents rated that they would be 

likely to pay a premium, while 27.2% of respondents felt indifferent. 

 
Table 5.8 Likelihood of paying a premium: (B) PC/Laptop – Online Blog (n = 158) 

 
 

Table 5.9 depicts the aggregate sentiment in terms of responses received on the likelihood 

of paying a premium for the same set of augmentations. The 51% positive sentiment found 

in Table 5.9 is derived from the summing of the 36.7% or 58 respondents who selected 

‘likely’ as well as the 13.9% or 22 respondents who chose ‘very likely’.  

 
Table 5.9 Aggregate sentiment: Car 

 

Product: Car Positive sentiment Indifferent Negative sentiment Total 
Augmentations: (Likely + Very likely)     (Unlikely + Very unlikely)   
A) Virtual Social World 35% 21% 44% 100% 
B) Content Community 51% 23% 26% 100% 
C) Online Blog 39% 24% 37% 100% 
D) Online Game 28% 18% 54% 100% 
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Table 5.10 depicts the individual category rankings in terms of respondents’ selections.  

 
Table 5.10 Likelihood of paying a premium: (C) Car – Content Community 

 
 

Table 5.11 illustrates the individual category responses for the likelihood of paying a 

premium for a Car with an Online Blog as an augmentation.  

 
Table 5.11 Likelihood of paying a premium: (C) Car – Online Blog 
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Table 5.12 presents the aggregate sentiment for a Television being sold with the same 

variety of augmentations.  

 
Table 5.12 Aggregate sentiment: Television (electronic/entertainment item) 

Product: Television Positive sentiment Indifferent Negative sentiment Total 
Augmentations: (Likely + Very likely)     (Unlikely + Very unlikely)   
A) Virtual Social World 34% 25% 41% 100% 
B) Content Community 46% 24% 30% 100% 
C) Online Blog 38% 25% 37% 100% 
D) Online Game 27% 23% 50% 100% 

 
Table 5.13 illustrates how the aggregate 46% sentiment is positively skewed with the largest 

concentration to the right.  
 
Table 5.13 Likelihood of paying a premium: (D) Television Screen – Online Content Community 

 
 

Table 5.12 reflects an aggregate positive sentiment of 38% with an aggregate negative 

sentiment of 37% for Online Blog. The closeness of these two results requires further 

questioning, which can be seen in Table 5.14.  
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Table 5.14 Likelihood of paying a premium: (D) Television Screen – Online Blog 

 
 

Table 5.15 depicts the aggregate sentiment for furniture products alongside each 

augmentation.  

 
Table 5.15 Aggregate sentiment: Furniture (lifestyle item) 

 

Product: Furniture Positive sentiment Indifferent Negative sentiment Total 
Augmentations:  (Likely + Very likely)    (Unlikely + Very unlikely)   
A) Virtual Social World 17% 19% 64% 100% 
B) Content Community 22% 23% 55% 100% 
C) Online Blog 18% 21% 61% 100% 
D) Online Game 10% 17% 73% 100% 
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The composition of the 73% negative sentiment towards Online Game in this instance can 

be seen in Table 5.16: 48.4% (76 total respondents) indicated that they would be not at all 

likely to pay a premium, while 24.8% (39 total respondents) would be not likely to pay a 

premium. 

 
Table 5.16 Likelihood of paying a premium: (E) Furniture – Online Game 

 
 

 

Table 5.17 summarises the total sentiment per augmentation. The table reports only the 

augmentation totals irrespective of product categories as suggested by Bayus and Carlstrom 

(1990). The aim is to demonstrate and infer which augmentations received the highest 

positive and negative sentiments based on the summing of response categories. The 

numbers within the brackets underneath each total comprise the combined sentiment across 

all products as per the previous frequency tables. 

 
  



 
 

77 

 

Table 5.17 The total sentiment per augmentation 

 

  Total positive sentiment Total negative sentiment   
Total 
indifferent 

A) Virtual 
Social World 148.5 245.9 

 
105.9 

  
(10.8+3.8+35.0+12.7+20.9+14
.6+20.3+13.9+11.4+5.1) 

(36.1+27.2+17.2+16.6+26.6+17.
1+20.3+20.3+38.6+25.9) 

(22.2+18.5+20.
9+25.3+19.0) 

  
   

  
B) Content 
Community 213.5 164.4 

 
122.4 

  
(28.5+5.1+42.4+19.0+36.7+13
.9+33.5+12.7+16.6+5.1) 

(23.4+16.5+7.6+6.3+13.3+12.7+
11.4+18.4+28.7+26.1) 

(26.6+24.7+23.
4+24.1+23.6) 

  
   

  
C) Online 
Blog 164.8 214.9 

 
120.4 

  
(19.6+7.0+25.9+17.7+30.4+8.
9+28.7+8.9+13.9+3.8) 

(30.4+20.3+12.7+16.5+19.0+18.
4+19.7+17.2+35.4+25.3) 

(22.8+27.2+23.
4+25.5+21.5) 

  
   

  
D) Online 
Game 112.5 293 

 
94.7 

  
(11.0+3.9+22.3+10.8+19.0+8.
9+19.4+7.7+7.6+1.9) 

(43.9+26.6+29.3+15.9+35.4+18.
4+30.3+20.0+48.4+24.8) 

(14.8+21.7+18.
4+22.6+17.2) 

 

5.3.2 Question 2: High-level need most likely to be satisfied 
 

Question 2 requested respondents to select the high-level need that they felt was the most 

likely to be satisfied for each augmentation per product. This question focused on the 

specific high-level needs in relation to the augmentations (Cao et al., 2013). The products 

were included to determine whether there were any significant differences, disparities or 

similarities in perceived high-level need satisfaction when taking into account the products 

alongside the augmentations. The potential to shed light on the results from question 1 was 

also the initial intention. In addition, the question served to verify the respondents’ 

consciousness with regard to high-level need satisfaction as well as to test whether the 

theory groupings matched the respondents’ selection (Cao et al., 2013). The descriptive 

statistical findings included frequency tables and bar charts in a similar format as per 

Question 1. Therefore, to display holistic results, product tables were devised as follows. 

 

Table 5.18 displays the valid percentages submitted by the respondents based on which 

high-level need they felt would most likely be satisfied on a product-to-product basis. The 
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highest selection of high-level need per augmentation, in other words the high-level need 

chosen the most per augmentation, can be seen in bold. 

 

As can be seen in Table 5.18, the most popular option selected for the most likely need to be 

satisfied when evaluating a Refrigerator with a Virtual Social World augmentation was Social 

Presence. This is illustrated by the bold 41% which is substantially higher than the number of 

respondents who chose Emotional Belonging (15%), Self-expression (27%) and Happiness 

(17%). 

 
Table 5.18 High-level need most likely to be satisfied – Refrigerator 

 

 
Social needs Self-actualisation needs 

 
Product: Refrigerator  

Social 
Presence 

Emotional 
Belonging 

Self-
expression Happiness Total 

Augmentations:           
A) Virtual Social World 41% 15% 27% 17% 100% 
B) Content Community 36% 23% 27% 16% 100% 
C) Online Blog 28% 14% 47% 12% 100% 
D) Online Game 26% 9% 17% 48% 100% 

 

The results for the need most likely satisfied for a Refrigerator with a Virtual Social World 

can also be understood as a bar chart as displayed in Table 5.19. As previously mentioned, 

an illustration for each of the respective augmentations per product would use a large 

amount of space, hence the summary tables per product. This also makes it easier to view 

the results holistically and to identify certain trends. 
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Table 5.19 Need satisfied: (A) Refrigerator – Virtual Social World 

 
 

Table 5.20 contains the total selections for each augmentation as a percentage for the 

product PC/Laptop. As can be seen, 40% of the respondents felt Social Presence was the 

high-level need most likely to be satisfied when considering a Virtual Social World as an 

augmentation to the purchase of a PC/Laptop. The bold 40% conveys Social Presence to 

have obtained the largest percentage of choices when compared to 14% (Emotional 

Belonging), 26% (Self-expression) and 21% (Happiness).  
 
Table 5.20 High-level need most likely to be satisfied – PC/Laptop 

 

 
Social Needs Self Actualisation Needs 

 
Product: PC/Laptop 

Social 
Presence 

Emotional 
Belonging 

Self-
Expression Happiness Total 

Augmentations:           
A) Virtual Social World 40% 14% 26% 21% 100% 
B) Content Community 28% 26% 29% 17% 100% 
C) Online Blog 17% 15% 51% 17% 100% 
D) Online Game 21% 7% 18% 54% 100% 
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Table 5.21 illustrates the closeness of the results for the selection of the high-level need 

most likely to be satisfied for a Content Community augmentation accompanying a 

PC/Laptop. Therefore, although Self-expression received the majority of responses which 

constituted 29% of the respondents for this category, a similar number of individuals felt that 

Social Presence (28%) and Emotional Belonging (26%) were the most appropriate.  

 
Table 5.21 Need satisfied: (B) PC/Laptop – Content Community 

 
 

Table 5.22 depicts the summary results that were chosen for the product category Car and 

its corresponding augmentations. Social Presence received a majority 36% from 

respondents to this question, while 48% of respondents felt Self-expression was a match to 

an Online Blog and 48% of respondents also felt that Happiness was the most suitable high-

level need in correlation with an Online Game and Car. The percentage results for Content 

Community, however, reveal that there was an equal amount of respondents who opted for 

Social Presence (29%) as well as Self-expression (also 29%). 
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Table 5.22 High-level need most likely to be satisfied – Car 

 
Social needs Self-actualisation needs 

 
Product: Car 

Social 
Presence 

Emotional 
Belonging 

Self-
expression Happiness Total 

Augmentations:           
A) Virtual Social World 36% 16% 29% 19% 100% 
B) Content Community 29% 27% 29% 16% 100% 
C) Online Blog 21% 15% 48% 16% 100% 
D) Online Game 25% 11% 16% 48% 100% 

 

Table 5.23 visually depicts the equal response rate for Social Presence and Self-expression 

as well as the close 27% who selected Emotional Belonging and the 16% who selected 

Happiness. 

 
Table 5.23 Need satisfied: (C) Car – Content Community 

 
 

Table 5.24 depicts the results of what high-level needs respondents selected as most likely 

to be satisfied given the Television and accompanying augmentations. Once again it can be 

seen that results for the Content Community as an accompanying augmentation are 

relatively close to each other with 30% selecting Social Presence, 28% selecting Emotional 

Belonging, 27% selecting Self-expression and 15% selecting Happiness. Social Presence 

received the majority of selections at 39% for Virtual Social World. Other majority selections 

include 45% for Self-expression in terms of Online Blog and 51% for Happiness when it 

comes to Online Game in relation to a Television as the main product.  
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Table 5.24 High-level need most likely to be satisfied – Television  

 

 
Social needs Self-actualisation needs 

 
Product: Television  

Social 
Presence 

Emotional 
Belonging 

Self-
expression Happiness Total 

Augmentations:           
A) Virtual Social World 39% 15% 24% 22% 100% 
B) Content Community 30% 28% 27% 15% 100% 
C) Online Blog 23% 13% 45% 19% 100% 
D) Online Game 25% 8% 16% 51% 100% 

 
Finally, Table 5.25 reflects the results of the last product item. There is no leading majority 

percentage in terms of Content Community and the corresponding high-level needs. 41% of 

respondents chose Social Presence as the high-level need most likely to be satisfied for a 

Virtual Social World augmentation. 48% indicated that they felt Self-expression was the most 

applicable high-level need in relation to an Online Blog augmentation and 43% selected 

Happiness alongside an Online Game benefit accompanying a furniture purchase. 

 
Table 5.25 High-level need most likely to be satisfied – Furniture 

 

 
Social needs Self-actualisation needs 

 
Product: Furniture 

Social 
Presence 

Emotional 
Belonging 

Self-
expression Happiness Total 

Augmentations:           
A) Virtual Social World 41% 14% 25% 20% 100% 
B) Content Community 29% 26% 31% 15% 100% 
C) Online Blog 23% 14% 48% 15% 100% 
D) Online Game 27% 6% 24% 43% 100% 

 

5.3.3 Question 3: High-level need most associated with tangible product 
 

Question 3 requested the respondents to select the high-level need (Social Presence, 

Emotional Belonging, Self-expression or Happiness) that they felt was best suited for each 

tangible product (Refrigerator, PC/Laptop, Car, Television, Furniture). Therefore, this 

question disregarded the augmentations and focused on the tangible products.  
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It is important to note that, unlike the augmentations, the tangible products in isolation do not 

correspond with a particular high-level need. It is open to interpretation and the intrinsic and 

extrinsic motivating factors for the purchase of durable household goods fluctuate on an 

individual basis. A person might, for example, need furniture and be motivated to select the 

cheapest option available while another person might feel compelled to satisfy a Self-

expression (Self-actualisation category) need and purchase furniture based on fashion, 

trendiness or unique design.  

 

The purpose of this section was to establish whether or not certain high-level needs 

correspond with the general product regardless of the augmentations. It is a potentially 

valuable mechanism for understanding the previous and later findings despite being subject 

to interpretation on an individual basis. It is also important to keep in mind that each product 

corresponds with a durable household product category (mentioned next to the 

corresponding products in brackets in the tables below) apart from the Car which falls within 

its own transport category (Bayus & Carlstrom, 1990). 

 

Tables 5.26–5.30 graphically illustrate the chosen high-level needs in terms of the overall 

percentage per product. Below each table a hierarchy is presented in relation to the table 

that presents the most chosen high-level needs in accordance with each product. Each 

product forms part of an overall product group which allows the assessment of which product 

groups are associated with their corresponding high-level need association. When viewing 

each product in isolation Happiness is often found to be a majority percentage. Self-

actualisation needs (comprising Self-expression and Happiness) were seemingly favoured 

over social needs. Below the table are the totalled percentages for each selected high-level 

need in ascending order when added together from all the products, therefore depicting the 

most prominent selection. 
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Table 5.26 High-level need association – Refrigerator (basic domestic appliance) 

 
 
Percentage – Refrigerator (ascending order) 

1) Happiness (Self-actualisation needs) – 46.2% 
2) Self-expression (Self-actualisation needs) – 27.2% 
3) Social Presence (Social needs) – 22.2% 
4) Emotional Belonging (Social needs) – 4.4% 
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Table 5.27 High-level need association – PC/Laptop (luxury home appliance) 

 
 
Percentage – PC/Laptop (ascending order) 

1) Self-expression (Self-actualisation needs) – 33.5% 
2) Happiness (Self-actualisation needs) – 30.4% 
3) Social Presence (Social needs) – 25.3% 
4) Emotional Belonging (Social needs) – 10.8% 
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Table 5.28 High-level need association – Car (unique product category – transport) 

 
 
 
Percentage – Car (ascending order) 

1) Happiness (Self-actualisation needs) – 38.0% 
2) Self Expression (Self-actualisation needs) – 30.4% 
3) Social Presence (Social needs) – 19.6% 
4) Emotional Belonging (Social needs) – 12.0% 
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Table 5.29 High-level need association – Television (electronic/entertainment items) 

 
 
 
Percentage – Television (ascending order) 

1) Happiness (Self-actualisation needs) – 55.1% 
2) Social Presence (Social needs) – 22.8% 
3) Self-expression (Self-actualisation needs) – 17.1% 
4) Emotional Belonging (Social needs) – 5.1% 
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Table 5.30 High-level need association – Furniture (Unique Product Category – Lifestyle Items) 

 
 
 
Percentage – Furniture (ascending order) 

1) Happiness (Self-actualisation needs) – 42.4% 
2) Self-expression (Self-actualisation needs) – 31.6% 
3) Social Presence (Social needs) – 17.1% 
4) Emotional Belonging (Social needs) – 8.9% 
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Table 5.31 indicates the total sum of percentage selections across products for associated 

high-level needs. As can be seen from the table, Happiness received the most selections, 

followed by Self-expression, Social Presence and finally Emotional Belonging when viewed 

as totals. 

 
Table 5.31 Total high-level need selection across all products 

 

 
Self-actualisation needs Social needs 

 
Self-expression Happiness Social Presence Emotional Belonging 

Refrigerator 27.2 46.2 22.2 4.4 
PC/Laptop 33.5 30.4 25.3 10.8 
Car 30.4 38 19.6 12 
Television 17.1 55.1 22.8 5.1 
Furniture 31.6 42.4 17.1 8.9 

     Total 139.8 212.1 107 41.2 
 

5.3.4 Question 4: Extent of agreement with regard to high-level need 
satisfaction for social media 
 

Question 4 asked respondents to rank the extent to which they agree with regard to four 

statements. This section served to identify whether or not the respondents feel social media 

caters for the four high-level needs. This is asked in a different way to the previous questions 

and is general to social media. It does not take into account the augmentations and/or 

products themselves. This has already been hypothesised and found to be supported in one 

of the fundamental studies that paved the way for this study. The previous study claimed that 

social and self-actualisation needs are the predominant needs behind user intention of 

Facebook (Cao et al., 2013). 

 

Table 5.32 illustrates respondents’ level of agreement with Social Media providing 

satisfaction for Social Presence needs. Four in six respondents (40.4%) selected ‘agree’ 

while 30.1% selected ‘strongly agree’. 
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Table 5.32 Social media helps me manage and engage with my interpersonal relationships so 
that I can interact socially when I feel like it 

 
 

Table 5.33 illustrates respondents’ level of agreement with Social Media providing 

satisfaction for Emotional Belonging needs. 38.2% selected ‘agree’ while 10.2% selected 

‘strongly agree’. 39 respondents (24.7%) indicated that they felt indifferent while 15.8% did 

not agree and a further 10.8% strongly disagreed. 
 
Table 5.33 Social media assists me in interacting with acquaintances and provides me with an 
opportunity to receive emotional support 

 



 
 

91 

 

Table 5.34 illustrates the rankings in accordance with the respondents’ level of agreement 

with Social Media providing satisfaction for Self-expression needs. 50% selected ‘agree’ 

while 16.7% selected ‘strongly agree’. 
 
Table 5.34 Social media allows me to express my life and disclose certain aspects of my life 

 
 
Table 5.35 illustrates the rankings in accordance with the respondents’ level of agreement 

with Social Media providing satisfaction for Happiness needs. 51.3% selected ‘agree’ while 

25.9% selected ‘strongly agree’. 
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Table 5.35 Social media provides entertainment through different types of experiences that it 
offers 

 
 
The final section of the fifth question asked whether or not, in general, the respondents felt 

Social Media assisted them with both personal and social needs. The majority of the 

respondents (52.9%) stated that they are in agreement with this while 14.8% stated that they 

are in extreme agreement with this and chose ‘strongly agree’. 15.5% (24 respondents) 

stated that they felt indifferent, 11.0% stated that they strongly disagree and 5.7% disagreed 

with Social Media as a mechanism that caters for both their personal and social needs. 

 
Table 5.36 Social media assists me with both my personal and social needs 
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5.3.5 Question 5: Extent of satisfaction with social media in terms of assisting 
with social and personal needs 
 

Question 5 asked respondents to indicate their degree of satisfaction on a scale of 1–7, with 

1 = dissatisfied and 7 = satisfied with Facebook (or any form of social media) with how they 

felt it assisted them with the general attainment of both social and personal needs. Tables 

5.37–5.39 depict the frequencies and percentages of the responses on three levels, namely 

‘satisfied’ versus ‘dissatisfied’, ‘pleased’ versus ‘displeased’ and ‘favourable’ versus 

unfavourable’. 
 
Table 5.37 Facebook – Satisfied versus Dissatisfied 

 
Table 5.38 Facebook – Pleased versus Displeased 
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Table 5.39 Facebook – Favourable versus Unfavourable 

 

 
The following section establishes the respondents’ overall satisfaction with Facebook as a 

means of satisfying their high-level needs (social needs and self-actualisation) as defined in 

this study. The results established whether or not the medium (Facebook or whatever else 

they use) is, in general, considered sufficient by the respondents as an overall means and 

contributing factor towards fulfilling their personal and social needs. 

 

Therefore, much of this study has been specific with regard to the augmentations and 

products whereas supporting information might establish whether or not the correlations 

have anything to do with the selected augmentations as opposed to the respondents’ overall 

feelings towards Facebook’s (or their other preferred type of social media) ability to satisfy 

their high-level needs.  

 

The results for each rating are best displayed in the form of bar charts. Table 5.40 displays 

the distribution of satisfaction ratings for Facebook (social media) as a contributor towards 

social and personal needs. The largest percentage of respondents selected 4 (27.2%) and 3 

(25.9%), indicating that the majority felt neither satisfied nor dissatisfied. However, it could 

be inferred from this that respondents might reveal some possibility that they could become 

more satisfied. 
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Table 5.40 Satisfied versus Dissatisfied 

 
 
Table 5.41 displays the rankings of how pleased respondents were with Facebook (social 

media) as a contributor towards fulfilling social and personal needs. The largest percentage 

of respondents selected 4 (31%) and 3 (25.9%), indicating that the majority felt not 

particularly pleased or displeased. However, there is room for improvement or a possibility 

that they could become more pleased. 

 
Table 5.41 Pleased versus Displeased 
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Table 5.42 displays the rankings of how favourable respondents felt towards Facebook 

(social media) as a contributor towards fulfilling social and personal needs. The largest 

percentage of respondents selected 4 (24.7%) and 3 (28.5%), indicating that the majority felt 

not particularly favourable or unfavourable. However, there is room for improvement or a 

possibility that they could become more favourable. 

 
Table 5.42 Favourable versus Unfavourable 

 
 
5.3.6 Question 6: Importance of organisations using some form of social media 
to connect with customers 
 

Table 5.43 displays the results based on the importance placed by respondents on social 

media usage for organisations when evaluating a purchase or dealing in general with an 

organisation. The scales for these questions were also 1 to 7. As can be seen in Table 5.43, 

the majority of respondents felt that it was either very important to them or at least indicated 

some form of influential importance for their overall purchase decision or decision to deal 

with the organisation. The percentage of selections can be understood as follows: 

Very Important – 40.5% (Frequency: 64) 

6 – 21.5% (Frequency: 34) 

5 – 15.2% (Frequency: 24) 

4 – 12% (Frequency: 19) 

3 – 4.4% (Frequency: 7) 
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2 – 3.2% (Frequency: 5) 

Not at all important – 3.2% (Frequency: 5) 
 
Table 5.43 The importance of using social media for organisations 

 
 

Table 5.44 depicts the results received in terms of the effects on consideration when dealing 

with an organisation or making a purchase based on whether or not social media is a feature 

of the purchase or organisation. It appears that consideration is largely affected by whether 

or not an organisation uses some form of social media. The results obtained by the 158 

respondents can be understood as follows: 

Definitely consider – 39.2% (Frequency: 62) 

6 – 15.8% (Frequency: 25) 

5 – 18.4% (Frequency: 29) 

4 – 14.6% (Frequency: 23) 

3 – 6.3% (Frequency: 10) 

2 – 1.3% (Frequency: 2) 

Not consider – 4.4% (Frequency: 7) 
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Table 5.44 The importance of social media as a feature for organisations 

 
 
Table 5.45 depicts the results based on how relevant the usage of social media by an 

organisation is when considering potential dealings or purchases. The highest frequency of 

respondents felt that it is relevant for them when making a decision. The results can be 

understood in terms of the following ranking: 

Relevant – 29.7% (Frequency: 47) 

6 – 10.8% (Frequency: 17) 

5 – 19.6% (Frequency: 31) 

4 – 19.0% (Frequency: 30) 

3 – 8.2% (Frequency: 13) 

2 – 3.2% (Frequency: 5) 

Irrelevant – 9.5% (Frequency: 15) 
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Table 5.45 The impact on choice in relation to whether or not an organisation uses social 
media 

 
 
5.3.7 Question 7: Respondent information 
 

In question 7, certain particulars were requested of the respondents to clarify certain 

characteristics of the population as well as to understand better certain research questions. 

The results are depicted as follows: Tables 5.46–5.52 relate to Facebook and social media 

in particular while Tables 5.53–5.60 reflect general demographic information. All information 

is, however, important with respect to this study and is used to assess various research 

objectives as will be seen in Section 5.4. 

 

Tables 5.46 and 5.47 reflect the amount of respondents who personally have a Facebook 

account.  

 
Table 5.46 Number of respondents with a Facebook account 
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Table 5.47 Number of respondents with a Facebook account 

 

 
 
Tables 5.48 and 5.48 represent the frequency with which the users of Facebook check their 

account. As can be seen in Table 5.48, 19 respondents did not answer the question as they 

do not have an account. Refer to Table 5.46 where 18 respondents indicated that they do 

not have such an account. Table 4.49 depicts how the vast majority (80.6%) of respondents 

check their Facebook accounts daily. 

 
Table 5.48 Frequency of visiting Facebook 
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Table 5.49 Frequency of visiting Facebook 

 

 
 
Tables 5.50 and 5.51 illustrate that 80.4% (127 people) of respondents indicated that they 

also use other social media sites. People who only used Facebook can be determined by 

subtracting the amount of people without an account (19) from the 13 respondents who 

selected that they did not use any form of social media. Therefore, only 6 respondents who 

use social media use Facebook only and no alternative platforms. 

  
Table 5.50 Amount of respondents using other social media platforms 
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Table 5.51 Amount of respondents using other social media platforms 
 

 
 
Table 5.52 illustrates which social media websites are used most often: 48.1% of total 

respondents indicated that they use Facebook the most while Twitter and LinkedIn were 

depicted to have similar results as a close second. 17.1% of respondents indicated that they 

use Twitter the most frequently while 16.5% stated that they most often use LinkedIn. 8.2% 

(13 people) of respondents do not use any form of social media and 10.1% (16 people) 

selected other platforms for their most used social media platform. There are many social 

media sites that include 9Gag, Snapchat, dating sites and more specialised platforms for 

people with specific interests as well as professionals. Even prominent news sites (such as 

News24.com) can be constituted as social media sites due to the functionalities they allow 

viewers. 
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Table 5.52 Most used social media platform 

 
 
Tables 5.53 and 5.54 reflect the gender of the respondents. As can be seen, the majority 

comprised males at 63.9%, which is 101 respondents out of the total 158. 36.1% of the 

respondents stated that they were female (57 respondents) which is significant in terms of 

the total sample. 

 
Table 5.53 Gender 
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Table 5.54 Gender 

 
Tables 5.55 and 5.56 portray the age category of the respondents. 69.9% indicated that they 

were between the ages of 25 and 34 while 19.0% indicated that they were between the ages 

of 35 and 49. 

 
Table 5.55 Age category 
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Table 5.56 Age category 

 

 
Tables 5.57 and 5.58 depict the employment status of the respondents. 72.8% indicated that 

they were working full time which was the majority of responses. 15.8% indicated that they 

were scholars, 8.9% working part time, 1.9% indicated that they were unemployed and 0.6% 

(1 respondent) stated that they were not working (housewife). 

 
Table 5.57 Employment status 
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Table 5.58 Employment status 
 

 
 
Tables 5.59 and 5.60 illustrate the geographical areas of response in terms of the total 

respondents. 92.4% of the respondents stated that they resided in South Africa while the 

minority balances included countries such as Australia, Canada, Morocco, Namibia, England 

and America. 

 
Table 5.59 Country of residence 
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Table 5.60 Country of residence 

 
 

5.4 Results pertaining to research objectives and selective 
hypothesis tests 
 
5.4.1 Research objective 1: Hypothesis 1 (supplementary hypothesis) 
 

Hypothesis 1 was constructed to test the proposition that a statistically significant proportion of 

respondents would be willing to pay a premium. The lower limit of 10% was selected as the 

minimum hypothesised population proportion that could suggest some marketing opportunity. 

The following hypothesis was formulated: 

H0: The proportion of respondents that are likely to pay a premium is not more than 10%. 

H1: The proportion of respondents that are likely to pay a premium is more than 10%. 

 

A proportional significance test was used. The results of the test are reported in Table 5.61. The 

results displayed in Table 5.61 in terms of the one-tailed p-value of 0.028 (p < 0.05) suggest that 

the null hypothesis can be rejected in favour of the alternative.  
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Table 5.61 Proportional significance test (Refrigerator – Virtual Social World) 

 

n 158 
Positive sentiment responses 23 
Sample proportion 14.6% 
Null hypothesis 10.0% 
Standard Error 0.024 
 0.05 
Z Test Statistic 1.9093 
One-Tailed test (Upper) 
Upper Critical Value 1.644853627 
p-value 0.028 
Decision Reject 

 

A number of these tests were performed in order to test the various individual category 

hypotheses. A summary of the results is reported in Table 5.62. Based on the results from Table 

5.62, the null hypothesis is therefore rejected in favour of the alternative for each example. 
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Table 5.62 Proportion positive sentiment and one-tailed p-value summary 

 

Product offering and augmentation 

categories 

Proportion positive sentiment 

(respondents likely / very likely to 

buy at a premium) 

Significance 

(p-value) 

Accept H0 

Product A – Refrigerator 

Virtual Social World 14,6% 0.028 Reject 

Content Community 33.6% 0.000 Reject 

Online Blog 26.6% 0.000 Reject 

Online Game 14.6% 0.028 Reject 

Product B – PC/Laptop 

Virtual Social World 47.5% 0.000 Reject 

Content Community 61.4% 0.000 Reject 

Online Blog 43.6% 0.000 Reject 

Online Game 33.1% 0.000 Reject 

Product C – Car    

Virtual Social World 35.5% 0.000 Reject 

Content Community 50.6% 0.000 Reject 

Online Blog 38.0% 0.000 Reject 

Online Game 27.0% 0.000 Reject 

Product D – Television    

Virtual Social world 34.2% 0.000 Reject 

Content Community 46.2% 0.000 Reject 

Online Blog 37.6% 0.000 Reject 

Online Game 27.1% 0.000 Reject 

Product E – Furniture    

Virtual Social World 16.5% 0.003 Reject 

Content Community 21.7% 0.000 Reject 

Online Blog 17.7% 0.001 Reject 

Online Game 9.5% 0.007 Reject 
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5.4.2 Research objective 1: Hypothesis 2 (main hypothesis) 
 

- H0: There is no correlation between the preferred augmentations and the given 

products. 

- H1: There is significant correlation between the preferred augmentations and the 

given products.  

Spearman’s rho was used to assess the correlation between the preferred augmentations and 

the given products. In accordance with Spearman’s rho, first the sample responses were 

examined to ascertain if there were any missing responses. It was found that there were no 

significant missing responses. Second, the data were assessed in terms of the direction of the 

relationship as proposed by Pallant (2011). It was found that there were no negative relationships 

evident. The following was the measure used to determine the strength of the relationships: a 

small relationship exists when r = 0.10 to 0.29, a medium relationship occurs when r = 0.30 to 

0.49 and a large relationship exists when r = 0.50 to 1.0 (Pallant, 2011). The results of the 

correlation analysis are reported in Table 5.63. 

 

Table 5.63 Non–parametric correlations (Refrigerator) 

 
Therefore, the following correlation coefficients were found to have a strong positive correlation: 

- Virtual Social World (Refrigerator) and Content Community (Refrigerator): r = .64  

- Virtual Social World (Refrigerator) and Online Blog (Refrigerator): r = .65 

- Virtual Social World (Refrigerator) and Online Game (Refrigerator): r = .52 
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- Content Community (Refrigerator) and Online Blog (Refrigerator): r = .78 

The following correlation coefficients were found to have a medium positive correlation: 

- Content Community (Refrigerator) and Online Game (Refrigerator): r = .33 

- Online Blog (Refrigerator) and Online Game (Refrigerator): r = .34 

As Table 5.63 and the above description is intended to display the results of the output, tests and 

result information, the rest of the correlation analysis is summarised and presented per product 

below: 

 

 PC/Laptop product correlation with augmentations 

- There was a strong correlation between the Content Community and Online Blog 

augmentations (r = .57, n = 158).  

- There were medium correlations between Virtual Social World and Content Community (r 

= .49, n = 157), Virtual Social World and Online Blog (r = .47, n = 157), Virtual Social 

World and Online Game (r = .32, n = 156) augmentations.  

- There was a small relationship between Content Community and Online Game (r = .13, n 

= 157, sig = .11) and Online Blog and Online Game (r = .20, n = 157) augmentations. 

 

 Car product correlation with augmentations 

- There was a strong correlation between the Virtual Social World and Content Community 

(r = .52, n = 158) and Content Community and Online Blog (r = .65, n = 158) 

augmentations.  

- There were medium relationships between Virtual Social World and Online Blog (r = .47, 

n = 158), Virtual Social World and Online Game (r = .41, n = 158) and Online Blog and 

Online Game (r = .33, n = 158) augmentations.  

- A small relationship was found with the Content Community and Online Game (r = .19, n 

= 158, sig = .01) augmentations. As can be seen with the abovementioned small 

relationship, the significance level has also been reported as necessary (Pallant, 2011). 

 

 Television product correlation with augmentations 

- There was a strong correlation between the Virtual Social World and Content Community 

(r = .59, n = 158), Virtual Social World and Online Blog (r = .60, n = 157) and Content 

Community and Online Blog (r = .77, n = 157) augmentations.  
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- There were medium relationships between Virtual Social World and Online Game (r = 

.40, n = 155) and Online Blog and Online Game (r = .39, n = 154) augmentations.  

- A small relationship was found with the Content Community and Online Game (r = .28, n 

= 155) augmentations. 

 

 Furniture product correlation with augmentations 

- There was a strong correlation between the Virtual Social World and Content Community 

(r = .69, n = 157), Virtual Social World and Online Blog (r = .73, n = 158), Virtual Social 

World and Online Game (r = .59, n = 157), Content Community and Online Blog (r = .83, 

n = 157) and Online Blog and Online Game (r = .51, n = 157) augmentations.  

- A medium relationship was found between the Content Community and Online Game (r = 

.43, n = 157) augmentations.  

- There were no low relationships discovered for this product category. 

 

In light of the above results, the null hypothesis may thus be rejected in favour of the alternative 

hypothesis. There is therefore a relationship between the preferred augmentations and the given 

products. 

 
5.4.3 Research objective 1: Hypothesis 3 (supplementary hypothesis) 
 

Descriptive statistics and a chi-square test for goodness of fit (Pallant, 2011) were used to 

calculate the following hypothesis: 

- H0: Certain product augmentations are not found to be preferable in general. 

- H1: Certain product augmentations are found to be preferable in general. 

 
Ranked positive sentiment Total (per cent index) 

1) Content Community – 213.5 
2) Online Blog – 164.8 
3) Virtual Social World – 148.5 
4) Online Game – 112.5 
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The augmentation Content Community always received the highest positive sentiment in 

each product category. The augmentation that received the highest negative sentiment for 

every product was the Online Game augmentation as can be seen in the above. 

 

A chi-square test for goodness of fit (Pallant, 2011) was used to determine whether or not 

the data differed from what was expected as per the following: 

 

Level of significance = 5% 

Degree of freedom = k – 1 = 4 – 1 = 3 

Critical chi-square value (Weiers, 2011) = 7.815 

 
Table 5.64 Contingency table for Hypothesis 3 

 
Percentage index Observed frequency 

(fo) 

Expected frequency (fe) Χ2 = (fo -fe)2/fe 

Content Community                                                   

Online Blog                                                                  

Virtual Social World                                                   

Online Game                                                               

213.5                              

164.8          

148.5 

112.5 

159.83* 

159.83 

159.83 

159.83 

18.0 

0.15 

0.80 

14.02 

Σ 639.3 639.3 32.97 

*639.3/4 = 159.83 as there was no expected difference 

 

As can be seen, the chi-square value in Table 5.64 is greater than the critical chi-square 

value. 

 

The null hypothesis may thus be rejected in favour of the alternative hypothesis. Certain products 

were found to be preferable in general and a difference in ranked positive sentiment was found. 

 

5.4.4 Research objective 1: Hypothesis 4 (supplementary hypothesis) 
 

- H0: There is no relationship between the four subheading high-level needs 

(demonstrated through the augmentations, namely Social Presence, Emotional 

Belonging, Self-expression and Happiness) and the two main heading high-level 

needs (namely, Self-actualisation and Social Needs). 
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- H1: There is a relationship between the four subheading high-level needs 

(demonstrated through the augmentations, namely Social Presence, Emotional 

Belonging, Self-expression and Happiness) and the two main heading high-level 

needs (namely, Self-actualisation and Social Needs). 

 

Table 5.65 graphically depicts the highest percentage result from Tables 5.18–5.25 which 

were displayed earlier in this chapter under the heading ‘Question 2: High-level need most 

likely to be satisfied’. The two main high-level need headings can also be seen on top of 

their corresponding subheadings in Table 5.65. 

 

From Table 5.65 it can therefore be seen that of the five times (five products) that the 

respondents were requested to select the need most likely to be satisfied, the majority of 

respondents selected Social Presence with Virtual Social World. An indication of a 

relationship can therefore already be seen between the augmentation (Virtual Social World) 

and its corresponding high-level need (Social Presence).  

 

Similarly, three out of the five times Content Community was selected as being associated 

with Social Presence. Indications of a relationship can therefore also be seen in terms of the 

theory when viewing this visual depiction with the naked eye.  

 

The Online Blog augmentation was placed four out of the five times, in terms of majority 

selections, with Self-expression. An indication of the potential existence of a relationship can 

therefore also be seen. 

 

The Online Game augmentation was also associated four out of the five times with 

Happiness to which it is directly related and from which it is derived.  
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Table 5.65 Corresponding high-level needs and augmentations 

 

 
 

Furthermore, a chi-square test of independence (Pallant, 2011) was used to assess whether the 

variable could be independent or not, adding value to whether the descriptive statistics pointed 

towards some form of relationship. As can be seen in Table 5.66, it is indeed possible to view 

these variables independently as single theoretical elements due to the fact that the calculated 

chi-square value in the table is less than the critical chi-square value. 
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Table 5.66 Hypothesis 4 

 
 

Level of significance = 5% 

Degree of freedom = k – 1 = 4 – 1 = 3 

Critical chi-square value (Weiers, 2011) = 7.815 

 
Table 5.67 Contingency table for Hypothesis 4 

 

 
 

The null hypothesis may thus be rejected in favour of the alternative hypothesis. There is 

therefore a relationship between the theory related to the augmentations and their high-level 

need reciprocals as depicted in the results.  
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5.4.5 Research objective 2: Hypothesis 5 (main hypothesis) 
 

- H0: There is no relationship between the augmentations and the high-level needs.  

- H1: There is a relationship between the augmentations and the high-level needs. 

As depicted in Table 5.65 it can be seen that there is indeed indication of a clear relationship 

between the augmentations and the high-level needs (as explained in Objective 1). 

 

Furthermore, linear regression was used to test the relevant hypothesis.  

Augmentation types were treated as dependent variables and high-level needs as 

independent variables in the linear regression. The results are depicted in Table 5.68. 

 
Table 5.68 Linear regression for Hypothesis 5 

 

 

 

 

 

 

 

 

 

The results in Table 5.68 support the view that there is a clear relationship between 

augmentations and high-level needs (as p-values are less than 0.05). 

 

 The null hypothesis may thus be rejected in favour of the alternative hypothesis. 

 
5.4.6 Research objective 2: Hypothesis 6 (supplementary results) 
 

The supplementary results are the same as found above in the supplementary results for 

Objective 1. 

 

Variable Coefficient Std Error F-test P-Value 

Happiness -1.004 0.005 40305.2951 0.00213 

Self-expression -1.012 0.007 20206.1133 0.000000 

Social Presence -1.003 0.006 27108.1221 0.000501 

Emotional Belonging 1.006 0.008 24309.2564 0.00123 

CONSTANT 100.593 0.517 37858.5015 0.000000 
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5.4.7 Research objective 3: Hypothesis 7 (main hypothesis) 
 
Table 5.31 is displayed earlier in this chapter under ‘Question 3: High-level need most associated 

with tangible product’ for the descriptive statistics. In terms of Table 5.31 the following were the 

most highly selected high-level needs in terms of all the tangible products independently:  

1) Happiness – Total: 212.1 

2) Self-expression – Total: 139.8 

3) Social Presence – Total: 107 

4) Emotional Belonging – Total: 41.2 

In terms of the above ranking, a relationship between the products and the desired high-level 

needs is displayed. Furthermore, for all of the products except PC/laptop, the majority of the 

respondents selected Happiness as the most likely need they would like satisfied for every 

product. PC/laptop received 33.5% majority rankings for self-expression, followed by 30.4% 

Happiness in terms of this product category. Aside from the disparity being small, both Self-

expression and Happiness fall within Self-actualisation needs, indicating the potential for a 

further relationship. 

 

Furthermore, a chi-square goodness of fit test was also used to assess whether or not the data 

differed significantly from what was expected as illustrated in Table 5.69 and whether or not there 

was a difference in terms of the number of tangible products. 

 
Table 5.69 Visual representation output of most highly selected high-level needs across all 
products 

 

 
 

Level of significance = 5% 

Degree of freedom = k – 1 = 4 – 1 = 3 
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Critical chi-square value (Weiers, 2011) = 7.815 

 
Table 5.70 Contingency table for Hypothesis 7 

 
Highly selected high-
level needs 

Observed frequency 

(fo) 

Expected frequency (fe) Χ2 = (fo -fe)2/fe 

Happiness                                                                    

Self-expression                          

Social Presence                                                          

Emotional Belonging                                                 

212.1                               

139.8         

107 

41.2 

125.03* 

125.03 

125.03 

125.03 

60.6 

1.7 

2.6 

56.2 

Σ 500.1 500.1 121.1 

*500.1/4 = 125.03 because there was no expected difference 

 

As can be seen, the chi-square value in Table 5.70 is greater than the critical chi-square value. 

 

Thus, in terms of all the above information, the main hypothesis below for Objective 3, the null 

hypothesis is rejected in favour of the alternative hypothesis. There is clearly evidence of a 

relationship between the products and the desired high-level need satisfaction. 

- H0: There is no relationship between the products and the desired high-level need 

satisfaction.  

- H1: There is a relationship between the products and the desired high-level need 

satisfaction. 
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5.4.8 Research objective 3: Hypothesis 8 (supplementary hypothesis) 
 

The supplementary results are the same as found above in the supplementary results for 

Objective 1. 

 

5.4.9 Research objective 4: Hypothesis 9 (main hypothesis) 
 

- H0: People are not motivated to use social media in order to contribute towards their 

social and self-actualisation needs.  

- H1: People are motivated to use social media in order to contribute towards their 

social and self-actualisation needs. 

Tables 5.32–5.36 display level of agreement in terms of social media assisting with 

managing and engaging in interpersonal relationships. 40.4% of respondents were in 

agreement and of that number, 30.1% of respondents strongly agreed.  

 

Table 5.33 illustrates the level of agreement in relation to social media as a mechanism for 

the satisfaction of Emotional Belonging needs. Emotional Belonging needs also fall within 

social needs as seen in Chapter 2. Therefore, as the noticeable majority of respondents 

(38.2%) stated that they are in agreement with this and 10.2% stated that they strongly 

agree, indicating that the respondents were seemingly motivated to use social media, among 

others, because it contributed towards Social Need satisfaction. 

 

In Table 5.34, 50% of respondents selected the option ‘agree’ and 16.7% selected the option 

‘strongly agree’. This majority denotes that, overall, the respondents felt that social media 

definitely contributed towards their Self-actualisation needs attainment. 

 

Table 5.35 displays the results based on the respondents’ feelings towards social media 

providing them with entertainment through the different types of experiences offered. 51.3% 

stated that they agree with this statement and 25.9% stated that they strongly agree with this 

statement. It can therefore be seen that the majority of respondents felt that social media 

contributed towards their Happiness needs and therefore their Self-actualisation needs as 

per the descriptive interpretations. 
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Furthermore, a chi-square test for goodness of fit (Pallant, 2011) was used to determine 

whether or not the data differed from expectation as illustrated in Table 5.71. 

 
Table 5.71 Visual representation output of percentage feedback regarding social media need 
satisfaction 

 

 

 
 

Level of significance = 5% 

Degree of freedom = k – 1 = 4 – 1 = 3 

Critical chi-square value (Weiers, 2011) = 7.815 

 
Table 5.72 Contingency table for Hypothesis 9 

 
Respondents’ belief that social media 
assist 
in both personal and social needs 

Observed frequency 

(fo) 

Expected frequency 

(fe) 

Χ2 = (fo -

fe)2/fe 

 Strongly disagree 

Disagree 

Indifferent 

Strongly agree                                                                                                               

10.8 

5.7 

24 

23 

 

15.88* 

15.88 

15.88 

15.88 

1.63 

6.63 

4.15 

3.16 

Σ 63.5  15.60 

*63.5/4 = 15.88 because there was no expected difference 
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Based on all the above results, social media contributes positively and it can thus be 

deduced that it was a motivating factor for continuous usage. 

 

The last question of this section adopted a general approach. Respondents were asked 

directly whether or not they feel social media assists them with both personal (Self-

actualisation needs) and social needs. 52.9% of respondents indicated that they were in 

agreement with this while 14.8% indicated that they were in strong agreement. The results 

can be seen in Table 5.36 earlier in the chapter.  

 

Thus in terms of the results acquired for the main hypothesis for Objective 4, the null hypothesis 

can be rejected in favour of the alternative hypothesis.  

 
5.4.10 Research objective 4: Hypothesis 10 (supplementary hypothesis) 
 
The four high-level needs can be ranked in what appears to be, based on the results, the highest 

agreement to the lowest agreement as follows: 

1) Happiness 

2) Social Presence 

3) Self-expression 

4) Emotional Belonging 

In terms of these results, it can be stated that certain high-level needs are considered to be more 

prominent in terms of the satisfaction gained by using social media. Furthermore, the totals from 

each of the two main high-level need headings, namely Social and Self–actualisation needs can 

be added together to reveal which obtained a higher ranking: 

- Social needs – Total: 118.9 (70.5 + 48.4) 

- Self-actualisation needs – Total: 143.9 (66.7 + 77.2). 

The following hypothesis is therefore applicable as stated in Chapter 3: 

- H0: Respondents feel that social media contributes more towards social needs than it 

does to self-actualisation needs 

- H1: Respondents feel that social media does not contribute as much towards social 

needs as it does to self-actualisation needs.  

Furthermore, to test the hypothesis, linear regression was used (Pallant, 2011) as follows: 
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Social needs and self-actualisation needs were taken as dependant variables while social 

media was treated as independent variable in the linear regression. The findings are 

presented in Table 5.73. 

 
Table 5.73 Linear regression for Hypothesis 10 

 

 

As explained in Chapter 6, the p-value of social media against self-actualisation needs is much 

closer to zero than against social needs (0.01238 < 0.04315). These results show that social 

media contributes more towards self-actualisation needs than social needs in terms of the 

respondents’ results, thereby validating the alternative hypothesis. The null hypothesis can be 

rejected in favour of the alternative hypothesis. 

 
5.4.11 Research objective 5: Hypothesis 11 (main hypothesis) 
 

- H0: People are not satisfied with social media as a contributor to the satisfaction of 

their social and self-actualisation needs.  

- H1: People are satisfied with social media as a contributor to the satisfaction of their 

social and self-actualisation needs. 

Table 5.40 illustrates how on a scale of 1–7 (1 being dissatisfied and 7 being satisfied), the 

majority of respondents selected 4 (27.2%) and 3 (25.9%).  

 

Similarly, Table 5.41 summarises to what degree the respondents felt pleased or displeased with 

social media’s catering for their high-level needs. The most selected rankings were, again, 4 

(31%) and 3 (25.9%). The data, as displayed in the bar graph, are also skewed towards 

displeased. 

 

 Social Media 

Needs R2 P-value 

Social Needs 0.43 0.04315 

Self-Actualisation Needs 0.81 0.01238 
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Table 5.42 portrays the level of favourability towards the respondents’ views on social media as a 

mechanism for high-level need contribution. Once again, the largest percentage of respondents 

selected 4 (24.7%) and 3 (28.5%) with the date being slightly skewed towards unfavourable. 

 

Furthermore, a linear regression analysis was also conducted in an attempt to test the relevant 

hypothesis as per the following. Social media was used as the independent variable while 

satisfaction of needs was taken as the dependent variable. Table 5.74 gives the results of the 

testing. 

 
Table 5.74 Linear regression for Hypothesis 11 

 
  

 

 

 

 

 

In light of the above results, it cannot be said that the respondents were satisfied with social 

media as something that assists with their high-level needs obtainment. 

 

The results show that the p-value is 0.9973 which is greater than 0.05. H0 is therefore 

accepted while rejecting the alternative hypothesis. This therefore means that people do not 

see social media as a significant contributor to the satisfaction of their needs. Hence, there 

are seemingly other factors that contribute to the satisfaction of social and self-actualisation 

needs and further efforts can be made to increase customer satisfaction. 

 

The alternative hypothesis is therefore rejected, accompanied by a failure to reject the null 

hypothesis. The response did not indicate that the respondents were mainly satisfied. 

 
5.4.12 Research objective 5: Hypothesis 12 (supplementary hypothesis) 
 

- H0: People are not marginally satisfied with social media as a contributor to the 

satisfaction of their social and self-actualisation needs.  

Variable Coefficient Std Error F-test P-Value 

Social Media 0.658 0.114 2.9861 0.99731 

CONSTANT 0.129 12.272 0.0079 0.1341 
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- H1: People are marginally satisfied with social media as a contributor to the 

satisfaction of their social and self-actualisation needs. 

In terms of the results from Tables 5.37–5.42 it was seen that people are marginally satisfied 

(they are not particularly satisfied or unsatisfied – as per hypothesis 11) in terms of all three 

rankings and that there is indeed room to improve this. This hypothesis was initially constructed 

because it was an obvious potential outcome given the utilised scale as mentioned in Chapter 4. 

 

In addition, linear regression was used to test the hypothesis as illustrated in Table 5.75. 

 
Table 5.75 Linear regression for Hypothesis 12 

 

 

 

 

 

 

The null hypothesis may thus be rejected in favour of the alternative hypothesis. People have 

indicated that they are marginally satisfied with social media as a contributor to the satisfaction of 

their social and self-actualisation needs. 

 

5.4.13 Research objective 6: Hypothesis 13 (main hypothesis) 
 

- H0: People do not think that it is important for organisations to participate in some 

form of social media and this does not influence their purchase choice. 

- H1: People do think that it is important for organisations to participate in some form of 

social media and this does influence their purchase choice. 

Table 5.76 displays the frequency table output based on the respondents’ rankings for the 

importance they place on an organisation using some form of social media. The 

corresponding bar chart can be seen in Table 5.43 as well as the ranked percentages 

discussed earlier in the chapter. As discussed, the largest amount of respondents (40.5% 

which is 64 respondents) selected very important and 21.5% selected option 6 and so forth 

descending towards the small amount of 5 respondents (3.2%) who felt it was not important 

to them when evaluating a purchase. 

Variable Coefficient Std Error F-test P-Value 

Social Media 0.456 0.045 1.1236 0.00731 

CONSTANT 0.754 11.123 0.8564 0.0000 
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Table 5.76 Importance of social media for organisations 

 
 
Table 5.77 displays the results of 39.2% (62 respondents) as the largest group of 

respondents’ indicated that this is definitely a consideration. The responses, as can be seen, 

also show a somewhat descending trend from the highest down towards the lowest 

selections (1.3% selected option 2 and 4.4% selected not consider) but are not as consistent 

as what was displayed in Table 5.65 and Table 5.43. It is thus clear that the majority 

(majority denotes a plurality in the context of the study) of respondents placed much 

consideration to their decision, or at least a significant amount of importance, based on 

whether or not social media is a feature of the organisation. 
 
Table 5.77 Importance of social media as a feature for organisations 

 

 
 

Table 5.78 reflects the degree of importance placed on whether or not an organisation uses 

some form of social media as selected by the respondents. As displayed earlier in this chapter, 

the majority of respondents (29.7% which is a total of 47 respondents) felt that this is relevant to 

their decision. This was then followed by option 6 which was chosen by 10.8%, option 5 by 

19.6%, option 4 by 19.0%, option 3 by 8.2%, option 2 by 3.2% and finally 9.5% of the 

respondents who chose irrelevant. This means that this was not a factor at all when taking into 

account a purchase and/or dealing with the organisation.  
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Table 5.78 Relevance of social media as a feature for organisations 

 
 

Furthermore, a chi-square test of goodness for fit was conducted as illustrated in Table 5.79. 

 
Table 5.79 Hypothesis 13 

 

 
 
Level of significance = 5% 

Degree of freedom = k – 1 = 7 – 1 = 6 

Critical chi-square value (Weiers, 2011) = 5.99 

 
Table 5.80 Contingency table for Hypothesis 13 
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Based on the above results, the null hypothesis may thus be rejected in favour of the alternative 

hypothesis. The majority of respondents indicated that there is some degree of importance, 

which is relevant to their decision, on an organisation participating in some form of social media. 

 

5.4.14 Research objective 7: Hypothesis 14 (main hypothesis) 
 
Tables 5.46–5.60 discussed earlier in this chapter represent the basic descriptive factors in 

relation to respondent information. The Mann-Whitney U test was used to compare the 

groups. Table 5.82 serves as an example to display the statistical results process. 

Therefore, an output will not be demonstrated for each and every product but rather a 

summary description as per Table 5.83. 
 
Table 5.81 Ranks for Refrigerator (Product A) likeliness to purchase and employment status 
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Table 5.82 Test statistics for refrigerator (Product A) likeliness to purchase and employment 
status 

 
The output results from Tables 5.81 and 5.82 can be seen in summary form in Table 5.83. The 

significant findings are in bold where p < or = 0.05, indicating that there is a statistically 

significant difference between the corresponding variables. 
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Table 5.83 Summary table for Mann-Whitney test for likeliness of purchasing product with 
various augmentations and employment status 

 

 Mean rank of working full time and 

other 

Significance 

(p-value) 

Significant or 

Insignificant 

Product A – Refrigerator 

Virtual Social World 80.88 / 75.81 0.519 Insignificant 

Content Community 83.96 / 67.58 0.039 Significant 

Online Blog 81.37 / 74.49 0.386 Insignificant 

Online Game 79.35 / 74.49 0.523 Insignificant 

Product B – PC/laptop 

Virtual Social World 81.37 / 72.50 0.264 Insignificant 

Content Community 84.54 /66.02 0.017 Significant 

Online Blog 82.79 / 70.71 0.130 Insignificant 

Online Game 79.20 / 78.48 0.928 Insignificant 

Product C – Car    

Virtual Social World 80.67 / 76.37 0.591 Insignificant 

Content Community 82.35 / 71.88 0.185 Insignificant 

Online Blog 81.31 / 74.65 0.402 Insignificant 

Online Game 81.34 / 74.57 0.392 Insignificant 

Product D – 

Television 

   

Virtual Social World 83.87 / 67.83 0.045 Significant 

Content Community 83.03 / 70.06 0.102 Insignificant 

Online Blog 81.61 / 72.08 0.229 Insignificant 

Online Game 81.01 / 69.62 0.152 Insignificant 

Product E –Furniture    

Virtual Social World 81.03 / 76.78 0.558 Insignificant 

Content Community 80.79 / 75.86 0.501 Insignificant 

Online Blog 81.49 / 75.97 0.450 Insignificant 

Online Game 83.67 / 70.58 0.063 Insignificant 
 

The results from the Mann-Whitney test show that there is a statistically significant relationship 

with three of the groups as p < or = 0.05. This indicates that there is a relationship in terms of the 

significant results.  
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5.5 Conclusion 
 
In this chapter, the relevant results in terms of the research questions, descriptive statistics 

and hypothesis tests were presented and explained in terms of how the results were 

obtained. Descriptive aspects were discussed first followed by the hypothesis tests. Only a 

brief amount of explanation for contextual and literature relevance was provided as the next 

chapter elaborates on the particulars of the portrayed results. Chapter 6, however, includes 

a detailed discussion of the results as well as the overall linkages that the results created in 

relation to previous chapters and the research problems and objectives. 
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Chapter 6 Discussion of the results 

 
6.1 Introduction 
 
In Chapter 5 the results obtained from the overall research and statistical analysis were 

displayed. Chapter 6 serves to discuss the results in an attempt to shed light on how they 

contribute to answering the research questions. Therefore, the results are discussed in 

relation to the research hypotheses, questions, and objectives, as well as previous research 

discussed in Chapter 2, to assess the various linkages and contribution to the research. 

 

The research objectives discussed in Chapter 3 are as follows: 

 

 To establish which augmentations are considered to be more valued and would 

result in consumers being willing to pay a premium for different types of products 

 To establish which augmentations are considered to satisfy their corresponding high-

level needs 

 To establish which high-level needs (if any) are considered to be relevant when 

looking at each tangible product 

 To establish if people feel motivated to use social networks because they perceive 

that they add to the fulfilment of both social and self-actualisation needs 

 To analyse whether or not people feel satisfied with social media as a mechanism 

that caters for their high-level needs 

 To establish whether people feel that it is important to them, as consumers, for 

organisations to be involved in some form of general social media 

 To investigate whether or not there are there any significant findings in terms of 

consumer information that had become apparent from the respondents' information. 
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6.2 Research objective 1: Discussion of results 
 

Relevant research question:  

Which augmentations are considered to be more valued and would result in a consumer 

being willing to pay a premium for different types of products? 

 

As stated in Chapter 1, the desired outcome of this study was to analyse quantitatively the 

augmentation of high-level needs on product offerings in relation to consumer purchasing 

behaviour (pre-purchase) through social media. Although Varadarajan and Yadav (2002) 

mentioned the possibility of digitising certain aspects of the augmented product to harness 

the potential to create product innovation, customisation and enhancement, there is no 

comprehensive list, or any list for that matter, that notes consumer preferences in relation to 

such augmentations. 

 

Therefore, to contribute towards a much needed new marketing model (Keller & Fay, 2012) 

and to assist organisations in creating a competitive edge by understanding both new 

innovations and customer needs (Bohlmann et al., 2013), this research study attempted to 

acquire consumer opinions and perceived values through the consideration of potential 

augmented products. This method of obtaining such opinions was used as Levitt (1980) 

stated that considerations of potential augmented product offerings are the best way to 

evaluate consumers’ overall assumptions, needs and wants. The respondents to this study 

were therefore asked a series of questions in relation to certain augmented product 

considerations alongside tangible products. 

 

In relation to the results displayed in Chapter 5 it can therefore be seen in Table 5.1 that the 

general response overall is that when a Refrigerator is being sold with a Virtual Community 

as an augmentation, the majority of respondents felt that they would be unlikely to pay a 

premium for the product. This can be verified when combining the ‘not at all likely’ selections 

with the ‘not likely’ selections as well as combining the ‘likely’ selections with the ‘very likely’ 

selections. This information provided overall positive and/or negative sentiment for each 

augmentation viewed against each product. 

 

From the results provided in the descriptive section of Chapter 5, the following is applicable:  
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In Table 5.2, it is thus clear that the majority (63.3%) did not feel they would be willing to pay 

a premium from both a moderate (unlikely) and extreme (very unlikely) standpoint. However, 

while this proportion is in the majority, the research question probed the intent if a 

statistically significant proportion (i.e. more than 10%) of respondents would be likely to pay 

a premium.  

 

Although combined sentiment (expressed opinion) depicted overall opinion, it would be 

dangerous to rely simply on this because a particular individual percentage might dominate 

when viewed in isolation. To illustrate this, Table 5.1 reveals that 36.1% of respondents 

selected ‘not at all likely’. Although not the case in this particular example, it might occur that 

the majority of respondents selected, let’s say, ‘not at all likely’ but due to the addition of 

percentages to obtain overall sentiment, it still seems that there is positive sentiment (if the 

total of ‘likely’ and ‘very likely’ is higher than the single percentage of ‘not at all likely’). It is 

therefore important to contextualise the results and not to view any particular result in 

isolation. As can be seen in Table 5.3, the highest positive sentiment (34%) (calculated by 

adding both ‘likely’ and ‘very likely’ responses) is reported for Content Community while the 

highest negative sentiment (70%) is reported for Online Game. 

 

Despite the majority of respondents tending to have a general negative sentiment to the 

offering, it is still notable from Table 5.4 that 28.5% of respondents indicated that they were 

likely to pay a premium. This relates to one in four respondents and is considered a 

significant segment of the sample group. This therefore represents practical opportunities for 

marketers and business people to create such an offering within the correct context and 

marketing segment. However, this possibility requires further understanding as well as 

research. 

 

Table 5.5 represents the accumulated sentiment in which 61% favoured  Content 

Community as an augmentation accompanying a PC/Laptop. The high percentage indicates 

a potential opportunity with this offering. 

 

In Table 5.6, although the aggregate amounts denote the overall results, special attention 

must be paid to the augmentations of Virtual Social World and Online Blog. 
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The results in Table 5.7 of 34.8% or 55 respondents who stated they would be likely to pay a 

premium with this augmentation is a much larger response than the alternative options when 

viewed independently. 

 

Table 5.8 presents a bar chart illustrating that 25.9% of respondents rated that they would be 

likely to pay a premium, while 27.2% of respondents felt indifferent. 

 

In Table 5.9 the highest positive sentiment can be seen by the 51% for a Virtual Social World 

and a negative sentiment of 54% for an Online Game as an augmentation sold with a Car. 

 

Table 5.10 illustrates that the majority of respondents (50.6%), bearing in mind the 37 

respondents who felt indifferent, would be likely to pay a premium for a Car that is 

accompanied by a Content Community as an augmentation. This is considered a significant 

proportion of respondents. 

 

Table 5.11 illustrates the individual category responses for the likelihood of paying a 

premium for a Car with an Online Blog as an augmentation: 30.4% or 48 respondents 

indicated they would be likely to pay a premium, the majority as per the bar chart, while 8.9% 

or 14 respondents indicated that they would be very likely to pay a premium. 

 

Table 5.12 presents the aggregate sentiment for a Television being sold with the same 

variety of augmentations. There is 46% positive sentiment for Content Community and 50% 

negative sentiment for Online Game. 

 

Table 5.13 illustrates the 33.5% majority in the lengths of the ‘likely’ bar as well as the 12.7% 

of respondents who stated that they would be very likely to pay a premium given a Content 

Community augmentation. 

 

In Table 5.14, it can therefore be seen that the individual dominant category response is 

represented by the 28.7% respondents who stated that they would indeed be likely to pay a 

premium for this augmentation, meaning that the dominating individual response was in fact 

‘likely’. 
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In Table 5.15 the highest aggregate is Content Community with 22% overall likeliness of 

paying a premium while the highest negative sentiment is depicted by Online Game 

augmentations with 73%. 

 

Table 5.17 summarises the total sentiment per augmentation. In accordance with Table 

5.17, the highest rated augmentations according to total sentiment percentages can be 

summarised as follows: 

 

Ranked positive sentiment Total (Per cent index) 
1) Content Community – 213.5 

2) Online Blog – 164.8 

3) Virtual Social World – 148.5 

4) Online Game – 112.5 

 

Ranked negative sentiment Total (Per cent index) 
1) Online Game – 293 

2) Virtual Social World – 245.9 

3) Online Blog – 214.9 

4) Content Community – 164.4 

 

Ranked indifferent sentiment Total (Per cent index) 
1) Content Community – 122.4 

2) Online Blog – 120.4 

3) Virtual Social World – 105.9 

4) Online Game – 94.7 

 

Therefore, in terms of the above results which have been explained, it can be seen that a 

Content Community was generally regarded as being the best augmentation overall from the 

perspective of the customers, while Online Game augmentations were not generally 

appreciated irrespective of the product. Furthermore, Table 6.1 summarises the ranking of 

the best augmentation, second best augmentation and worst augmentation in the opinion of 

the consumer when looking at each of the separate products.  
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Table 6.1 Summarised ranking of consumer favouritism 

 
Product Most favoured Second favoured Least favoured 

        Refrigerator Content Community Online Blog Online Game 
PC/Laptop Content Community Virtual Social World Online Game 

Car Content Community Online Blog Online Game 
Television Content Community Online Blog Online Game 
Furniture Content Community Online Blog Online Game 

 
 
As previously mentioned, hypotheses were created to aid the research questions and 

objectives. The relevant hypotheses are now discussed in relation to the descriptive results 

and research question. Based on this research objective, a series of hypotheses were also 

devised. Hypothesis 1 was constructed to test the proposition that a statistically significant 

proportion of respondents would be willing to pay a premium. Table 6.1 indicates the least 

favoured augmentation as Online Game which, as has been seen, corresponds with the 

proportional significance test utilised as when not rounded off depicts 9.5% depicting the un-

favourability as per the above – although slight and only apparent when not rounded off, this 

might be the only augmentation that possesses a questionable potential in terms of 

illustrative market share. 

 

The creation of various tables and figures that show which augmentations are preferred 

overall and which augmentations are preferred alongside various products is not enough if 

less than 10% of consumers (or the respondents in this case) show interest in the offer. This 

test was also used to reveal any issues due to the achieved sample in which none were 

found. Therefore, the lower limit of 10% was selected as the minimum hypothesised 

population proportion that could suggest some marketing opportunity. 

 

The following hypothesis was formulated: 

H0: The proportion of respondents who are likely to pay a premium is not more than 10%. 

H1: The proportion of respondents who are likely to pay a premium is more than 10%. 

 

A proportional significance test was used. The results of the test are reported in Table 5.61. 

The results displayed in Table 5.61 in terms of the one-tailed p-value of 0.028 (p < 0.05) 

suggest that the null hypothesis can be rejected in favour of the alternative. According to this 

test, a p-value greater than or equal to the resulting statistic is insignificant (Pallant, 2011). 
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A number of these tests were performed in order to test the various individual category 

hypotheses. A summary of the results is reported in Table 5.62. Based on the results from 

Table 5.62, the null hypothesis is therefore rejected in favour of the alternative for each 

example. This result therefore denotes that there is significance across all the outcomes and 

creates a credible reason for further testing. If the results depicted positive sentiment but 

were significant, the study itself would be questioned, proving this initial testing to be of great 

importance and the first step in supporting the relevant research question. Table 5.62 also 

serves to display consumer preference. 

 

The second hypothesis for this particular objective was concerned with the relationships 

between the products and the augmentations and vice versa. 

 

H0: There is no correlation between the preferred augmentations and the given products 

(product categories). 

H1: There is significant correlation between the preferred augmentations and the given 

products (product categories). 

 

Assessing whether or not a relationship exists also contributes towards the research 

question of which augmentations are valued (or which augmentations are valued similarly 

and/or are related), resulting in marketers being able to charge a premium. Various statistical 

techniques exist that can assist in determining the relationship between certain variables 

from a technical standpoint. The Spearman’s Rank Order Correlation (rho) is one such test 

and as mentioned in both Chapters 3 and 5 is the statistical test that was used. The 

Spearman’s rho can be seen as the non-parametric reciprocal to the parametric Pearson’s 

product-moment correlation test. It allows for the calculation of strength in terms of 

relationship between two variables (Pallant, 2011). The results of the correlation analysis 

were summarised in Chapter 5. As mentioned in the previous chapter, results were 

assessed all the way from r = 0.10, indicating a small relationship, to r = 1.0 which would 

indicate a large relationship (Pallant, 2011). Despite the levels of relationship (see Chapter 5 

for review of results i.e. there is a strong relationship between Content Community 

(Refrigerator) and Online Blog (Refrigerator because r = 0.78 which is over 0.50 but less 

than 1.0 indicating a strong relationship), all the results indicated that there was indeed some 

form of relationship. This is relevant to the hypothesis which questions whether or not there 
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is any form of significant relationship between the preferred augmentations and the given 

products. In light of the statistical results, the null hypothesis was rejected in favour of the 

alternative hypothesis. There is therefore a relationship between the preferred 

augmentations and the given products. Furthermore, strong correlations (also depicted in 

Chapter 5) were found which can also be seen in the sentiment results for each product 

category and which illustrate to marketers which augmentations are better suited to (or 

perceived to be of higher value to) each product category. 

 

Considering that the research has, up until this point, successfully established which 

augmentations are considered in the view of consumers to be satisfactory with various 

product categories as well as the statistical strength and significance of these resulting 

relationships, it appeared advisable to assess which augmentations were found to be 

preferable in general. The last hypothesis for this particular research objective was therefore 

formulated as follows: 

 

H0: Certain product augmentations are not found to be preferable in general. 

H1: Certain product augmentations are found to be preferable in general. 

 
Descriptive statistics were used in conjunction with a chi-square goodness of fit test (Pallant, 

2011) to calculate and determine the results for the above hypothesis. As mentioned in 

Chapter 5, the augmentation Content Community always received the highest positive 

sentiment in each product category. The augmentation that received the highest negative 

sentiment for every product was the Online Game augmentation. This is displayed in Table 

5.17 as well as in the percentage index ranking of each augmentation.  

 

For the purposes of discussion in this chapter, Table 5.17 was revised in accordance with its 

average scoring percentages as shown in Table 6.2. 
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Table 6.2 Average scoring of positive, negative and indifferent sentiment of augmentation 

 

  
Total positive  
sentiment 

Total negative 
sentiment 

  
Total indifferent 

A) Virtual Social 

World 

 

14.5% 24.59% 21.18% 

B) Content 

community 

 

21.35% 16.44% 24.48% 

C) Online Blog 16.48% 21.49% 24.08% 

D) Online Game 

 
11.25% 29.3% 18.94% 

 

 

Table 6.1 can further be understood with regard to the bar graphs below that make up its 

results. Table 6.3 therefore assists in the discussion and understanding that lead towards 

the derived conclusions. 
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Table 6.3 Ranked positive sentiment average (percentage) 

 

 
 
Table 6.4 Ranked negative sentiment average (percentage) 
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Table 6.5 Ranked indifferent sentiment average (percentage) 

 
 

Furthermore, a chi-square test for goodness of fit (Pallant, 2011) was used under a statistical 

level of significance in an attempt to show that the proportions would not change and were 

reliable to make such inferences. The chi-square value was found to be greater than the 

critical chi-square value (Pallant, 2011). This therefore indicates significant differences in 

ranked positive sentiment. This non-parametric test is also commonly referred to as a one-

sample chi-square and has no parametric alternative unlike the Mann-Whitney U test or the 

Kruskal-Wallis Test (Pallant, 2011) 

 

The null hypothesis was therefore rejected in favour of the alternative and certain products 

were indeed found to be preferable in general. Marketers, business practitioners as well as 

academics can therefore see which augmentations are, in general, perceived to be held in 

high and low regard (as well as their significance levels previously mentioned in this chapter) 

to aid their decisions to be in line with customer interests (Vineran et al., 2013) as mentioned 

in Chapter 1. 

 

To summarise, the results and statistics clearly indicate which augmentations are valued and 

may result in a higher purchase price and have been depicted from the strength of 

relationship, significance as well as a generalist approach. The results in relation to the 

research question assist in allowing for the use of a variety of communication channels (Du 
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et al., 2010), a deeper understanding of social media (Safko, 2010) and how social media 

can be incorporated into organisations’ digital business strategies (Oestreicher-Singer & 

Zalmanson, 2013) as what customers consider to be valuable in the form of online social 

media based augmentations has been quantified. 

 

6.3 Research objective 2: Discussion of results 
 

Relevant research question:  

Which augmentations are considered to satisfy their corresponding high-level needs? 

 

Question 2 requested respondents to select the high-level need they felt was most likely to 

be satisfied for each augmentation per product. This question focused on specific high-level 

needs in relation to the augmentations (Cao et al., 2013). The products were included to 

determine whether there were any significant differences, disparities or similarities in 

perceived high-level need satisfaction when taking into account the products alongside the 

augmentations. The potential to shed light on the results from Question 1 was also the initial 

intention. In addition, the question served to verify the respondents’ consciousness with 

regard to high-level need satisfaction as well as to test whether the theory groupings 

matched the respondents’ selection (Cao et al., 2013). 

 

The descriptive statistical findings included frequency tables and bar charts in a similar 

format as per Question 1. Therefore, to display holistic results, product tables were devised 

as follows. Table 5.18 displays the valid percentages submitted by the respondents based 

on which high-level need they felt would most likely be satisfied on a product-to-product 

basis. The highest selection of high-level need per augmentation, in other words the high-

level need chosen the most per augmentation, can be seen in bold. 

 

Figure 1.1 in Chapter 1 depicts the key theories on which this study was based. The  use of 

various augmentations from Kaplan and Haenlein (2010) was matched with high-level needs 

that were noted to be the main motivators for Facebook usage by Cao et al. (2013). 

Although the linkages (based on matches in definition) made sense from a theoretical 

perspective, it was necessary to assess their credibility from a practical standpoint to 

validate the findings discussed for Research objective 1. In short, for the previously 

mentioned quantification of products and augmentations according to consumer value 



 
 

145 

 

perceptions to have credibility and validity, the theoretical ties made in this research needed 

to be tested to ensure that the findings for the purpose of the research depicted what they 

claimed to depict. Should the results of this research objective differ largely from the 

anticipated results (being that there are matches between the augmentations and their 

corresponding high-level needs) the previously mentioned results discussed in this chapter 

under Research objective 1 would indeed be questionable. 

 

Therefore, to reiterate a significant portion of the conceptual framework of this research, the 

following represents each augmentation from Kaplan and Haenlein alongside the relevant 

corresponding high-level need taken from Cao et al.  (2013):  

 

 Virtual Social World – Social Presence 

 Content Community – Emotional Belonging 

 Online Blog – Self-expression 

 Online Game – Happiness 

 

It is also important to remember that of the four high-level needs, two fall into the main 

headings of social needs and two into self-actualisation needs respectively. The main 

headings of Social Needs and Self-actualisation Needs were taken from Maslow’s hierarchy 

of needs by Cao et al.  (2013). Social Needs consist of Social Presence and Emotional 

Belonging while Self-actualisation Needs consist of Self-expression and Happiness Needs 

as mentioned in Chapters 1 and 2. The results of the validity of the linkages in terms of 

respondents’ consciousness and perceptions are discussed below. 

 

The results for the need most likely satisfied for a Refrigerator with a Virtual Social World 

were also displayed as a bar chart in Table 5.19 in Chapter 5. The majority 41% (63 

respondents) who selected Social Presence can be seen in the height of the Social 

Presence bar, as well as the corresponding percentages that reflect the other high-level 

needs selected. Therefore linkages can be seen that validate the augmentations with the 

high-level needs as they were found to be associated with one another as depicted in 

Chapter 5. 
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Table 5.20 contains the total selections for each augmentation as a percentage for the 

product PC/Laptop. The results from Table 5.20 do not imply that the other high-level needs 

are insignificant as they are clearly the choice of a significant number of respondents. 

However, the results do imply that the vast majority of respondents felt that Social Presence 

was the best suited high-level need when considering a Virtual Social World and a 

PC/Laptop – another direct match indicating the validity of this research. 

 

Similarly, the results for Online Blog and Online Game have dominant responses: 51% of 

respondents felt that the most appropriate high-level need provided by an Online Blog was 

Self-expression (direct match) and 54% selected Happiness to accompany an Online Game 

(direct match). The Content Community, however, did not have a distinguishable leading 

percentage of responses as the results were more equally distributed. Table 5.21 reveals 

that there is no overwhelming majority for the same choices. 

 

Table 5.22 depicts the summary results that were chosen for the product category Car and 

its corresponding augmentations. As can be seen, there was a direct match according to the 

respondents’ selection for Virtual Social World and Social Presence, Online Blog and Self-

expression as well as Online Game and Happiness. The only questionable response 

received was for Content Community due to a tie. 

 

Table 5.23 visually depicts the equal response rate for Social Presence and Self-expression 

as well as the close 27% who selected Emotional Belonging and the 16% who selected 

Happiness. The tie in responses was displayed by putting each 29% in italics in Table 5.22. 

This denotes that there might have been some confusion in the respondents’ association 

with a Content Community’s associated high-level need when looking at the Car product 

category. However, this does not dismiss the validity of theoretical matching in totality 

because one of the 29% response rates for Social Presence is indirectly still consistent with 

the main heading of Social Needs (Cao et al.,  2013). 

 

Table 5.24 depicts the results of what high-level needs respondents selected as most likely 

to be satisfied given the Television and accompanying augmentations. Again, there is a 

perfect match between both theories for Virtual Social World, Online Blog and Online Game 

while Content Community is questionable as there is no direct match to its corresponding 

high-level need, namely Emotional Belonging. However, there is still a certain validity to 
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some extent (although not a direct match) as the majority response received of 30% 

association for Content Community and Social Presence still falls under Social Needs, which 

Emotional Belonging (the supposed direct match) is a part of the overarching Social Needs 

category (Cao et al., 2013). This therefore indicates an indirect match as opposed to the 

possibility (although not the case here) of falling within a totally unrelated main or 

subheading high-level need category. 

 

Finally, Table 5.25 reflects the results of the last product item. Direct matches for all 

augmentations and high-level needs were seen as per chapter 5. There was, again, no 

leading majority percentage in terms of Content Community and the corresponding high-

level needs. In this instance a total mismatch is seen because the majority of the 

respondents (although close at 31%) felt that Self-expression was the associated high-level 

need for Content Community as opposed to its corresponding match Emotional Belonging or 

indirect match under Social Needs. Once again, the Content Community augmentation was 

found to be questionable in terms of the theoretical linkages. 

 

In light of the above discussion and the relevant research question of whether or not the 

theoretical concepts posed by Kaplan and Haenlein (2010) and Cao et al.  (2013) are linked, 

the following hypothesis is applicable: 

 

H0: There is no relationship between the augmentations and the high-level needs. 

H1: There is a relationship between the augmentations and the high-level needs. 

 

The discussion above reveals clearly that in all instances, save one, there is a relationship 

between the corresponding augmentations and high-level needs from either a direct or 

indirect perspective as displayed in Table 5.65. It can be seen that there is, for most of the 

part, validity in terms of the augmentations and high-level needs they are deemed to fulfil 

within the descriptive statistics alone.  

 

Furthermore, linear regression analysis (Pallant, 2011) was conducted to test the relevant 

hypothesis in which p-values were found to be less than 0.05 which indicates such 

relationships. 
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The clear relationship between the theory related to the augmentations and their high-level 

needs depicted in the results allow for the favouring of the alternate hypothesis. As noted in  

Chapter 5 for Research objective 2: Hypothesis 6 (supplementary results), they are the 

same as discovered in the research objectives and Question 1 and therefore do not require 

further discussion. 

 

6.4 Research objective 3: Discussion of results 
 

Relevant research question:  

Which high-level needs (if any) are considered to be relevant when looking at each tangible 

product? 

 

Research question/objective 3 was concerned with Question 3 in the e-survey in which 

respondents were requested to select the high-level need (Social Presence, Emotional 

Belonging, Self-expression or Happiness) that they felt was best suited for each tangible 

product (Refrigerator, PC/Laptop, Car, Television, Furniture). Therefore, this question 

disregarded the augmentations and focused on the tangible products. 

 

Having dealt with, up until this point, the key research objective of which augmentations are 

the most valued and could result in a premium being charged as well as the important test to 

assess whether or not there was validity in the theoretical links relating to the overall 

concept, the focus was shifted towards certain elements that had the potential to enhance 

the understanding. The reason for this was that knowing which augmentations complement 

various products is of little value when contextual elements are disregarded. With this in 

mind, it was important to assess particular trends and/or influential variables that could aid in 

understanding the respondents’ selections in order to contribute to the body of knowledge on 

the overall topic and, hopefully, uncover practical relevance. 

 

It is important to note that, unlike the augmentations, the tangible products in isolation do not 

correspond with a particular high-level need. They do, however, represent certain product 

categories brought forward in Chapter 2, Figure 2.4 and Figure 2.5, derived from previous 

research conducted by Pickering et al. (1973) and Bayus and Carlstrom (1990). In terms of 

both studies, Bayus and Carlstrom (1990) being a  modernisation of the former’s work, they 

were consistent in labelling product categories for durable household goods. As per the two 
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studies, cars and furniture items were said to belong to their own respective categories 

which do not represent an overall product category in the same way as a refrigerator 

represents Basic Utility Products (Pickering et al.,1973; Bayus & Carlstrom, 1990). There 

has also been no revision of this theory since 1990. Therefore, despite efforts to make 

applicable the product categories so that they align with modern consumers’ durable 

household goods, testing such concepts would indeed generate value towards the overall 

study. 

 

It also is open to interpretation when considering the intrinsic and extrinsic motivating factors 

for the purchase of durable household goods that definitely fluctuate on an individual basis in 

line with the concerned individual’s position at that specific time with regard to Maslow’s 

hierarchy of needs (Brown & Cullen, 2006). One person might, for example, need furniture 

and be motivated to select the cheapest option available while another person might feel 

compelled to satisfy a Self-expression (Self-actualisation category) need and purchase 

furniture based on fashion, trendiness or unique design. 

 

As mentioned in Chapter 4, a four-point Likert scale was also used (the same as the 

previously mentioned research objective test methods) and the question focused on 

addressing whether there were any changes in perspective when looking at the tangible 

product in isolation without any augmentations. As stated, a Likert scale from a marketing 

perspective was ideal for assessing consumer attitude towards some attribute, therefore 

allowing a generalised perspective of attitude which was initially chosen in the hope that this 

would prove valuable for this research (Bruner et al., 2001). 

 

Thus, with the above in mind, the purpose of this section was to establish whether or not 

certain high-level needs corresponded with the general product regardless of the 

augmentations with the applicable hypothesis: 

 

H0: There is no relationship between the products and the desired high-level need 

satisfaction. 

H1: There is a relationship between the products and the desired high-level need 

satisfaction. 

 



 
 

150 

 

Tables 5.26–5.30 in Chapter 5 graphically illustrate the chosen high-level needs in terms of 

the overall percentage per product. Below each table a hierarchy is presented in relation to 

the table that presents the most chosen high-level needs in accordance with each product. 

Each product forms part of an overall product group which allows the assessment of which 

product groups are associated with their corresponding high-level need association.  

 

When viewing each product in isolation, Happiness was found to be a majority percentage. It 

is debatable whether or not this selection was based on Happiness being the closest 

alternative associated with the respondents’ general purchase motivations (perhaps being 

the best option out of a list of unlikely or unrelated options: they were instructed to select the 

closest alternative as there were no matching motivating factors per product due to the aim 

being to uncover potential reasons for the previous selections) or whether the respondents 

made their choices based on a deeper understanding of the subject matter. Although the 

latter possibility is unlikely, Happiness as a motivating factor in this context has two 

conceptions, i.e. hedonia and eudemonia (Waterman, Smith & Beyer, 2008). According to 

this notion, Happiness is sought through the pursuit of pleasure, enjoyment and comfort in 

the hedonic view, and through seeking to use or widen the best in oneself in the eudemonic 

view (Huta and Ryan, 2010). Moreover, eudemonia can also refer to the feeling of moving 

towards self-realisation (Waterman et al., 2008) and is similar to self-actualisation associated 

with more-frequent peak experiences (Huta and Ryan, 2010). When considering this from an 

idealistic outlook, activities that give rise to eudemonia must also give rise to hedonic 

enjoyment (Waterman et al., 2008). Hence, extending pleasure-stimulation to Happiness as 

a high-level need is assumed in order to capture the combined effect of the hedonic 

perspective and eudemonia.  

 

Table 5.31 reflected the sum of the total high-level need selection across all products as 

follows (exact figures as per the table represented to total percentage index of selections): 

- Self-expression: 139.8 

- Happiness: 212.1 

- Social Presence: 107 

- Emotional Belonging: 41.2 

 

As can be seen, aside from the vast majority who selected Happiness, Self-actualisation 

Needs (comprising Self-expression and Happiness) were seemingly favoured over Social 
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Needs as per the results presented in Chapter 5 according to the popularity of selections 

made.  

 

Furthermore, a chi-square goodness of fit test was conducted again for this hypothesis to 

assess differences in the relationship as well as responses in terms of the tangible products 

selected. The chi-square value was found to be greater than the critical chi-square value 

(Pallant, 2011). 

 

This particular objective did not reveal any pertinent details aside from the abovementioned 

Happiness information. In terms of the main hypothesis for Objective 3, the null hypothesis is 

rejected in favour of the alternative hypothesis based on the displayed results of the 

descriptive data. There was clearly an indication of an existing a relationship between the 

products and the desired high-level need satisfaction. 

 

6.5 Research objective 4: Discussion of results 
 

Relevant research question:  

Do users feel motivated to use social networks because they perceive that they add to the 

fulfilment of both social and self-actualisation needs? 

 

Cao et al. (2013) were one of the first teams to use Maslow’s hierarchy of needs theory to 

understand social network services and that the results of their research pointed towards the 

predominant effect of social and self-actualisation needs behind the general users’ intention 

to use such mediums. Similarly to this current study, the researchers used a survey that 

collected 202 usable samples pertaining to social network users in China. Although a 

disparity in results from this study due to geographical location was not anticipated, simplistic 

questions (which are different from the previously mentioned discussion of results that were 

obtained by requiring respondents to do a large amount of reading on subject matter they 

might have struggled to understand) that asked respondents direct questions on whether or 

not they felt social media contributed towards various needs added value in a number of 

ways. Firstly, as mentioned, up until this point much reading and thinking was required of the 

respondents when considering the online survey. Therefore, the simple and direct questions 

for the e-survey of this current study were reserved for midway through the online document 
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to ensure that the respondents were concentrating and not just selecting any option to 

complete the tasks quickly with minimum effort.  

 

Secondly, obtaining information on the respondents’ general view of Facebook need 

satisfaction (as well as social networks in general) enhanced Cao et al.’s (2013) previous 

research from which much of this current study derived its theoretical background. Cao et al. 

(2013) noted that the results of their research might have been subject to generalisation 

because the majority of the sample group was students, which was not the case in this 

study. This research objective therefore served a dual purpose both to shed light on potential 

factors that might explain the results of this study as well as to assist the previous research 

study’s recommendations for future research, namely to obtain perceptions from different 

cultural contexts (Cao et al., 2013). 

 

The following main hypothesis was therefore constructed: 

 

H0: People are not motivated to use social media in order to contribute towards their social 

and self-actualisation needs. 

H1: People are motivated to use social media in order to contribute towards their social and 

self-actualisation needs. 

 

Question 4 in the electronic survey therefore asked respondents to rank the extent to which 

they agree with four statements. On face value, this section served to identify whether or not 

the respondents feel social media caters for the four high-level needs.  

 

Therefore, to analyse the extent of agreement, the rankings consisted of five options, namely 

‘strongly disagree’, ‘disagree’, ‘indifferent’, ‘agree’ and ‘strongly agree’. This was an attempt 

to assess the degree of importance and/or agreement with the high-level needs relevant to 

the study as well as to shed light on the other research questions. 

 

Table 5.32 displays the results from respondents’ level of agreement with Social Media 

providing satisfaction for Social Presence needs. Four in six respondents (40.4%) selected 

‘agree’ while 30.1% selected ‘strongly agree’. 
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Table 5.33 displays the results of the respondents’ level of agreement with Social Media 

providing satisfaction for Emotional Belonging needs. 38.2% selected ‘agree’ while 10.2% 

selected ‘strongly agree’. 39 respondents (24.7%) indicated that they felt indifferent while 

15.8% did not agree and a further 10.8% strongly disagreed. 

 

Table 5.34 displays the results of the rankings in accordance with the respondents’ level of 

agreement with Social Media providing satisfaction for Self-expression needs. 50% selected 

‘agree’ while 16.7% selected ‘strongly agree’. 

 

Table 5.35 displays the rankings in accordance with the respondents’ level of agreement 

with Social Media providing satisfaction for Happiness needs. 51.3% selected ‘agree’ while 

25.9% selected ‘strongly agree’. 

 

The final section of the fifth question asked whether or not, in general, the respondents felt 

Social Media assisted them with both personal and social needs. It was found that 52% were 

in agreement. 

 

As seen in Chapter 5 with regard to the abovementioned tables, the majority of respondents 

selected the ‘agree’ or ‘strongly agree’ options for this particular question, denoting that 

(regardless of the actual extent) both social and self-actualisation needs are clearly some 

form of motivating factors for the use of online social networks.  

 

Furthermore, a chi-square test for goodness of fit (Pallant, 2011) was used to test the 

hypothesis as seen in the previous chapter in which the calculated chi-square value in the 

table was found to be greater than the critical chi-square value. It was therefore found that a 

difference in the proportion of respondents existed. This therefore verifies that a significant 

number of respondents were either in favour of social media or were not in favour of social 

media as a means of obtaining such needs. 

 

This information allowed for the rejection of the main null hypothesis for this objective in 

favour of the alternative. 

 

In addition, Chapter 5 also displays the results for Hypothesis 10. Hypothesis 10 is a 

supplementary hypothesis in relation to the relevant research objective yet provides certain 
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insights where two high-level needs are deemed to be more prominent in the eyes of the 

respondents. The following therefore applies: 

 

H0: Respondents feel that social media does not contribute as much towards social needs as 

it does to self-actualisation needs. 

H1: Respondents feel that social media contributes more towards social needs than it does 

to self-actualisation needs. 

 

In Chapter 5 the results are displayed for the highest ranking in terms of the selection for 

both social and self-actualisation needs. Due to the nature of social networks, it was 

expected in terms of this hypothesis that respondents (overall) would gravitate towards 

social needs as being the most prominent in terms of satisfaction provided by social 

networks. Contrary to expectations, it was found, as per Chapter 5, that self-actualisation 

needs were favoured when the results of both selections were calculated in totality.  

 

Linear regression was also conducted for this particular objective as it was thought to be 

relevant and add value in line with the research objective as well as from a statistical 

perspective. 

 

Regression analysis can be conceptualised as the estimation of the linear relationship 

between both a dependent variable and one or more covariates and/or independent 

variables (Hartman, 2000). This technique is widely used in types of research that wish to 

determine the nature of a relationship/s and has been considered a strong platform for 

testing both academic as well as business hypotheses (Hove, 2011).  

 

As seen in the previous chapter, Social Needs and Self-actualisation Needs were taken as 

dependant variables while Social Media was treated as independent variable in the linear 

regression. 

 

The results showed that Social Media has p-values of less than 0.05 when regressed 

against Social Needs and Self-actualisation Needs. However, the p-value of Social Media 

against Self-actualisation Needs is much closer to zero than against Social Needs (0.01238 

< 0.04315). The r2 for Social Media against Self-actualisation Needs is therefore 0.81 while 

against Social Needs it is 0.43. These results show that social media contributes more 
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towards self-actualisation needs than social needs in terms of the respondents’ results, 

thereby validating the alternative hypothesis. The null hypothesis is therefore rejected. 

 

Therefore, the null hypothesis was rejected in favour of the alternative hypothesis because in 

this study more people felt that social media assisted them with self-actualisation need 

obtainment than social need obtainment. This has interesting implications for marketers as 

social networking services are generally seen, as the name implies, to cater for socially 

specific functions. It might be that, although related, self-actualisation enhancers are 

currently being overlooked by practitioners. 

 
 
6.6 Research objective 5: Discussion of results 
 

Relevant research question:  

Do people feel satisfied with social media as a mechanism that caters for their high-level 

needs? 

 

As the purpose of this research was to explore various augmentations in relation to products 

and high-level need satisfaction, quantify them and provide insights that could add value to 

both theoretical and managerial applications, the following main hypothesis for Research 

Objective 5 was devised: 

 

H0: People are not satisfied with social media as a contributor to the satisfaction of their 

social and self-actualisation needs. 

H1: People are satisfied with social media as a contributor to the satisfaction of their social 

and self-actualisation needs. 

 

The initial intention behind the creation of this hypothesis was the value added in gauging 

potential opportunities and augmented offerings. This was due to satisfaction rankings 

having the potential to reveal respondents’ perceptions of what was potentially lacking in 

current social media. As mentioned in Chapter 4, a scale that assisted with measuring 

general satisfaction was used to obtain the results for this hypothesis. This was a seven-

point semantic differential summated ratings scale that is ideal for the measurement of a 

respondent’s satisfaction with a particular object. This scale was first used by Crosby and 
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Stephens (1987) in relation to a study that necessitated the degree of satisfaction for service 

policies, insurance agencies and insurance agents (Bruner et al., 2001). 

 

Therefore, the fifth question produced Tables 5.37–5.39 which depict the frequencies and 

percentages of the responses on three levels, namely ‘satisfied’ versus ‘dissatisfied’, 

‘pleased’ versus ‘displeased’ and ‘favourable’ versus unfavourable’. 

 

Table 5.37 illustrates the dissatisfaction level as reported by the respondents. The majority 

of the respondents (27.2%) stated that they are somewhat and neither or not dissatisfied 

(neutral response) while 15.2% of them stated that they are dissatisfied with Facebook. Only 

8.2% stated that they are satisfied with social media as a mechanism that caters for both 

their personal and social needs. 

 

Table 5.38 illustrates the dissatisfaction level as reported by the respondents. The majority 

of the respondents (31%) stated that they are somewhat and neither or not displeased 

(neutral response) while 13.3% of them stated that they are completely displeased with 

Facebook. Only 8.2% stated that they are pleased with social media as a mechanism that 

caters for both their personal and social needs.  

 

Table 5.39 depicts the particular extent of satisfaction in the form of favourable and 

unfavourable perceptions. 

 

The results in Table 5.40 display the distribution of satisfaction ratings for Facebook (social 

media) as a contributor towards social and personal needs. The largest percentage of 

respondents selected 4 (27.2%) and 3 (25.9%), indicating that the majority felt neither 

satisfied nor dissatisfied. However, it could be inferred from this that respondents might 

reveal some possibility that they could become more satisfied.  

 

Table 5.41 displays the rankings of how pleased respondents were with Facebook (social 

media) as a contributor towards fulfilling social and personal needs. The largest percentage 

of respondents selected 4 (31%) and 3 (25.9%), indicating that the majority felt not 

particularly pleased or displeased. However, there is room for improvement or a possibility 

that they could become more pleased.  
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Table 5.42 displays the rankings of how favourable respondents felt towards Facebook 

(social media) as a contributor towards fulfilling social and personal needs. The largest 

percentage of respondents selected 4 (24.7%) and 3 (28.5%), indicating that the majority felt 

not particularly favourable or unfavourable. However, there is room for improvement or a 

possibility that they could become more favourable. 

 

Linear regression was also conducted to test the hypothesis and the results showed that 

the p-value was 0.9973 which is greater than 0.05. The H0 was therefore accepted 

while rejecting the alternative hypothesis. This therefore means that people do not 

see social media as a perfect contributor to the satisfaction of their needs. 

 

As per the results depicted in Chapter 5, the null hypothesis was accepted and the 

alternative hypothesis rejected. The overall response did not indicate that the respondents 

were mainly satisfied but rather that there was prominent marginal satisfaction as depicted in 

the results. 

 

Hypothesis 12, another supplementary hypothesis, was therefore found to be relevant as 

follows: 

 

H0: People are not marginally satisfied with social media as a contributor to the 

satisfaction of their social and self-actualisation needs. 

H1: People are marginally satisfied with social media as a contributor to the 

satisfaction of their social and self-actualisation needs. 

 

Linear regression was conducted that gauges whether respondents were marginally satisfied 

with social media in meeting their social and self-actualisation needs. Social media is the 

independent variable while marginal satisfaction of needs is the dependent variable. The p-

value was less than 0.05 meaning the null hypothesis is rejected while the alternative 

hypothesis is validated. Hence, the respondents were marginally satisfied with social media. 

 

In light of the results, the null hypothesis for Hypothesis 12 was rejected in favour of the 

alternative as respondents indicated that they were only marginally satisfied with social 

media as a contributor to the satisfaction of their social and self-actualisation needs. This is 

a positive result when considering new company impact and the potential for filling in voids 
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that are felt in the consumers’ perceived satisfaction with social media from a general 

perspective. 

 

6.7 Research objective 6: Discussion of results 
 

Relevant research question:  

Do people feel that it is important to them, as consumers, for organisations to be involved in 

some form of general social media? 

 

The results displayed in Chapter 5 demonstrated the respondents’ opinion of the importance 

they place on organisations engaging in some form of social media and whether this 

influences their perception when purchasing a product or dealing with the organisation. 

 

As mentioned in Chapter 2, augmentations for physical products are created through 

services that form part of the stages of the product purchasing cycle. These augmentations 

can constitute any form of online activity relating to the offline purchase, such as post-

purchase interactions and search evaluations (Chellappa & Kumar, 2005). Thus, although 

not directly related to high-level needs and/or specific products, all forms of social media 

interaction, even in their simplest form, constitute augmentations of the main product. As the 

purpose of this research aimed to quantify and explore digital augmentations, the 

generalised opinions with regards to such augmentations were valuable.  

 

Furthermore, Caer, De Feyter, De Couck, Stough, Vigna and Du Bois (2013) noted that 

users search for products, services and brands on social network sites such as Facebook. 

Future research with sizeable and diverse samples is needed to understand why users want 

to become involved with brands and products and what is important to them. A previous 

study that dealt with such suggestions was done by Vorvoreanu (2009) in which the 

perception of companies on Facebook was conducted with focus groups comprising 35 

American university students. Although the findings indicated that the individuals in the focus 

group felt that they wanted to express their identity through becoming fans of brands and 

dealing with organisations, the sample was noted to be very limited according to Caers et al.  

(2013). 
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Therefore, a three-item, seven-point semantic differential summarised rating scale previously 

used by Sujan and Bettman (1989) in relation to attributes for a specific type of camera 

(Bruner et al., 2001) was used to test this research question. This specific scale allows the 

measurement of the importance of a specified product characteristic to a customer as 

mentioned in Chapter 4 (Bruner et al., 2001).  

 

The three tables produced in Chapter 5 that deal with the results for this research question 

are Table 5.43 (Importance), 5.44 (Consideration) and 5.45 (impact on choice). As per the 

results and regardless of the specific account being assessed (‘Importance of organisations 

being on social media’, ‘Consideration to purchase and/or deal with an organisation based 

on their being on social media’ or ‘The impact on choice of purchase and/or dealing with an 

organisation based on whether or not they participate in some form of social media’), the 

results all suggest that the respondents felt it was either ‘very important’ or ‘very relevant’ to 

their decision making across the board. It therefore stands to reason with this particular 

sample and in support of the abovementioned previous studies that to this day it is both 

important as well as relevant in terms of impact on purchase decision, whether or not an 

organisation participates in at least some general form of social media. 

 

The chi-square goodness of fit test reflected that there was no difference in the proportion of 

the respondents, reaffirming that the data did not differ from what was expected. 

 

Thus, the three variables ranked on the scale that was used all demonstrated enough 

information for the testing of the following hypothesis in which the null hypothesis was 

consequentially rejected in favour of the alternative hypothesis: 

 

H0: People do not think that it is important for organisations to participate in some form of 

social media and this does not influence their purchase choice. 

H1: People do think that it is important for organisations to participate in some form of social 

media and this does influence their purchase choice. 

 
6.8 Research objective 7: Discussion of results 
 

Relevant research question:  

Were there any significant findings in terms of consumer information that became apparent 

from the respondents' information? 
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Andzulis et al. (2012) stated that wise organisations listen to both their customers and 

competitors in order to explore what a social media presence (or augmentations in this 

instance) could potentially mean in their industries. They also noted that the overall future of 

social media as a marketing and sales effort depends on both the organisation and 

consumer in terms of evolution and additional advances that take place with time (Andzulis 

et al., 2012). Thus, any information that could assist marketers, business people and/or 

academics based on potential target markets is highly valuable on its own let alone on how 

such information could potentially contribute towards the overall understanding of this 

research study. Information that can be derived from the respondents who constitute 

members of an amalgamation of various potential markets was therefore sought to assess 

whether or not any significant information could be found with the respondents to the online 

survey. 

 

The results displayed in Chapter 5 can be found in Tables 5.46–5.60. 

 

As discussed earlier in this chapter the following hypotheses (already discussed as per the 

above) proved to be particularly relevant for this research objective and were tested above 

under Research Objective 1: 

 

1) 

 

- H0: The proportion of respondents that are likely to pay a premium is not more than 

10%. 

- H1: The proportion of respondents that are likely to pay a premium is more than 10%. 

 

A proportional significance test was used. The results of the test were reported in Table 

5.61. The results displayed in Table 5.61 in terms of the one-tailed p-value of 0.028 (p < 

0.05) suggest that the null hypothesis can be rejected in favour of the alternative. A 

discussion of these results can be found at the beginning of this chapter and serves to 

support the research objective of whether or not certain information collected on the 

respondents creates value for this study. 

 

2) 
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- H0: There is no correlation between the preferred augmentations and the given 

products (product categories). 

- H1: There is significant correlation between the preferred augmentations and the 

given products (product categories). 

 

Spearman’s rho was used to assess the correlation between the preferred augmentations 

and the given products. In accordance with Spearman’s rho, first the sample responses were 

examined to ascertain if there were any missing responses. It was found that there were no 

significant missing responses. Second, the data were assessed in terms of the direction of 

the relationship as proposed by Pallant (2011). It was found that there were no negative 

relationships evident.  

 

The following was the measure used to determine the strength of the relationships: a small 

relationship exists when r = 0.10 to 0.29, a medium relationship occurs when r = 0.30 to 0.49 

and a large relationship exists when r = 0.50 to 1.0 (Pallant, 2011). The results of the 

correlation analysis are reported in Table 5.63. A discussion of these results can be found at 

the beginning of this chapter and serves to support the research objective of whether or not 

certain information collected on the respondents creates value for this study. 

 
3) 
 
- H0: Certain product augmentations are not found to be preferable in general. 

- H1: Certain product augmentations are found to be preferable in general. 

 

Descriptive statistics were used to calculate the results for this hypothesis. The null 

hypothesis was thus rejected in favour of the alternative hypothesis. Certain products were 

found to be preferable in general. A discussion of these results can be found at the 

beginning of this chapter and serves to support the research objective of whether or not 

certain information collected on the respondents creates value for this study. 

 

In addition, the Mann-Whitney U test was used to compare the groups. The results displayed 

in Chapter 5 refer to the respondents’ respective employment status in conjunction with the 

likelihood of their purchasing certain products with the different augmentations. 
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The output results from Table 5.81 and Table 5.82 can be seen in summary form in Table 

5.83. The significant findings are in bold where p < or = 0.05, indicating that there is a 

statistically significant difference between the corresponding variables. 

 

The results from the Mann-Whitney test show that there is a statistically significant 

relationship with three of the groups as p < or = 0.05. This indicates that there is a 

relationship in terms of the significant results. 

 

The descriptive data displayed in the previous chapter, as mentioned, also produced the 

following information: 

 

Tables 5.46 and 5.47 reflect the amount of respondents who personally have a Facebook 

account. Although Facebook was the primary medium for this study, it is not the only form of 

social media that can harness the proposed augmentations so as to satisfy high-level needs. 

It was, however, important to assess the number of respondents who have their own 

account for the purposes of this study. It might also be possible that a person shares an 

account or is familiar with the internet and social media despite not being an active user. As 

can be seen, the vast majority of respondents own their own Facebook accounts: 88.6% 

(140 respondents out of the total 158) have their own Facebook account while 11.4% (18 

respondents) do not. 

 

Tables 5.48 and 5.49 represent the frequency with which the users of Facebook check their 

account. 

 

Tables 5.50 and 5.51 illustrate that 80.4% (127 people) of respondents indicated that they 

also use other social media sites. People who only used Facebook can be determined by 

subtracting the amount of people without an account (19) from the 13 respondents who 

selected that they did not use any form of social media. Therefore, only 6 respondents who 

use social media use Facebook only and no alternative platforms. 

 

Table 5.52 illustrates which social media websites are used most often. As depicted in the 

results, the vast majority of correspondents selected Facebook as the most used platform 
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which further illustrates its importance as well as selection as the focal platform for this 

study. 

 

Tables 5.53 and 5.54 reflect the gender of the respondents. 

 

Tables 5.55 and 5.56 portray the age category of the respondents. 69.9% indicated that they 

were between the ages of 25 and 34 whilst 19.0% indicated that they were between the 

ages of 35 and 49 which is adds another dimension to existing research which comprised 

predominantly university students as mentioned in Chapter 2. 

 

In relation to the above the following was also interesting and aids current research by 

providing another type of sample that does not predominantly comprise university students. 

Tables 5.57 and 5.58 depict the employment status of the respondents. 72.8% indicated that 

they were working full-time which was the majority of responses. 15.8% indicated that they 

were scholars, 8.9% working part-time, 1.9% indicated that they were unemployed and 0.6% 

(1 respondent) stated that they were not working (housewife). 

 

Tables 5.59 and 5.60 illustrate the geographical areas of response in terms of the total 

respondents. 92.4% of the respondents stated that they resided in South Africa while the 

minority balances included countries such as Australia, Canada, Morocco, Namibia, England 

and America. As can be seen with these results, most respondents were South African as 

this was where the study was based  and obviously where the researcher’s main network 

exists. 

 
 

6.9 Conclusion 

 
In this chapter, the relevant results in terms of the research questions, descriptive statistics 

and hypothesis tests were discussed. Descriptive aspects were discussed first followed by 

the relevant hypothesis tests. This was done to enable the discussion of the results to flow in 

alignment with the relevant research questions and objectives on which they were based. 

Therefore, the discussion of the results aimed to demonstrate that the research objectives 

had been met as well as any subsequent issues and/or relevant findings in relation to the 

achieved sample. 
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Chapter 7 Conclusion 
 

7.1 Introduction 
 

In Chapter 6 the results from the statistical tests were discussed as well as their linkages 

with the relevant theory in terms of their overall importance. Chapter 7 depicts the key 

findings of this of this study from a holistic perspective and the academic significance is then 

noted alongside the practical implications through recommendations. The chapter ends with 

suggested opportunities for future research. The research objectives as depicted in Chapter 

3 formed the foundation of the overall structure to provide for a controlled contextual analysis 

of the linkages and meaning behind the theory and results.  

 

7.2 Brief overview 
 

Andzulis et al. (2012) noted that wise organisations listen to their consumers, as well as 

competitors, by exploring what social media can and might in the future mean to their 

industry. The evolution in technology over time will affect both the organisation as well as its 

customers, resulting in social media playing a role in sales and marketing in the future 

(Andzulis et al., 2012). 

 

The main goal of this research was therefore to listen to consumers by obtaining their views 

on perceived value in relation to certain augmentations which encompass the potential to 

affect many industries. This resulted in a quantitative analysis of various augmentations in 

conjunction with certain products. 

 

Furthermore, Levitt’s (1969; 1980) work as well as his book titled, The Marketing Imagination 

(1986), acted largely as the inspiration and foundation of this study alongside other well 

known authors such as Maslow (Maslow, 1970; Brown & Cullen, 2006). 

 

In recent years, the adoption of social media in the developing world including South Africa 

has been on the increase. Unmistakably, numerous factors, for example perceived ease of 

use, perceived usefulness, relative advantage, and cost efficiency, have sustained high 

levels of adoption of these platforms. All the same, further research is recommended on 
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how the continued use of social media influences the satisfaction of high-level needs, as 

proposed by Maslow (1970). Given the fact that social media platforms such as Facebook, 

Twitter and LinkedIn transcend the need for basic communication, it was opportune to 

investigate the link between continued social media usage and high-level needs’ 

satisfaction. 
 

For the purposes of this study, Facebook was considered to be the platform of choice for 

reasons contained in the literature presented in Chapters 1 and 2. Furthermore, Facebook, 

as the most popular social network site, was deemed sufficient to be the social media 

platform through which the augmentations are delivered and realised. However, the 

research itself was not tilted towards Facebook in terms of its implications; Facebook was 

also used as the main platform due to its ability to facilitate all the selected augmentations.  

 

More specifically, the purpose of the research can be described as follows through the 

research objectives that were formulated in an attempt to facilitate the achievement of the 

main research goals as mentioned earlier in this chapter: 

 

 To establish which augmentations are considered to be more valued and would 

result in consumers being willing to pay a premium for different types of products 

 To establish which augmentations are considered to satisfy their corresponding high-

level needs 

 To establish which high-level needs (if any) are considered to be relevant when 

looking at each tangible product 

 To establish whether people feel motivated to use social networks because they 

perceive that it adds to the fulfilment of both social and self-actualisation needs 

 To analyse whether or not people feel satisfied with social media as a mechanism 

that caters for their high-level needs 

 To establish whether people feel that it is important to them, as consumers, for 

organisations to be involved in some form of general social media 

 To investigate whether or not there are there any significant findings in terms of 

consumer information that had become apparent from the respondents' information. 
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The above was in line one of the aims of this research study, namely to make a contribution 

to current marketing, business studies and literature on the theoretical and practical 

conceptualisation of the impact of digital variables. These variables include virtual social 

worlds, product augmentation and needs satisfaction in terms of how they influence 

consumer behaviour in being emotionally gratifying (Rosen, Carrier & Cheever, 2013) and to 

create brand value for firms. In doing so, a survey and behavioural analysis was conducted 

to ascertain the value of various product augmentations via social media from a consumer 

perspective. 

 

Although Varadarajan and Yadav (2002) mentioned the possibility of digitising certain 

aspects of the augmented product, resulting in harness the potential to create product 

innovation, customisation and enhancement, there is no comprehensive list, or any list for 

that matter, that notes consumer preferences in relation to such augmentations. Therefore, 

drawing on previous theoretical concepts, the augmentations selected were derived from the 

previous works of Kaplan and Haenlein (2010) which corresponded with certain high-level 

needs derived from Cao et al. (2013). Various definition matches were used that can be 

seen in Figure 1.1 in Chapter 1. 

 

Vinerean et al. (2013) also previously attempted to study the online activities of 236 users of 

OSNs through a linear model examining the impact of various predictors on users’ 

perceptions of online advertising but was limited with the sample, as were other studies, in 

terms of diversity and size. They suggested for this reason that research on this topic could 

be improved. Facebook as a social media platform is rich in the functionalities, mediums and 

media it provides and was consequently considered the best avenue for this study. In 

addition, the researcher possessed several active networks that, at the time of this writing, 

constituted a a potential sample size of 18 435. As per the recommendation by Vinerean et 

al. (2013), the sample size and different geographic elements would add value in not being 

too small for proper representation of the online community. 

 

Various elements of social networking and the internet are, however, not mentioned in the 

study such as the following: Community and co-creation perspectives of consumers have a 

positive relationship with user-generated content (UCG), which is content uploaded by the 

participant user and not the handling organisation) and which positively affects brand equity 

(Christodoulides, Jevons & Bonhomme, 2012). However, further research on consumer 
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empowerment through the context as opposed to the brand itself and whether or not such 

content is a product of intrinsic or extrinsic motivations (such as community and motivation) 

will add tremendous value to managers. This places the onus on scholars to conduct such 

research (Christodoulides et al., 2012). It was intended to embark on this study to add value 

as per these recommendations by aligning the provided context that can be created by 

organisations and the perceived values that will enhance engagement and satisfy needs. 

 

It can therefore be seen that much research in the future is required on a deeper level that 

addresses all these issues individually and this work therefore serves as a starting point 

going forward. 

 

It was also necessary to devise a suitable basket of goods based on sound academic 

literature against which the abovementioned augmentations (as well as their corresponding 

high-level needs) could be tested. Pickering et al. (1973) as well as Bayus and Carlstrom 

(1990) provided a previously conceived, tested and revised basket of durable household 

goods that were used for this study. In this case each durable good represented a goods 

category, extending the reach of the implications of this study beyond the goods themselves 

but also their categories. 

 

7.3 Main findings 
 

Various tests were run to quantify the objectives of the researcher as well as to provide 

supplementary evidence for the theoretical models which were used and proved to be valid. 

Customers responded positively to the overall research and its particulars. It appeared as 

though the variables concerned, such as the augmentations, are perhaps deemed to be 

more important than people may realise. 

 

As stated in Chapter 1, the main desired outcome of this study was to analyse quantitatively 

the augmentation of high-level needs on product offerings in relation to consumer 

purchasing behaviour (pre-purchase), through social media. Therefore, Chapter 6 contains 

a detailed discussion on which augmentations were found to be the most favourable 

alongside each product. This should prove to be valuable to marketers when the there is 

now, as a result of this study, a quantified analysis of which augmentations seem to be 

perceived as encompassing more value and can allow for a potential premium to be 
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charged. In addition, the results of this particular main objective also yielded the most 

popular augmentations across the totality of all products. It was therefore found that a 

Content Community is perceived to be very highly valued in relation to other augmentations 

followed by an Online Blog and a Virtual Social World as augmentations. Contrary to 

anticipated results, Online Gaming as an augmentation that accompanied general 

purchases achieved the lowest scores. A description for each product and the test results 

are discussed in greater detail in Chapter 6. 

 

In addition to the abovementioned rankings, a statistical significance test was done which 

revealed that in most cases, even the less favourable augmentations constituted over 10% 

of respondents’ selections which was deemed to be a potentially valuable market segment. 

 

Aside from Research objective 1 which comprised the main agenda of this study, further 

research questions and hypothesis tests were formulated to deepen the understanding, 

explore as well as test the various assumptions from which this study derived many of its 

theoretical conclusions.  

 

An example of the methods used to test such assumptions can be seen in the main findings 

that arose from Research objective 2 which aimed to assess whether or not the 

augmentations were even considered by the respondents to satisfy their corresponding high-

level needs. Therefore, the linkages made from existing theory were tested to ensure that 

the study had validity and was not subject to bias or irrelevant notions. This test resulted in 

supporting evidence for there being in most cases a direct relationship or at least an indirect 

relationship between the augmentations and corresponding high-level needs apart from one 

instance. 

 

The existence of any relationship arising between the products in general and the high-level 

needs (although not directly related) was also tested. A relationship was found, particularly 

with the continuous trend of respondents wanting happiness out of their durable goods 

purchases. 

 

Another interesting and unanticipated finding that resulted from this study was that 

respondents felt, in general, that social media contributed more towards their self-

actualisation needs as opposed to their social needs. Due to the nature of social networks, 
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terms of this hypothesis, there was an expectation that respondents (overall) should 

gravitate towards social needs as being the most prominent in terms of satisfaction provided 

by social networks. Contrary to expectations, it was found, as per Chapter 6, that self-

actualisation needs were favoured when the results of both selections were calculated in 

totality and tested accordingly. 

 

Other key findings suggested that respondents were only marginally satisfied with social 

media as a mechanism that, in general, caters for their high-level needs. Such implications 

are discussed later in this chapter. 

 

The importance of organisations embarking on some form of social media was reiterated 

through the findings as well as the importance of Facebook in particular as 80% of 

respondents checked their respective accounts on a daily basis. In addition, Facebook was 

the platform most used by the vast majority of respondents, followed by Twitter and Linkedin. 

 

 

7.4 Stakeholder recommendations 
 

Marketers and business professionals can benefit from this study as it depicts what 

augmentations are considered to be better by the general public with certain goods. The 

overall premise of the study also dictates that certain behavioural methodologies are still 

relevant and that augmentations can accordingly satisfy high-level needs. This is important 

because Gallarza et al. (2011) believed that the role of customer value is of concern both to 

marketers as well as academics which necessitates the testing of founding principles in 

modern-day contexts. 

 

Furthermore, the philosophy of having something in common (or perhaps even a shared 

identity) with consumers and an understanding of them going beyond that of a mere seller, 

but rather as a facilitator creating kinship is  over 50 years old as stipulated by Dichter (Keller 

& Fay, 2012). However, if this philosophy is included in the current highly digitised global 

climate, and social media in this particular instance, it result in a higher return on investment 

for media efforts if understood correctly as what gets people talking still remains the most 

effective form of advertising to date (Keller & Fay, 2012). The concluding information 

presented by current literature in relation to social media includes involvement by business 
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people, academics, sociology experts and many more disciplines yet much remains to be 

done and discovered (Wilson et al., 2012). Therefore stakeholders who might derive 

potential benefit from this research are not only limited to marketers but include individuals 

wishing to further develop professional relationships, public departments and even the non-

profit sector (Caers et al., 2013). 

 

7.5 Managerial implications 
 

Wilson et al. (2012) also noted that the fundamental shift in the role of internet in people’s 

daily lives has been seen in many instances. A dramatic example was seen in 2011 with the 

overthrow of Egyptian President Hosni Mubarak. In this particular instance the uprising was 

orchestrated and facilitated through the use of Facebook where 5 000 users utilised the site 

for such purposes. Such possibilities have only become available in the information era of 

today. However, researchers are only beginning to understand the phenomenon of social 

media in terms of its day-to-day impact on business and society (Wilson et al., 2012). 

Information presented in this study reveals that customers are more interested in self-

actualisation enhancement through social media as opposed to social gratification and that 

their satisfaction has much room for improvement. This allows for managers to fill in such 

voids with regard to their offerings and to change their perspective on the potential uses of 

social media as well as what it can do for their products. The importance of certain social 

media platforms is also highlighted which managers can use when deciding on their strategic 

positioning and marketing strategies. 

 

Therefore, marketers and business people (as well as any other concerned parties) can note 

preferences of consumers in what is often seen as murky terrain or a subset of 

communications for an organisation. To remain competitive and not be subjected to offerings 

that are not valued in the eyes of current and potential consumers (Chellappa & Kumar, 

2005), this research illustrates both a general verification of the importance of social media 

as well as its potential as a tool for choosing the correct augmentations alongside certain 

products. 
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7.6 Limitations and recommendations for future research 
 

It is not only online social media that causes conversation and brand loyalty but a 

combination of all marketing efforts which total a larger conversation and overall brand 

image for the consumer (Keller & Fay, 2012). It is therefore suggested that this study not be 

viewed in isolation and that further researchers attempt to synchronise the totality of various 

research studies on different marketing aspects to deliver a holistic, and measurable, 

marketing model that encompasses both online and offline perspectives and augmentations. 

This study did not take into account all marketing efforts that can be used alongside social 

media as it was beyond the scope of this research. Future research is therefore 

recommended that encompasses further marketing efforts. 

 

In relation to the above, this study focused purely on a best product perspective. When 

viewed in isolation a study neglects the combined focus based on best price, best product or 

best service as a value creation strategy (Andonov, 2011). Therefore all other variables, 

such as price and service, must be considered as a market offering as they all play a part in 

the consumer decision-making process. 

 

This study was conducted by individuals with limited statistical expertise and might therefore 

be subject to certain type-one errors. Statistical tests were also not undertaken to assess the 

necessary distributions. For example, linear regression was used by ignoring multicollinearity 

in certain instances and summarising the data – therefore being able to fit the regression 

model. It is therefore recommended that someone with a superior set of statistical skills 

better this study. 

 

This study was also only a product of the current social media platforms. Various other 

platforms will surely exist in the future and therefore studies of other platforms are 

recommended. Although Facebook is the most diverse in terms of participants and media 

abilities, it is important to understand that other types of OSNs are designed for other 

purposes. Further studies may reveal focal evidence of how to maximise customer 

satisfaction and sales on platforms that are designed for specific purposes. 

 

Due to the need for the survey questionnaire to explain the various concepts, it proved to be 

lengthy and required much thought on behalf of the respondents. Although every attempt 
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was made to simplify the questionnaire through its design and pre-testing, it limited the study 

in the sense that a quick survey that did not require as much time and effort from the 

respondents might have promoted better comprehensibility as well as a higher response 

rate. Further research might adopt a similar study with a better research instrument (or 

improvements towards the design) to facilitate such improvements. 

 

Time constraints were also an issue for this research, technical difficulties due to the loss of 

data as well as the researcher’s budget. Future research that is subject to a longer 

timeframe with a more sustainable budget is therefore recommended. 

 

Limiting this study to include only durable goods measured against various augmented 

product examples and high-level needs due to practical reasons and findings limits the 

scope to durable goods. A more representative basket of goods will benefit future research. 

 

In relation to the above limitation, this research was also limited to the augmentations 

provided by the relevant academic literature. Other, perhaps more relevant, augmentations 

may exist yet it was not possible for the purposes of this study to depict the totality of 

possible augmentations and test them. Future researchers may wish to conduct similar 

research with additional products that are perhaps more representative than only household 

durable goods as well as other augmentations. 

 

The geographical area limited the study to predominantly South African respondents within 

the researcher’s reach. A more diverse and representative sample will therefore add value 

for potential future research. 

 

The research was also limited to academic journals and theoretical textbooks that have been 

published whereas there is a large amount of supporting (and perhaps more current) 

sources that might benefit in future studies. 

 

A primary assumption for this research is the validation of the theories as derived from 

previous researchers and linked together in the current research. Although every reasonable 

attempt was made to test for and ensure validity, future research might aim to better and 

revise the methods with which the theories were tested and/or the theories themselves. 
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This research does not address long-term sustainability in terms of the augmentations, 

products and perceived value for the organisation as a whole. This was due to the 

abovementioned time constraints. Therefore, future research that takes into account specific 

industries and/or the long-term effects of the utilisation of the various concepts mentioned in 

this research will benefit the overall topic when viewed in terms of the long-term implications 

of competitive advantage. 

 

 

 

 

 

  



 
 

174 

 

Reference list  
 

Aaker, D. A. (2012). Win the brand relevance battle and then build competitor 

barriers. California Management Review, 54(2), 43-57. Retrieved from: 

http://my.berkeley.edu/site/DocServer/David_Aaker_Brand_Relevance_Lifeling_Lear

ning.pdf 

 

Alexander, N. S., Bick, G., Abratt, R., & Bendixen, M. (2009). Impact of branding and product 

augmentation on decision making in the B2B market. South African Journal of 

Business Management, 40(1), 1-20. Retrieved from: 

http://www.sabinet.co.za/abstracts/busman/busman_v40_n1_a1.html 

 

Algesheimer, R., Dholakia, U. M., & Herrmann, A. (2005). The social influence of brand 

community: Evidence from European car clubs. Journal of Marketing, 69(3), 19-34. 

Retrieved from: http://dx.doi.org/10.1509/jmkg.69.3.19.66363 

 

Andonov, S. (2011). Levels of Product Differentiation in the Global Market. Amazon Digital 

Services: Andonov. Retrieved from: http://www.amazon.com/Levels-Product-

Differentiation-Global-Market-ebook/dp/B004OA6R1S 

 

Andzulis, J. M., Panagopoulos, N. G., & Rapp, A. (2012). A review of social media and 

implications for the sales process. Journal of Personal Selling and Sales 

Management, 3, 305-316. Retrieved from: 10.2753/PSS0885-3134320302 

 

Archer, T. M. (2003). Web-based surveys. Journal of Extension, 41(4), 1-5. Retrieved from: 

http://www.joe.org/joe/2003august/tt6.php 

 

Avlonitis, G., & Papastathopoulou, P. (2006). Product and Services Management. Thousand 

Oaks, CA: Pine Forge Press. 

 

Babbie, E. (2005). The Basics of Social Research. Belmont, CA: Wadsworth. 

 

Balkin, J & Noveck, B. S. (2006). The State of Play: Law, Games, and Virtual Worlds (Ex 

Machina: Law, Technology, and Society). New York: NYU Press.  



 
 

175 

 

 

Barnes, A and Laird, C. (2012). The effects of social media on children. Communication and 

Social Media. Retrieved from: http://sites.ewu.edu/cmst496-stafford/2012/06/06/the-

effects-of-social-media-on-children/ 

 

Bayus, B. L., & Carlstrom, C. C. (1990). Grouping durable goods. Applied Economics, 22(6), 

759-774. Retrieved from: 10.1080/00036849000000016 

 

Blois, K. J. (1990). Transaction costs and networks. Strategic Management Journal, 11(6), 

493-496. Retrieved from: 10.1002/smj.4250110607 

 

Bohlmann, J. D., Spanjol, J., Qualls, W. J., & Rosa, J. A. (2013). The interplay of customer 

and product innovation dynamics: An exploratory study. Journal of Product 

Innovation Management, 30(2), 228–244. Retrieved from: 10.1111/j.1540-

5885.2012.00962.x  

 

Botella, C., Riva, G., Gaggioli, A., Wiederhold, B. K., Alcaniz, M., & Baños, R. M. (2012). The 

present and future of positive technologies. CyberPsychology, Behavior, and Social 

Networking, 15(2), 78-84. Retrieved from: doi:10.1089/cyber.2011.0140 

 

Boyd, D. M., & Ellison, N. B. (2010). Social network sites: Definition, history, and 

scholarship. Engineering Management Review, 38(3), 16-31. Retrieved from: 

10.1109/EMR.2010.5559139 

 

Brown, A. (2011). Relationships, community, and identity in the new virtual 

society. Futurist, 45(2), 29-34. Retrieved from: 

http://www.citeulike.org/group/14517/article/8909148 

 

Brown, K., & Cullen, C. (2006). Maslow's hierarchy of needs used to measure motivation for 

religious behaviour. Mental Health, Religion & Culture, 9(1), 99-108. Retrieved from: 

10.1080/13694670500071695 

 

Bruner, G. C., Hensel, P. J., & James, K. E. (2001). Marketing Scales Handbook. Chicago: 

American Marketing Association.  



 
 

176 

 

 

Bryer, T. A. (2013). Designing social media strategies for effective citizen engagement: A 

case example and model. National Civic Review, 102(1), 43-50. Retrieved from: 

DOI: 10.1002/ncr.21114 

 

Bryer, T. & Zavattaro, S. (2011). Social media and public administration: Theoretical 

dimensions and introduction to symposium. Administrative Theory & Praxis, 33(3), 

325-340. 
 

Caers, R., De Feyter, T., De Couck, M., Stough, T., Vigna, C., & Du Bois, C. (2013). 

Facebook: A literature review. New Media & Society, 15(6), 982-1002. Retrieved 

from: 10.1177/1461444813488061 

 

Cao, H., Jiang, J., Oh, L. B., Li, H., Liao, X., & Chen, Z. (2013). A Maslow's hierarchy of 

needs analysis of social networking services continuance. Journal of Service 

Management, 24(2), 170-190. Retrieved from: 

http://dx.doi.org/10.1108/09564231311323953 

 

Cao, L. (2010). In-depth behavior understanding and use: The behavior informatics 

approach. Information Sciences, 180(17), 3067-3085. Retrieved from: 

http://www.sciencedirect.com/science/article/pii/S0020025510001374 

 

Casteleyn, J., Mottart, A., & Rutten, K. (2009). How to use data from Facebook in your 

market research. International Journal of Market Research, 51(4), 439-447. 

Retrieved from: https://biblio.ugent.be/publication?q=issn+exact+%221470-7853%22  

 

Chellappa, R. K., & Kumar, K. R. (2005). Examining the role of "free" product-augmenting 

online services in pricing and customer retention strategies. Journal of Management 

Information Systems, 22(1), 355-377. Retrieved from: 

http://scholar.google.co.za/scholar?cluster=9308887864942995757&hl=en&as_sdt=0

,5 

 

Chen, C. C., Chen, P. K., & Huang, C. E. (2012). Brands and consumer behavior. Social 

Behavior and Personality: An International Journal, 40(1), 105-114. Retrieved from: 

http://dx.doi.org/10.2224/sbp.2012.40.1.105 



 
 

177 

 

 

Cheung, C. M., Chiu, P. Y., & Lee, M. K. (2011). Online social networks: Why do students 

use Facebook? Computers in Human Behavior, 27(4), 1337-1343. Retrieved from: 

http://www.sciencedirect.com/science/article/pii/S0747563210002244/0 

 

Chintagunta, P. K., & Lee, J. (2012). A pre-diffusion growth model of intentions and 

purchase. Journal of the Academy of Marketing Science, 40(1), 137-154. Retrieved 

from: 10.1007/s11747-011-0273-2 

 

Chou, H. J. (2009). The effect of experiential and relationship marketing on customer value: 

A case study of international American casual dining chains in Taiwan. Social 

Behavior and Personality, 37(7), 993-1007. Retrieved from: 

http://scholar.google.co.za/scholar?q=The+effect+of+experiential+and+relationship+

marketing+on+customer+value%3A+A+case+study+of+international+American+casu

al+dining+chains+in+Taiwan&btnG=&hl=en&as_sdt=0%2C5# 

 

Christodoulides, G., Jevons, C., & Bonhomme, J. (2012). Memo to marketers: Quantitative 

evidence for change: How user-generated content really affects brands. Journal of 

Advertising Research, 52(1):53-64. Retrieved from: ISSN 0021-8499 

 
Cole, M., & Brooks, L. (2009). Social aspects of social networking. International Journal of 

Information Management, 29(4), 248. Retrieved from: 

http://scholar.google.co.za/scholar?q=Social+aspects+of+social+networking&btnG=&

hl=en&as_sdt=0%2C5# 

 

Colgate, M., & Alexander, N. (2002). Benefits and barriers of product augmentation: 

Retailers and financial services. Journal of Marketing Management, 18(1-2), 105-

123. Retrieved from: 10.1362/0267257022775927 

 

Cova, B., & Cova, V. (2002). Tribal marketing: The tribalisation of society and its impact on 

the conduct of marketing. European Journal of Marketing, 36(5/6), 595-620. 

Retrieved from: http://dx.doi.org/10.1108/03090560210423023 

 



 
 

178 

 

Coviello, N. E., Brodie, R. J., Brookes, R. W., & Palmer, R. A. (2003). Assessing the role of 

e-marketing in contemporary marketing practice. Journal of Marketing 

Management, 19(7-8), 857-881. Retrieved from: 

http://www.tandfonline.com/doi/abs/10.1080/0267257X.2003.9728240 

 

Crosby, L. A., & Stephens, N. (1987). Effects of relationship marketing on satisfaction, 

retention, and prices in the life insurance industry. Journal of Marketing Research, 24 

(November), 404-411. Retrieved from: 

http://www.jstor.org/discover/10.2307/3151388?uid=3739368&uid=2&uid=4&sid=211

03285605611 

 

Davenport, S. W., Bergman, S. M., Bergman, J. Z., & Fearrington, M. E. (2014). Twitter 

versus Facebook: Exploring the role of narcissism in the motives and usage of 

different social media platforms. Computers in Human Behavior, 32, 212-220. 

Retrieved from: 

http://www.sciencedirect.com/science/article/pii/S0747563213004536 

 

De Chernatony, L., Harris, F., & Riley, F. D. O. (2000). Added value: Its nature, roles and 

sustainability. European Journal of marketing, 34(1/2), 39-56. Retrieved from: 

http://www.emeraldinsight.com/case_studies.htm/journals.htm?articleid=853643&sho

w=html&WT.mc_id=alsoread 

 

Du, S., Bhattacharya, C. B., & Sen, S. (2010). Maximizing business returns to corporate 

social responsibility (CSR): The role of CSR communication. International Journal of 

Management Reviews, 12(1), 8-19. Retrieved from: 10.1111/j.1468-

2370.2009.00276.x 

 

Duncan, C. P. & Nelson, J. E. (1985). Effect of humour in a radio advertising experiment. 

Journal of Advertising, 14(2), 33-40. Retrieved from: 

10.1080/00913367.1985.10672944 

 

Edosomwan, S., Prakasan, S. K., Kouame, D., Watson, J. and Seymour, T. (2011). The 

history of social media and its impact on business. Journal of Applied Management 



 
 

179 

 

and Entrepreneurship, 16(3), 79-91. Retrieved from: 

http://www.minot.com/tom/SocialMedia-JAME.pdf 

 

Elofson, G. & Robinson, W. N. (1998). Creating a custom mass-production channel on the 

Internet. Communications and the ACM, 41(3), 56-62. Retrieved from: 

http://dx.doi.org/10.1145/272287.272298 

 

Ferber, R., Sheatsley, P., Turner, A. & Waksberg, J. (1980) What Is a Survey? Washington: 

American Statistical Association.  

 

Gallarza, M. G., Gil‐Saura, I., & Holbrook, M. B. (2011). The value of value: Further 

excursions on the meaning and role of customer value. Journal of Consumer 

Behaviour, 10(4), 179-191. Retrieved from: 

http://onlinelibrary.wiley.com/doi/10.1002/cb.328/full 

 

Grieve, R., Indian, M., Witteveen, K., Tolan, G. A., & Marrington, J. (2013). Face-to-face or 

Facebook: Can social connectedness be derived online? Computers in Human 

Behavior, 29(3), 604-609. Retrieved from: 

http://www.sciencedirect.com/science/article/pii/S0747563212003226 

 

Hagerty, M. R. (1999). Testing Maslow's hierarchy of needs: National quality-of-life across 

time. Social Indicators Research, 46(3), 249-271. Retrieved from: 

10.1023/A:1006921107298 
 
Hartman, J. (2000). Multiple Linear Regression Analysis: An Interactive Tutorial for SPSS 

10.0 for Windows. USA. Retrieved from: 

http://bama.ua.edu/~jhartman/689/tutintro.html 

 

Harvard Business Review. (2012, October) Vision statement: It Keeps Growing...And 

Growing... (2012). Harvard Business Review: The Magazine Retrieved from: 

http://hbr.org/2012/10/it-keeps-growingand-growing/ar/1 

 

Hearing, G., Ussery, A. & Brian C. (March, 2012). The times they are a changin’: The impact 

of technology and social media on the public workplace, Part I. The Florida Bar 

Journal, 86, 35-39. 



 
 

180 

 

 

Hevern, V. W. (2004). Threaded identity in cyberspace: Weblogs & positioning in the 

dialogical self. Identity, 4(4), 321-335. Retrieved from: 10.1207/s1532706xid0404_2 

 

Hollenbaugh, E. E., & Ferris, A. L. (2014). Facebook self-disclosure: Examining the role of 

traits, social cohesion, and motives. Computers in Human Behavior,30, 50-58. 

Retrieved from: 

http://www.sciencedirect.com/science/article/pii/S074756321300294X 

 

Hollenbeck, C. R., & Kaikati, A. M. (2012). Consumers’ use of brands to reflect their actual 

and ideal selves on Facebook. International Journal of Research in Marketing, 29(4), 

395-405. Retrieved from: 

http://www.sciencedirect.com/science/article/pii/S0167811612000596 

 

Hove, P. (2011). The impact of technological marketing on Porter's competitive forces model 

and smes' performance. Unpublished Dissertation. University of Fort Hare. 

 

Huang, L. Y., & Hsieh, Y. J. (2011). Predicting online game loyalty based on need 

gratification and experiential motives. Internet Research, 21(5), 581-598. Retrieved 

from: http://www.emeraldinsight.com/journals.htm?articleid=1943457&show=abstract 

 

Huta, V., & Ryan, R. M. (2010). Pursuing pleasure or virtue: The differential and overlapping 

well-being benefits of hedonic and eudaimonic motives. Journal of Happiness 

Studies, 11(6), 735-762. Retrieved from: 10.1007/s10902-009-9171-4 

 

Internet World Stats. (2012, June 30). Internet users in the world. Retrieved from 

http://www.internetworldstats.com/stats.htm 

 

Jain, A. (2009). Principles of Marketing. New Delhi: VK Publications.  

 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and 

opportunities of social media. Business Horizons, 53(1), 59-68. Retrieved from: 

http://www.sciencedirect.com/science/article/pii/S0007681309001232 

 



 
 

181 

 

Kelle, U. (2008). Combining qualitative and quantitative methods in research practice: 

Purposes and advantages. Qualitative Research in Psychology, 3(4), 293-311. 

Retrieved from: 10.1177/1478088706070839 

 

Keller, E., & Fay, B. (2012). Word-of-mouth advocacy: A new key to advertising 

effectiveness. Journal of Advertising Research, 52(4), 459-464. Retrieved from: 

http://scholar.google.co.za/scholar?as_ylo=2010&q=Word-of-

Mouth+Advocacy:+A+New+Key+to+Advertising+Effectiveness&hl=en&as_sdt=0,5# 

 

Kim, J. H., Kim, M. S., & Nam, Y. (2010). An analysis of self-construals, motivations, 

Facebook use, and user satisfaction. International Journal of Human-Computer 

Interaction, 26(11-12), 1077-1099. Retrieved from: 

http://www.tandfonline.com/doi/abs/10.1080/10447318.2010.516726 

 

Kim, J., Leem, C., Kim, B., & Cheon, Y. (2013). Evolution of online social networks: A 

conceptual framework. Asian Social Science, 9(4), 208-220. Retrieved from: 

10.5539/ass.v9n4p208 

 

Koltko-Rivera, M. E. (2006). Rediscovering the later version of Maslow's hierarchy of needs: 

Self-transcendence and opportunities for theory, research, and unification. Review of 

General Psychology, 10(4), 302-317. Retrieved from: 

http://psycnet.apa.org/doi/10.1037/1089-2680.10.4.302 

 

Kotler, P. (1994) Marketing Management: Analysis, Planning, Implementation, and Control. 

Englewood Cliffs, NJ: Prentice Hall. 

  

Kotler, P., & Keller, K. L. (2012). Framework for Marketing Management. India: Pearson 

Education. 

 

Kumar, V., Bhaskaran, V., Mirchandani, R., & Shah, M. (2013). Practice prize winner – 

Creating a measurable social media marketing strategy: Increasing the value and 

ROI of intangibles and tangibles for Hokey Pokey. Marketing Science, 32(2), 194-

212. Retrieved from: http://www.drvkumar.com/publications/ 

 



 
 

182 

 

Kwong, J. A. (2010). Getting the goods on virtual items: A fresh look at transactions in multi-

user online environments. William Mitchell Law Review, 37, 1805-1831. Retrieved 

from: http://heinonlinebackup.com/hol-cgi-

bin/get_pdf.cgi?handle=hein.journals/wmitch37&section=61 

 

Landau, S., & Everitt, B. (2004). A Handbook of Statistical Analyses Using SPSS Vol. 1. 

Boca Raton, FL: Chapman & Hall/CRC.  

 

Landorf, H., & Pineda, F. (2011). Global learning and the human capability approach: Florida 

International University case study. In M. S. Plakhotnik, S. M. Nielson, & D. M. Pane 

(Eds.). Proceedings of the Tenth Annual College of Education & GSN Research 

Conference (pp. 116-122). Miami: Florida. Retrieved from: 

http://digitalcommons.fiu.edu/cgi/viewcontent.cgi?article=1175&context=sferc 

 

Lee, G., Benoit‐Bryan, J., & Johnson, T. P. (2012). Survey research in public administration: 

Assessing mainstream journals with a total survey error framework. Public 

Administration Review, 72(1), 87-97. Retrieved from: 10.1111/j.1540-

6210.2011.02482.x 

 

Lee, S., Chen, T., Kim, J., Kim, G. J., Han, S., & Pan, Z. G. (2004, March). Affective property 

evaluation of virtual product designs. In Virtual Reality, 2004. Proceedings. IEEE (pp. 

207-292). IEEE. Retrieved from: http://dx.doi.org/10.1109/VR.2004.1310076 

 

Leedy, P. D., & Ormrod, J. E. (2001). Practical Research. Upper Saddle River, NJ: Pearson 

Education International. Retrieved from: 

ftp://doc.nit.ac.ir/cee/jazayeri/Research%20Method/Book/Practical%20Research.pdf 

 

Levin, M. (1996). Perspectives: The future of interactive marketing. Harvard Business 

Review, 74(6), 154-155. Retrieved from: 

http://scholar.google.co.za/scholar?q=Levin%2C+Martin+%281996%29%2C+%22Pe

rspectives+-

+The+Future+of+Interactive+Marketing%22&btnG=&hl=en&as_sdt=0%2C5# 

 



 
 

183 

 

Levitt, T. (1969). The Marketing Mode: Pathways to Corporate Growth. New York: McGraw-

Hill.  

 

Levitt, T. (1980). Marketing Success Through Differentiation of Anything. Harvard: Graduate 

School of Business Administration, Harvard University.  

 

Levitt, T. (1986). The Marketing Imagination. Chicago: Simon and Schuster. 

 

Li, D. (2012) Sentiment interaction between news and social media. (Dissertation, University 

of Amsterdam) Retrieved from: 

http://scholar.google.co.za/scholar?q=sentiment+interaction+between+news+and+so

cial+media&btnG=&hl=en&as_sdt=0%2C5# 

 

Li, H. (2011). The interactive web toward a new discipline. Journal of Advertising 

Research, 51(1), 13-26. Retrieved from: 

http://scholar.google.co.za/scholar?q=The+Interactive+Web+toward+a+new+disciplin

e&btnG=&hl=en&as_sdt=0%2C5# 

 

Lin, M. J. J., & Huang, C. H. (2012). The impact of customer participation on NPD 

performance: The mediating role of inter-organisation relationship. Journal of 

Business & Industrial Marketing, 28(1), 1-1. Retrieved from: 

http://dx.doi.org/10.1108/08858621311285679 

 

Maslow, A. H., Frager, R., & Fadiman, J. (1970). Motivation and Personality Vol. 2. New 

York: Harper & Row.  

 

McDermott, I. (2010). Adding value: The case for better business: Putting legacy at the heart 

of commercial strategy makes everyone a winner. Strategic Direction, 26(2), 3-5. 

Retrieved from: http://dx.doi.org/10.1108/02580541011016420 

 

Minton, E., Lee, C., Orth, U., Kim, C. H., & Kahle, L. (2013). Sustainable marketing and 

social media: a cross-country analysis of motives for sustainable behaviors. Journal 

of Advertising, 41(4), 69-84. Retrieved from: 

http://pages.uoregon.edu/stickel/JA%20paper%20-%20Minton.pdf 



 
 

184 

 

 

Nadkarni, A., & Hofmann, S. G. (2012). Why do people use Facebook? Personality and 

Individual Differences, 52(3), 243-249. Retrieved from: 

http://www.sciencedirect.com/science/article/pii/S0191886911005149 

 

Narayanan, M., Asur, S., Nair, A., Rao, S., Kaushik, A., Mehta, D., & Lalwani, R. (2012). 

Social media and business. Vikalpa: The Journal for Decision Makers, 37(4), 69-111. 

Retrieved from: 

http://scholar.google.co.za/scholar?q=Social+Media+and+Business+Lalwani&btnG=

&hl=en&as_sdt=0%2C5# 

 

Naylor, R. W., Lamberton, C. P., & West, P. M. (2012). Beyond the “like” button: The impact 

of mere virtual presence on brand evaluations and purchase intentions in social 

media settings. Journal of Marketing, 76(6), 105-120. Retrieved from: 

http://www.marketingpower.com/ResourceLibrary/Documents/newsletters/ma/2012/f

all/impact-factor-affecting-brand-evaluations-purchase-intent-social-media.pdf 

 

Normann, R. and RamõẬrez, R. (1994). Designing Interactive Strategy: From Value Chain to 

Value Constellation. Chichester: John Wiley & Sons. 

 

Oestreicher-Singer, G., & Zalmanson, L. (2013). Content or community? A digital business 

strategy for content providers in the social age. Management Information Systems 

Quarterly, 37(2), 591-616. Retrieved from: http://aisel.aisnet.org/misq/vol37/iss2/15/ 

 

O'Neill, W. F., & Demos, G. D. (2012). Philosophical Psychology: A New Frontier in 

Psychological Humanism – Maslow Revisited. Bloomington: iUniverse. 

 

Pallant, J. (2011). SPSS Survival Manual: A Step by Step Guide to Data Analysis Using 

SPSS. New York: Open University Press.  

 

Payne, A., & Holt, S. (2001). Diagnosing customer value: integrating the value process and 

relationship marketing. British Journal of Management, 12(2), 159-182. Retrieved 

from: http://onlinelibrary.wiley.com/doi/10.1111/1467-8551.00192/full 

 



 
 

185 

 

Pelling, E. L., & White, K. M. (2009). The theory of planned behavior applied to young 

people's use of social networking web sites. CyberPsychology & Behavior, 12(6), 

755-759. Retrieved from: 

http://online.liebertpub.com/doi/abs/10.1089/cpb.2009.0109?journalCode=cpb 

 

Peng, L., & Finn, A. (2010). Whose crystal ball to choose? Individual difference in the 

generalizability of concept testing. Journal of Product Innovation Management, 27(5), 

690-704. Retrieved from: http://onlinelibrary.wiley.com/doi/10.1111/j.1540-

5885.2010.00745.x/full 

 

Peslak, A., Ceccucci, W., & Sendall, P. (2010). An empirical study of instant messaging (IM) 

behavior using theory of reasoned action. Institute of Behavioral and Applied 

Management, 11(3), 263-278. Retrieved from: 

http://www.ibam.com/pubs/jbam/articles/vol11/no3/4_Peslak_5_2010.pdf 

 

Pickering, J. F., Harrison, J. A., Isherwood, B. C., Hebden, J. J., & Cohen, C. D. (1973). Are 

goods goods? Some empirical evidence. Applied Economics,5(1), 1-18. Retrieved 

from: 

http://www.tandfonline.com/doi/abs/10.1080/00036847300000001#.Us_nVvQW2So 

 

Powers, T., Advincula, D., Austin, M. S., Graiko, S., & Snyder, J. (2012). Digital and social 

media in the purchase decision process: A special report from the Advertising 

Research Foundation. Journal of Advertising Research,52(4), 479-489. Retrieved 

from: 10.2501/JAR-52-4-479-489 

 

Quinton, S. (2013). The community brand paradigm: A response to brand management's 

dilemma in the digital era. Journal of Marketing Management, (ahead-of-print), 1-21. 

Retrieved from: http://www.tandfonline.com/doi/abs/10.1080/0267257X.2012.729072 

 

Rak, J. (2005). The digital queer: Weblogs and internet identity. Biography,28(1), 166-182. 

Retrieved from: http://muse.jhu.edu/journals/biography/v028/28.1rak.html 

 



 
 

186 

 

Rennison, R. (2011). What you say? Word of mouth within social media (Doctoral 

dissertation, University of Pretoria). Retrieved from: 

http://upetd.up.ac.za/thesis/available/etd-06032012-094651/ 

 

Rheingold, H. (2008). Virtual communities: Exchanging ideas through computer bulletin 

boards. Journal For Virtual Worlds Research, 1(1). Retrieved from: http://jvwr-ojs-

utexas.tdl.org/jvwr/index.php/jvwr/article/viewFile/293/247 

 

Rock, D. (2009). Managing with the brain in mind. Strategy + Business, 56, 1-11. Retrieved 

from: http://executivepotentialplus.com/docs/ManagingwiththeBraininMind.pdf 

 

Rosen, L. D., Mark Carrier, L., & Cheever, N. A. (2013). Facebook and texting made me do 

it: Media-induced task-switching while studying. Computers in Human 

Behavior, 29(3), 948-958. retrieved from: 

https://dgm.wikispaces.com/file/view/Facebook+and+texting+made+me+do+it.pdf 

 

Sadri, G., & Bowen, C. R. (2011). Meeting employee requirements. Industrial 

Engineer, 43(10), 44. Retrieved from: 

http://qaweb.iienet.org/IEMagazine/Details.aspx?id=27534 

 

Safko, L. (2010). The Social Media Bible: Tactics, Tools, and Strategies for Business 

Success. New York: John Wiley & Sons.  

 

Saren, M., & Tzokas, N. (1998). The nature of the product in market relationships: A pluri-

signified product concept. Journal of marketing management, 14(5), 445-464. 

Retrieved from: http://www.tandfonline.com/doi/abs/10.1362/026725798784867761 

 

Saunders, M., & Lewis, P. (2012). Doing Research in Business and Management: An 

Essential Guide to Planning Your Project. Harlow: Prentice Hall.  

 

Saw, G., Abbott, W., Donaghey, J., & McDonald, C. (2013). Social media for international 

students: It's not all about Facebook. Library Management, 34(3), 156-174. Retrieved 

from: http://dx.doi.org/10.1108/01435121311310860 

 



 
 

187 

 

Sengupta, S. (2011). Growth in human motivation: Beyond Maslow. The Indian Journal of 

Industrial Relations, 47(1), 102-116. Retrieved from: 

http://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&autht

ype=crawler&jrnl=00195286&AN=69815240&h=IlBCaVjJgaofiVMHxN14vBnCNY%2

BmrKYjmWDOX4EWswYeTwHGsV36A%2FYQ1P5hB9%2FkA0tR%2BR4WrM9D8

%2FIexwgUQg%3D%3D&crl=c 

 

Shin, H., & Lee, J. (2012). Impact and degree of user sociability in social media. Information 

Sciences, 196, 28-46. Retrieved from: 

http://www.sciencedirect.com/science/article/pii/S0020025512000680 

 

Smith, A. N., Fischer, E., & Yongjian, C. (2012). How does brand-related user-generated 

content differ across YouTube, Facebook, and Twitter? Journal of Interactive 

Marketing, 26(2), 102-113. Retrieved from: 

http://www.sciencedirect.com/science/article/pii/S1094996812000059 
 

Stayman, D. M., & Aaker, D. A. (1988). Are all the effects of ad-induced feelings mediated by 

AAd? Journal of Consumer Research, 15(3), 368-373. Retrieved from: 

http://scholar.google.co.za/scholar?q=are+all+effects+of+ad-

induced+feelings+mediated+by+attitude+toward+the+ad&btnG=&hl=en&as_sdt=0%2

C5 

 

Sujan, M. & Bettman, J. R. (1989). The effects of brand positioning strategies on consumers’ 

brand and category perceptions: Some insights from schema research. Journal of 

Marketing Research, 26(November), 454-467. Retrieved from: 

http://www.jstor.org/stable/10.2307/3172765 

 

Toma, C. L., & Hancock, J. T. (2013). Self-affirmation underlies Facebook use. Personality 

and Social Psychology Bulletin, 39(3), 321-331. Retrieved from: 

http://psp.sagepub.com/content/39/3/321.short 

 

Trochim, W. M. (2006). Qualitative measures. Research Measures Knowledge Base, 361-

433. Retrieved from: 

http://pdf.aminer.org/000/248/418/quantitative_and_qualitative_measures_myths_of_

the_culture.pdf 



 
 

188 

 

 

Varadarajan, P. R., & Yadav, M. S. (2002). Marketing strategy and the internet: An 

organizing framework. Journal of the Academy of Marketing Science, 30(4), 296-312. 

Retrieved from: 10.1177/009207002236907 

 

Venkataraman, N. (2000). Five steps to a dot-com strategy: How to find your footing on the 

web. Sloan Management Review, 41(3), 15-28. Retrieved from: 

http://scholar.google.co.za/scholar?q=Five+Steps+to+a+Dot-

Com+Strategy%3A+How+to+Find+your+Footing+on+the+Web&btnG=&hl=en&as_sd

t=0%2C5# 

 

Venkatesh, V., & Agarwal, R. (2006). Turning visitors into customers: A usability-centric 

perspective on purchase behavior in electronic channels. Management 

Science, 52(3), 367-382. Retrieved from: 

http://mansci.journal.informs.org/content/52/3/367.short 

 

Vinerean, S., Cetina, I., Dumitrescu, L., & Tichindelean, M. (2013). The effects of social 

media marketing on online consumer behavior. International Journal of Business and 

Management, 8(14), 66-79. Retrieved from: 

http://ccsenet.org/journal/index.php/ijbm/article/download/25378/16991 

 

Vorvoreanu, M. (2009). Perceptions of corporations on Facebook: An analysis of Facebook 

social norms. Journal of New Communications Research, 4(1), 67-86. Retrieved 

from: http://s3.amazonaws.com/academia.edu.documents/31105094/JNCR-

IV.2009_Corporations_on_Facebook.pdf?AWSAccessKeyId=AKIAJ56TQJRTWSMT

NPEA&Expires=1393186814&Signature=5yaTr9DeQVFi9NwEw%2F7MUiyIxDc%3D

&response-content-disposition=inline 
 

Wagner, C., & Hayashi, A. (1994). A new way to create winning product ideas. Journal of 

Product Innovation Management, 11(2), 146-155. Retrieved from: 

http://www.sciencedirect.com/science/article/pii/0737678294900620 

 

Waterman, M.S., Smith, T,F. & Beyer, W.A (2008) Some biological sequence 

metrics. Advances in Mathematics, 20(3), 367-387. 

 



 
 

189 

 

 

Weiers, R. M. (2011). Introduction to Business Statistics. Mason, OH: Cengage Learning.  

 

Whitley Jr, B. E., & Kite, M. E. (2012). Principles of Research in Behavioral Science. New 

York: Routledge. 

 

Wilson, R. E., Gosling, S. D., & Graham, L. T. (2012). A review of Facebook research in the 

social sciences. Perspectives on Psychological Science, 7(3), 203-220. Retrieved 

from: http://pps.sagepub.com/content/7/3/203.short 


