
Introduction

Social media platforms give rise to a plethora of opportunities 
for the individual and the organizations since its emergence 
in 2001. The past literature review had the mention of 
consumer behaviour of social media users. There were 
studies in the past on social media based on values and 
branding. The study of the history researcher has found that 
individuals with a high score of sociability would have a 
more significant amount of Facebook friends (Ross et al., 
2009). Social media ensures brand loyalty in customers. The 
study found the controlled functioning of social web page 
(Vazire & Gosling, 2004). The owners of web pages have 
complete control. Social media adoption depends on 
multiple factors such as customers needs, values it offers, 
building relationship, customer engagement and conversions. 
The researchers in the past studied the self-esteem (ES), 
marketing outcomes and consumption getting influenced by 
social media. The study undertaken so far fails to address the 
factors of needs and motivations collectively. 

Background of the Study

Social Media

Web 2.0 led to the invention of social media between 2000 
and 2010. Internet 2.0 has introduced many two-way 
platforms such as Facebook, Twitter, WhatsApp and 
YouTube. The applications of social media or Web 2.0 
allow users to interact and share as well as produce content 
using these platforms at individual and organizational level. 
The people employed in social relationships with other 
people have expectations of receiving social rewards from 
the interaction (Emerson, 1987). Facebook is significant for 
making the strong association between social capital and 
Facebook users (Steinfield, Ellison, & Lampe, 2008). The 
narrow term in Social media is similar to social networks 
such as Facebook and Myspace (Tuten, 2008). The article 
has highlighted growing popularity for social media for 
consumers and its impact on marketing strategies 
(Papasolomou & Melanthiou, 2012). The study has findings 
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from content analysis of Facebook posts from MAC 
Cosmetics, Clinique, L’Oréal, Maybelline and the types of 
social media tools used more frequently by these brands for 
connecting with their users (Shen & Bissell, 2013). The 
prime purpose of using social media platforms is ‘needs’. 
These are popularly used to search, maintain and locate 
network (Hallikainen, 2015). The research has examined 
consumers’ preferences for different social media campaigns 
and sees the impact of positive and negative word-of-mouth 
on consumer-campaign identification. The attacks that have 
negative messages receive contrary word-of-mouth (Denni 
& Timo, 2017). The study undertaken by Arora and Sanni 
(2018) provides a review for investigating the usage of 
social media marketing concepts.

Maslow’s Hierarchy of Needs Theory

The motivational needs to have a specific hierarchy in 
every individual. For finding out the factors that motivate a 
person to do better in life and work and to understand what 
encourages the most, psychologist Abraham Maslow in 
1934 postulated Maslow’s Pyramid or theory of human 
behaviour. This model describes different levels of 
fulfilment of needs. This theory is being used as a tool 
predominantly in HR-related activities in different 
corporate setups. Maslow classified human necessities into 
the five-tiered pyramidal structure, that is, ‘hierarchy of 
needs’. According to this pyramidal structure, a higher-
level need is significant than the lower levels of obligation. 
He further emphasized that skipping a degree is not 
possible at all.

The levels are as follows:

1. Physiological: Food, shelter, getting a salary and so 
on are considered as basic needs, and these fall under 
the ambit of ‘physiological needs’.

2. Safety: This includes security, safety and stability. 
For example, a permanent job provides stability and 
secured life for a person.

3. Love and belonging (LB): This includes close 
bonds, recognition, compassion for other people and 
affection. Employees give time to social contacts with 
colleagues only if they find their jobs to be secure.

4. ES: This includes the need for recognition. Example, 
apart from salary, praise, confidence and independence 
are essential motivators for an employee.

5. Self-actualization (AC): This level describes 
the ‘development needs’. Example, individual 
employees are overtly enthused when they get an 
opportunity to undergo specific courses or studies, 
and then they get ample of appreciation for their 
work and effort.

The virtual technology space plays a significant role in 
routine life and hierarchy of needs mentioned above holds 
in case of an online presence as well.

Research Model, Hypotheses and 
Literature Review
Social Media and Maslow’s Hierarchy of 
Needs Theory

As it is evident that Maslow’s hierarchy is psychological 
and relates to the use of social networking with the mental 
aspect of human beings. It is better for understanding how 
it can be used to maximize the use of social networking for 
marketing function of an organization. 

The lowest of the level is ‘physiological needs’, and it 
explains the basic needs to survive. It includes all physical 
needs such as breathing, food and water. If we talk about 
the physical and psychological demands on social media, it 
stands nowhere. In a study conducted by Cherry (2018), 
they found that customers in different cultures may have 
different needs. This level was not adopted in hypotheses 
as users do not consider in social media usage as per 
literature.

Next in the hierarchy is ‘safety needs’, and it is 
predominantly about safety and security. The article states 
that without the physical safety and security, people tend to 
experience personal, financial and mental trauma. Security 
or privacy is a prime parameter of social media usage 
(Vanderstraetan, 2018). Several types of research are 
conducted to provide a high level of protection in social 
media (Hiatt & Choi, 2016). Thus, users are seen to create 
multiple accounts, often called as profile cloning (Gupta, 
Rai, & Sinha, 2013) to hide their presence from the selected 
audience. Even the social networking sites (SNSs) provide 
inbuilt features of security of restricted view and blocking 
unwanted links (Verma, Kshirsagar, & Khan, 2013). The 
literature states that some users do not care about this 
aspect of social media usage. They tend to post anything or 
everything related to their life events (Senthil & 
Saravanakumar 2016). The two levels physiological and 
safety needs are excluded in the study.

‘LB’ are the third in the hierarchy. It explains the need 
for attachment and love from close ones in life and is also 
called social needs. Belongingness gives rise to the 
emotional and empathetic needs in life. These days, people 
around the world dive into the sea of social media to keep 
connected with their friends and family. They keep their 
status updated, and the number of people joining social 
media is increasing for various reasons identified as 
relationship building by Quan and Young (2010), Hu, Liu, 
and Zhang (2008), and Hennig, Gwinner, Walsh, and 
Gremler (2004). The author states that companies or 
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celebrities increase fan followings by social media (Glazer, 
2011). They also use it for private messaging.

‘Esteem or self-esteem’ is the second last in the 
hierarchy. It is a significant way to get motivated to do 
better work. Although ES comes from within, getting 
compliments and positive feedback from people around 
brings in a positive feeling, which in turn brings in 
increased esteem. The fourth level of the pyramid depicts 
the same. Muqaddas, Sanobia, and Nawaz (2017) show 
that ES is amplified best by the use of social media. Instant 
gratification on Facebook or Instagram raises morale and 
brings about a positive impact psychologically. It enhances 
confidence, indicated Sharma and Sahu (2013), by 
providing a sense of freedom and self-identity (Nyagah, 
Nyagah, Asatsa, & Mwania, 2015).

Gallagher (2017) pointed out that teens easily suffer 
from low ES due to several physical and environmental 
factors. Social media help them to regain the esteem and be 
physically and mentally healthy. Raymer (2015), in her 
study, points out that there is a straight association between 
ES and social media usage, particularly in the college-
goers. The time spent on social networking and ES shows 
the direct relationship, as stated by Chen and Lee (2013).

Thus looking at the past researches related to the above 
two aspects of Maslow’s hierarchy and social media usage, 
we propose the following hypothesis for the study:

H1: LB needs predict ES in social media adoption.

Highest in the hierarchy is ‘AC’. According to Maslow, it 
embodies the development of an individual toward 
satisfaction of the most top needs. In Maslow’s pyramid, 
the requirements have been depicted to follow a linear 
growth. Accordingly, when individuals attain the basic 
needs, the individual reaches a state of AC or 
self-satisfaction.

Chou and Lim (2010) added that AC or higher levels of 
happiness is a result of social media usage. Given AC, 
Sheldon, Elliot, Kim, and Kasser (2001) evaluated Maslow’s 
hierarchy of needs theory and recommended that 
invigoration of pleasure is one of the 10 initial human needs 
which is the feeling we get when we receive a plethora of 
enjoyment and joy instead of feeling jaded. Waterman, 
Schwartz, and Conti (2008) also suggested that happiness 
has two philosophies, that is, hedonia and eudaimonia. 
According to the hedonic view, happiness is possible 
through the quest of pleasure, amusement and relaxation. In 
the eudaimonic view, the pursuance to use or develop the 
best in oneself takes place (Huta & Ryan, 2010).

Further eudaimonia is moving toward self-fulfilment, as 
stated by Waterman et al. (2008), which is comparable to 
AC. Huta and Ryan (2010) noted that AC could be 
associated with more frequent ultimate experiences. 
Waterman et al. (2008) indicated that philosophically, 

activities that lead to eudaimonia also lead to hedonic 
enjoyment. For this reason, we connect stimulation to 
happiness as a further basic need to summarize the 
collective effect of hedonia and eudaimonia.

If we map AC with social media usage pattern, it is 
exciting to find that some users are engaged in increasing 
their knowledge and self-development from social media. 
Thus, only those people tend to come back to social media 
who find the content engaging. Thus, social media has 
formed a niche for the talented ones who want to share 
their experience and knowledge and also for them who 
want to gain understanding. A study (Brandtz & Heim, 
2009) indicated the key intentions, namely information, 
entertainment, social interaction and personal identity for 
the usage of the most admired SNSs in Norway. The earlier 
studies have suggested the values and benefits of social 
media but the Maslow’s hierarchy theory has not been 
mapped so far in social media adoption.

Reviewing the literature on social media usage intension 
and also the abstract related to AC, the study proposes the 
following hypothesis:

H2: ES predicts AC in social media adoption.

Research by Lize (2017–2018) indicates that social motives 
and social experience predict the intensity of SNS usage. 
While another study suggested that the parameters such as 
performance expectancy, peer support, family support and 
perceived playfulness predict the social media usage 
(Ahmed-Al-Azawei, 2018). Further, looking deeply into 
the past researches, it shows that the intensity and usage 
intention of social media usage has been predicted mostly 
by technology acceptance model (Teo, 2016). Summarizing 
the studies of Chou and Lim (2010), Sheldon et al. (2001), 
Waterman et al. (2008) and Huta and Ryan (2010), the 
article concludes that self-actuation leads to happiness, and 
happiness in social media usage leads to its usage intensity. 
Thus, it can be found and hypothesized that:

 H3: AC predicts ‘usage intensity’ in social media adoption.

Demographic variables such as age and gender show a 
positive relationship in social media usage (Cheng & 
Watkins, 2010). Although the usage of social media is 
linked with various professional reasons (Greenwood & 
Gopal, 2015; Lister, 2017; Phang, Kankanhalli, & Tan, 
2015; Statista, 2017), there was no study where the type of 
profession got linked with social media usage intention. 
Interestingly in some studies, it was found that social media 
usage for a professional reason such as general knowledge 
and job search help leads to a negative impact on 
behavioural and psychological well-being of a person 
(Maier, Laumer, Eckhardt, & Weitzel, 2015). The study 
found that age, gender & profession does affect LB needs, 
ES needs and AC needs (Ojha & Pramanic, 2009). But it 
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was not verified to be found in the hierarchical format 
following Maslow’s Law. Thus, this study aims to find 
linkages of age, gender, profession with LB needs, ES and 
AC and connect them with social media usage.

H4: Age, gender, profession affects LB needs, ES and AC in 
social media.

To summarize the proposed hypothesis of the study:

H1: LB needs predict ES in social media adoption.
H2: ES predicts AC in social media adoption.
H3: AC predicts usage intensity in social media adoption.
H4: Age, gender, profession affects LB needs, ES and AC in 
social media.

Objectives of the Study
The focus of the research is to map Maslow’s hierarchy 
factors with social media adoption, that is, Facebook. The 
article further investigates the influence of Maslow’s need 
theory on social media adoption. The study proposes social 
media adoption model.

Methodology
The article uses the descriptive research design to find out 
the impetus of using social media, particularly Facebook, 
by mapping the constructs of Maslow’s hierarchy. The 
different popular social media platforms are Facebook, 
Twitter, Instagram, WhatsApp and YouTube. Facebook is 
the leading social media platform with around 2 billion 
users, and it has users with close relationship. The study 
has considered Facebook as the social media platform, and 
the survey instrument was a structured questionnaire.

The framing of items of the survey owes to various 
researches on social media usage intentions, which had a 
mention in the review of literature section. The study has 
three parts: The first section has items related to social 
media usage concerning Maslow’s need hierarchy. The 
second section is typically consisting of the demographic 
variables such as age, gender, qualification and profession. 
The third section has two items to show social networking 
usage pattern, namely time spent on Facebook.

The items excepting the demographic variables were 
measured in 5 points Likert’s scale. Exploratory factor 
analysis (EFA) was employed to identify the factors which 
can be associated with various levels of Maslow’s 
hierarchy. Further, confirmatory factor analysis (CFA) was 
performed to verify models by structural equation 
modelling (SEM). 

Survey method was used to collect data and the sampling 
technique used was the judgment sampling, and the primary 
criteria for getting the responses were asking for the 

answers from respondents with an active Facebook 
account. Interestingly it was found that many individuals 
do not have a Facebook account for various reasons such as 
security issue, wastage of time, distraction from work and 
academics, and even some said that instead of Facebook, 
they look for social networking on LinkedIn or Instagram. 
The article has sample data of 287 respondents and the 
sampling area is North India. The total sample size was 
310, but the filled data for analysis was 287. The study has 
employed SPSS and the techniques are EFA and CFA.

Data Analysis
Demographics of the sample are shown in Table 1.

EFA explained the number or nature of factors 
explaining the covariation between variables. Another 
reason for performing EFA was that the researchers did not 
have concrete and adequate clues to form a hypothesis 
about the number of factors underlying the data (Bornstedt, 
1977; Rattray & Jones, 2007). The items with the Eigen 
value > 1 is the criteria of the study. Initial Eigenvalues 
indicated that the first four factors explained 30.467 per 
cent, 7.141 per cent, 6.650 per cent and 6.278 per cent of 
the variance, respectively. Total variance explained was 
50.536 per cent (Munir, 2015).

Table 1. Descriptive Data of Respondents

Item Frequency Per Cent
Age 18–25 99 34.5

26–30 78 27.2
31–35 61 21.3
36–40 23 8.0
>40 26 9.1

Gender Male 102 35.5
Female 185 64.5

Qualification Graduate 162 56.4
PG 121 42.2
PhD 4 1.4

Profession Private 13 4.5

Government 163 56.8

Business 9 3.1
Housewife 6 2.1

Student 96 33.4
Years being 
on Facebook 
(FB)

<1 5 1.7
1–5 78 27.2
>5 204 71.1

Time spent 
on FB

<1 178 62.0
1–3 42 14.6
>3 11 3.8

Logged 
throughout

56 19.5

Source: Analysis of data.
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The study had performed Cronbach’s alpha reliability 
test on the 16-scaled items of the data collected to check 
the reliability of scales and constancy of items. According 
to George and Mallery (2003), the following values 
indicate the nature of the scale: > 0.9: Excellent, > 0.8: 
Good, > 0.7: Acceptable, > 0.6: Questionable, > 0.5: Poor 
and < 0.5: Unacceptable.

The value was found to be 0.857 which shows there is 
the right internal consistency of the items. The score of 
Kaiser–Meyer–Olkin was 0.886, which is above the 
commonly recommended value of 0.6, and Bartlett’s test of 
sphericity was significant 0.000 (p < 0.05) and suggested 
that the sample was adequately factorable. During EFA, 
principal axis factoring (PAF) was the extraction method 
employed, and the ‘rotation method’ used was Varimax 
with Kaiser Normalization. Thus, the PAF identified four 
distinct factors: factor 1 with four items, factor 2 with six 
items, factor 3 with five elements and factor 4 with only 
one thing. The features thus extracted were labelled as they 
have been grouped earlier according to the literature. Each 
item signifies each level in Maslow’s hierarchy concerning 
social media usage.

AC: Factor 1 with three items is AC (Table 2). It is a 
feeling of achievement by eudemonic activities which give 
rise to hedonic enjoyment. The details categorized by EFA 
show pleasure stimulation by the combined effect of 
hedonic and eudaimonia, as has been discussed in the study 
by Waterman et al. (2008).

ES: Factor 2 with six items is esteem (Table 2). As 
mentioned in the literature, esteem comes from instant 
gratification and thus getting a sense of self-confidence as 
stated by Sharma and Sahu (2013) and Nyagah et al. (2015).

LB: Factor 3 with five items is LB (Table 2). Studies by 
Hennig et al. (2004), Hu et al. (2008) and Quan and Young 
(2010) defined it as a way of relationship building. It is 
achieved using networking and sometimes private 
messaging as well.

Table 2. Factor-wise Item Description with Factor Loading

Factor 
Loadings

Self-esteem (ES)

You feel elated when you get more likes or 
comments on your profile picture 0.643

You keep checking your FB account and 
notifications now and then 0.691

You are very curious what people say and 
post on your FB wall 0.642

Staying away from your FB account is very 
taxing for you 0.588

You feel thrilled when people share your posts 0.481

Love and Belongingness (LB)

Chatting on FB messenger makes you feel 
loved and wanted 0.401

Factor 
Loadings

You keep referring your friends to other links 
on FB to bead to their friend list 0.579

You feel satisfied to see the number of people 
following you and your friend list 0.588

You can boast off the number of friends you 
have in your FB 0.555

Self-actualization (AC)

Do you update your Facebook status on every 
event that is happening in your life 0.504

Do you share your emotions on your status 
about how you are feeling 0.47

Do you update your check-ins when you are 
travelling 0.745

Source: Analysis of data.

Figure 1. Theoretical Model

Source: Analysis of data.

Model Fit Assessment
SEM is the term we require studying complex variable set. It 
helps in knowing the underlying associations and the latent 
variables among the variables. It also serves to determine how 
the theoretical model represents relevant systems and the data 
supports them. According to Mulaik et al. (1989), Sugawara 
and MacCallum (1993), Ding, Velicer, and Harlow (1995) 
and Schermelleh-Engel and Moosbrugger (2003), this is a 
way to estimate relationships between the primary constructs.

According to the model, LB created by the use of social 
media lead to ES which in turn helps to reach AC in terms 
of the hedonic stimulus (refer to Figure 1). Further, another 
hypothesis states that AC and ES predict usage intensity. 
Age, gender and profession impact the three variables.

Amos-20 was used to analyse the ‘model fit’. The first 
step was to evaluate whether the data fit a theoretical model. 
Thus, CFA was used. The article considered chi-square/
degrees of freedom (χ2/df), comparative index fit, goodness 
of fit (GFI), adjusted GFI, Tucker Lewis index, incremental 

(Table 2 Continued)

(Table 2 Continued)
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fit index, parsimony GFI (PGFI), root mean square error of 
approximation and PGFI to test the fitness of the model. 
The values of the mentioned parameters show a good fit.

Hypothesized Model
Research Results

Null Hypothesis (H0): The hypothesized model has a good fit.

The values thus obtained by performing CFA indicates that 
all the items are above the significant value of 0.5. 
According to Bollen (1989), the higher value of χ2 leads to 
a closer association between the hypothesized model and 
the model fit. In the test of H0, the three-factor structure, as 
shown in Figure 1, generated a χ2 value of 116.512 with 87 
df and a probability of less than 0.0001(p < 0.0001) is 
suggestive that the fit of the data to the hypothesized model 
is not adequate. As per the result, χ2 statistics with p = 
0.000 does not show a good fit of the model. The study 
rejects H0.
However, studies have proved (Schumaker & Lomax, 
1996) that a large sample size of above 200 (287 in this 
study) can influence χ2 statistics by displaying a significant 
probability level (p = 0.00). Accordingly, this model is 
deemed appropriate for further analysis in the GFI 
measures. Experts (Hair, Anderson, Tatham, & Black, 
1998) suggested the statistic CMIN/df as ≤ 5. As per Table 
3, the value for the χ2/df is 2.51, which is less than the 
accepted value of ≤ 5. Rest all the benefits show the GFI of 
the model (refer to Table 1).

Path Model Fit

Next, the study conducted the structural model using 
Amos-20 to test the hypotheses formulated, as shown in 
Figure 2. The SEM is considered, and the premises relate 
to the pattern of the causal structure linking several 
variables that bear on the construct of AC. In reviewing the 
SEM path model, it indicates that ES impacts the AC.

Further, LB influence ES. AC predicts usage intensity. 
Age, gender and profession act as control variables. All 
these paths reflect findings in the literature, and Figure 2 
indicates the structural portion of the SEM.

Assessing the Structural Model 
Fitness
The process of forming the structural model’s rationality 
follows guidelines adopted for measuring the model. The 
article computes new SEM estimated covariance matrix, 
which is different from the measurement model. The 
measurement model assumes that all constructs are 
correlated; in a structural model, the relationships between 
some constructs are considered to be zero.

Figure 2. The Structural Model—Confirmatory Factor Analysis

Source: Analysis of data.

The model fit indices also provide a reasonable model 
fit for the structural model. Hence, the proposed research 
model fits the data reasonably.

The article undertakes the ‘path analysis’ of the 
following variables:

1. Observed, exogenous variables:
 • gender
 • age
 • profession

2. Unobserved, endogenous variables:
 • LB
 • ES
 • AC

The hypothesized research model exhibit a good fit with 
observed data, as mentioned above. 

All hypothesized paths are significant (p-value < 0.05), 
and hence supported. The unstandardized regression weights 
which correspond to the B coefficients, in the output and 
result of the hypotheses testing providing support for 
hypotheses HI through H4 (refer to Table 3).

Table 3. Model Fit Indices

Fit Indices Results
Suggested 
Values Studies

Chi-square (χ2) 116.512 p-value 
should be > 
0.05

χ2/df 1.339 <= 5 Hair, Anderson, 
Tatham, and 
Black (1998)

(Table 3 Continued)
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Fit Indices Results
Suggested 
Values Studies

Comparative 
index fit (CFI)

0.974 > 0.90 Hu and Bentler 
(1999)

Goodness of fit 
(GFI)

0.950 > 0.90 Hair, Anderson, 
and Tantham 
(2006)

Adjusted GFI 
(AGFI)

0.932 >= 0.90 Daire, Joseph, 
and Michael 
(2008)

Normated fit 
index (NFI)

0.907 >= 0.90 Hu and Bentler 
(1999)

Incremental fit 
index (IFI)

0.975 Towards 1

Tucker Lewis 
index (TLI)

0.969 >= 0.90 Hair, Anderson, 
Tantham, Black, 
and Babin 
(1998)

Root mean 
square error of 
approximation 
(RMSEA)

0.034 < 0.08 Hair, Anderson, 
and Tantham 
(2006)

Source: Analysis of data.

Table 4. Select Fit Indices of the Structural Model

Fit Indices Results
χ2 243.486
χ2/df 1.727
CFI 0.930
GFI 0.919
AGFI 0.891
NFI 0.851
IFI 0.931
TLI 0.915
Parsimony GFI (PGFI) 0.682
Parsimony CFI (PCFI) 0.767
RMSEA 0.050

Source: Analysis of data.

Based on the significance value, H1, H2 and H3 are fully 
accepted, but the article partially accepted H4 as age do not 
have any control over LB (p = 0.234, respectively, where p 
> 0.05). Gender does not have any control over ES (p = 
0.063, where p > 0.05). Age, profession and gender and 
also do not have any control over AC (p = 0.071, p = 0.477, 
p = 0.071, respectively, where p > 0.05; refer to Table 5).

The ‘structural model path diagram’ further proves the 
accepted hypothesized model (Table 4).

Discussions
The results of the data analysis reveal some fascinating 
facts about linking Maslow’s theory with social media 
usage. The items of the factor LB fall in line with Tolstedt 
and Stokes (1984) who referred ‘emotional belonging’ to 
as an intimate feeling between individuals and emotional 
contact, including contact strength and moral support. 
Sinclair and Dowdy (2005) have suggested that emotional 
belonging leads to identifying closeness in a group and 
develop better interpersonal relationships with others. 
Ridings and Geffen (2004) proposed that virtual 
community seeks social support to get motivated to join a 
SNS. As per the analysis results, age does not impact LB 
but gender and profession affect LB. The most probable 
reason for this finding since the study focuses on social 
media usage: it indicates that most aged people are not 
seen to be using social media in India. Instead, the working 
individuals are more into social media due to their 
constraint on time to link with their friends and peers. 
Thus, the parameter is hugely impacted by gender and 
profession and not by age.

The third factor identified is AC. According to Maslow’s 
theory, AC reveals needs for inspired self-development in 
terms of one’s potential toward a goal and a meaning in life 
(Maslow, 2013). In social media usage, AC relates with 
particular functional motives that people view as other 
types of personal fulfilment (i.e., eudaimonic, hedonic and 
subjective well-being). The current study goes in line with 
what Kenrick, Griskevicius, Neuberg, and Schaller (2010) 
described AC. According to them, it is more about status 
seeking. The items in the factor signify the same. According 
to the results of the analysis, AC is not impacted by any of 
the three control variables, namely age, gender and 
profession. Every individual tends to look for status and 
well-being irrespective of age profession and gender.

The three factors mentioned above show relationship 
hierarchy, the fulfilment of ES and AC leads amplification 
of social media usage. If a person’s need for gratification 
increases, social media usage will also increase. But the 
negative coefficient value (–0.56) also is suggestive that 
AC is negatively predicting intensity of social media usage 
which means higher the status of the person, less will be 
the social media usage. The article suggests that factors of 
gratification and status seeking are the two prime factors 
for intense usage of social media sites.

It also substantiates the finding of Raymer (2015) which 
says that there is a direct relationship between ES and 
social media usage (p = 0.033; SE-> Reason as per the path 
model estimates).

(Table 3 Continued)
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Table 5. Hypothesis Testing Based on the Structural Model

Estimate Standard 
Error

Critical 
Ratio

P 
(Significance)

Accept/Reject

LB <--- Age 0.057 0.048 1.190 0.234 Partially accepted H4

LB <--- Profession –0.118 0.042 –2.783 0.005

LB <--- Gender –0.233 0.102 –2.280 0.023

ES <--- LB 0.630 0.104 6.075 *** H1 accepted

ES <--- Age 0.069 0.032 2.139 0.032

ES <--- Profession 0.084 0.029 2.875 0.004

ES <--- Gender 0.128 0.069 1.857 0.063

AC <--- ES 0.756 0.133 5.684 *** H2 accepted

AC <--- Age 0.073 0.040 1.808 0.071

AC <--- Profession 0.024 0.034 0.712 0.477

AC <--- Gender 0.151 0.083 1.808 0.071

Time spent on FB <--- AC –0.544 0.201 –2.710 0.007 H3 accepted

Time spent on FB <--- ES –0.653 0.309 –2.115 0.034

Time spent on FB <--- LB 0.320 0.192 1.663 0.096

Source: Analysis of data.

Figure 3. The Structural Model

Source: Analysis of data.

Figure 4. Social Media Adoption Model

Source: Analysis of data.

Social Media Adoption Model
The social media adoption model has been developed 
based on the ‘structural model’ (Figure 3). Figure 4 depicts 

that the more AC need is satisfied, the social media usage 
becomes less, Wahba and Bridwell (1976) in their study 
also suggested the same, so the companies who are willing 
to promote social media adoption must focus more on 
customers with LB needs and ES needs.

Implications and Limitations
The companies can make use of the suggested model in the 
study for launching their various marketing campaigns. 
The proposed model will be useful for e-learning companies 
to find the right online strategies for their participants.

In the path model, the regression weights of factors are 
on different scores and provide a significant study for the 
researchers. The elements of Maslow’s hierarchy have 
strong linkage with social media adoption. Thus, it offers 
insights to researchers on consumer psychology concerning 
social media platforms.

This study also adds a new linkage of Maslow’s theory 
and social media usage in the pool of literature available to 
study social media usage. Majorly studies show that there 
are strong linkages between social media usage and technical 
acceptance model, extended technical acceptance model, 
theory of reasoned action and theory of planned behaviour. 
Thus, this is the first study to take Maslow’s theory into 
consideration, which is a hierarchical approach to map social 
media usage, which is a multidimensional approach. 

This study was conducted on a limited population to find 
out what drives to adopt which social media and for what 
purpose. If the same needs investigation in general, a broader 
community is taken into account. The study applied on data 
based on Facebook platform for examining the linkage of 
Maslow’s hierarchy and social media adoption.
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Conclusion
The study concludes the linkages of factors of Maslow’s 
hierarchy need theory with social media usage. The 
elements of Maslow theory, namely ES, AC and LB act as 
the motivators and lead the person’s willingness to be on 
social media. The article depicts that the more AC need is 
satisfied, the social media usage becomes less, Wahba and 
Bridwell (1976) in their study also suggested the same, so 
the companies who are willing to promote social media 
adoption must focus more on customers with LB needs and 
ES needs. AC is negatively predicting intensity of social 
media usage which means higher the status of the person, 
less will be the social media usage. The article suggests 
that LB and ES are the two prime factors for intense usage 
of social media sites.

The study further attempts to offer additional insights 
into the existing literature related to psychological studies, 
human behaviour and social networking issues. The model 
is useful in evaluating consumer behaviour in terms of 
their needs, which are quite helpful in increasing social 
media usage intensity.

Recommendations for Future 
Research
This study further suggests for scale development for 
evaluating intentions and reasons for social media usage. 
The future scope of this article lies in verifying whether 
other social media platforms usage follows these three 
parameters as the primary impetus for their adoption and 
usage. The updation on Maslow’s hierarchy theory can also 
be taken up for further research in future.
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