
A dissertation submitted for the MBA Program @ University of Derby Online 
By Brian K Yang 

Page 1 of 181 
 

Title Page 
 
 

A dissertation submitted for the 
Master in Business Administration Program 

 
 
 

By 
Brian K Yang 

 
 
 

The relationship between the 
number of followers from popular 

social media and risk propensity on 
tactical decision making within 

small retail enterprises in the UK;  
An empirical study 

 
 
 
 
 

University of Derby Online 
2016 

 
 
 
 
 



A dissertation submitted for the MBA Program @ University of Derby Online 
By Brian K Yang 

Page 2 of 181 
 

Declaration of Originality 
 

I declare that this Dissertation submitted for the Master in Administration Programme to The 

University of Derby Online is all my own work; has been submitted for originality checking to Turnitin; 

hasn’t been submitted to this nor any other Institution; and all sources of information have been duly 

referenced & cited. 

 

 
Brian Keith Yang 

 

 

 

Acknowledgements 
 

I wish to express my gratitude to my tutor, Dr. Patrick Reid for his guidance, assistance and 
input throughout this MBA; and to the staff at the University of Derby who gave succour when needed. 

 
 
I should also like to sincerely thank my immediate colleagues who at times showed great 

forbearance and patience with my seemingly never-ending quest for knowledge. Let me just say 
“Watch this Stone Grow….!” 

 
 
My thanks go to my other co-workers and to the Executive Management at Sanofi, Haverhill, 

who provided me with the facilities, space and time to learn; who provided direction, clarity, 
understanding; and moral support in times of need. 

 
 
Finally, but most importantly, to my wife, who inspired me to achieve; provided unconditional 

support throughout; offered enormous amounts of patience and tolerance; and without whom none of 
this would have been possible. 

谢谢,太太. 
 

 

 

 

 

 

 

 

 

 

 

 



A dissertation submitted for the MBA Program @ University of Derby Online 
By Brian K Yang 

Page 3 of 181 
 

Abstract 
 

Social media has impacted greatly on the public’s consciousness resulting in its’ proliferation 
into all walks of life; where ‘being-connected’ is seen as normative. Over time, this socio-cultural 
empowerment has resulted in businesses having to adapt to customers who are fast-paced; 
technologically savvy; able to access information more easily; and demand a greater level of 
communication and satisfaction from their products(s) and those who supply them. 

 
However, Social media is difficult to measure as it is conceptual in nature; based upon 

personal motivation, relationships, et al; engages a basic human tenet (communication); is about how, 
why, when and to whom individuals communicate; and is extremely fickle. 

 
This research will examine an element of this concept by assessing if there is a demonstrable 

relationship between the number of followers (NoF) from popular social media (PSM) and risk 
propensity (RP) on tactical decision making (TDM) in operational situations, within small retail 
enterprises (SRE’s) in the UK.  

 
The SRE sector was targeted as; the author has had extensive management experience in 

retail; was able to simulate and align his sensibilities to match that of his target audience; and the 
SRE sector in the UK is an important and established governmental indicator of the UK’s health & 
wealth.  

 
A mixed-method survey specifically including sales and profit (S&P) as a dependent variable 

(DV); and considerations of PSM and RP in TDM as independent variables (IV) was designed and 
emailed UK wide to SRE’s, then supplemented by phone-interviews (PI) using the same question set, 
to gather valuable intelligence and data to analyse statistically to determine if a relationship existed 
between NoF, TDM & RP & S&P; add valuable insights to the extant knowledge base; allow SRE’s 
the opportunity to better comprehend the enigma that is social media; and to see if the research could 
assist SRE’s to exploit the potential of PSM. 

 
Initial results indicate that the majority of SRE’s respondents were Male; aged 45 to 54; 

principally based in England; and ¾ of them have 10 staff or less. SRE’s consider that NoF is an 
acceptable metric to measure PSM, but NoF is not their metric of choice. They believe that the 
Kietzmann et al (2011) framework can influence and increase NoF, but don’t believe NoF has the 
highest impact on it; nor do they believe that NoF influences TDM & S&P. Further, they believe that 
information from, and time spent towards PSM activities influence S&P. Conversely, they believe that 
RP is a valid influencer of TDM and that RP in TDM influences S&P; and that Stock Management and 
Loss Prevention are the two most prevalent operational activities that are influenced by TDM.  

 
Further, H0 (2.10) was rejected as there was a relationship between NoF, TDM & RP & S&P 

that was affected by; the information garnered from PSM; the Time spent on PSM; the PSM site used; 
the use of metric to track PSM; user generated content (UGC) style and/or language; personal RP in 
TDM; and TDM in operational situations 

 
Based upon these results, the author’s recommendations include; adopting PSM needs to be 

a conscious, planned business decision as PSM is a long-term, ever-changing dynamic that requires 
substantive emotional commitment, time, energy and focus; investing in less well known or niche 
PSM sites will probably provide a lower Return on Investment (ROI); to regularly monitor results from 
PSM metrics and S&P statements; and to adapt metrics as necessary based upon personal 
circumstances; continually investing and re-investing Time in PSM can provide ROI; and personal RP 
may be made less daunting and TDM more agile, thereby increasing S&P potential if information from 
PSM is utilised fully (through correct interpretation and use of metrics) 
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Chapter 1: Introduction 

1.1. Introduction 
 
In Mankind’s history , there have been a number of epochs termed "Ages"; (Stone Age, Bronze 

Age, Iron Age, et al) (Essential-humanities.net, 2015) where Man has experienced a number of 
advancements in all areas of human cognizance and technologies; and the pace of advancements 
have gradually shortened the length of these ‘Ages’.  

 
Arguably, of these periods, Mans’ greatest and fastest advancement has been through the 

Twentieth Century including; ('The Space Age', (Michael, 1960, Launius, 2015); 'The 'Information Age' 
(Leghorn,1960, Cox, 2000) and 'The Digital Age' (Shannon,1948, Prensky, 2001); as the availability 
and accessibility of knowledge for a greater portion of the population has increased exponentially 
through the advent of associated technologies related to the Internet, including that of PSM and their 
platforms. (Alberts & Papp, 1997). 

 
Within the Space, Digital & Information Ages (Michael,1960; Launius; 2015; Shannon,1948; 

Prensky, 2001; Leghorn,1960, Cox, 2000), the proliferation of PSM has increased considerably; and 
this continual growth has been enhanced significantly by the availability, speed, adaptability and ease 
of internet usage and technologies that employ it (Digital Trends, 2014; Hendriks, 2013; Van Djick, 
2013) 

 
Causeit (2015) states "At the apex of the Information Age is the Social Network of Things—a 

time when devices and people are connected through pervasive internet access, a rich web of 
sensors, advances in artificial intelligence, deep API’s and cultural changes" 

 

1.2. Subject Background 
 

With internet proliferation; super-fast communication; rich, varied content; and almost-instant 
response; concepts of how organisations do business in the Digital Age (Shannon,1948, Prensky, 
2001) have changed massively (Gates & Hemingway,1999, Castells, 2002); so that UK businesses 
have had to react much more quickly to a technologically advanced, better informed and perceptive 
consumer base that knows what it wants; when it wants it; and can source it worldwide from 
competitors more easily than ever before.  

 
In the UK, some businesses have adopted PSM readily (Brandwatch.com, 2016; Whittlemore, 

2012); yet the majority of UK businesses are, or appear to be struggling to cope with understanding 
PSM and how it relates to their current and future offerings (Donovan, 2015; Holmes, 2015; 
Marketingdonut.co.uk, 2015) 

 
Research work continues apace (Ucl.ac.uk, 2015; Lee, 2015

1&2
; Econsultancy.com, 2015; 

Westminster.ac.uk, 2015) to understand this phenomenon; and how best to adapt PSM to enhance 
UK business and vice versa. 

 
A number of studies have examined PSM under the Marketing ‘umbrella’ (Kaplan & Haenlein, 

2010, 2011); others as a CRM function (IBM.com, 2015
2
); and yet more in diverse fields such as 

Crisis Management (Lindsay, 2011), Politics (Howard, Agarwala & Hussain, 2011) and Tourism 
(Xianga & Gretzelb, 2010) 

 

1.3. Subject Matter 
 

Due to the immensity of the research area, the author’s review of the extant literature 
(Chapter 2: Literature Review) considered a smaller aspect of PSM and RP in TDM within UK SRE’s 
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Some aspects of PSM (Kietzmann et al, 2011; Peters et al, 2013; Goh et al, 2013) and RP 
(Huff et al, 1997; Hung & Tangpong, 2010) have already been researched and these provided a basis 
for the author’s study.  

 
Further consideration of the topic included; the author’s UK Retail Management experience; 

SRE’s generate substantial revenue for the UK; are used by the Government to measure the relative 
health & wealth of the UK (2.5); the author has an interest in PSM; and the determinant of relationship 
(NoF, RP, et al) had never been studied previously.  

 

1.4. Purpose of the Study 
 
The study proposes to examine this relationship by measuring PSM’s current usage in SRE’s; 

to have SRE’s consider if the Number of Followers (NoF) is an adequate measure of PSM; and 
whether NoF is influenced by RP in tactical decision making (TDM). This will be self-analysed by 
SRE’s through their own Sales Reports & P&L statements (S&P), then report if they can see a link 
between NoF; RP in TDM; and S&P performance. 
 

1.5. Significance of the Study 
  

This study encompasses a number of inter-related and symbiotic concepts; and arguably has 
significance to an immediate audience that sit within the UK SRE & SRE (retail) genes; and it may 
also be argued that some of the concepts could have a wider audience within larger, more diverse, 
multi-national organisations; and considerations of these factors are discussed within this section 

 

1.5.1. SRE’s, Retail SRE’s & the UK Economy 
 

SRE’s have an Annual Turnover <€10m; and employ <50 people (Ec.europa.eu, 2015); 

SRE’s businesses number approximately 5.2 Million; jointly contribute £3,500 Billion annually, of 

which Retail SRE’s contribute over 30%; SRE’s employ over 25 Million people or up to 48% of the 

total UK population; provide approximately 33% of all private sector wealth; and influence the fiscal 

policy of the Bank of England and the UK Government through the R.S.I. index (FSB.org, 2014; 

Prosser, 2007; Rhodes, 2015; Lord Young, 2010~2015) 

 

1.5.2. PSM & Social/Physical Mobility 
 
Social Mobility for differing social classes is important in generating opportunities for those 

who wish to ‘achieve’; and those opportunities can; generate greater wages and increase disposable 
income; enhance social conscience; and increase the overall health & wealth of a Nation (Crawford et 
al, 2011). Allied to this, social circles (ergo; mobility) and physical locations may be inter-linked; as 
people want to ‘socialise’ with those of a similar nature; and these two factors enjoy a symbiosis 
based upon PSM usage. (Grabowicz et al, 2014)  
 

Based upon these aspects of mobility, organisations may more easily target and influence 
those who are more socially/physically mobile by utilising PSM in a constructive and directed way to 
generate greater sales resilience and long-term customer retention through interactive CRM programs 
(Crawford et al, 2011; Grabowicz et al, 2014; Felsted & Kuchler, 2015) 
 

1.5.3. PSM & Organisational Competitiveness 
 

Organisations that can understand and link the concepts of social & physical mobility 

(Crawford et al, 2011; Grabowicz et al, 2014; Felsted & Kuchler, 2015) could potentially engender a 

whole swathe of new generation consumers who integrate PSM into their core normative lifestyle; and 
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if engaged fully could deliver (based upon the organisational offerings) enhanced long-term S&P 

growth through consumer loyalty and trust 

 

These PSM friendly consumers could be retained under CRM programs (Malthouse et al, 

2013); engage succinctly with marketing campaigns (Kaplan & Haenlein, 2010, 2011; Stelzner, 2014); 

provide worthwhile data to assist in current or future business strategies such as Cost Leadership, 

Differentiation, et al (Porter, 1985); and assist in securing future offerings of an organisation; and 

support elements of competitive advantage (Barney, 1995; Bartlett & Ghoshal, 2002; Bititci et al, 

2002; Dyer & Singh, 1998) 

 

1.6. Aim of the Study 
 
In SRE’s in the UK, to determine if there is a relationship between the number of consumer 

“followers” from PSM & SRE’s RP on TDM in operational situations based upon those “follower” 
numbers; and their combined effect on S&P  
 

1.7. Objectives of the Study 
 

o To analyse the current usage statistics of PSM in small retail enterprises (SRE) in the UK; 
and to determine if SRE's consider that NoF is an acceptable metric to measure PSM. 

 
o To ascertain if SRE's in the UK consider that the Kietzmnann et al (2011) framework and 

terminology may impact the NoF on PSM. 
 

o To investigate the extent to which SRE’s believe that the NoF on PSM influences SRE's 
TDM in operational related situations 

 
o To examine the extent to which SRE’s believe that RP on TDM within operational situations 

impacts on S&P 
 

o To critically evaluate if SRE's consider that there is a link between the NoF from PSM and 
RP on tactical decisions in operational related situations; and whether there is a symbiotic 
relationship between them that influences S&P. 

 
 

1.8. Conclusion 
 
The null hypothesis was rejected as there is a demonstrable relationship between NoF & RP 

in TDM that influences S&P  
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Chapter 2: Literature Review 

2.1. Introduction 
 

A literature review (LR) is a written interpretation of available information by reputable 
academics, scholars and researchers; and expresses the range of concepts and depth of knowledge 
in existence. It highlights respective capabilities, limitations and opportunities for advancement; and is 
defined by a hypothesis, problematical issues, or research objectives. (Taylor, n.d.; Evans & 
Kowanko, 2000; Gall, Borg & Gall, 2007); and falls into what Cooper (1998) described as a 
‘taxonomy’ (Table 1) 

 
Table 1: Taxonomy of Literature Reviews 

Characteristic 
Applicable or  

non-Applicable Category 
Characteristic 

Applicable or  

non-Applicable Category 

Focus 
Research methods & Outcomes 

Applications, Practices & Theories 
Coverage 

Pivotal or Central 

Exhaustive & Representative 

Goal 
Integration & Criticism 

Identity of core issues 
Organisation 

Methodological,  

Conceptual & Historical 

Perspective Positional & Neutral representation Audience 
General & Specialised Academia 

Practitioners, Policy makers & Public 
Adapted from: Cooper, H.M., (1998) ‘Organizing knowledge syntheses: A taxonomy of literature reviews’, Knowledge in Society 1(1), pp104-126, Springer, 

http://link.springer.com/ 

 
The author’s LR is in the ‘Focus’ category (Cooper, 1998); as the author can; enhance his 

competencies; expand his knowledge base; be more efficient by reading for valid content; be critically 
evaluative of current concepts; gather evidence to support his hypothesis and hone it to a point where 
it may be tested (Saunders et al, 2009; Bloom, 1964; Shields & Rangarajan, 2013) 

 

2.2. The Author’s Research Question 
 

Conceiving a research question (RQ) is one of the most important steps for a researcher to 
undertake (Kothari, & Gaurav, 2014; Creswell, 2013; Trochim, 2002).  

 
The author’s RQ is; “In small retail enterprises in the UK, what is the relationship between the 

number of consumer “followers” from PSM & SRE’s TDM RP in operational situations based upon 
those “follower” numbers; and their combined effect on S&P?” 

 
To understand the RQ the author undertook a search for extant literature using key-words 

and phrases, including; ‘social media’; ‘popular social media’; ‘social media metrics’; ‘strategic and 
tactical decision making’; ‘risk propensity’; ‘performance management’; ‘key performance Indicators’; 
‘retail’; ‘retail classification’ and ‘small enterprise classification’ 

 
Searches were undertaken through Educational; Governmental; Reference and respected 

business repositories. (Mendeley.com, 2015, Econsultancy.com, 2015; McKinsey&Company, 2015; 
Bcg.com, 2015; Google scholar.com, 2015; UDOL, 2015

1&2
; Cmosurvey.org, 2015; Data-

archive.ac.uk, 2015; Gov.uk, 2015, 2016) 
 
A review of the extant literature provides a wealth of complex concepts that revolve around 

PSM, TDM and RP. Consideration of these factors are further discussed in this chapter. 
 
 
 
 
 

http://link.springer.com/
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2.3. Social Media: An Overview 
 

PSM is: “….a group of Internet-based applications….that allow the creation and exchange of 
User Generated Content”. (Kaplan and Haenlein, 2010, pp61); and is a communicative, sharing, 
open-source, accessible resource where users of PSM may discuss anything and everything in their 
user generated content (UGC) (Preece & Shneiderman, 2009; Rotman et al, 2011; Digital Trends, 
2014; Kaplan & Haenlein, 2010). 

 
PSM encompasses more than communication with others, as it allows users to widely interact 

at a level previously unheard of, in locations previously inaccessible; and to discuss, share or 
exchange information in contexts that are unique to the individual user; which may or may not 
influence others to their viewpoint (Kaplan & Haenlein, 2010, 2011). 

 
Its’ influence is being felt in myriad sociological, physiological and psychological ways and 

has become synonymous with increasing the human experience through openness, interaction and 
sharing of ideals that increase users’ power of information (Mathioudakis & Koudas 2009) 

 
Through Time, the widespread development and integration of PSM into society has been 

allied to the invention and introduction of technological advancements; and these two factors enjoy a 
symbiotic relationship that has determined their growth and expansion (Hendriks, 2013; Preece & 
Shneiderman, 2009; Rotman et al, 2011; Digital Trends 2014). This has resulted in the continuum, 
whereby PSM users consider being connected as normative; information access for them is a basic 
tenet; and has been easier, faster and more acceptable than at any previous time in history. (Poster, 
1995; Van Djick, 2013) 

 
PSM demand has continued to date. In 2010, worldwide, there were 0.97 Billion PSM users. 

As of January 2015, worldwide, there were 2.078 Billion users. In the UK alone, 59% of the population 
use PSM, have 38 Million active accounts and average 2.2 hours online daily. (Statista.com, 2015

1&2
; 

Fleischman, 2015; Kemp, 2015) 
 
The increased demand for information, allied to easy connectivity; showing as an explosion in 

usage, expresses PSM as being fast-paced; is widely available; socially acceptable; enjoys expansive 
connectivity; and challenges the way that business has developed through the Digital Age (Kaplan & 
Haenlein, 2010; Hendriks, 2013; Poster, 1995; Van Djick, 2013; Digital Trends, 2014; Agichtein, 2008; 
Gates & Hemingway, 1999; Launius, 2015) 

 
PSM consumers routinely have a wider choice than at any point in history; are better 

informed; and their empowerment has them enjoying more co-operative power, influence and 
authority than ever before in respect of product generation/choice/range, organisational brand 
awareness, positive or negative feedback and introduction of the brand to other similarly connected 
individuals. (Kaplan and Haenlein, 2010; Kietzmann et al 2011; Hausman, 2014; Gates & 
Hemingway, 1999) 
 

The explosion of PSM has thrown up trials for the UK business community as PSM is about 
understanding why users do what they do. (Kietzmann et al 2011; Peters et al, 2013); and if PSM is 
fully engaged, benefits include; rises in brand coverage and adoption; rises in site traffic and 
increases in customer loyalty (Tully, 2015); whilst its main key challenges include; proving ROI; 
uncertainty around audience figures; absence of strategic planning; poor understanding of PSM and 
dearth of Time given to PSM (Tully, 2015) 
 

Organisations’ that wish to succeed in this new-world marketplace need to appreciate this 
relationship paradigm as embracing ‘digital capabilities’ can actively enhance their value proposition 
and financial results (Andzulis et al, 2012; Apigee Institute 2013

1&2
) 
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2.4. PSM Content 
 

PSM is about the need to understand UGC in ways that can add value to an organisation 
(iab.net, 2008; Burnett, 2015; Lake, 2009; Hird, 2011); as each user has a unique set of values, 
beliefs and emotions that vary depending on the content they receive or share.(Berger & Milkman 
2010; Colliander & Dahlén 2011; Etlinger et al. 2012) 
 

Bespoke programs such as ‘Radian 6’ (Exacttarget.com, 2015); subscription programs like 
‘Hootsuite’ (Hootsuite.com, 2015); and free programs like ‘Klout’ (Klout.com, 2015) analyse and 
measure PSM by identifying trends in chat; spending patterns; click through rates, et al; and assist in 
potentially delivering value to an organisation by allowing them to specifically market certain products 
to certain users at certain times based upon the content reviewed. 

 
The difficulty in this is that no one metric is seen as a standard measurement of PSM through 

any industry; and this creates ambiguity, discontent, and confusion. (Gassman & Keupp, 2010; 
Hoffman & Fodor, 2010).  

 
Studies have been undertaken to rectify this including those from Kietzmann et al (2011); 

Peters et al (2013) & Goh et al (2013). Kietzmann, et al, (2011) suggested that PSM users can 
dramatically influence an organisations’ brand awareness; and users communicate to other PSM 
users in an adaptive manner based upon differing personal beliefs, ethics and morals based upon 
their perception of their psychological contract; and these factors directly affect their patterns of 
behaviour 

 
Kietzmann et al (2011) identified 7 attributes (Figure 1) in a ‘Honeycomb’ diagram; where 

attributes may be interchanged in any combination to illustrate the way the user has communicated; 
and this adaptive pattern may change when users communicate to others.  

 
Further, they argue that organisations’ who consider these attributes can more easily target 

their communications or marketing to enhance customer satisfaction and potentially engage those 
consumers for longer than ever before. 

 
Figure 1: Kietzmann et al (2011) Honeycomb Model 

 

 

Source: Kietzmann, J.H., Hermkens, K, McCarthy, I.P. & Silvestre, B.S. (2011) 'Social media? Get serious! Understanding the functional building blocks of 

social media', Business Horizons 54 (), pp 241-251 [online]. Available at www.sciencedirect.com 

http://www.sciencedirect.com/
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Although this framework offers explanation for how users connect and communicate, it 
doesn’t specify how organisations’ may measure those interactions; nor does it offer examples of 
specific metrics; and in this context, the Kietzmann et al (2011) framework may be said to be 
incomplete. 

 
The Peters’ et al (2013) framework goes further; and is based upon sociological, physiological 

and marketing concepts as they consider that PSM is a: “….living, interconnected, egalitarian and 
interactive organism” (Peters, et al 2013, pp281).  

 
They suggest that PSM possesses characteristics that make it difficult to use traditional 

metrics; as these characteristics vary from user to user and from site to site. They considered PSM in 
the overview of ‘Stimulus to Organism to Response (SOR)’ with a feedback loop grounded in Social 
Learning theorems; as this could explain the nuances and variations of the 4 characteristics; and 
provide parameters that could be set and empirically measured. 

 
The characteristics (Figure 2) are inter-linked so that variations in one factor within one 

sphere have a corresponding effect within other spheres; and variations can occur from user to user 
and from individual ‘post’ to individual ‘post’ 

 
This depth of variety creates problems in that measuring PSM metrics have to have relevancy 

and consistency for an organisation for them to be viable. (Parmenter, 2010; Reh, 2007). In this 
respect, Peters et al (2013) agree that their framework does have limitations and that organisations’ 
need to develop metrics that satisfy individual organisational requirements. 

 
 

Figure 2: Peters et al (2013) Framework & Guidelines for managing Social Media  

 
Source: Peters, K., Chen, Y., Kaplan, A.M., Ognibeni, B., & Pauwels, K. (2013), ‘Social Media Metrics - A Framework and Guidelines for Managing Social 

Media’, Journal of Interactive Marketing, 27(4) pp281–298, [online] available at www.sciencedirect.com  

 
The Peters’ et al (2013) and Kietzmann et al, (2011) framework enjoy a symbiosis, as they 

identify PSM as a living, adaptive entity that requires classification and clarification of its’ inherent 
natures prior to defining the measurement of those natures, but doesn’t provide a method to measure 
the constructs contained within it.  

 
Goh et al, (2013) attempts to mitigate this deficiency. They wished to determine the relative 

impact of PSM on a retail enterprise and using Facebook, they integrated content from a fan page 
and measured consumer transactions from one enterprise to assess the relative relationship between 

http://www.sciencedirect.com/
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PSM content and sales in that enterprise. They designed metrics to best quantify UGC, considering 
“pricing, promotion, social network attributes, consumer demographics, and unobserved 
heterogeneity” (Goh et al, 2013, pp8) and linked this to marketing metrics such as “apparel purchase 
expenditures” (Goh et al, 2013, pp8). 

 
Goh et al, (2013) discovered that UGC has a higher impact upon consumer behavior than 

directly marketed content (+20%); and proved that PSM content does have a positive impact upon 
sales in a retail context. Although the study by Goh et al (2013) provides relative proof that PSM can 
impact sales in a retail enterprise, care should be taken as they examined their context in light of one 
enterprise only and one PSM site only. Further the study was undertaken in Korea, where cultural 
differences could markedly impact upon UGC (Kietzmann et al, 2011; Peters et al, 2013).  

 
The Goh et al (2013) findings indicate initial support of both Kietzmann et al (2011) and 

Peters et al (2013) frameworks; suggest that PSM communities and the users within them can impact 
upon purchase patterns; and the levels of user expenditure based upon variations of motivation, 
content, network structure and interactions.  

 
This is partly supported by Agichtein et al, (2008); Colliander & Dahlén, (2011); Andzulis, et 

al, (2012); Asur & Huberman, (2010) and Burnett, (2015) who suggest that PSM content varies from 
user to user depending on a multitude of factors including determinants of personal interest, breadth 
of connectivity and strength of relationships; hence PSM’s quality, depth and meaning may vary 
depending on the interests of the user and their interaction with others in their network.  

 
 In a wider sphere, the Goh et al (2013) study could have profound implications on 

businesses if it can be replicated in a broader vein with a greater number of enterprises, differing PSM 
sites and in different Countries.  

 
The author proposes to adopt the Kietzmann et al (2011) Honeycomb as it provides a valid 

construct from which SRE’s may self-analyse their offerings on PSM; may explain variations in NoF 
based upon content; and may offer correlational data that infers a relationship from content that 
affects SRE’s RP in TDM & S&P. 

 
Further, the author suggests that UGC may be partly explained by way of primary & 

secondary stimuli transmission channels (Appendix 1), where information from primary stimuli is 
received and digested; then “shared” via PSM using the Kietzmann framework to other users. 

 
Subsequently those users could receive & digest & re-share based upon their interpretation of 

the constructs within the Kietzmann et al (2011) framework. This pattern of use, if measured by SRE’s 
could provide them with opportunities to identify why, when and how their consumers purchase; and 
offer them the opportunity to reduce their RP in TDM. 

 
Arguably, testing of this Kietzmann et al (2011) framework within the authors study could build 

upon the knowledge to support one part of the Peters et al (2013) framework as it falls within the 
“Content” characteristic; and potentially support the premise of the Goh et al (2013) study by 
empirically examining a different facet of PSM and retail. 

 
However, its limitations include; potential researcher bias (construction of questions that may 

determine the direction of answers); and the self-analysis by respondents could skew the results as 
they may exaggerate results to satisfy personal feelings. 

 

2.4.1. Number of Followers as a metric for PSM 
 
 
NoF as a metric to track PSM usage is valuable in that it can be used in a number of different 

ways; capture definitive audience size; identify changes in existing and new follower numbers; and be 
analysed (ratios, et al) to identify increments/decreases per product, per offering, or as a whole 
(Kranz, 2015) 
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In supporting NoF, Cmosurvey.org (2015) identified an 88% increase in the frequency of 
“followers” as a viable metric for organisations to track.  (Table 2) 

 
Table 2: Frequency of Social Media Metrics used by Companies 

 
Adapted from Cmosurvey.org (2015) ‘Measuring the Impact of Social Media on Your Business’, Ross, B & Gorman, S. (eds), [online] available at 

http://cmosurvey.org/blog/measuring-the-impact-of-social-media-on-your-business/ 

It may be argued that SRE’s with limited resources (Time, capital, et al) may more easily track 
NoF as it can be easily recognised, encompasses a number of important spheres (Kranz, 2015) and 
be easily adapted into KPI performance measurement processes 

 

2.5. Social Media & Retail 
 

Retail has struggled to understand PSM (Ailawadi, 2001; Rosen & Howard, 2000; Beringer & 
Southwell, 2011; Retailtouchpoints.com, 2015) This is surprising, as retail is a fast-paced, multi-
faceted business sector that usually encompasses technology readily to engender customer 
satisfaction, enhance S&P and encourage repeat business by introducing and developing new 
products; and would appear to ideally suit the premise of PSM (Thegrocer.co.uk, 2015; 
Brickmeetsclick.com, 2015) 

 
The opportunities that SRE’s (defined as business that have less than 50 people working for 

them and have an Annual Turnover/Annual Balance Sheet Total of less than €10m (Ec.europa.eu, 

2015)) are missing not fully utilising PSM must be substantial; as currently in the UK, it is: 

“…estimated there are 5.2m small businesses…Wholesale and Retail Trade accounts for over a third 

of all SME turnover….combined turnover of more than £3,500 billion…..employ 25.2 million people…” 

(FSB.org, 2014; Prosser, 2007).  

 

Further, SRE’s employ a significant number of people (48% of UK employment); make a 

colossal contribution to the UK’s wealth (33% of private sector turnover); indicate the overall health of 

the UK’s economy (R.S.I.) and impact upon the future fiscal policy of the Government and the Bank of 

England (Rhodes, 2015; FSB.org, 2014; Lord Young, 2010~2015).  

 

Arguably, if SRE’s could fully utilise PSM through measuring its’ effects; and use this 

information to improve their RP in TDM, SRE’s may have an even larger impact on the health of the 

wealth of the UK. (Rhodes, 2015; FSB.org, 2014) 

 

2.6. Retail & KPI’s 
 
In retail, a recognised method to engender greater S&P is by regular measurement of KPI’s. 

They are used for periodic reviews of fairly immediate and historical data; create focus and direction 
that improve team performance; improve decision making through availability of key information; 
promote organisational goals; foster efficiencies; and may be used to forecast trends (Parmenter, 
2010; Reh, 2007; Tsai & Cheng, 2012) 

 
If PSM KPI’s were standardised, the potential effect, especially on RP in TDM (and by 

association, S&P) for SRE’s could be enormous; as the available data could be based on almost 
immediate real-time responses to current trends, allowing decision making to be directed and 
efficient, subsequently engendering greater S&P. 

 
Further, NoF from PSM on RP in TDM can be examined through respondent’s self-analysis of 

their KPI’s from S&P Statements as they are; relatively simple for the author’s population; should be 
making these decisions on a daily basis; reviewing them continually; can understand and interpret the 
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data readily; are based on facts; and directly indicate the relative success/failure of TDM over a short 
time-span based upon decisions they make in basic retail operations (Table 3) 

 
Table 3: SRE's Daily Operations & associated Reporting Methods 

Day to Day Retail operations 

for Small enterprises 
Reporting method 

Buying 

Daily/Weekly Sales reports 

Monthly P&L statements 

Inventory analysis 

Marketing 

Product placement 

Promotions 

Stock availability 

2.7. Risk Propensity in Decision Making 
 
With the ever-expanding PSM base and the advent of technologically aware and empowered 

users, PSM has, and will continue to be, a massive force for change; and in a business context, this 
change to an organisations’ external and internal environment is dynamic. (Fleischman, 2015; 
Hendriks, 2013; Andzulis et al, 2012; Asur & Huberman, 2010) 
 

There are many models that show how the environment of an organisation may be affected; 
notably; PESTLE (or PEST) (Aguilar, 1967), Porters’ 5 Forces (Porter, 1980), Porters’ Generic 
Strategies (Porter, 1980), SWOT (Humphrey, 1960~1970); and well developed Change management 
structures; notably; Kotters’ 8 Step Process (Kotter, 1996); ADKAR (Hiatt, 2006) & McKinsey’s 7 
stage model (Waterman et al, 1980). There are volumes of prior research in existence and the author 
won’t re-examine these models. 
 

The commonality in these models though, is that organisations consider aspects of changes 
to their environments and react accordingly through adaptations to strategy or tactics to lessen, 
negate or capitalise on these forces. (Aguilar, 1967; Porter, 1980, 1985; Humphrey, 1960~1970); and 
these adaptations come in the form of decision making.   

 
Arguably, SRE’s may not make use of these models as they may consider them too intrusive, 

unworkable or too expensive; and may decide to examine changes to their environment and make 
decisions from that analysis by experience; via KPI’s or by ‘feel’. 
 

In this context, the basis of decision making is based upon evaluations of personal RP that 
encompasses aspects of experience; personal expectations; beliefs and most importantly the 
information available at the time. Further, the decisions made in a social, personal, or emotional 
context vary greatly from those made in a business context, as expectations and outcomes vary 
significantly (Knight et al, 2001; Hung & Tangpong, 2010; Sitkin & Weingart, 1995). 

 
Decision making from dynamic PSM UGC may be thought as; ‘strategic’ (affects the long-

term viability of an enterprise)’; and ‘tactical’ (day-to-day operational) (McCrary, 2009; Gómez et al, 
2004; Ailawadi, 2001; Walters, 1988; Cronin, 1985; Ayanso et al, 2010; Dubelaar et al, 2001; Clark, 
2010; Knight et al, 2001; Mansor & Bahari, 2010; Harrington & Ottenbacher, 2009).  

 
In SRE’s, enabling decisions that consider RP from PSM UGC could deliver tactically efficient 

operations that are timely, well-planned, well-marketed, well-communicated with sufficient stock at a 
price and availability, drive customer satisfaction that increases S&P, customer retention and future 
strategic goals (Papadakis et al, 1998; Kline, 1994; Kline et al, 1992; Harrington & Ottenbacher, 2009; 
Turban et al, 2007; Cannon-Bowers et al, 1992; Gibson, 1995; Simon, 1979) 

 

2.8. Previous Studies 
 

Sitkin & Weingart (1995) wished to understand risky behaviour in a business setting and they 
used a self-reported survey method to determine results. They asked a series of questions scored via 
a Likert (Likert, 1932) scale, in various social, economic and emotional areas to understand how risky 
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behaviour affected individual decision making. They determined that; RP varies from context to 
context; from user to user; and variation in personal RP affects decision making. Their scale is termed 
B.R.P.S. (Business Risk Propensity Scale); and is recognised as a valid measure of RP (DMIDI.net, 
2015; Huff et al, 1997; Hung & Tangpong, 2010; MacCrimmon & Wehrung, 1985) 

 
Huff et al, (1997) went further. They wished to validate the B.R.P.S. more succinctly using a 

self-reported survey to understand RP. The Huff et al, (1997) study was based around the premise 

that”…every business decision maker has to become proficient at factoring risk into the decision‐
making process. How the risk level of the transaction affects the decision maker and the eventual 
decision is a function of that person's RP” (Huff et al, 1997, pp39). They determined that B.R.P.S. was 
a valid scale to indicate RP; and argued that B.R.P.S. (Sitkin & Weingart, 1995) could be employed to 
alleviate concerns over risky decisions in a business context; as understanding the tenets of RP 
reduce the risky behaviour somewhat. 

 
Hung & Tangpong (2010) went further. They argued that the Sitkin & Weingart (1995) and 

Huff et al (1997) studies didn’t factor in multiple business sectors and wished to demonstrate this by 
way of a self-reported survey based upon risk based questions from a descriptive passage.  

 
They vindicated the Sitkin & Weingart (1995) and Huff et al (1997) studies; and provided a 

predictive, multifaceted business context scale that goes some way to mitigate RP; as it identified 
determinants of risky behaviour and how those factors once understood can determine managerial 
actions in decision making; and those decisions can be become smoother, faster, more reliable and 
garner less financial risk.  

 
As part of the author’s study, he proposes to adopt and adapt some of questions from the 

Sitkin & Weingart (1995) and Huff et al (1997) studies and utilise a Likert (Likert, 1932) scale in a self-
analysed survey as the methodology is sound (Sitkin & Weingart, 1995; Huff et al, 1997; Hung & 
Tangpong, 2010); has a proven viability and provides a recognised method to asses RP in a business 
context (DMIDI.net, 2015)  

 
Inclusion of NoF in PSM and RP in TDM in the author’s study allows him to; investigate and 

consider if PSM has a causal relationship with them; infer data from a sector that is extremely 
important and well respected; may allow for generalisation of the study results; could significantly 
broaden the knowledge base; and allow future researchers the opportunity to continue in this vein. 

 
The limitations of this include; potential researcher bias (based upon inference or correlative 

analysis of the data); and self-analysis of difficult concepts by respondents may affect their ability to 
complete the survey. 
 

2.9. Case Studies in PSM 
 

Case studies are a recognised research methodology that are; mostly qualitative; 
informational or based upon observation; may provide previously unseen insights; and collates 
multiple sources of material (Yin, 2014). In this context, the author utilised a number of UK Case 
Studies to support his research and LR. (Table 4) 
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Table 4: Case Studies - UK Companies that use PSM 

Case 
Study 

UK Company PSM Involvement & Uses Author’s Observations 
References 

1 BT Tradespace Professional networking; Business advice; Knowledge Repository 

UK’s 1
st
 B2B networking site 

Precursor to Facebook, Twitter, et al  
Site Closed Nov 2013 as didn’t generate enough 
interest/income 

Hird (2011) 
 

2 Doctors.net 
Professional networking; Knowledge repository; Informal/formal Advice 
Subject Matter Experts; Communication 

Used by over 80% of medical professionals to 
network and communicate on all issues related to 
medicine. 

3 Econsultancy Business advice; Knowledge Repository; Communication & Engagement 
Informative and widely respected for quality 
information that is current, challenging and 
thought-provoking 

4 Shipserv 
Strategic Brand awareness; Expansion of consumer base;  
New Market orientation; New Product Placement 

Strategic plan for business to expand into a non-
traditional market to support expansion and 
growth. Successful in extending market share 
significantly 

5 Virgin Media 
Brand awareness & expansion; Communication; Customer retention & engagement; 
Diversification; New Product Placement 

Iconic brand with immediate customer 
perception/recognition. Sometimes adapts PSM to 
engage its’ customer base for diversification 

6 Harrods Brand awareness; Consumer engagement & involvement; Marketing 
Iconic brand with a global market that exemplifies 
customer service/engagement. Leads and 
develops consumer trends. 

Businesscasestudies.
co.uk (2016) 

 

7 
Boots  
(‘17’ brand) 

Re-branding; Market positioning; Consumer interaction & Communication; Marketing 

Traditional High Street retailer. Chose to engage 
PSM to re-brand a “teen” brand as this sector is 
highly fashionable, valuable (£’s terms) and has a 
very wide influence on peers 

8 
Masterfoods  
(‘Mars’ brand) 

Re-branding; Market positioning; Consumer engagement; Marketing 

Chose PSM (& other media) to re-launch “Mars”, 
an iconic 40+ year old brand. Re-vamp for 
strategic market penetration & new market 
engagement 

9 Polestar Market Orientation; Consumer engagement; Marketing 
B2B print company that uses PSM to engage 
businesses to develop their market & diversify 

10 Travelodge 
 
Re-branding; Market positioning; Consumer engagement; Brand Awareness 
 

Well known, low cost brand that re-branded itself 
to engage new consumers & developed its’ 
market 

 
Based upon the information and observations, it may be argued that these and other UK Organisations follow a broad spectrum of activities using 

PSM that are designed to; engage, retain and grow their consumer base (Malthouse et al, 2013); secure, develop or explore new markets through introducing 

or re-launching products (Porter, 1985); enhance or develop brand awareness (Kaplan & Haenlein, 2010, 2011; Stelzner, 2014); and these activities may 

support their competitive advantage (Barney, 1995; Bartlett & Ghoshal, 2002; Bititci, et al, 2002). Further, that the selection of PSM and method of 

dispersement/engagement may be dependent on the activity being undertaken, its’ strategic role, its’ content and how it’s utilised (Peters et al; Goh et al, 

2013)
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2.9.1. Case Study: Conclusion 
 
Hird (2011) & Businesscasstudies.co.uk (2016) detail a number of UK case studies that 

involve PSM for differing activities; whilst Whittlemore (2012) details over 200 similar global case 
studies that concern PSM and organisations across varying business sectors; and it may be argued 
that the commonality in all these studies is the underlying understanding that PSM can improve S&P if 
customer engagement is targeted through relationship management; and in certain circumstances 
PSM can be said to influence both strategic and tactical decision making (McCrary, 2009; Gómez et 
al, 2004; Ailawadi, 2001; Walters, 1988; Cronin, 1985; Ayanso et al, 2010; Dubelaar et al, 2001; 
Clark, 2010; Knight et al, 2001; Mansor & Bahari, 2010; Harrington & Ottenbacher, 2009). 

 

2.10. The Author’s Hypothesis 
 

Based upon the author’s RQ; extant literature; examination of case studies; and the author’s 
retail management experience, the author developed a hypothesis that is based upon: 
 

 PSM content used in SRE’s in the UK gives rise to data in the form in the NoF;  

 And; that NoF affects SRE decision makers’ business related RP in TDM when considering 
localised operational related situations. 

 And; that variations in NoF impacts RP in TDM when considering localised operational related 
situations;  

 And that together they influence S&P generation 

 
Ergo: 

Author’s H1 :- In SRE’s in the UK, there is a relationship between the NoF from PSM and RP 
in TDM when considering localised retail operational related situations that influences S&P  

 
Author’s H0 : - There is no relationship….. 
 

2.11. Hypothesis testing & operationalizing a Hypothesis 
 

Hypotheses are designed to be tested through the measurement of its IV and DV. The IV(s) 
are purposely manipulated to test the effects on the DV; are always considered as either Null (H0) or 
Alternate (H1); and have been described as “if, then” scenarios. (Shuttleworth, 2015; Creswell, 2013) 

 
A null hypothesis (H0) is always tested and once data has been gathered, a researcher may 

accept or reject the null hypothesis based upon statistical significance (Shuttleworth, 2015; Creswell, 
2013) 

 
Variables need to be fully expressed so as to understand the context of the research 

(Shuttleworth, 2015; Creswell, 2013); and operationalizing is the method of assigning a measurable 
value to a variable that illustrates its concept. It should be based on information from previous 
validated research studies as this allows the researcher to justify any results through inference and 
reference. Further, when a researcher operationalizes, they may choose any definition of that variable 
that they believe expresses the concept of the variable. (Shuttleworth, 2015) 

 
The author’s operationalized DV is “S&P” in SRE’s as it expresses itself well and is a robust, 

well known method of reporting factual retail data. It may be measured and self-analysed by 
respondents through knowledge of their KPI’s or S&P statements; and be assimilated into the author’s 
survey. 

 
The author’s IV’s are “the NoF” from PSM and “RP” in TDM; and may be considered by 

inference from respondents’ self-analysis based upon; questions that use the Kietzmann et al (2011) 
framework and terminology; and constructs from within the B.R.P.S. scale (Sitkin & Weingart, 1995; 
Huff et al, 1997; Hung & Tangpong, 2010)  
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2.12. Conclusion 
 

IV1, IV2 and DV elements will be tested through an initial pilot study (Appendix 2) and full 
survey (Appendix 3) that could indicate whether the hypothesis H0 can be accepted or rejected; and 
should provide data for statistical analysis that could assist in answering the Research Aim & 
Objectives  
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Chapter 3: Research Methodology 

3.1. Introduction 
 

Research characteristics and processes are essential to the collection, evaluation of, and 
interpretation of information to answer a RQ; and these elements combine to provide a pathway that 
has been described as research methodology (RM) (Trochim, 2002).  

 
Bhattacharyya (2006, pp3) states:” Research may be defined as a documented prose 

work…..organized analysis of the subject…..with suitable acknowledgement and consultation”.  
 
Further, RM has been described as a methodical process (Burns, 1997) and of a cyclic nature 

(Mackenzie & Knipe 2006). Saunders et al (2009) goes further and suggests that research is layered 
like an onion; and considering the factors in one layer leads directly to another layer that then requires 
consideration, and so on, until the core is reached. ( 

Figure 3)  
 

Figure 3: The Research Onion 

 
© Saunders, M., Lewis, P., & Thornhill, A. (2009) ‘Research Methods for Business Students’, 6th edition, Pearson, available at http://wps.pearsoned.co.uk/ 

 
In order to ensure that a methodical process is followed (Burns, 1997) the author will adopt 

the Saunders el al (2009) model so as to have a solid structure that considers relevant factors and 
may provide cognizant results in his study. Presentation of each layer is discussed further in this 
chapter  

 

3.1.1. Ethics in Research 

 
Ethics is a foundation stone of research (Aguinis & Henle, 2008; Ethicsguidebook.ac.uk, 

2015); and has evolved based around the non-sanctioned testing of human subjects in concentration 
camps through World War 2 (The Nuremberg Code, 1947); and a conference in Helsinki based 
around human based medical research (Wma.net, 2015; Esrc.ac.uk, 2012) 

 
As ethical concerns take precedence over all other factors and influence all areas of a 

researchers’ study; an ethical overview should consider consent, where permission should be sought 
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from every respondent to ensure their understanding of their inclusion in any testing and their 
agreement to the testing. (Gregory, 2003; Kumar, 2014) 

The author will satisfy these considerations through all layers of the research onion (Saunders 
et al, 2009) by; fully informing respondents of their rights by introducing himself through a Participant 
Information Letter (Appendix 4); requiring that all respondents read and electronically sign an adapted 
University of Derby Consent & Withdrawal Letter (Appendix 5) prior to undertaking his survey; and 
have been shown an adapted University of Derby Debrief Letter at the end of the survey (Appendix 
6); securing data on a website with a secure server to which only the author has access to comply 
with Data Protection Laws; and completing the University of Derby Ethics Process that is verified for 
propriety by an Ethics Committee. 

 

3.2. Onion Layer: Philosophy 
 

A researcher’s ethics, beliefs and thoughts can influence the content and direction of their 
research; and they build a personal “theoretical framework” that differs from the research theory; and 
is termed a paradigm (Mertens, 2005; Bogdan & Biklin 1998; Cohen & Manion, 2011) 

 
The author’s paradigm is “Pragmatism’; where knowledge is gained through practical 

application (Saunders et al, 2009); and as the author ethics are based around personal beliefs of 
honesty and integrity, his paradigm needs to consider respondents aspects of anonymity, participation 
and communication. (Faunce, 2008; Gaa, 1996; Rhodes, 2010; Guillemin & Gillam, 2004) 

 
Considering this and other aspects, the author’s study is ‘Mixed-Method’ (Tashakkori & 

Teddlie, 2010; Vagias, 2006; Onwuegbuzie & Collins, 2007; De Waal, 2005) where elements of both 
quantitative and qualitative studies are incorporated. 

 
‘Mixed-Method’ studies are normally associated with ‘Pragmatism’ (Saunders et al, 2009) as 

they consider; Quantitatively, data collection that is examined mathematically for generalisation of 
research findings; is predictive and analytical; encapsulates large data volumes; and may validate 
causal relationships (Gweyi, 2014; Bar-Ilan, 2007; Javaid, 2013; Feilzer, 2009); Qualitatively, data 
that is examined through interpretative reasoning as it expresses human content; is useful for 
studying in-depth (case studies); is responsive; and can be used to describe complexities within 
phenomenon. (Locke et al, 2010; Marshall & Rossman, 1999) 

 

3.3. Onion Layer: Research Approaches 
 

Creswell (2013, pp3) states that research approaches are: “plans and the procedures for 
research that span the steps from assumptions to methods of data collection, analysis, and 
interpretation”; whilst research approaches have been described as ‘Inductive’; ‘Qualitative’; 
‘Deductive’; or ‘Quantitative’ (Saunders et al, 2009) 

 
The author’s study is ‘Deductive’ (Saunders et al, 2009) as it will offer the opportunity to 

conjecture about causal relationships based around; the extant literature; the theories uncovered; 
other research undertaken; and testing his hypothesis with empirical data (Creswell, 2013). 

  
This approach aligns well with the ‘Pragmatic’ paradigm (Saunders et al, 2009) and supports 

the ‘Mixed-Method’ typography. (Tashakkori & Teddlie, 2010; Vagias, 2006; Onwuegbuzie & Collins, 
2007; De Waal, 2005); and can support the author’s ethical stand point (Faunce, 2008; Gaa, 1996; 
Rhodes, 2010; Guillemin & Gillam, 2004) 
 

3.3.1. Research Questions (RQ) & Hypotheses 
 

Generating and formulating a RQ is one of the most important steps to take (Kothari, & 
Gaurav; 2014; Creswell, 2013; Trochim, 2002). 
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Within the ‘Deductive’ (Saunders et al, 2009) approach, the author’s RQ was: “In small retail 
enterprises in the UK (SRE’s), what is the relationship between the number of consumer “followers” 
from PSM & SRE’s TDM RP in operational situations based upon those “follower” numbers; and their 
combined effect on S&P?”. Further the author’s RQ is guided by actions and consequences in the real 
world (Tashakkori & Teddlie, 2003; Mertens, 2005; Somekh & Lewin, 2005; Creswell, 2013); and the 
questions he asks may influence those actions and consequences (Ormerod, 2005; Feilzer, 2009).  

Further, his RQ has a number of characteristics that collectively; permit him to build logical 
arguments; direct, explain and categorise the research process; and empower him to plan 
strategically (Airs.library.qut.edu.au, 2015; Isaac & Michael, 1995; Creswell, 2013) whilst ensuring 
ethical commitments are met (Faunce, 2008; Gaa, 1996; Rhodes, 2010; Guillemin & Gillam, 2004) 

 
As a continuation of the ‘Deductive’ approach the author adapted his RQ into a hypothesis 

that predicts a correlational relationship between two or more factors. (Hypothesis, 2015). Within this, 
the ‘Aim’ (1.6) and ‘Objectives’ (1.7) provide contextual structure and defined content that identifies 
exactly how the RQ is to be answered (Ro.uwe.ac.uk, 2015; Goel et al,1997) 
 

3.4. Onion Layer: Research Strategies 
 

Research strategies are about how the researcher will carry out the study; and considers the 
approach; and may examine sources of data collection and considerations of constraints (economical, 
ethical, et al); whilst research tactics involve considerations of data collection methodology and 
analysis methods (Saunders et al, 2009)  

 
Kumar (2014) argues that strategy should include a number of other important factors (Table 

5); and a researcher has to demonstrate a number of personal traits and/or behaviours to ensure the 
research process retains momentum and objectivity. 

 
Table 5: Behavioural & Personal Traits affecting Research 

Personal Trait 

or Behaviour 
Context Positive effects Negative effects 

Interest 

Highly pressurised schedule of 

work. 

Time Bound. 

 

Remains confident. 

Overcomes unforeseen hurdles. 

Remains on schedule 

Dithers. 

Becomes dis-enchanted and loses 

objectivity 

Consistently misses deadlines. 

Scale 
Resources required to deliver 

Study within defined time limits 

Able to define and utilise relevant 

resources to make the topic 

practicable, precise and clear 

Inability to synchronise resources. 

Lack of cohesion, structure and clarity 

Conceptual 

Measurement 

Ethos and understanding of 

concepts used in the research 

Clear vision and clarity. 

Able to express, evaluate, critique 

and justify underpinning theories 

 

Lack of clarity, no vision. Unable to 

articulate understanding. Poor 

critiquing and lack of justification 

Expertise Researchers’ level of ability 

Able  to assimilate their knowledge 

and undertake coherent operational 

processes required 

 

Over-reaches and fails to deliver 

operational processes. 

Morale and motivation suffers 

Relevance: 

adds to the existing level of 

information and bridges gaps in 

knowledge 

Able to identify, critique and justify 

inclusion to existing knowledge 

base 

Unable to assimilate and add to 

knowledge, or to justify inclusion 

criteria 

 

Data 

Availability 

Data is sustainable, clear, 

concise and valid 

Ability to read, evaluate and 

selectively assimilate relevant data 

that is valid 

Unable to source or identify clear and 

valid data. 

Leads to in-correct critiques, poor 

evaluation and judgemental issues. 

Ethical 

concerns 

Extent to which the research 

will impact the study sample 

and population 

Able to articulate and consider 

ethical use of methods and 

incorporate safeguards for 

vulnerable respondents (or groups 

of) 

May lead to cancellation of entire 

Study. 

Concerns for respondent safety (Data 

Protection, et al) 

Adapted from Kumar, R., (2014) ‘Research Methodology: A Step-by-Step Guide for Beginners’,4th Edition, Sage Publishing, www.sage.pub.com 

http://www.sage.pub.com/
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Research strategy is also associated with methods to collect the data and researchers’ 

paradigms (Saunders et al, 2009; Creswell, 2013; Gweyi, 2014); and the choices available to the 
researcher as part of the data collection method are myriad and each method offers benefits and 
pitfalls (Table 6) 

 
Table 6: Research Strategies & associated Data Collection Methodologies  

Examples of 

Ethical 

Considerations 

Paradigm 
Research Strategies & Data 

Collection Methods 
Relevant Authors 

Data 

Protection 

Laws (storage, 

retrieval, 

transmission, 

et al) 

 

Active Consent 

to participate 

or withdraw 

 

Protection of 

Anonymity 

 

 

 

 

 

Post-positivist Mostly 

Quantitative 

 

Experiments 

Paper/Web based 

surveys 

Causal comparison 

Gweyi (2014), Bar-

Ilan (2007), Javaid 

(2013) Feilzer 

(2009) Positivist 

Interpretivist or 

Constructivist 

 

Mostly 

Qualitative 

 

Face-face or phone, 

focus groups, 

observations, 

documental review, 

action research, Case 

studies 

Locke et al (2010), 

Marshall & 

Rossman (1999) 

Transformative 

Qualitative 

& 

Mixed 

Method 

Researchers’ choice 

of combining methods 

Tashakkori & 

Teddlie (2010), 

Vagias (2006), 

Onwuegbuzie & 

Collins, (2007), De 

Waal, (2005) 

 

Pragmatic 

 

Mixed 

Method 

 
 
The author will use a mixed-method (Tashakkori & Teddlie, 2010; Vagias, 2006; 

Onwuegbuzie & Collins, 2007; De Waal, 2005) Online (O) survey (Gweyi, 2014; Bar-Ilan, 2007; 
Javaid, 2013; Feilzer, 2009) (Appendix 3) supplemented by PI interviews with the same question set 
for co-operative analysis. 

 
These methods have advantages that; Online: it’s relatively cost-effective and easy to 

administer; can involve a significant number of respondents simultaneously; Phone: has a smaller 
sample and population size that could provide justifiable results; is more personal and may engage a 
higher response rate. 

 
Conversely; validity may be an issue as it would be all self-regulated; respondents may find 

the survey difficult to understand; respondents may not necessarily be available, nor wish to be 
involved and actively resent the intrusion; and errors in the questionnaire may detrimentally affect the 
results and conclusions. (Taylor-Powell 1998; Krosnick & Presser, 2010) 

 
The author’s choice of O & PI leans more towards the ‘Positivist’ or ‘Post-Positivist’ (Saunders 

et al, 2009; Gweyi, 2014; Bar-Ilan, 2007; Javaid, 2013; Feilzer, 2009) paradigm. Introducing a 
qualitative element into the author’s survey with Likert scales (Likert, 1932) can provide a composed 
view of the data gathered, as data sets that contain both qualitative and quantitative elements gives a 
more balanced set of results (Vagias 2006; Caracelli & Greene,1993) 

 
The survey will align better with the Saunders et al (2009) ‘Pragmatist’ typography and 

‘Mixed-Method’ approach (Tashakkori & Teddlie, 2010; Vagias, 2006; Onwuegbuzie & Collins, 2007; 
De Waal, 2005); and potentially support the premise of the author’s hypothesis (Feilzer, 2009; 
Creswell, 2013; Mertens, 2005; Somekh & Lewin, 2005; Tashakkori & Teddlie, 2003); and offers the 
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author the opportunity to employ ethical considerations throughout (Faunce, 2008; Gaa, 1996; 
Rhodes, 2010; Guillemin & Gillam, 2004) 

3.5. Onion Layer: Research Choices 
 

Research choices have been described as ‘Mono-Method’, ‘Multi-Method’ and ‘Mixed-Method’ 
(Saunders et al, 2009; Tashakkori & Teddlie, 2003, 2010; Trochim, 2002).  

 
As the author will utilise the ‘Pragmatist’ paradigm (Saunders et al, 2009) and Mixed-Method 

approach (Tashakkori & Teddlie, 2010; Vagias, 2006; Onwuegbuzie & Collins, 2007; De Waal, 2005) 
it follows that his choice of research be ‘Mixed-Method’ (Saunders et al, 2009; Tashakkori & Teddlie, 
2003, 2010; Trochim, 2002). 

 
Arguably this choice complements the paradigm and methodology as it; gives the opportunity 

for accurate interpretation; offers the author opportunities to study the research issue from multiple 
aspects; can facilitate his learning and understanding; generalise answers from inference from the 
data; triangulate necessary elements to support his hypothesis (Saunders et al, 2009; Tashakkori & 
Teddlie, 2003, 2010; Trochim, 2002); and support considerations of ethical action (Faunce, 2008; 
Gaa, 1996; Rhodes, 2010; Guillemin & Gillam, 2004) 
 

3.6. Onion Layer: Time Horizons 
 

Time horizons are considered to be ‘longitudinal’; where studies are carried over an 

unspecified time frame; or ‘Cross-Sectional’; where there is a definite time frame for completion; and 

both are independent of the research strategy (Saunders et al, 2009) 

The author’s study is ‘Cross-sectional’ (Saunders et al, 2009; Cebm.net, 2015; Coughlan, et 

al 2007; Creswell, 2013) as; he has a definite time-frame for completion (Saunders et al, 2009); has a 

representative portion of a study that may answer his hypothesis (Cebm.net, 2015; Coughlan, et al 

2007; Creswell, 2013); and the study is illustrative of a snap-shot in time. 

 

3.7. Onion Layer: Techniques & Procedures 

3.7.1. Data Collection 
 
Data collection occurs in one of two ways; ‘Primary’; where data is original and gathered first 

hand; and ‘Secondary’; where data is gathered from other sources. (Saunders et al, 2009; Creswell, 
2013; Gweyi, 2014) 

 
In the author’s study, his Primary source will be that of the O and PIs survey questionnaire 

(Lee & Forthofer, 2006; Hill, 1998; OECD.org, 2015) that engages respondents in a Mixed-Method 
qualitative and quantitative way (Tashakkori & Teddlie, 2010; Vagias, 2006; Onwuegbuzie & Collins, 
2007; De Waal, 2005); that should produce original data based upon the questions he poses (Taylor-
Powell 1998; Krosnick & Presser 2010); and could assist in the validation of his hypothesis (Saunders 
et al, 2009; Tashakkori & Teddlie, 2003, 2010; Trochim, 2002). 

 
The author’s Secondary data has been gathered through; a review of extant literature from 

Organisational, Educational and Governmental repositories (Chapter 2: Literature Review) that was 
used to identify the key areas of the study including the RQ that assisted in the development of the 
author’s hypothesis; and to identify gaps in the knowledge base that the study proposes to address. 
(Saunders et al, 2009; Creswell, 2013; Gweyi, 2014)  

 
Primary and secondary data collection assist in assuring reliability and rigour across the 

author’s Mixed-Method study and can provide; greater validity and trust in the results; maximised 
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fidelity; a high level of transparency and a greater reliability of comparison (Anderson, 2010; Allende, 
2015).  

As analysis of statistical data from a Primary source may also be considered as a Secondary 
source (Kothari & Gaurav, 2014); considerations of; research & questionnaire design; population and 
pilot studies; response rates; and sampling went into the study. 

 

3.7.2. Research Design 
 

Research design (RD) provides a ‘vehicle’ for the researcher to clarify how to gather evidence 
to answer the RQ (Nyu.edu, 2015). RD vary based on research approach (Qualitative, Quantitative or 
Mixed-Method; (Creswell, 2013) and quantitative designs may be considered to be ‘Descriptive’; 
where observations are made without interference or ‘Experimental’ (Hopkins, 2015); where ‘before’ 
and ‘after’ situational inferences are made. 

 
The authors’ RD is ‘Descriptive’; as a continuation of the ‘Deductive’ approach (Saunders et 

al, 2009); as this typology attempts to calculate and define the relationship between two elements. 
(Gulati, 2009; Goel et al, 1997, Hopkins, 2015). 

 
In the author’s case, it will be to ascertain if there is a relationship between; NoF on PSM; RP 

on TDM & their impact on S&P in UK SRE’s. Further, this alignment enables the author to; test his 
hypothesis empirically; assert whether his research objectives may be said to be valid (Nyu.edu, 
2015); is based upon previous validated studies (Kietzmann et al, 2011; Peters et al, 2013; Goh et al 
(2013); Hung & Tangpong, 2010; Sitkin & Weingart, 1995; Huff et al, 1997); and marries neatly with 
the ‘Pragmatism’ (Saunders et al, 2009) and ‘Mixed-Method’ approach (Tashakkori & Teddlie, 2010; 
Vagias, 2006; Onwuegbuzie & Collins, 2007; De Waal, 2005) 
 

3.7.3. Questionnaire Design 
 
BMJ.org (2004) state:” Questionnaires offer an objective means of collecting information 

about people's knowledge, beliefs, attitudes, and behaviour”; and are designed to specifically elicit 
responses that may answer the RQ and objectives from the chosen population (Taylor-Powell 1998; 
Krosnick & Presser 2010) 

 
The author’s questionnaire (Appendix 3) consists of ‘Exploratory’, ‘Qualitative’ or ’Open-

ended’ questions that were wholly designed by the author, except those directly associated with 
measuring RP (Sitkin & Weingart, 1995; Huff et al, 1997; Hung & Tangpong ,2010) which were 
slightly adapted to suit.  

  
It may be argued that this questionnaire may provide attitudinal context (Taylor-Powell 1998; 

Krosnick & Presser 2010); and may answer the author’s Aim and Objectives; as questionnaire design 
stimulates responses that answer the RQ (Taylor-Powell 1998; Krosnick & Presser, 2010). Further, 
with a sequential layout, clear diction and precise wording, this could elicit responses that may assist 
in determining the validity of the author’s hypothesis (FAO.org, 2015

2
; Rattray & Jones, 2007; Willis, 

2004; BMJ.org, 2004); and could support the extant literature. 
 

3.7.4. Population  
 

OECD.org (2015) state that population is: “…the total membership ….of a defined class of 

people, objects or events”. Defining their characteristics allows a researcher to hone on a particular 

demographic that could justify their RQ; further that a non-targeted study may produce invalid and 

non-justifiable results that could lead to incorrect conclusions and recommendations. (Lee & 

Forthofer, 2006; Hill, 1998) 

3.7.4.1. Population Recruitment  
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Considering population (Lee & Forthofer, 2006); the extant literature; the authors’ ‘Pragmatist’ 

paradigm (Saunders et al, 2009); the ‘Mixed-Method’ approach (Tashakkori & Teddlie, 2010; Vagias, 

2006; Onwuegbuzie & Collins, 2007; De Waal, 2005); the author’s hypothesis (Feilzer, 2009; 

Creswell, 2013; Mertens, 2005; Somekh & Lewin, 2005; Tashakkori & Teddlie, 2003) and the authors’ 

Aim & Objectives; that the target and survey population may be considered as ‘small retail enterprises 

in the UK’ (SRE’s) 

SRE’s are defined by the European Union Commission (Ec.europa.eu, 2015) as a combined 

category of Micro and Small enterprises (Table 7) and this definition is also applicable to the UK 

Government (Lee & Forthofer, 2006; Hill, 1998).  

Further, SRE’s should not be dissolved nor in administration (Gov.uk, 2015
2
); should have an 

active email address (Email-list-uk.co.uk, 2015); and respondents should be of level equivalent to 

Owner, Director or Senior Manager (with a minimum of 5 years’ experience) as they have the 

experience and foresight necessary to consider and answer the survey questions (Table 8) 

Table 7: Differences between Micro and Small Enterprises 

Company 

Category 

Number of 

Employees 
Annual Turnover 

Annual Balance 

Sheet total 

Micro 10 or less €2m or less 

Small 
More than 10 but 

less than 50 
€10m or less 

Adapted from: Ec.europa.eu, (2015) ‘Database – Eurostat’ [online] available at: http://ec.europa.eu/eurostat/web/structural-business-statistics/data/database 

Table 8: Inclusion Criteria  

Company 

Category 
Extra Criteria for inclusion 

Target 

Population 

Survey & 

Pilot 

Population 

Small 

 

Currently trading 

 
  

Current email address available 

 
  

Owner, Director or 

Senior Manager (with a minimum 

5years experience) 

  

 

Definition is required to effectively narrow the parameters required to efficiently consider the 

population as ‘fully defined and available’; and the criteria identified supports this context (Lee & 

Forthofer, 2006; Hill, 1998; OECD.org, 2015). Final selection based upon his available data-set 

(Gov.uk, 2015
2
; Email-list-uk.co.uk, 2015) will be chronological (Hansen et al, 1993; Cochran, 1963) 

 

3.7.5. Pilot Studies 
 

Aqr.org.uk (2015), about a pilot study, state it is: “A small study conducted in advance of a 

planned project, specifically to test aspects of the research design…to allow necessary adjustment 

before final commitment to the design….more common in large quantitative studies”.   

The author will undertake a pilot survey (Appendix 2) as this should be sufficient to; identify 

ambiguities; receive feedback on structure, content and language; record the time taken to complete 

the study; remove or re-structure difficult questions; evaluate the range of answers and whether those 

http://ec.europa.eu/eurostat/web/structural-business-statistics/data/database
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available answers accurately fit the pattern of the question; and if required, re-pilot the study (Van 

Teijlingen & Hundley, 2001; Isaac & Michael, 1995).  

Further, the pilot study can assist in the critiquing of research methods; allow the researcher 

to ascertain if a full-scale study is feasible; establish realistic parameters for sampling techniques, 

methods and size; identify potential gaps and opportunities in the study logistics; and assess the 

relative merits or de-merits of data analysis methods. (Van Teijlingen & Hundley, 2001)  

 

3.7.6. Participation or Response Rates (RR) 
 

RR may; assess the completion rate of a study; indicate whether a pilot population correlates 

with the general population; and may give indicate the quality of the survey as a whole (Wright, 2006; 

Truell & Goss, 2002; Shih & Fan, 2008) 

Considering RR (per se) the author asserts that he estimates the nominal upper and lower 

limits of his pilot survey RR as 30.30% and 27.42% respectively; based upon the AAPOR RR1 

calculation (AAPOR, 2008; Shih & Fan, 2008); and those advocated by Fluidsurveys.com, (2015) who 

assert that internet based surveys should receive a 24.8% response rate (un-supported by any of the 

academia (Dillman, 2000; Andrews et al, 2010; Cook et al, 2000; Wright, 2006) and the average RR 

of 32.91% in the 35 surveys looked at by Shih & Fan (2008).  

Estimation of RR gives a clear indication of the required level of response that can validate 

studies; eliminates potential bias; and could indicate that pilot studies may be representative of the 

population (Wright, 2006; Truell & Goss, 2002; Shih & Fan, 2008; AAPOR, 2008).  

Whilst postal mailings traditionally have a better RR than purely internet based applications 

(Wright, 2006; Truell & Goss, 2002; Shih & Fan 2008), Hertzog (2008) asserts that the internet has 

become more prevalent and is embedded in regular day-to-day life, so participants are more likely to 

respond. Further, considering purely internet based applications, RR have seemingly become more 

important in understanding and tracking the study results (Dillman, 2000; Andrews et al, 2010; 

Fluidsurveys.com, 2015) 

In this context, the author is utilising an O survey support by PI as they provide; a large, 

contactable population; may validate the researchers study (Cook et al, 2000; Andrews et al, 2010; 

Wright, 2006; Couper et al, 2001); is fast and relatively cost efficient (Wright, 2006; Truell & Goss, 

2002; Couper et al, 2001); supports the premise of the author’s ‘Pragmatist’ paradigm (Saunders et 

al, 2009) and Mixed-Method approach (Tashakkori & Teddlie, 2010; Vagias, 2006; Onwuegbuzie & 

Collins, 2007; De Waal, 2005) and can support testing of the author’s hypothesis (Feilzer, 2009; 

Creswell, 2013; Mertens, 2005; Somekh & Lewin, 2005; Tashakkori & Teddlie, 2003)  

 

3.7.7. Sampling 
 

Sampling has been described as a small group of respondents from a larger defined 
population for the purpose of a survey (Saunders, et al, 2009; Lee & Forthofer, 2006) which may 
exhibit traits that infer these may flow through the majority of the larger population (Lee & Forthofer, 
2006; Israel, 2009

1
; Hansen, et al, 1993; Hill, 1998) 

 

3.7.7.1. Sample Selection 
 

SRE participants were identified from the UK SIC coding which determines business 
classifications (Prosser, 2007). Once identified, an email list of 7000 SRE owners confirming to the 
SIC coding (Prosser, 2007) was purchased (Email-list-uk.co.uk, 2015), which was pared down by 
removing ‘info’, ‘sales’ or ‘admin’ emails; then subjected to computer generated SRS (Lee & 
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Forthofer, 2006) which gave a final email list of 3200 SRE’s. Phone Interviewees were identified by 
localised interaction with the Federation of Small Businesses (FSB) and Menta (FSB.org.uk, 2015; 
Menta.org.uk, 2015) utilising the same UK SIC coding (Prosser, 2007). 

In considering these groups, ethical considerations extended to sampling as; those who were 
included were almost as important as those who were excluded; participants were assured of 
confidentiality as their personal details and/or responses couldn’t be accessed by those who could 
harm them socially, physically or in a work-context; methods to engage them were respectful of 
respondents willingness to participate; and whether the research method threw up unintended 
consequences. (Ethicsguidebook.ac.uk, 2015) 
 

Final selections had a population of 1000~3200, with a sample size of 278~344 (internet); 

with another population of 30, where sample size should be 28 (phone-interview) (Table 9). An online 

sample calculator gave these figures as it was able to; provide parameters for small and large 

populations; identify the requisite sample size for each population; and was fast and easily accessible. 

(Surveymonkey.com, 2015) 

Determining the sample size for statistical testing is purposely designed to uncover 

differences if they occur (Conceptstew.co.uk, 2015; Cochran, 1963; Israel, 2009
2
; Hill, 1998) and the 

author has considered these as an optimum number of samples that fits into his capability to 

administer (FAO.org, 1998
1
; Hill, 1998). 

Table 9: Variations of Population & Sample Size 

Method Source 
Confidence 

Interval 

Confidence 

Level 
Population 

Suggested 

sample size 

Online 

Sample 

Calculator 

Surveymonkey.com 

(2015) 
95% 

 

95% 

 

1,000 278 

3,200 344 

Population 
Suggested 

sample size 

 

30 

 

 

28 

 
Adapted from Surveymonkey.com (2015) ‘Sample Size Calculator’ [online] available at https://www.surveymonkey.com/mp/sample-size-calculator/ 

 
Considering the author’s O & PI survey (Taylor-Powell 1998; Krosnick & Presser 2010); and 

all aspects of his study, his sampling sizes should give him the basis to; ensure the sample is 
indicative of the general ‘population’; set viable parameters to the data that can assess the validity of 
the responses received; and account for deviations or variance in the data set (Lee & Forthofer, 2006; 
Kothari & Gaurav, 2014; Creswell, 2013; FAO.org, 1998

1
; Hill, 1998) 

 

3.8. Conclusion 
 

The chosen RM should enable the study to engender results that enable the testing of the null 

hypothesis; and to allow consideration of the Aim and Objectives 

 

 

 

 

 

 

 

 

https://www.surveymonkey.com/mp/sample-size-calculator/
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Chapter 4: Data Findings & Analysis 

4.1. Introduction 
 

This study’s purpose was to establish if there was a relationship between NoF, RP (in TDM in 

operational situations) and S&P for SRE’s. It further examined if SRE’s consider NoF is an acceptable 

measure of PSM; PSM usage and demographic statistics; if the Kietzmnann et al (2011) framework 

impacts NoF; if SRE’s believe that NoF influences TDM; and whether RP in TDM impacts on S&P 

 

Raw data (Javaid, 2013; Leek, 2013) was gathered from a mixed-method (Tashakkori & 

Teddlie, 2010; Vagias, 2006; Onwuegbuzie & Collins, 2007; De Waal, 2005) O and PI survey; 

cleaned, processed and coded for interpretation (Javaid, 2013; Bogdan & Biklen, 1998; 

Enterprisefeatures.com, 2015; Driscoll et al, 2007);  then analysed by computer programs (Provalis 

Research, 2015; Products.office.com, 2015; IBM.com, 2015) to provide insights, prove/disprove 

inference and correlation; and to enable the author to accept or reject the hypotheses H0 (2.10) 

 

From his ‘mixed-method’ (Saunders et al, 2009; Tashakkori & Teddlie, 2003, 2010; Trochim, 

2002) approach, a selection of appropriate parametric (Allen & Seaman, 2007; King, Tomz & 

Wittenberg, 2000) and non-parametric tests (Jamieson, 2004) were applied to ascertain the relative 

validity of the authors’ survey data (Santos, 1999; Aqr.org.uk, 2015; Van Teijlingen & Hundley, 2001; 

Isaac & Michael, 1995) 

 

4.2. Data: Coding 
 

Javaid (2013, pp 5) states: “Anything that can be counted or measured is called a 

variable….”. Further, coding has been described as a twin process of; separating data into 

recognisable classifications; and assigning numerical values such as ‘Categorical’, ‘Ordinal’, ‘Interval’ 

or ‘Ratio’ to variables within those classifications (Javaid, 2013; Bogdan and Biklen, 1998); that allow 

for its’ interpretation through statistical means (Pink, 2010; Guetzkow, 1950).  

 

Initially, ten pre-pilot test surveys were completed by the author to produce a coding frame 

and to identify coding errors to ensure consistency and quality throughout (Bogdan & Biklen, 1998; 

Driscoll et al, 2007) (Appendix 7).  

 

However, coding for quantitative and qualitative data is inherently different and were handled 

separately, so as to ensure continuity and consistency of codes (Driscoll et al, 2007; Bogdan & Biklen, 

1998) 

 

4.2.1. Qualitative Data Coding 

 

Qualitative data may be coded by hand or by specialist programs such as Atlas, NVivo or 

QDA Miner Lite (Driscoll et al, 2007; Atlasti.com, 2015; Qsrinternational.com, 2015; Provalis 

Research, 2015); and its’ conversion has been described as quantitizing (Tashakkori & Teddlie, 

1998).  

 

In the author’s survey there are a small number of qualitative questions which were coded 

separately using QDA Miner Lite (Provalis Research, 2015) to identify specifics of content and groups 

of words/ideas/thoughts that mean the same based upon pre-determined observed phenomena. 

(Bogdan & Biklen, 1998)  
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From analysis (Appendix 8) keywords for active PSM users are; Activities (51.3%), 

Participation (26%) and Relationships (8.0%) (Bogdan & Biklen, 1998). From these statistics and the 

quotes received, it may be inferred that PSM has a community spirit based upon myriad dynamic 

social and psychological structures that engenders emotional content which resonates with users (Lin 

et al, 2014; Peters et al, 2013) 

 

Further, (Appendix 8) keywords for non-active PSM users are; Relationships (44.4%), 

Constraints (33.3%) and Consequences (16.7%). From these statistics and the quotes received, it 

may be inferred that these non-PSM user feel that engendering local relations is key to their business 

success; and PSM may place unnecessary burdens (socio, economical, psychological, et al) on them 

if adopted. 

 

The limitation in this analysis is that the researcher coded the questions personally according 

to his own perception; and it is too small a selection to absolutely quantify conceptual and/or 

emotional content adequately. 
 

4.2.2. Quantitative Data Coding 

 

Quantitative data may be coded by statistical computer programs such as SPSS (IBM.com, 

2015) or Microsoft Excel (Products.office.com, 2015); and its’ conversion has been described as 

qualitizing (Tashakkori & Teddlie, 1998).  

 

As the author’s data is based predominantly upon Likert (Likert, 1932) scales which are either 

termed ‘Interval’ or ‘Ordinal’ (Usablestats.com, 2015; Franceschini et al, 2004), the author considers 

his data as ‘Ordinal’, as; ordinal: “….refers to quantities that have a natural ordering…. you cannot 

state with certainty whether the intervals between each value are equal...” (Usablestats.com, 2015); 

his conceptual content is difficult to measure (Gliem & Gliem, 2003); and this determination aligns 

with non-parametric tests (Jamieson, 2004); such as Cronbach’s Alpha (1951), Chi Squared Test of 

Independence (Greenwood & Nikulin, 1996), Spearman’s Rho and Kendall’s Tau-b (Fredricks & 

Nelsen, 2007).  

 

The results of these tests may be seen further in this chapter (4.3) 

 

4.3. Results  
 

The data set was analysed with parametric and non-parametric tests (Jamieson, 2004) as 

these are used to begin to understand and answer the aim and objectives of research (Taylor, n.d.; 

Evans & Kowanko, 2000; Gall, Borg & Gall, 2007). 
 

The major consideration of non-parametric testing is the identification whether variables enjoy 

a monotonic relationship (Wuensch, 2015; Jamieson, 2004). In the author’s study, the DV is S&P, 

whilst the IV’s are; (1) the number of “followers” (NoF) from PSM and (2) RP on TDM. 

 

Based upon these variables, the author undertook a scatterplot analysis to assess the 

suitability of non-parametric testing as an appropriate tool for analysis (Figure 4, Figure 5) 
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Figure 4: Scatterplot from Survey Variables (1) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/  

 

Figure 5: Scatterplot from Survey Variables (2) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Based upon this initial analysis, both IV’s and the DV enjoy a monotonic relationship 

(Wuensch, 2015) and that non-parametric tests are suitable analysis tools. 

http://www-01.ibm.com/software/uk/analytics/spss/
http://www-01.ibm.com/software/uk/analytics/spss/
http://www-01.ibm.com/software/uk/analytics/spss/
http://www-01.ibm.com/software/uk/analytics/spss/
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4.3.1 Cronbach’s Alpha & Internal Reliability 
 

 Alpha “α” (Cronbach, 1951) assesses how close data is when grouped; identifies a scale of 

internal reliability; and may indicate if question sets are ambiguous. (Gliem & Gliem, 2003; George & 

Mallery, 2003). Further, subjective variables are difficult to quantify, so require questions that have 

variety but still quantity different aspects of the same characteristic. (Allen & Seaman, 2007). 

 

In the analysis (Figure 6), the overall “α” from the Pre-pilot surveys was: (α = 0.675), which 

indicates its rate of reliability is “Questionable” (Tavakol & Dennick, 2011; George & Mallery, 2003). 

Whilst the Pilot study (Figure 6) result was (α = 0.972), which indicates its rate of reliability is 

“Excellent” (Tavakol & Dennick, 2011; George & Mallery, 2003) 

 

It may be argued that that the analysis of the pre-pilot study was inherently flawed as the 

author applied randomised number generation to the answers, which may have affected the 

distribution and gave a false-positive result. This is supported by analysis of the Pilot study where (α 

=0.972, n = 66), which is considerably greater than that of the pre-pilot (α =0.675, n = 66), indicating 

that the distribution of the answers gave a more even indication of the populations’ real perspectives.  

 

Based upon analysis of feedback from the Pilot survey (Appendix 10) it may be argued that 

the language, style, survey length and content (Taylor-Powell 1998; Krosnick & Presser 2010) is 

sufficiently robust, so the author decided to administer the main survey without change. 

 

Figure 6: Pre-Pilot & Pilot Cronbach’s Alpha Reliability Statistics 

 

Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

4.3.2 Response Rates (RR) 
 

RR are an indicator of quality or non-bias; may validate research and support reliable 

conclusions (Sheehan, 2001; Bickart & Schmittlein, 1999; Groves, Cialdini and Couper, 1992); and 

results may be valid or invalid depending on the response received (Van Bennekom, 2003; Baruch & 

Holtom, 2008). Key elements should be considered when reporting RR (Appendix 9) as they; assist 

the researcher to identify the immediacy of the responses; and allow identification and explanation of 

abnormal behaviour for out-of-parameter RR. (Baruch & Holtom, 2008) 

 

In this context, 3200 O surveys were sent by email to SRE’s (Prosser, 2007; Ec.europa.eu, 

2015) across the UK. A total of 34 responses, with 3 incompletes were received, giving a RR of 1.0% 

(AAPOR, 2008); 35 PI’s with SRE’s (Prosser, 2007; Ec.europa.eu, 2015) were organised locally 

utilising the same survey questions; of which 23 respondents completed responses, with nil 

incompletes, giving an RR of 65.7%. (AAPOR, 2008).  

 

Overall, the combined average RR was 33.35%, which is within a tolerable range (Shi & Fan, 

2008; Dey, 1997; Baruch & Holtom, 2008) 

 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
http://www-01.ibm.com/software/uk/analytics/spss/
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4.3.3 Demographic Dispersion 

4.3.3.1. Gender, Age, Business Location & Number of Employees 

 

From analysis (Figure 7; Figure 8), more Males than Females responded; the largest group of 

respondents were aged 45 & 54; businesses were predominantly based in England; the majority of 

SRE’s are “Micro” (Ec.europa.eu, 2015); and 80% of them use PSM in their business 

 

Figure 7: Graph of Demographic Distribution 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 

 

Figure 8: Do you use PSM content in your business in any way? 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home
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4.3.3.2. Gender 

 

From analysis (Figure 9) 57% of respondents were Male and 37% Female, with 6% refusing 

to say. Indications are that Females are slightly over-represented in this data set as they are less 

likely to undertake solo entrepreneurial action (Gov.uk, 2016
1
) 

 

Figure 9: Gender Demographics 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 

4.3.3.3. Age 

 

From analysis (Figure 10) nil respondents were <25, or >65; but the largest number (35%) 

were aged 45 to 54, followed by 35 to 44 (30%); and these combined age ranges account for 65% of 

total respondents.  

 

Figure 10: Age Demographics 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 

Male, 31, 57% 

Female, 20, 37% 

Prefer not to say, 
3, 6% 

25/34, 5, 9% 

35/44, 16, 30% 

45/54, 19, 35% 

55/64, 7, 13% 

[CATEGORY NAME], 
 [VALUE], 

[PERCENTAGE] 

https://products.office.com/en-gb/home
https://products.office.com/en-gb/home
https://products.office.com/en-gb/home
https://products.office.com/en-gb/home


A dissertation submitted for the MBA Program @ University of Derby Online 
By Brian K Yang 

Page 45 of 181 
 

4.3.3.4. Business Location 

 

From analysis (Figure 11) 74% of businesses were located within England; and this single 

sector outweighed all other sectors combined.  

 

In part this was due to the PI that were undertaken predominantly in the author’s immediate 

locale; and that this bias did affect the distribution of respondents. 

 

Figure 11: Business Location Demographics 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 

4.3.3.5. Numbers Employed 

 

From analysis (Figure 12), 69% of SRE’s employ <10 people, and are termed “Micro” 

businesses (Ec.europa.eu, 2015), whilst 31% of SRE’s employ >10 but <50 people, and are termed 

“Small” businesses (Ec.europa.eu, 2015) 

 

Figure 12: Numbers Employed Demographics 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 
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4.3.4 Answering the Objectives  

4.3.4.1. Objective 1 (a): to analyse the current usage statistics of PSM in (SRE’s) in the UK 

 

4.3.4.1.1. Demographics 

 
From demographics and usage (Figure 13, Figure 14) Facebook (35, 20%) is the highest 

ranked, most popular PSM, followed by Twitter (26, 15%) then LinkedIn (20, 11%); and these 3 PSM 
sites combined, capture just under 50% of the PSM market; whilst Tumblr (7, 4%) and Flickr (5, 3%) 
are the most unpopular and infrequently used PSM sites. 

 
It may be argued that it was expected to see Facebook at No1 in popularity as in the UK it is 

the predominant PSM site, whereas other top ranked sites vary from year to year (Wearesocial.com, 
2015; Stelzner, 2014).  

 
Further, this disparity in ranking below top spot may be due to variations in public opinion, site 

specific offerings or ease of use, or other unknown factors; and that further research into these 
variations may assist in understanding PSM and its’ users. 
 
Figure 13: PSM Usage Demographics 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 
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Figure 14: PSM Popularity Rank Order 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 

 

4.3.4.1.2. Chi Squared Test of Independence 

 

A test for determining Χ
2
 in the association between two variables in a population with 

categorical data (Greenwood & Nikulin, 1996; Lee & Forthofer, 2006; Kothari & Gaurav, 2014; 

Creswell, 2013); to test hypotheses within groups of data (stattrek.com, 2015) as it allows comparison 
between groups of data; and indicates the likelihood that an observed distribution of variables is due 
to chance. However, it can’t distinguish if those groups have meaning or consistency within the 
confines of the research. (stattrek.com, 2105; Greenwood & Nikulin, 1996; Agresti & Kateri, 2011) 
 

An X
2
 test was calculated comparing Demographics of Age, Gender, Business Location and 

No of Employees. From analysis, there is a strong and statistically significant association between the 
observed and expected frequencies of Gender and Age, X

2
 = 16.190, df = 8, p = .040 (Table 10, 

Table 11) which indicates that there is a likelihood that Gender and Age do have an association. 
 

However, there are no statistically significant associations between Gender and Business 
Location, X

2
 = 4.161, df = 8, p = .842 (Table 12); and between Gender and No of Employees, X

2
  = 

.624, df = 2, p = .732 (Table 13), both of which indicate no association between them. 
 

Table 10: Chi Squared: Gender & Age 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/
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Table 11: Observed & Expected Frequency Counts 

 

 

Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Table 12: Chi Squared: Gender & Business Location 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Table 13: Chi Squared: Gender & No of Employees 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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4.3.4.1.3. Correlations 

 
Kendall’s Tau-b, “Tb” is a bivariate test of concordance for the strength of association between 

two paired variables; where variables are categorical and outliers are discounted automatically 
(Lohninger, 2012; Campbell, 2014). Whilst Spearman’s Rho, “rs” is a test for the strength of 
association between two variables in a population where; the data distribution has no outward 
suppositions; the variables are categorical; and outliers are discounted automatically (Gibbons &, 
Chakraborti, 2014; Fredricks & Nelsen, 2007; Lohninger, 2012); and where the value of “rs” falls within 
a number of defined groups (Evans, 1996). 
 

 
Based upon the inference from X

2
 that there is statistically significant association between 

Gender & Age, a Tb & rs rank-order test (Figure 15) was run to determine any correlation between 
variables. 

 
There are no statistically significant correlations between Age, Gender, Business Location 

and No of Employed which indicates that these variables are inter-dependent and do not influence 
one another in this population irrespective of the previously observed association. 

 
Figure 15: Spearman's Rho & Kendall’s Tau-b Correlations across Demographics 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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4.3.4.2. Objective 1 (b): to determine if SRE's consider that NoF is an acceptable metric 

to measure SM. 

 

4.3.4.2.1. Demographics 

 
From analysis (Figure 16) respondents “Agree” (37%) or “Strongly Agree” (15%) that NoF is 

an acceptable metric to measure PSM. However, based on comparative analysis, (Figure 17, Figure 
18) that NoF is not the metric of choice for SRE’s (23%); and that it ranks 2

nd
, behind “Repeat Visits” 

(30%) 
 

Figure 16: Is NoF an acceptable metric for measuring PSM 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 

 

Figure 17: Comparison of PSM Measurement Metrics 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 
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Figure 18: Sum of Positive Statements for PSM Metric Measurement 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 

 

4.3.4.2.2. Chi Squared Test of Independence 

 

An X
2
 test was run comparing the 12 PSM Sites from the survey and NoF to test for 

associations. From analysis (Appendix 11) there is a strong and statistically significant association 

between the observed and expected frequencies of NoF & Facebook (X
2
 = 33.137, df = 16, p = .007); 

and NoF & Twitter (X
2
 = 27.635, df = 12, p = .006) whose association it may argued should be 

expected based on demographical usage (4.3.4.1.1). 

 

There is also a strong and statistically significant association between the observed and 

expected frequencies of NoF & Pinterest (X
2
 = 24.325, df = 12, p = .018); and NoF & Tumblr (X

2
 = 

22.315, df = 12, p = .034), yet this association isn’t supported by the same demographic usage. 

 

4.3.4.2.3. Correlations 

 

From the X
2
 test (4.3.4.2.2), a Tb & rs rank-order test was run to determine any correlation 

between variables that could answer the disparities between demographics and X
2
.  

 

There are a number of strong & positive statistically significant correlations between NoF and 

9 of the 12 PSM sites in both Tb & rs (Figure 19, (highlighted yellow)) that indicate that these 

correlations match exactly between Tb & rs; and there is a wider level of association and correlation 

than previously identified. 

 

Further, even though NoF may not necessarily be the metric of choice to measure PSM 

based on demographics (4.3.4.1.1), based on the number of correlations observed (Figure 19), NoF 

could easily be categorised as an acceptable measurement of PSM. 
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Figure 19: Kendall's Tau & Spearman’s Rho Correlations across NoF & PSM Sites 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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4.3.4.3. Objective 2: to determine if SRE's consider that the Kietzmann et al (2011) 

framework and terminology may impact the NoF on PSM 

 

From analysis, it may be seen that from the question “…I can use combinations on the 7 

characteristics to improve…..(insert metrics)….on PSM” (Appendix 3) and demographic data (Figure 

20, Figure 21) that “Sharing” ranks as the most important characteristic, followed closely by 

“Relationships”, then “Reputation” (Kietzmann et al, 2011).  

 

Arguably, this goes someway to match the emotional content from ‘Activities & Participation’ 

(Bogdan & Biklen, 1998) from the qualitative coding (Appendix 8) and indicates a symbiosis of sorts 

between the most important elements (to the survey population) of the Kietzmann et al (2011) 

framework.  

 

However, it doesn’t indicate reasons for the association, nor causality; and these 2 factors 

offer opportunity for further research. 

4.3.4.3.1. Demographics 

 

NoF is 1
st
 in “yes” (31) & 2

nd
 in “No” (15) statements, whilst Repeat Visits (RV) is 2

nd
 in “yes” 

(30) and 1
st
 in “No” (13) statements indicating RV ranks 1

st
 in impact upon the Kietzmann et al (2011) 

characteristics followed closely by NoF. 

 

Figure 20: Rank Order: Positive to Negative on Kietzmann et al (2011) Characteristics 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 
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Figure 21: Impact of Kietzmann et al (2011) Characteristics on PSM Metrics 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 

4.3.4.3.2. Chi Squared Test of Independence 

 

To identify associative factors around the Kietzmann et al (2011) framework, a number of X
2
 

tests were conducted (Appendix 12) that included; ‘PSM expressed by NoF & Communication 

Characteristics’; and ‘improving NoF & Communication Characteristics’. 

 

From analysis, (Table 14) ‘Relationships’, ‘Reputation’ and Groups’ (Kietzmann et al, 2011) 

have a strong and statistically significant association between both Expressing and Improving NoF. 

 

Whilst ‘Conversations’ (Kietzmann et al, 2011) has a strong and statistically significant 

association between itself and Expressing NoF; and ‘Sharing’ (Kietzmann et al, 2011) has a strong 

and statistically significant association between itself and Improving NoF 

 

In this context, it may be argued that in the majority of circumstances, that SRE’s do believe 

that the Kietzmann et al (2011) framework and terminology may impact the NoF on PSM. However, 

the results don’t show why this is so, nor why there is no statistically significant association with the 2 

characteristics (Identity & Presence); and this offers the opportunity for future research. 
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Table 14: Expressing and Improving NoF & Communication Characteristics 

Adapted from IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

4.3.4.3.3. Correlations 

 

From the X
2
 test (4.3.4.3.2), a Tb & rs rank-order test was run to determine correlation 

between Expressing & Improving NoF and Communication Characteristics 

 

There are a number of strong & positive statistically significant correlations between NoF and 

5 of the 7 Characteristics (Kietzmann et al, 2011) in both Tb & rs (Figure 22, (highlighted yellow)) that 

indicate that; Tb & rs correlations exactly match the associations previously found in X
2
.  

 

Further, that as Expressing NoF and Improving NoF have a strong negative statistically 

significantly correlation (Tb = -.468, p = .000; rs = -.558, p = .000)  it may be inferred that SRE’s do 

believe the Kietzmnann et al (2011) framework and terminology impacts NoF. 

 

It may also be argued, that as only 5 of the 7 characteristics show associations and 

correlations that some extraneous factor is at work causing the disparity; and that his evidence of 

limitation could provide future research opportunities. 

 

 

Figure 22: Kendall's Tau-b & Spearman's Rho Correlations: NoF & Characteristics 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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4.3.4.4. Objective 3 & 4: to determine the extent to which SRE’s believe that the NoF on 

PSM influences SRE's TDM in operational related situations; and to determine the 

extent to which SRE’s believe that RP on TDM impacts on S&P 

 

4.3.4.4.1. Demographics 

From analysis (Figure 23; Figure 24) SRE’s rank it “likely” (23) that RP influences S&P; and 
that combinations of “likely” & “very likely” statements (29) outweigh all other statements, which 
indicates that SRE’s consider it wholly believable that RP impacts TDM and subsequently S&P 

 
  

Figure 23: Rank Order: Likelihood that RP influences S&P 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 

 

 

 

Figure 24: Rank Order: Positive & Negative Statements on Likelihood that RP influences S&P 

 
Adapted from: Products.office.com (2015) ‘Microsoft Excel’, Productivity Tools for Home and Office [online] available at https://products.office.com/en-

gb/home 
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4.3.4.4.2. Chi Squared Test of Independence (1) 

 

An X
2
 test was run on NoF and 6 factors around TDM in operational situations to identify any 

associations within them. 

 

From analysis (Appendix 13) NoF has a number of statistically significant associations around 
selected activities (Table 15) which indicate that SRE’s consider that NoF has some impact upon 
TDM in operational situations 

 
Table 15: NoF & TDM Factors 

Adapted from IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

4.3.4.4.3. Chi Squared Test of Independence (2) 

 

A second X
2
 test was run on RP Tendencies and 5 factors in the adapted B.R.P.S. scale 

(Sitkin & Weingart, 1995; Hung & Tangpong, 2010; Huff et al, 1997) to identify associations within it; 

and to test for validity in the SRE environment. 

 

From analysis (Appendix 14; Table 16) all elements enjoy statistically significant associations; 

which indicates that the B.P.R.S (Sitkin & Weingart, 1995; Hung & Tangpong, 2010; Huff et al, 1997) 

scale adapted for the study is valid and robust; and is suitable for assessing RP in SRE’s 

 

Table 16: RP Context & Factors in RP 

Adapted from IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

4.3.4.4.4. Chi Squared Test of Independence (3) 

 

A third X
2
 test was run to better identify associative factors around RP on TDM and its’ impact 

upon S&P. A number of factors were examined including; ‘TDM influenced by Operations & Activities 

that influence S&P’, ‘PSM information influences TDM’, ‘Time spent on PSM influences TDM’, 

‘Likelihood that TDM is influenced by RP’ and ‘Likelihood that S&P is influenced by RP’ 

 

 

PSM Factor TDM Influences TDM Activity Result 

NoF 

Marketing  X2 = 38.175, df = 12, p = .000 

 
Marketing 

Influences S&P 
X2 = 28.179, df = 12, p = .005 

 
Customer 

Influences S&P 
X

2
 = 21.705, df = 12, p = .041 

 
Stock Management 

Influences S&P 
X

2
 = 31.374, df = 16, p = .012 

RP Context Factor Result 

RP Tendency 

Assessment of Others X
2
 = 67.442, df = 16, p = .000 

Technical Analyses X
2
 = 47.748, df = 16, p = .000 

Major Impacts X
2
 = 44.990, df = 16, p = .000 

Failure X
2
 = 29.173, df = 16, p = .023 

Missing Information X
2
 = 53.539, df = 20, p = .000 
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4.3.4.4.4.i TDM Influenced Operational Scenarios & Activities that Influence S&P 

 

From analysis (Appendix 15, Table 17) there are a number of strong, statistically significant 

associations. 

  

Of these, ‘Stock Management’ (TDM influenced by Operations) has the highest number of 

associations with Activities ((4); (Marketing: X
2
 = 40.622, df = 12, p = .000; Customer: X

2
 = 38.678, df 

= 12, p = .000; Stock Management: X
2
 = 46.098, df = 12, p = .000; & Loss Prevention: X

2
 = 30.325, df 

= 16, p = .016)) that influence S&P 

 

Further that ‘Loss Prevention’ (Activity that influences S&P) is influenced by the majority of 

the Operational functions in this population (Marketing: X
2
 = 23.209, df = 12, p = .026; Staff: X

2
 = 

27.452, df = 12, p = .007; Regulatory: X
2
 = 52.997, df = 16, p = .000; Stock Management: X

2
 = 

30.325, df = 16, p = .016; and Loss Prevention: X
2
 = 76.334, df = 16, p = .000) 

 

 These associations indicate that Stock management and Loss Prevention are the two most 

important considerations of TDM & Activities that influence S&P in this population. 

 

Table 17: TDM influenced by Operations & Activities that influence S&P 

 

 
Adapted from IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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4.3.4.4.4.ii TDM influences S&P & Varied Factors 

 

From analysis (Appendix 16, Table 18) a strong, statistically significant association exists 

between ‘Information from PSM influences TDM’ and ‘TDM influences S&P’ (X
2
 = 26.229, df = 12, p = 

.010) which indicates that the content from PSM does have a relationship that may influence TDM; 

and goes someway to support the use of the Kietzmann et al (2011) framework in the study. It may be 

argued that the observed association could be attributed to a number of extraneous factors not 

examined in this research, but does indicate similarities with the studies from Peters et al (2013) and 

Goh et al, (2013) that supports the Kietzmann et al (2011) framework; and this inferred dual 

association offers opportunity for future research 

 

Table 18: Varied Factors & TDM influences S&P 

 

 

 

 

 

 
Adapted from IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

Factor TDM Influences S&P 

Information from PSM influences TDM X
2
 = 26.229, df = 12, p = .010 

Time spent on PSM influences TDM X
2
 = 20.716, df = 12, p = .055 

Likelihood that TDM is influenced by RP X
2
 = 11.354, df = 09, p = .252 

Likelihood that S&P is influenced by RP X
2
 = 16.017, df = 12, p = .190 
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4.3.4.4.5. Correlations (1) 

 

A Tb & rs rank-order test was run to determine correlation between variables (from Table 15) that could assist in understanding the observed 

associations. 

 

From analysis (Figure 25) there are no statistically significant correlations; and SRE’s consider that NoF has no impact upon TDM in operational 

situations irrespective of previously observed associations 

 

Figure 25: Kendal's Tau-b & Spearman's Rho Correlations 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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4.3.4.4.6. Correlations (2) 

 

A Tb & rs rank-order test was run to determine correlation between variables (from Table 18) 

that could assist in identifying the depth of association. 

 

A non-statistically significant correlation ‘TDM influences S&P & S&P is influenced by 

personal RP’ (Tb = .227, p = .058; rs = .253, p = .064; Figure 26) indicates that SRE’s believe that 

‘TDM influences S&P’ & ‘S&P is influenced by RP’ enjoy no relationship. Conversely, there are a 

number of strong & positive statistically significant correlations in both Tb & rs (Figure 26 (highlighted 

yellow)) which indicate that ‘Information’ and ‘Time Spent’ on PSM influences TDM; and that ‘personal 

RP may influence S&P’ 

 

This number of statistically significant correlations indicate a deeper relationship than 

previously thought, but doesn’t causality; so further research could provide the necessary 

understanding for the observed correlations. 

 

Figure 26: Correlations between Varied Factors & TDM influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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http://www-01.ibm.com/software/uk/analytics/spss/
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4.3.4.5. Objective 5: to determine if SRE's consider that there is a link between the NoF 

from PSM and RP on tactical decisions in operational related situations; and whether 

there is a symbiotic relationship between them that influences S&P. 

 

A number of Ordinal Regression tests were run on combinations of DV and IV’s (Table 19) to 

identify if the IV selected could be used to predict a level of DV outcome.  

 

Table 19: Combination of Independent Variables & Dependent Variables 

IV’s 
 

DV 
 

 

Demographics 
TDM influenced by RP 
PSM influences TDM 
TDM influenced by NoF 
PSM measurement = NoF 
 

 
TDM influences S&P 
 

Appendix 17: Ordinal Regression Data 
(a)Error! Not a valid result for table. 

 
S&P influenced by RP 
 

Appendix 18: Ordinal Regression Data (b) 

 
PSM influences S&P 
 

Appendix 19: Ordinal Regression Data (c) 

 

From analysis, it may be observed that; 

 

From Data a 

An increase in the odds that Demographics (Business Location) influences TDM (and S&P) 

was .371 (95%CI, 0.167 to 0.822), a statistically significant effect (Wald X
2
 = 5.960, df = 1, p = .015) 

 

An increase in the odds that Demographics (No of Employees) influences TDM (and S&P) 

was .140 (95%CI, 0.025 to 0.773), a statistically significant effect (Wald X
2
 = 5.088, df = 1, p = .024) 

 

An increase in NoF was associated with an increase in the range of odds that ‘TDM 

influences S&P’, between 0.010 (95%CI, .000 to .932) and .017 (95%CI, .000 to .907), a statistically 

significant effect (Wald X
2
 = 3.960, df = 1, p = .047; Wald X

2
 = -4.033, df = 1, p = .045) 

 

From Data B 

An increase in likelihood that ‘S&P is influenced by RP’ was associated with an increase in 

the range of odds that ‘TDM influences RP’, between .011 (95%CI, .001 to .132) and .092 (95%CI, 

.011 to .744), a statistically significant effect (Wald X
2
 = 12.557, df = 1, p = .000; Wald X

2
 = 5.006, df = 

1, p = .025) 

 

From Data C 

An increase in the odds that Demographics (Age) influences PSM (and S&P) was 2.097 

(95%CI, 1.006 to 4.371), a statistically significant effect (Wald X
2
 = 3.908, df = 1, p = .048) 

 

An increase in belief that ‘PSM influences S&P’ was associated with an increase in the range 

of odds that ‘PSM influences TDM’, between .000 (95%CI, .000 to .000) and .000 (95%CI, .000 to 

.000), a statistically significant effect (Wald X
2
 = 86.602, df = 1, p = .000; Wald X

2
 = 362.635, df = 1, p 

= .000) 

 

In context, there are a number of associative statistically significant elements that 

demonstrate a relationship between the NoF from PSM and RP that impacts upon S&P. The 

limitations of these associations is the lack of causality around the associative factors, which could be 

utilised as a basis for future research. 
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4.3.4.6. Accepting or Rejecting the Hypothesis: H0 

 

From final analysis (Figure 27) and all other previous analyses, it may be determined that 

there are a number of statistically significant elements that demonstrate that H0 (2.10) may be 

rejected; and that there is a relationship between NoF from PSM and RP in TDM that influences S&P 

 

Figure 27: Final Correlations Test 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

4.4. Comparison of Results  
 

Post-analysis results were compared with the Kietzmann et al (2011); Peters et al (2013); and 

Goh et al (2013) studies for perspective.  

 

The Goh et al (2013) statistical analysis suggested that PSM is affected by informational 

content and elements of persuasiveness, whilst in the author’s study, ‘information’ was observed to 

have a statistically significant influence on PSM (4.3.4.4.4.ii); and ‘persuasiveness’ could be attributed 

to observed quantitative concepts (4.2.1); arguably then, it could be inferred that the Goh et al (2013) 

study has a symbiosis of sorts with the author’s study. Further, as Kietzmann et al (2011) and Peters 

et al (2013) are concerned with discussion and identifiers of valance and heterogeneity, it may be 

argued that they also have a symbiotic relationship in this study based upon the observed qualitative 

concepts (4.2.1); and that these models do support in part, the premise of the author’s hypothesis. 

 

 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
http://www-01.ibm.com/software/uk/analytics/spss/
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4.5. Conclusion 
 

H0 was rejected, but causes of the relationship that determine it weren’t observed in this 

study. However, it may be inferred that elements of the Kietzmann et al (2011); Peters et al (2013); 

and Goh et al (2013) studies offers a rationale for the observed relationship that considers socio, 

emotional or psychological factors, but without further study, this premise is spurious. 
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Chapter 5: Conclusions & Recommendations 

5.1. Introduction 
 

This chapter will summarise the study to date, offer conclusions and discussions based upon 

the findings; and seek to give recommendations for SRE’s based upon the literature and this 

research. 

 

5.2. Summary 
 

The study’s purpose was to assess the relationship between NoF from PSM & RP in TDM; 

and their effect on S&P in SRE’s in the UK. It sought to statistically analyse PSM usage in SRE’s; to 

determine if NoF is an acceptable metric to measure PSM; to consider the Kietzmnann et al (2011) 

framework and its impact on NoF; determine if NoF from PSM influences SRE's TDM; determine if 

SRE’s believe that RP on TDM impacts on S&P; and to ascertain if there is a link between NoF from 

PSM and RP on TDM and whether there is a symbiotic relationship between them that influences 

S&P 

 

5.3. Problem Statement & Methodology  
 

PSM is a dynamic resource for the modern world that reaches to all corners of the globe; and 
its impact upon businesses is being felt in areas such as CRM, Marketing, Finance and Strategic 
Planning; as customers using PSM are seen to be more demanding; more empowered; exhibit a 
greater understanding of their value to a business; and have a greater depth of freely available 
knowledge than ever before. This conundrum has businesses endeavouring to understand PSM and 
how they can provide value to these newly empowered consumers to garner their continued loyalty. 

 
This study examined ‘NoF from PSM’; ‘TDM based upon RP’; and ‘their relationship to S&P’ 

in SRE’s in the UK. A mixed-method survey with online respondents, supplemented by PI’s was 
conducted to produce the data set; and sought to understand if; the Kietzmann et al, (2011) 
framework could influence PSM communication; to utilise and adapt the B.P.R.S scale (Sitkin & 
Weingart, 1995; Huff et al, 1997, Hung & Tangpong, 2010) to test RP in operational situations; and 
combine the results to identify relationships between PSM, TDM, RP and S&P 

 
Results were analysed through statistical means to identify associations and correlations that 

could highlight relationship markers; and to provide evidence to support these claims.  
 

5.4. Conclusions & Summary of Results 

5.4.1. Statistical Statement 
 

Due the paucity of total responses, the sample sizes taken were less than those 

recommended (surveymonkey.com, 2015; Lee & Forthofer, 2006; Kothari & Gaurav, 2014; Creswell, 

2013; FAO.org, 1998
1
; Hill, 1998); and the results within this study represent the opinions of 

respondents only; and are not representative of the entire population. 
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5.4.2. Response Rates & Demographics 

 

Overall, the study had a RR of 33.35% (4.3.2), with 54 completed surveys being used. 

Respondents were split, 57% Male & 37% Female (4.3.3.2). The dominant SRE’s age group (35% of 

the total) was 45 to 54 (4.3.3.3). Businesses were based in England in 74% of the cases (4.3.3.4). In 

69% of the cases, SRE’s employed less than 10 people (4.3.3.5) 

 

5.4.3. Qualitative Concepts 
 

There were 3 core activities based around active involvement and spatial interactions 

(Bogdan & Biklen, 1998) that scored highest (4.2.1), indicating that PSM requires active and on-going 

emotional commitment; and that users’ personal psychological contract may affect active involvement 

and their degrees of commitment. 

 

It may also be inferred, that there is a relationship between these core activities and the 

Kietzmann et al (2011) framework that is symbiotic (5.4.4.2) 

 

5.4.4. Quantitative Concepts 

5.4.4.1. NoF 

 

NoF isn’t the metric of choice for respondents (4.3.4.2.1), but does have statistically 

significant associations and correlations with a number of PSM sites (4.3.4.2.2; 4.3.4.2.3) that indicate 

that NoF could be considered a viable metric for measuring PSM. 

 

Further, although NoF has associations with TDM that influences S&P (4.3.4.4.2) it has no 

statistically significant correlations (4.3.4.4.5) that indicate that NoF has influence on TDM & S&P 

5.4.4.2. Kietzmann et al (2011) Framework & NoF from PSM 

 

The Kietzmann et al (2011) framework exhibits areas of emotional content (4.3.4.3), which 

indicates that it may be partly used to explain UGC and communicative elements in the majority of 

cases, but not all.  

 

Further, that as information from PSM was observed to influence S&P (4.3.4.4.4.ii), that UGC 

is important, has validity in the study; and may actively contribute to PSM expansion, if utilised 

through the Kietzmann et al (2011) model. 

 

Further, although NoF hasn’t the highest overall impact on the Kietzmann et al (2011) 

framework (4.3.4.3.1), NoF does have a number of statistically significant associations and 

correlations (4.3.4.3.2; 4.3.4.3.3) that indicate that SRE’s do have confidence in the Kietzmann et al 

(2011) terminology to ‘Express’ and ‘Improve’ NoF 

 

Considering all these factors, it may be argued that the Kietzmann et al (2011) model has 

validity and purpose in increasing NoF. 

5.4.4.3. RP 

 

It was observed (4.3.4.4.2) that the adapted B.R.P.S. scale (Sitkin & Weingart, 1995; Hung & 

Tangpong, 2010; Huff et al, 1997) was statistically significant in considering RP; and may be 

considered as a valid and viable measure of RP in the SRE environment. 
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29 of 54 respondents think it either ‘likely’ & ‘very likely’ that RP influences TDM (4.3.4.4.1); 

and there is a statistically significant likelihood that ‘TDM is influenced by personal RP’ that influences 

S&P (4.3.4.4.1) 

 
These associations indicate that RP may influence TDM; and subsequently influence S&P 

5.4.4.4. TDM & Activities that Influence S&P 

 

Stock Management and Loss Prevention are the most predominant associations in 

operational situations (4.3.4.4.4.i); and indicate that TDM & S&P may be significantly influenced by 

them when allied to other TDM situational activities. 

 

5.4.4.5. S&P 

 

Statistically significant correlations exist (4.3.4.4.4.ii) with ‘Information’ and ‘Time Spent’ on 

PSM; and these correlations influence TDM (and by association S&P). This indicates that S&P is a 

valid and viable measure of key data in the SRE environment. 

 

5.4.5. Discussion of Results 
 

The aim of the study was to determine the relationship between the NoF from PSM & RP on 

TDM and their combined effect on S&P; and it has been demonstrated that there are several 

statistically significant relational elements that exist between NoF, RP & S&P that enabled the author 

to reject H0 (4.3.4.6). 

 

The study did highlight a relationship and we have seen that NoF is potentially a valid metric 

for PSM; that S&P is influenced by PSM; and that RP in TDM also influences S&P, but the study has 

raised more questions than it has answered, as it hasn’t delineated the boundaries of that 

relationship, nor discovered or considered the causes behind it. 

 

It may be argued that as the study considered social, emotional and psychological concepts 

that the relationship could be considered as a living entity that is adaptive and ever-changing, so may 

never be fully understood, just categorised as through the study as a “snap-shot in time”. 

 

5.4.6. Limitations of the Study 
 

There were a number of limitations of this study that could have affected its validity. The study 

was based around conceptual concepts with intangibles that were difficult to quantify and measure, so 

variations in emotional content, personal psychological contracts and personal beliefs could have had 

a dramatic effect on respondent’s answers (Peters et al, 2013) 

 

The study was self-administered, which could have raised sample bias, where those who 

were economically disadvantaged may not have been able to access the internet or phone to answer 

the survey (Restore.ac.uk, 2015). Further, online surveys are also subject to degrees of un-reliability 

based upon respondents’ perception of the questions and whether the same questions can be 

administered on paper (Sax et al, 2003; Carini et al, 2003); technical issues where slow connection 

speeds, spam filters, concerns about viruses, concerns about privacy, et al, discourage responses or 

encourage drop-outs (Restore.ac.uk, 2015); and Phone-Interviews may not have specifically targeted 
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respondent’s needs, wants or desires, which may have encouraged drop-outs and refusals; and 

considerations of general availability (Nedarc.org, 2015) 

 

Finally, the author suggests that this type of survey has some specialised limitations, 

including; the period in which the survey was administered (October, November, December) is 

traditionally the busiest time of the year for SRE’s (Moltz & McCray, 2012) which have may affected 

their desire or ability to respond. Further, some of those who were emailed as being ‘SRE’s owners’ 

replied that they weren’t ‘retail’ per-se and didn’t wish to undertake the survey, even though their 

business had been identified using the UK retail SIC coding (Prosser, 2007). 

 

5.4.7. Recommendations 
 

From the Author’s research and LR, the author suggests a number of recommendations 

(Table 20) 
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Table 20: Author's Recommendations 

Stakeholder SMART recommendations 
For SRE’s with existing PSM presence 

SMART recommendations 
For SRE’s with no PSM presence 

Supporting & Current  
Best Practice 

Author’s 
Observations 

SRE’s 

 
Adopt leading PSM sites such as Facebook, 

Twitter or LinkedIn for a 3~6 months test phase 

 

 
Adopt Facebook for a 3 months test phase 

as the only PSM site to be used 

 
Wearesocial.com, 2015;Stelzner, 
2014; Blog.kissmetrics.com, 
2015; Gov.uk, 2016

2
 

Adopting PSM needs to be a 
conscious, planned business 
decision as PSM is a long-term, 
ever-changing dynamic that 
requires substantive emotional 
commitment, time, energy and 
focus to ensure its success in 
impacting S&P 
 
Adopting the 3 most popular PSM 
Sites (Facebook, Twitter, et al) may 
provide a greater ROI than 
investing in less well known or 
niche PSM sites; and to regularly 
monitor results from these sites 
through PSM metrics and S&P 
statements 

 
Adopt ‘NoF’ as metric of choice for duration of ‘test’ phase 

 

Williams, 2015; Kranz, 2015 

 
Measure PSM weekly through increases/decreases in NoF 

 

 
Kranz, 2015 

Measure impact weekly on S&P statements  from ‘new’ PSM ‘campaigns’ during test phase 
 

Apigee 2013
1
; Burnett, 2015 

SRE’s & their 
peers 

(professional 
network) 

 
Existing 

consumer 
base 

 
Potential 
consumer 

base 

Extend the amount of Time spent on PSM 
practices (posting, communication, et al) to 3~4 

days per week 

 
Adopt PSM practices (posting, communication, 

et al) 
for 2 days per week initially 

Gov.uk, 2016
2
; Sensis.com.au, 

2015; Heijmans, 2016; O’Hara, 
2015; Crawford et al, 2011) 
  

 
To continually invest and re-invest 
Time in PSM can provide ROI if the 
content (information) is adequately 
assessed through the correct 
metric and adapted to suit future re-
posts and/or TDM 
 
 
Adapting NoF as a metric may 
provide evidence that PSM works, 
but to note that not one metric is a 
standard for any industry; and to 
adapt metrics as necessary based 
upon personal circumstances.  
 
 

Extend ‘Follower’ network during test phase by 
2~5% 

(Friend request, re-request) 
 

Extend ‘Follower’ network during test phase by 
10~20% 

(Friend request, re-request) 

 
Use ‘live PSM data weekly to measure current trends, 

or to forecast short-life future trends (extra sales opportunities) 
 

Ayanso et al, 2010 
Forbes, 2014; Exacttarget.com, 
2015; Hootsuite.com, 2015; 
Klout.com, 2015; 

 
Use leading PSM sites weekly to search for content 

that may appeal to existing consumer base 
 

Agichtein et al, 2008; 
McKinsey&Company, 2015

2
 

 
Vary content & create ‘campaigns’ (re-post or adapt to suit) 

on selected PSM every two weeks during test phase 
 

Andzulis et al, 2012; Asur & 
Huberman, 2010; Kaplan and 
Haenlein, 2010 
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SRE’s & their 
peers 

(professional 
network) 

 

 
Alternate metrics (NoF, Repeat Visits, et al) 3 monthly to assess their relative merits/demerits 

 

Hausman, 2014; 
Paconsulting.com, 2016;  
 

RP in TDM can impact S&P so 
PSM information (metrics) could 
make TDM more flexible and agile; 
and that understanding this could 
make personal RP less daunting or 
less onerous and TDM more 
targeted, thereby increasing S&P 
potential. 
 
Not everyone will use PSM, and 
remaining grounded in the local 
community could secure future 
goodwill and repeat business for 
those non-users; and that this could 
eventually support (financially) 
expansion of a PSM audience. 

 
Based upon data from PSM sources, utilise adaptive TDM daily; and measure result of specific 

TDM through end-of-day Sales statement 
 

 
Interim measurements of the effects of TDM from PSM data through weekly Sales statements 

 

Measure effects of cumulative TDM moments through analysis of monthly P&L statements 
(increase/decrease in profit) 

SRE’s & 
Wider 
Business 
Community 
 
Business 
Knowledge 
Repositories 
 
Academia 

Engage a 3 month trial to encourage SRE’s to collaborate  
on PSM metric data that can assist in  

providing wider opportunities for all collaborators 

Thegrocer.co.uk, 2015; 
Moller-Nielsen, 2014; 
Gov.uk, 2016

2
; FSB.org.uk, 

2015; Sensis.com.au, 2015;  
 
 

Extension of consumer base and 
knowledge base; support network 
to support learning about PSM for 
collaborators; expansion of sales 
opportunities; increases in 
engagement, community spirit and 
camaraderie 

Publish results from 3 month trial within 1 month of final collaboration 
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5.4.8. Recommendations for Future Research 
 

The study has thrown up a questions that offer opportunity for future research and the author 

considers the following the most impactful to the knowledge base. 

 

PSM has grown at a phenomenal rate worldwide for a number of years and continues to do 

so. It may be of interest to undertake a study to predict when PSM will reach its peak (as all 

technologies do) and interpret the potential effect of this on users and/or business; and whether this 

peak will see a downturn of revenue, a levelling of user interest or other interests replacing it. 

 

Qualitative keywords identified for PSM users were associated with Activities, Participation 

and Relationships (Bogdan & Biklen, 1998) but it wasn’t apparent why these keyword scored as they 

did. Future studies could examine socio, emotional and psychological constructs to discover the 

importance of these phenomenon; or to test if the Bogdan & Biklen (1998) scoring model is viable 

when considering qualitative content and/or PSM 

 

There was a perceived link between the Kietzmann et al (2011) framework and the Bogdan & 

Biklen (1998) phenomenon model based around similar socio-emotional and psychological factors, 

but the cause of this wasn’t covered in this study. It may be of interest to discover more about this 

relationship and how it interacts in differing situations. 

 

5.5. Conclusion 
 

Throughout the study, it has become apparent that with PSM users, a number of personal 

socio, emotional and psychological factors come into play; these factors are dynamic; and may be 

influenced by variations in circumstance.  

 

In this ever-changing complex contextual maelstrom, understanding PSM users is difficult and 

challenging, so SRE’s need to be adaptive and agile in their approaches to PSM to best develop 

opportunities that materialise from the information garnered. 
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Chapter 6: Reflective Statement 

6.1 Introduction 
 

Branch & Paranjape, (2002, pp 1185-1187) state: “Reflection leads to growth of the individual 
– morally, personally, psychologically, and emotionally, as well as cognitively". 

 
Reflective writing (RW) offers opportunities to gather insights and differing perceptions on 

what occurred, so as to provide scope for future learning and development. (Watton et al, 2001; Gibbs 
et al, 1994, Gibbs, 1998). Further, Moon (1999, 2006) asserts that the practice of RW is two-fold; to 
identify learning experiences and their outcomes; and to integrate theoretical knowledge with practical 
applications. 
 

RW has been described as; ‘descriptive’, ‘descriptive reflective’, ‘dialogic reflection’ and 
‘critical reflection’. These may be adopted during the reflective process; and depending on the 
typology, the reflectee’ may garner differing levels of cognitive recognition and understanding. (Hatton 
& Smith, 1995).  

 
Further, a reflective’ taxonomy’ consists of a number of stages that vary in difficulty and 

complexity; and have various associated ‘events’ that each level of difficulty triggers; and is termed a 
‘Taxonomy of Hierarchical Processes’ ( Bloom et al,1964; Krathwohl, 2002) 
 

We all reflect in one way or another, either subconsciously and consciously; and the 
conscious process allows us to; review and adapt personal behaviours through critical appraisal; build 
workable theoretical constructs from observation and practice; make decisions and plan effectively to 
engage in empowering self-development; and these engage adaptive learning based upon personal 
learning styles. (Moon, 1999, 2006; Gibbs et al, 1994; Branch & Paranjape, 2002; Maslow, 1943) 
 

6.2 Learning styles 
 

Kolb (1984, pp38) states:” Learning is the process whereby knowledge is created through the 
transformation of experience”. So adaption of reflective processes into personal learning (Watton et 
al, 2001; Gibbs et al, 1994; Gibbs, 1998) are relatively inter-dependent with the reflector’s learning 
style, as learning styles determine how information is processed and perceived (Kolb, 1984; Stice, 
1987) 

 
Preferences of learning style are highly personal, based upon previous social, educational 

and work-based life experience; and that understanding one’s learning style may offer opportunities to 
maximise learning whilst minimising discomfort and confusion around subject matter (Kolb, 1984; 
Stice, 1987)  

 
Honey & Mumford (2006) determined that learners had one of four characteristics termed 

‘Activist’, ‘Theorist’, ’Pragmatist’ and ‘Reflector’; and understanding and knowing one’s particular trait 
may influence the activities undertaken to best support that trait. 

 

6.3 The Author’s learning style 
 
 The author has undertaken numerous tests within his Management training; and understands 
how best he learns; his strengths and weaknesses; and how best to maximise his learning.  

 
To verify this premise, he re-took a few tests to confirm his learning style using the Honey & 

Mumford (2006) and VA(r)K test (Fleming & Baume, 2006); and to assist in the development of his 
RW essay (Table 21; Table 22) 
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Table 21: Honey & Mumford (2006) Learning Styles Test 

Activist Reflector Theorist Pragmatist  

 15 15 15 
Strong 

preference 

9    
Moderate 
preference 

Source: Rtuni.org (2015) ‘Honey and Mumford: Learning Styles Questionnaire’’, www.rtuni.org, [online] available at 

http://www.rtuni.org/uploads/docs/Honey%20and%20Mumford%20-%20Learning%20styles.docx, 

 
Table 22: VA(r)K Learning Styles Test 

Visual Auditory Kinaesthetic 

11 4 14 

Source:Businessballs.com (2015) ‘VAK Learning Styles questionnaire’, www.businessballs.com [online] available at 

http://www.businessballs.com/freepdfmaterials/vak_learning_styles_questionnaire.pdf,  

 

6.4 The Author’s Reflective Essay about his online MBA studies 

at the University of Derby  
 
Effective education that encourages, enthuses, motivates, sustains and challenges me has 

always been about my total immersion in a subject. The educational subject has varied, but the 
premise of immersion has remained throughout my memories from childhood, through adolescence 
and into to adulthood.  

 
This technique has served me both well and poorly; as when I’m engaged and passionate I’m 

confident, dedicated and tenacious; but when disengaged, I’m dispirited, emotionally closed off and 
exhibit a distinct lack of interest that takes time to dispel. 

 
I’ve observed that the most significant aspect of this, has been my personal understanding of 

my nature from an early age, so that I could manage my expectations, develop situations that did 
excite and generate my avowed interest, gave me scope to learn and participate, and allowed me to 
expand my personal and professional skills in a manner that gave me satisfaction.  

 
I feel that I have been able to be predominantly positive but there have been circumstances 

where I did fail and failed miserably. I was concerned at the time that possibly my failure was due to 
my intransigence, my poor communication or maybe just not being engaged in a manner that suited 
my learning style. However, I was able, after the events to examine them without emotion and provide 
myself with a roadmap for the future to not avoid, but learn from these experiences. 

 
Understanding my nature has enabled me to objectively view my MBA studies through the 

sections I have termed ‘pre-course’, and ‘during’; and I’ve been able to view this studying as separate 
elements that constitute a whole; and I present these views in this chapter. 
 
 

6.4.1. Overview of the Author’s Taxonomy of Hierarchical Processes  
 

Based upon my reflections; and considerations of my learning style; I suggest that my 
Taxonomy of Hierarchical Processes (Bloom et al, 1964; Krathwohl, 2002) and personal experiences 
through this taxonomy could look like (Table 23) 

 
 
 
 
 

http://www.rtuni.org/
http://www.rtuni.org/uploads/docs/Honey%20and%20Mumford%20-%20Learning%20styles.docx
http://www.businessballs.com/
http://www.businessballs.com/freepdfmaterials/vak_learning_styles_questionnaire.pdf
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Table 23: Taxonomy of Hierarchical Processes 

 
 
 

Increasing 
Difficulty 

 

 
Process 

 
Event Description 

Example of Author’s  
Personal Experiences 

Knowledge Recall and description 
of events 

Review & plan of processes and practices 
required to generate the MBA project within 
specified completion dates 
Review of MBA dissertation chapters to 
ensure continuity of style, content and for 
academic offences. 

Comprehension Summary of 
information and 
understanding 

Understanding of my personal strengths and 
weaknesses from childhood through to 
adulthood 
Adaptive plans to compensate for 
weaknesses and enhance strengths utilising 
personal learning style 

Application Adapts learning to 
practical circumstance 

Design, trial & re-trial of Survey layout, 
content and language 
Design, trial & test to failure of SPSS 
(IBM.com, 2015) & Excel 
(Products.office.com, 2015) spreadsheets 

Analysis Examines 
experiences 
undertaken 

Administration and review of Pilot data; and 
testing of same in project structures 
Adaptation of structures based on issues 
and problems encountered 
Recognition of what went and well and 
badly; and adaptation to account for these 
factors 

Synthesis Utilises experiences to 
underpin new insights 

Recognition and comprehension that 
surveying (per se) is difficult and needs 
defined structure and content to elicit 
manageable results that may be validated 
Cognizance that the MBA project has 
engendered learning of specific tasks 
outside of previous experiences 

Evaluation Judgements about 
decisions made based 
on experience and 
rationale 

Personal recognition that learning has 
occurred but not necessarily through 
Reflection, but Osmosis (Kolb, 1984; Craig 
et al, 2011) 
Personal recognition that further 
development is required in personal and 
professional fields to fully adapt and 
integrate the capabilities learnt 

Adapted from Bloom, B., Englehart, M.D., Furst, E.J, Hill, W.H., Krathwohl, D., (1964) ‘Taxonomy of Educational Objectives Handbook I: The Cognitive 

Domain’, Longmans, New York, www.worldcat.org 

 

6.4.2. Pre-Course’ & Leading up to my MBA studies 
 
 For many reasons, I have been complacent in my job for a number of years. I’ve been able to 
observe, understand and feel my own disappointment but hadn’t really cared and wasn’t prepared to 
change; however, when I married, my wife provided the impetus, direction and desire necessary to 
implement significant change.  
 

I began a period of studying for a Business course to; see if I could still study; as it was a 
relatively low expense if I failed; and I hadn’t studied properly since 1997. Originally the plan was for 
me to continue for up to 5 years, but I surprised myself and the tutor by over-performing, so was able 
to forego approximately 28 months and move directly to a Diploma, that I passed with flying colours.  
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I felt exhilarated and self-satisfied with the entire learning process and this gave me the 
necessary commitment to attempt an MBA. Thus was I led to choosing The University of Derby MBA 
top-up  
   

6.4.3. ‘During’ my MBA Studies 
 

During the initial ‘welcome’ period, our liaison advised us that the year ahead would be the 
most challenging, annoying, frustrating and happy year we could possibly experience.  

 
I can say that that has definitely been the case, as I’ve had to familiarise myself with a 

predominantly visual based learning environment that doesn’t necessarily suit me, as I’m primarily a 
kinaesthetic learner (Fleming & Baume, 2006); and this gave rise to challenging and demanding 
structures outside the scope of any previous learning. 

 
I require active and tactile participation to best understand and fully develop any learning 

opportunities, so with the MBA course, I had to break it down into manageable portions where I could 
actively explore and partake in specific task-based activities that could, when combined deliver the 
necessary criteria for completion. 

 
During the study, I have observed myself considering, adapting and altering situations and 

circumstances from its’ visual environment to ensure my continued interest in the Study many times. 
This ensured my sustained involvement, maintained my enthusiasm and enabled me to learn, albeit 
through osmosis (Kolb, 1984; Craig et al, 2011) rather than through reflection.  

 
Personally, I have always felt that the process of reflection for me is a burden and un-

necessary as I have always garnered learning through the process of ‘doing’. However, I can see and 
understand its importance to the majority of learners and why it is prevalent in selected work-based 
sectors (Health Practitioners, Academia, et al). 
 

6.4.3.1. Task-based activities that I believe enhanced my learning 

6.4.2.1.1. Interactive videos  

 
There were video conferences during the acclimatisation period which I felt were fantastic as; 

they were scheduled at a convenient time; had excellent and varied content; gave me and others the 
opportunity to actively participate, question and discuss conceptual matters in a ‘live’ environment; 
and enabled us to feel valued, yet gave us the nudge in the necessary direction to produce a quality 
Study.  
 

I observe that this medium is one that I prefer above all others in a professional and personal 
context as it provides immediate feedback; is constructive; allowed me to actively participate; and 
satisfies my preferred learning tendencies (Fleming & Baume, 2006) 

 
Further, reviewing the content of the conferences after the events allowed me to objectively 

appraise and digest the material; plan, adapt and adopt various strategies to enhance my learning 
based upon content; provided motivation; and provided ideas on design structures to actively engage 
and challenge me through the Study. 
 

6.4.2.1.2. Survey design 

 
My Study was based upon statistical analysis of a survey that I had to design and administer. 

I had to; research the concept and structure of surveys; research my target audience and how to best 
reach them; design and lay out the survey so as to engage the greatest number of respondents; 
administer and track respondents through computer applications; and collate, then analyse the data. 
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These intrinsically linked functions occurred over a number of months, with multiple incidents 
of trial and error resulting in both failure and success. I found it advantageous to have several working 
copies and ‘played’ with them, so as to actively learn how best to administer the entire survey.  

 
Through this process I was able to develop a better understanding of the minutiae of survey 

design; and when I experienced issues, as I did with data collection, I observed that I was able to 
adapt to a different collection methodology.  
 

6.4.2.1.3. Statistical design, testing and analysis  

  
Statistical analysis was a key part of the entire research process and required that I develop 

some advanced Microsoft Excel (Products.office.com, 2015) and SPSS (IBM.com, 2015) skills to be 
able to effectively analyse the data I garnered.  
 

Although Google (Google.co.uk, 2015) and YouTube (youtube.com, 2015) were a fantastic 
resource on ‘how to do it…’ which I used frequently, I observed that I learnt best from ‘playing’ with 
the data through creation, deletion, adaption and re-creation of multiple Microsoft Excel 
(Products.office.com, 2015) and SPSS (IBM.com, 2015) data sheets.  

 
This playing enabled me to structure the content and layout of my analysis programs which 

empowered me to embed the knowledge within my core memory; and this enhanced my cognizance 
of the wider sphere of analytics.  Further, that this wider cognizance may be of some future use if I am 
able to seek and engage in more challenging employment. 

 
It may be argued that this ‘playing’ was inefficient as it required a significant amount of 

commitment, engagement and time to fully exploit the intricacies of my analysis programs. However, I 
feel that I have learnt more by trial and error; and that this ‘playing’ gave me enjoyment, a sense of 
fulfilment and actively triggered my ‘wanting to learn’, even though at times it was frustrating, 
demanding and perplexing. 
 

6.4.3.2. Task-based activities that I believe didn’t enhance my learning 

6.4.3.2.1. Planning  

 
As part of my previous Management roles, I have been heavily involved in multi-project short 

and long-term planning; so considering the ‘structure’ of the MBA Study, I considered the planning 
phase was quite an easy element to implement. However, there were a number of situations that 
affected the planning that were outside my control and I didn’t have, nor really consider contingency 
planning until required. 

 
I feel that I didn’t really learn anything from this adaptation to circumstances as my previous 

job-roles have all been around ‘fast-paced’, ‘think-on-your-feet’ where adaptive planning and 
implementation was required to generate substantive results.  
 

6.4.3.2.2. Tutor discussions & relations 

 
Although the relations with my tutor have been very amicable and valuable throughout, I feel 

that I haven’t garnered a great deal of applicable and practical knowledge through our online 
relationship, as he gave great advice that nudged me in different directions but without specifics and I 
found this difficult to manage, as I have always learnt best through structured and constructive 
feedback (Honey & Mumford, 2006) that provides a clear and definitive direction. 

 
 However, I also understand that at this level of study, the process of research is supposed to 

encourage a greater depth of learning through critical exploration, analysis and thinking; evidenced by 
the Learning Outcomes of the MBA Course that require a student to “act autonomously….in designing 
a research project….in critically investigating…”  (UDOL, 2015

2
) 
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6.5 Lessons Learnt 

6.5.1 Lessons learnt 1 

 

The predominant lesson I learnt from the MBA Study was that I feel that I have now reached 
my optimum level of education. Attempting a PhD is beyond my scope; and my commitment to it 
would be spurious at best and destructive at worst. 

 
Due to the level of immersion I require to fully understand a complex subject, I feel I have 

neglected my marriage somewhat to ensure my MBA studying produced the necessary output; and if I 
undertook a PhD, I feel that it would seriously jeopardise my future relationship with my wife.  

 
Further, I no longer have the desire necessary to subject myself to a strict regime of studying 

again, especially for an extended period of time. Further, in my opinion, being a pragmatist and a 
kinaesthetic learner (Honey & Mumford, 2006; Fleming & Baume, 2006) doesn’t necessarily match 
the requirements of being a fully-fledged academic and this continuing disparity wouldn’t encourage 
me to learn.  

 

6.5.2. Lessons Learnt 2 
 
The other major lesson I learnt was that surveying people isn’t easy. I thought I had designed 

a robust, exemplary and engaging survey which could be administered smoothly that would give clear 
and credible results that could easily support my hypothesis. 

 
However, upon reflection, the survey was too long, the questions possibly ambiguous and the 

subject matter difficult to comprehend. Allied to this, the targeted population at the time of year the 
survey was sent out (Christmas period) are always the busiest, so this affected respondent response 
immensely. Hence the RR were lower than anticipated, which prompted me to adapt the data 
collection midway through, then to initiate a wave of purely PI to attempt to obtain a more 
representative series of results for comparison purposes.  

 
Even this intervention technique was only partially successful, as I had to extend the data 

collection period and subsequently reduce the data analysis period, which placed extra pressure at a 
critical time. Further, I feel that I have not done justice to the ideals, and ideas that I set out with, 
which has disappointment me somewhat. 
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6.6 My Future Development Plan 
 
Having an understanding of my personal strengths and weaknesses; considering the 

capabilities developed through the MBA course; and allowing for my learning style, I suggest a future 

development plan (
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Table 24) based upon a personal SWOT analysis (Humphrey, 1960~1970) (Figure 28)  
 
 

Figure 28: Personal Development SWOT Analysis 

Strengths 
 

Exposure to range of research methodologies 
Demonstrable knowledge of undertaking extensive 
research 
Kinaesthetic learner (adaptive and willing to ‘try’) 
MBA qualification demonstrates a high level of 
academic achievement 
Enhanced capabilities 

Weaknesses 
 

No opportunity to utilise new capabilities in current 
work environment 
Lack of practical experience with new capabilities in 
the workplace 
My age & lack of experience may deter future 
employers 
 

Opportunities 
 

Increasing professional network and exposure to 
similar persons through commitment to posting and 
responding to articles on Linkedin (Gb.linkedin.com, 
2015) 
Increasing personal knowledge base by joining 
professional bodies such as the CMI 
(Managers.org.uk, 2016) 
Investigating possibilities for contract work or starting 
own business – (self-employed consultant) 
 
 

Threats 
 

Future students who achieve similar qualifications 
Competition for new position from pool of people who 
have experience and qualification 
Stagnation of ideas/concepts if a new work position 
can’t be secured 
Despondency and ennui creep in 
Consideration that the expense of undertaking 
extensive re-education hasn’t provided a viable return 

Adapted from: Humphrey, A.S. (1960~1970) ‘SWOT Analysis for Management Consulting’ in Fair, B (ed) SRI Alumni Association Newsletter, Dec 2005, 

[online] available at http://www.sri.com/sites/default/files/brochures/dec-05.pdf 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.sri.com/sites/default/files/brochures/dec-05.pdf
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Table 24: Personal Development Plan 

Priority Areas for 
Development 

SMART  
timeframe 

Potential Impact upon 
Future Development 

Improving viability and success of 
entrenching capabilities 

Sourcing employment 
in a different sector 

0 to 8 months 
(if successful in 
achieving MBA 
qualification) 

Exposure to practical environments that encourage 
use of new capabilities 

Exposure to new and existing technologies 
such as AGILE, Lean & Six Sigma 
(
Agilemanifesto.org; 2016; Lean.org, 2016; 
Isixsigma.com, 2016) that embed learning 
through kinaesthetic usage (Honey & 
Mumford, 2006; Fleming & Baume, 2006) 

Networking for 
professional exposure 

 
1 to 12 months 

Review @12 months 
 

Opportunities for gaining experience  
and receiving practical advice 

Join multiple Linkedin (Gb.linkedin.com, 2015) 
groups to gain exposure and contacts that 
regularly increase visibility of my professional 
skills  

Membership of 
Professional Bodies 

0 to 6 months 
(if successful in 
achieving MBA 
qualification) 

Wider recognition of professional competency 
Extended opportunities for exposure to potential 

employers/contracts 

Membership could encourage employers to 
utilise my capabilities either in-house or as a 
self-employed contractor 
 

Continue to 
learn Mandarin 

2 years 
(to conversational 

standard) 
Extended global opportunities 

Exposure to differing cultures and experiences 
could enhance capabilities if utilised in 
developing markets 

 
 
 

6.7 Conclusion 
 

My reflective statement was difficult to conceive and write as I hadn’t the belief in its purpose. However, I am conscious that I have learnt a great deal 

from the study process as a whole; and that this accumulation of knowledge should stand me in good stead for the future provided that I can utilise elements 

from my development plan. 
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Appendices 

Appendix 1: Author’s suggested Social Media Transmission Model 

 

 
Adapted from

 
Kietzmannn, J.H., Hermkens, K, McCarthy, I.P. & Silvestre, B.S. (2011) 'Social media? Get serious! Understanding the functional building blocks of social media', Business Horizons 54 (), pp 241-251
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Understanding the Process 
 

Stimuli is received either as Primary or Secondary; where Primary is content sources based 
on radio, television, newspapers, social media, et al, that is outside the user Network Users Map 
(personal connectivity); and Secondary where content is sources based on social media that is inside 
the users Network Users Map (personal connectivity) 

 
Process 1 

 Primary stimuli received 
o User reviews/digests as per Kietzmann et al (2011) Honeycomb 

 

 User generates content as per Kietzmann et al (2011) Honeycomb 
o User ‘shares’ their content to their personal network 

 
Process 2 

 Secondary stimuli received (from personally connected social media users) 
o User reviews/digests as per Kietzmann et al (2011) Honeycomb 

 

 User generates content based as per Kietzmann et al (2011) Honeycomb 
o User ‘shares’ their content to their personal network 
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Appendix 2: Author’s Pilot Study 

 

An example only: 

 
Source: Google+.com (2015) [online] available at https://accounts.google.com/ 

 

https://accounts.google.com/
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Appendix 3: Author's Main Survey 

 

 
Source: Google+.com (2015) [online] available at https://accounts.google.com/ 

https://accounts.google.com/
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Source: Google+.com (2015) [online] available at https://accounts.google.com/ 

 

https://accounts.google.com/
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Source: Google+.com (2015) [online] available at https://accounts.google.com/ 
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Source: Google+.com (2015) [online] available at https://accounts.google.com/ 
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Source: Google+.com (2015) [online] available at https://accounts.google.com/ 
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Source: Google+.com (2015) [online] available at https://accounts.google.com/ 
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Source: Google+.com (2015) [online] available at https://accounts.google.com/ 
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Source: Google+.com (2015) [online] available at https://accounts.google.com/ 

https://accounts.google.com/


A dissertation submitted for the MBA Program @ University of Derby Online 
By Brian K Yang 

Page 124 of 181 
 

 

 
Source: Google+.com (2015) [online] available at https://accounts.google.com/ 
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Source: Google+.com (2015) [online] available at https://accounts.google.com/ 
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Appendix 4: Participant Information Letter 

 

 
Source: Adapted from University of Derby Online: UDOL (2015)’ Home Page’ [online] available at http://www.derby.ac.uk  

http://www.derby.ac.uk/
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Appendix 5: University of Derby Consent & Withdrawal Letter 

 

 
Source: Adapted from University of Derby Online: UDOL (2015)’ Home Page’ [online] available at http://www.derby.ac.uk 

 

 

http://www.derby.ac.uk/
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Appendix 6: University of Derby Debrief Letter 
 

 
Source: Adapted from University of Derby Online: UDOL (2015)’ Home Page’ [online] available at http://www.derby.ac.uk
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Appendix 7: Author's Coding Frame 

 

Table 25: Author's Coding Frame 

Terms 
Coding 
Score 

Question 
utilising it 

Terms 
Coding 
Score 

Question 
utilising it 

Terms 
Coding 
Score 

Question 
utilising it 

Strongly 
Disagree 

5 

14,16,17,21,
22,23,24, 28 

28 

Very 
Unlikely 

5 

27 

Never 5 

15 

Disagree 4 Unlikely 4 
Almost 
Never 

4 

Neutral 3 Neutral 3 Sometimes 3 

Agree 2 Likely 2 
Almost 

Every Time 
2 

Strongly 
Agree 

1 Very Likely 1 Every Time 1 

Terms 
Coding 
Score 

Question 
utilising it 

Terms 
Coding 
Score 

Question 
utilising it 

Terms 
Coding 
Score 

Questions 
utilising it 

Least 
Important 

5 

18 

Extremely 
less than 

others 
6 

25,26 

Yes 1 

1,2,11,19 Not Important 4 
Much less 

than 
others 

5 No 2 

Neutral 3 
A little less 

than 
others 

4 Not Sure 3 

Important 2 
A little 

more than 
others 

3    

Most 
Important 

1 
Much 

more than 
others 

2    

   
Extremely 
more than 

others 
1    

Terms 
Coding 
Score 

Question 
utilising it 

Terms 
Coding 
Score 

Question 
utilising it 

10 or less 1 

9 

Prefer not 
to say 

1 

8 

>10 but <50 2 England 2 

>50 FALSE Ireland 3 

   Scotland 4 

   Wales 5 

   
Web-

based only 
6 
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Appendix 8: Example of Qualitatively Coded Questions & Code Count 

 

Figure 29: Qualitatively Coded Questions from Author's Survey (1) 

 

Source: Provalis Research (2015) ‘QDA Miner Lite - Free Qualitative Data Analysis Software', www.provalisresearch.com [online] available at 

http://provalisresearch.com/products/qualitative-data-analysis-software/freeware/ 

Adapted from: Bogdan, R. C & Biklen, S. K., (1998) ‘Qualitative Research for Education: An introduction to Theories and Methods’, 3rd edition, Pearson 

Education group, New York, available at https://books.google.co.uk 

 

Figure 30: Qualitative Code Count from Author's Survey (1) 

 
 
Source: Provalis Research (2015) ‘QDA Miner Lite - Free Qualitative Data Analysis Software', www.provalisresearch.com [online] available at 

http://provalisresearch.com/products/qualitative-data-analysis-software/freeware/ 

Adapted from: Bogdan, R. C & Biklen, S. K., (1998) ‘Qualitative Research for Education: An introduction to Theories and Methods’, 3rd edition, Pearson 

Education group, New York, available at https://books.google.co.uk 

 

 

http://provalisresearch.com/products/qualitative-data-analysis-software/freeware/
https://books.google.co.uk/
http://provalisresearch.com/products/qualitative-data-analysis-software/freeware/
https://books.google.co.uk/
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Figure 31: Qualitatively Coded Questions from Author’s Survey (2) 

 
Source: Provalis Research (2015) ‘QDA Miner Lite - Free Qualitative Data Analysis Software', www.provalisresearch.com [online] available at 

http://provalisresearch.com/products/qualitative-data-analysis-software/freeware/ 

Adapted from: Bogdan, R. C & Biklen, S. K., (1998) ‘Qualitative Research for Education: An introduction to Theories and Methods’, 3rd edition, Pearson 

Education group, New York, available at https://books.google.co.uk 

 

 

Figure 32: Qualitative Code Count from Author’s Survey (2) 

 
Source: Provalis Research (2015) ‘QDA Miner Lite - Free Qualitative Data Analysis Software', www.provalisresearch.com [online] available at 

http://provalisresearch.com/products/qualitative-data-analysis-software/freeware/ 

Adapted from: Bogdan, R. C & Biklen, S. K., (1998) ‘Qualitative Research for Education: An introduction to Theories and Methods’, 3rd edition, Pearson 

Education group, New York, available at https://books.google.co.uk 

 

 

 

 

 

 

 

http://provalisresearch.com/products/qualitative-data-analysis-software/freeware/
https://books.google.co.uk/
http://provalisresearch.com/products/qualitative-data-analysis-software/freeware/
https://books.google.co.uk/
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Appendix 9: Response Rate Consideration 
Table 26: Considerations of Response Rates 

 No of 

Respondents 

contacted 

A 

Distribution  

Method 

Voluntary  

Participation 

No of  

Questionnaires 

returned 

B 

Usable 

Questionnaires 

C 

Response 

Rates 

RR 

Facilitation response  

to improve  

response rates (RR) 

Is RR out of 

acceptable 

parameters 

Potential reasons for 

unacceptable parameters 

Pre-Pilot 

Survey 
1 n/a yes 10 9 90% n/a n/a 

Deliberate failure of 1 

response 

to test coding structures 

Pilot Survey 23 Email yes 6 6 

 

 

26.09% 

(AAPOR, 

2008) 

Personal invitation 

issued by email and 

through personal 

contact 

 

Close to Pilot closure 

deadline, respondents 

were contacted again by 

email, phone and 

through personal 

contact. 

 

The link to the Pilot 

study was tested and re-

tested using multiple 

computers and found to 

be working perfectly. 

 

 

 

No  

(Dey, 1997; 

AAPOR, 

2008; 

Baruch & 

Holtom, 

2008) 

 

 

A number of respondents 

were from one Company 

and the stakeholder who 

needed to give me 

permission to contact the 

others using their Corporate 

Intranet had a bereavement. 

Ethically, I couldn’t use 

these respondents as 

permission hadn’t been 

given, nor was another able 

to provide permission. 

A number of emails 

provided by respondents 

had moved my Pilot Study 

directly to a spam folder. 

These individuals were 

contacted privately to 

attempt a re-sending, but 

this failed also 

 

A number of emails 

bounced back as un-

deliverable immediately 
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Main 

Survey 

(Internet 

Based) 

 

 

 

3200 

 

Email yes 

 

34 

 

31 

 

 

1.0 % 

(AAPOR, 

2008) 

Gmail daily email 

sending limit increased 

to 400 through purchase 

of a specific application 

 

Gmail contacts were 

sub-divided into groups 

of 400 to ensure 

compliance with Google 

email sending limits. 

Initially one group of 400 

emails were sent, with a 

delay of some days 

between the next wave, 

to assess the relative 

merits/de-merits of the 

Gmail email client 

 

The very low response 

rate prompted the 

Author to initiate a 

secondary wave of 

Phone based interviews 

to attempt to obtain a 

valid survey sample size 

Yes 

Quality of email list available 

varies significantly from 

Company to Company. 

 

Price determines quality and 

whether list has been 

‘verified’ by secondary 

contact. 

 

 

See lessons Learnt (6.5.2) 

Main 

Survey 

(PI)  

 

 

35 

 

Phone yes 

  

23 

 

23 

 

 

65.7% 

(AAPOR, 

2008) 

Significant time and 

effort was expended 

attempting to contact 

and encourage 

respondents to engage 

with the PI process. A 

number of ‘promised’ 

interviews were 

curtailed, deferred or 

cancelled. The data 

collection period was 

extended by a number 

of weeks to increase the 

likelihood of gaining a 

larger number of 

respondent interviews. 

  

Due to unforeseen personal 

circumstances, a significant 

number of phone-interviews 

had to be cancelled at short 

notice; and when contacted 

again, respondents were 

less willing to assist. 

 

See lessons Learnt (6.5.2) 

Adapted from Baruch, Y & Holtom, B.C., (2008) ‘Survey response rate levels and trends in organizational research’, Human Relations 61(8), pp1139-1160
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Appendix 10: Pilot Survey Feedback Demographics 
 

 
Source: Google+.com (2015) [online] available at https://accounts.google.com/ 

https://accounts.google.com/
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Appendix 11: Chi Squared Data for Objective 1 (b) 
 

 

Figure 33: Facebook & NoF 

 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
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Figure 34: Pinterest & NoF 

 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 35: Twitter & NoF 

 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 36: Tumblr & NoF 

 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Appendix 12: Chi Squared Data for Objective 2 
 

Figure 37: Expressing NoF & Communication Characteristic (Relationships)  

 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 38: Expressing NoF & Communication Characteristic (Reputation) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 39: Expressing NoF & Communication Characteristic (Groups) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 40: Expressing NoF & Communication Characteristic (Conversations) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 41: Improving NoF & Communication Characteristic (Relationships) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 42: Improving NoF & Communication Characteristic (Reputation) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

 

 

 

 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/


A dissertation submitted for the MBA Program @ University of Derby Online 
By Brian K Yang 

Page 145 of 181 
 

Figure 43: Improving NoF & Communication Characteristic (Groups) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 44: Improving NoF & Communication Characteristic (Sharing) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

 

http://www.ibm.com/
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Appendix 13: Chi Squared Data for Objective 3 
 

Examples of Data to test NoF on TDM 

 

Figure 45: NoF & TDM (Marketing) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
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Figure 46: NoF & TDM (Marketing) Influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
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Figure 47: NoF & TDM (Customer) Influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
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Figure 48: NoF & TDM (Stock Management) Influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
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Appendix 14: Chi Squared Data for Objective 4: Part 1 
 

Examples of Data to test elements of B.R.P.S. (Sitkin & Weingart, 1995; Hung & Tangpong, 2010; 

Huff et al, 1997 

 

Figure 49: RP Tendencies & Assessment of Others 

 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Figure 50: RP Tendencies & Technical Analyses 

 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Figure 51: RP Tendencies & Major Impacts 

 
 

Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
http://www-01.ibm.com/software/uk/analytics/spss/
http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
http://www-01.ibm.com/software/uk/analytics/spss/
http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
http://www-01.ibm.com/software/uk/analytics/spss/
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Figure 52: RP Tendencies & Failure 

 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

 

Figure 53: RP Tendencies & Missing Information 

 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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Appendix 15: Chi Squared Data for Objective 4: Part 2 
 

Examples of data for TDM & Influencing operational scenarios 

 

 

Figure 54: TDM influences Marketing & Marketing influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

 

http://www.ibm.com/
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Figure 55: TDM influences Marketing & Customer influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 56: TDM influences Marketing & Stock Management influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 57: TDM influences Marketing & Loss Prevention influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 58: TDM influences Regulatory & Staff influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
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Figure 59: TDM influences Regulatory & Loss Prevention influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 60: TDM influences Customer & Marketing influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 61: TDM influences Customer & Customer influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 62: TDM influences Customer & Stock Management influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 63: TDM influences Stock Management & Staff influence S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 64: TDM influences Stock Management & Stock Management influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 65: TDM influences Loss Prevention & Marketing influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 66: TDM influences Loss Prevention & Staff influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 67: TDM influences Loss Prevention & Regulatory influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 68: TDM influences Loss Prevention & Stock Management influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Figure 69: TDM influences Loss Prevention & Loss Prevention influences S&P 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 
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Appendix 16: Chi Squared Data for Objective 4: Part 3 
 

Examples of data for TDM influences S&P & Varied Factors 

 

Figure 70: TDM influences S&P & PSM influences TDM 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/
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Figure 71: TDM influences S&P & Time Spent on PSM influences TDM 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

http://www.ibm.com/
http://www-01.ibm.com/software/uk/analytics/spss/


A dissertation submitted for the MBA Program @ University of Derby Online 
By Brian K Yang 

Page 171 of 181 
 

Figure 72: TDM influences S&P & TDM is influenced by RP 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

http://www.ibm.com/
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Figure 73: TDM influences S&P & S&P is influenced by RP 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-01.ibm.com/software/uk/analytics/spss/ 

http://www.ibm.com/
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Appendix 17: Ordinal Regression Data (a) 
 

 ‘TDM influences S&P’ as Dependent Variable  

 ‘TDM influenced by RP’; ‘PSM influences TDM’; ‘TDM influenced by NoF’; and ‘PSM 

measurement = NoF’ as Independent Variables 

 

Figure 74: Ordinal Regression Data Summary (a1) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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Figure 75: Ordinal Regression Data Summary (a2) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Figure 76: Ordinal Regression Data Summary (a3) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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Figure 77: Ordinal Regression Data Summary (a4) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Figure 78: Ordinal Regression Data Summary (a5) 

 

Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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Appendix 18: Ordinal Regression Data (b) 
 

 ’S&P influenced by RP’ as Dependent Variable  

 ‘TDM influenced by RP’; ‘PSM influences TDM’; ‘TDM influenced by NoF’; and ‘PSM 

measurement = NoF’ as Independent Variables 

 

Figure 79: Ordinal Regression Data Summary (b1) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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Figure 80: Ordinal Regression Data Summary (b2) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Figure 81: Ordinal Regression Data Summary (b3) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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Figure 82: Ordinal Regression Data Summary (b4) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Figure 83: Ordinal Regression Data Summary (b5) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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Appendix 19: Ordinal Regression Data (c) 

 

 ‘PSM influences S&P’ as Dependent Variable  

 ‘TDM influenced by RP’; ‘PSM influences TDM’; ‘TDM influenced by NoF’; and ‘PSM 

measurement = NoF’ as Independent Variables 

 

Figure 84: Ordinal Regression Data Summary (c1) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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Figure 85: Ordinal Regression Data Summary (c2) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Figure 86: Ordinal Regression Data Summary (c3) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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Figure 87: Ordinal Regression Data Summary (c4) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 

 

Figure 88: Ordinal Regression Data Summary (c5) 

 
Source: IBM.com (2015) ‘SPSS software” in Predictive analytics software and solutions’, www.ibm.com, available at http://www-

01.ibm.com/software/uk/analytics/spss/ 
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