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The Review of the Two Latest Marketing 
Techniques; Viral Marketing and Guerrilla 

Marketing which Influence Online Consumer 
Behavior 

Ken Fong α & Rashad Yazdanifard σ 

Abstract- The internet has developed into a new distribution 
channel and online trading is increasing rapidly in a decade. 
This has created a need for us to understand how the 
consumer perceives online purchases.Online marketing 
techniques are the art and science of selling products or 
services over digital networks, such as the Internet and cellular 
phone networks. Internet in the consumer decision-making 
process ensures that marketer to make greater use of this tool, 
while consumers are changing or challenging traditional 
pattern of supply of the commercial websites. 
Keywords: online marketing techniques, consumer 
perceives, online purchase, digital network. 

I. Introduction 

s the world now had become increasingly in 
information and digital, there is no surprise that 
the internet has become a major place for 

consumer to shop for the product and service. The 
invention of the internet and the latest marketing 
technique had changed the traditional way which how 
consumer shop and purchasing. A consumer is no 
longer bound to opening times or in specific location. 
However, consumers can become active at virtually any 
time and places and purchase products or services. The 
internet is a new medium for communication and 
information exchange that had become a part in our 
daily life. The internet users are constantly increasing 
which also mean that the importance of online 
marketing and the online purchasing is increasing. The 
speed of increase is explained by the growth in the use 
of broadband technology combined with a consumer 
behavior’s change (Oppenheim, 2006). The information 
technologies and emergence of online stores has not 
been same as it was in the past. Now in order to survive 
in this cut throat competition it is important for the 
marketer to understand the factors that matter for 
consumers when they purchase products and services 
on internet. As the competition in the online business is 
more intensive, it becomes more important for online 
marketer to understand the consumer acceptance of 
online   purchasing.  On  the  other hand,   the       latest 
 
Author  α  σ : SNHU Department Help College of Art and technology, 
Fraser  Business Park, .                            
e-mails: Kenfong1992@gmail.Com, rashadyazdanifard@yahoo.Com 

marketing technique which expected will be influencing 
online consumer behavior include guerrilla marketing, 
cross-media marketing, digital marketing, and viral 
marketing etc.  

II. Online Consumer Behavior 

The online purchasing behavior of online 
consumers has attracted researchers’ attention during 
the last ten years (Connolly, R. & Bannister, F., 2007). 
When faced with many varieties of products and 
services that available for sale, consumer seeks for help 
to help them decide whether to make a purchase on a 
product or not. One of the most common tools is the 
consumer recommendation such as consumer reviews, 
consumer suggestions or consumer references also can 
be the driving force in choosing from which hotel to live 
to which Smartphone application to download 
(Fagerstorm, A. & Ghinea, G., 2011).  

In general, consumers’ recommendations came 
from the marketing strategy term is known as word-of-
mouth which what other consumers discuss about the 
product or service of a firm or organization. Such 
recommendations are known to be particularly influential 
in purchasing decisions when they are generally 
perceived as more believe and confidence than 
recommendations from an organization or advertisers 
(Amdt, 1967).  

However, the word-of-mouth has become one 
of the most powerful factors in predicting the long-term 
success of experience goods (De vany, A. & Walls, D., 
1999). The online reviews were also extended beyond 
assisting consumers in their decision making. Online 
product reviews present an unbelievable valuable 
source of information for marketers who hope to 
understand how consumers respond to their products. 
Marketers can intercept online reviews in real time, and 
also can quickly learn about the difference in product 
distribution or performance or strength and so on.  

As a result, online reviews made opportunities 
for marketers to engage in corrective measures in time 
and without delay (Tsang, A. & Prendergast, G., 2009). 
Nearly 20 percents of internet users seeks the opinion of 
online reviews prior before purchasing a product or 
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service and these users take reviews into account when 
making their purchasing decisions (Senecal, S. & 
Nantel, J., 2004). Overall, online consumer reviews show 
that online consumers are willing to seek online reviews, 
and to accept them as a valuable and credible source of 
information about product strengths and weaknesses. 

III. Marketing Technique 1 (Viral 
Marketing) 

Viral Marketing is also called the electronic 
Word-of-mouth marketing. It is a direct marketing 
technique in which an organization persuades online 
consumer to forward its publicity material in e-mails. 
Viral marketing depends on a pass over information 
from person to person. If a large percentage of people 
forward something to a large number of friends, the 
overall growth will become very quickly. 

However, relatively few marketing viruses 
achieve success on a scale similar to Hotmail, widely 
known as the first application of viral marketing. Today, 
viral marketing has become a mainstream marketing 
instrument used by multinational firms in various 
industries which include Nike, Unilever, and Volkswagen 
etc. Those firms appreciate viral marketing as a means 
to benefit from the additional trust sources receive while 
remaining largely in control of the message content 
(Bampo, Mauro, Micheal T., 2008).  

The current trend toward viral marketing also 
has been fueled by the growing popularity of social 
network platforms such as Facebook which has more 
than 1 billion connected consumers sharing marketing 
messages with just a single click on their laptop or 
mobile devices. The resulting potential for viral 
marketing campaigns on Facebook is an evident from 
popular examples such as the games like FarmVille and 
CityVille. On the other hands, consumers’ reactions to 
viral marketing seemingly differs for more versus less 
utilitarian products, according to theory from social 
psychology (Aronson, Elliot, Timothy D., 2012). Success 
stories about viral marketing campaigns on Facebook 
and similar platforms almost exclusively involve 
products that fit well with the platforms’ fun-oriented 
environments.  

Consequently, when Facebook users receive 
viral marketing massages, they do not expect the 
messages to promote primarily Unitarian products, 
because such products do not fit well with their fun 
expectation. In summary, marketing managers must 
used to it on their Facebook viral marketing strategy to 
their product. The same sharing mechanism features 
that helped products such as FarmVille has achieved 
more than 100 million consumers in less than 40 days 
can seriously harm the chances of success of useful 
products.  

The main difference between viral marketing 
and word-of-mouth is the pertain to the origin of the 

marketing message. If consumers rather than firms 
create the content of a marketing message, the respond 
of consumers should be strongly affected when they 
process information through the peripheral route, which 
implies that they depends hardly on social cues (Hinz, 
Oliver, Christian Schulze, 2013).  

IV. The Advantage of Viral Marketing 

The key to viral marketing is to get an online 
consumer to a firm webpage to do recommendation to 
someone else who they think will be interested. Online 
consumer will be referring a firm webpage to another 
potential consumer, who will hopefully go on to buy the 
products and services. A firm can create a network of 
people visiting the website who are already interested in 
the content.  The advantage of viral marketing is that it 
increases exposure to interested potential online 
consumer that can make the firm can have as many 
different viral agents as have different type of customer. 

Other than that, the most creative viral 
marketing plans use others’ resources to get the word 
out. Affiliate programs, for example, place text or 
graphic links on others; websites. Authors, who give 
away free articles, seek to position their articles on 
others’ WebPages. A news release can be picked up by 
hundreds of periodicals and form the basis of articles 
seen by hundreds of thousands of readers. Now 
someone else’s newsprint or webpage is relaying a firm 
marketing message.  

V.
 

Marketing Technique 2 (Guerrilla 
Marketing)

 

Guerilla marketing is a technique that used by 
firms to increase firms

 
productivity in order to achieve 

firms’ value and mission. The crowded competitive 
business environment is a main influence that had 
cause failures to most of the firms that are not standing 
out enough or not popularly known by potential 
customers. Consumers ignores and felt boring with the 
traditional media such as television, radio and print ads 
that contain message of their firms’ product (Wang, C., 
Zhang, P., Choi, R. & D'Eredita, M., 2002). 

 

The latest marketing strategy introduced was 
guerrilla marketing and it can attract consumers’ 
attention with the creativity of advertising and divert their 
direction of observation on the target of product. 
Guerrilla marketing was designed for the small firms, it 
should be based on human psychology, profits, 
cooperate business with other firms to increase 
competitive advantages instead of struggles against the 
competitors (Chen, 2011). There are two reasons to use 
guerilla marketing, which are to create buzz and build 
relationships among consumers. Guerilla marketing 
techniques have been used by a number of brands, 
both large and small, in different situations. It is a 
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common reason to use guerrilla marketing techniques is 
to find a new way to communicate with consumers.  

In 2004, Nike sought to communicate with 
consumers through instant messaging. Despite the 
success stories and the many reasons to use guerilla 
marketing, if directed at the wrong audience or not 
executed properly, it can actually hurt a firm brand 
(Hallisy, 2006). Guerrilla marketing has proven to be a 
valuable communication and outreach tool (Hatch, 
2005).  

VI. Advantage of Guerrilla Marketing 

Guerrilla marketing is a low-cost, high-impact 
marketing strategy that allows small firms act like large 
firms (Castronovo, C. & Huang, L., 2012). When the 
firms use guerilla marketing, it can sustain the business 
activity in long-term. Most of the small firms were 
contributed in the skilled labor market and it will cause 
the market become cheaper, efficient, and effective 
(Arslan, S. & Durlu-Ozkaya, F., 2012). In this situation, it 
can decrease the rate of unemployment in the national 
development. The larger quantity of labors is increase 
the rate production of the products and services. When 
the firm’s production is increasing, it will create the 
awareness of the brand image and it will affect the 
consumers diver their perception towards the products 
and services that produced by the firm. 

Some of the people found out that one of the 
advantages of guerrilla marketing are unexpected; it 
describes when the consumers get shocking on the 
advertising media which most of them applies guerrilla 
marketing on it (Omar, A. Lindsey, D. & Dimitrios, K, 
2009). Other than that, consumers were unintentionally 
shows their emotions such as shocking, excited and 
amazed when they observe or realize the advertising 
media. Furthermore, the consumer is interacting with the 
message of the product from advertising media and it 
keeps an impressive image in consumer’s mind. 

VII. Discussion 

The purpose of this paper was to determine 
how effective these are both marketing technique to 
influence online consumer behavior. This review paper is 
important because in current realistic society, people 
had neglected and ignored the traditional advertising 
and they are partial to social online media such as 
Facebook, Twitter, or instagram.  

Marketer and advertiser need to be changed 
because of the current realistic consumer behavior. 
Although online viral marketing technique presents a 
good opportunity for advertisers, success in this area 
remains elusive to most of the firms (Ferguson, 2008). 
This is partly due to the many uncontrollable elements in 
the online environment. Electronic word-of-mouth is one 
of today’s most powerful and effective marketing tools. It 
is reported to be one of the fastest growing sectors in 

marketing and media services. Smart marketer or 
advertiser have a chance to become a part of the 
consumer-driven eWOM (Electronic Word-Of-Mouth) 
conversation through well-planned, well-researched and 
well-executed eWOM marketing program, they will be 
well positioned to influence consumers’ purchase 
intention. 

To work out an effective online viral marketing 
technique that can attract online consumer attention, it is 
important to recognize these uncertainties while at the 
same time realize the ability of the firm enable to make 
strategic choices that can maximize the success rates. 
The social cost of maintaining a large amount of people 
leads to weaker average connection and as a result 
limited effect on subsequent generations of consumers. 
Therefore, to have a larger number of easily affected 
individuals than to have a few highly connected hubs in 
a social network (Watts, D. J. & P. S. Donnes, 2007). 
When online consumers share too few or too many 
common interests, diffusion outcome is not very optimal. 
Instead, a moderately heterogeneous group of 
consumers could increase the reach of a viral message 
to more diverse consumer populations. 

On the other hand, people had neglected and 
ignored the traditional advertising and they are partial to 
social online media such as Facebook, Twitter, and 
Instagram. Guerrilla marketing is also one of the 
marketing techniques that attribute unconventional, and 
surprising which can benefits the firm and consumer 
both. Therefore, it can also be attracting consumers 
from different background and cultures. Some small firm 
might hired professional street style dancer to do a flash 
mob in the mall to promote their products or distribute 
message from the firm to the consumer. Consumer will 
share video and spread the message to their friends 
and family. Thus, other potential consumer will be 
attracted to the video and indirectly spend time on it.  

Overall, the latest marketing techniques is more 
entertaining and lower cost comparing to the traditional 
marketing technique. Therefore, online consumer will 
prefer the latest marketing technique that the firms use 
as tool to sell their product and service. Because the 
majority of online consumer is generation Y. Online 
consumer would prefer more on fresh and creativity 
stuffs. 

VIII. Conclusion 

The result from this study found out that 
marketing techniques quality does affect consumers’ 
perceptions of products and services. Online consumer 
review is one of the most imperative communication 
ways in today’s business world. Immense research has 
demonstrated that online consumer reviews have an 
important impact on the sales of corporation (Mayzlin, 
D. & Chevalier, J. A., 2006). Consequently, online 
consumer reviews should be manage and handled in 
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good way and should be incorporated in 
communication marketing strategy of organization. 
Furthermore, the buying intentions of online consumers 
with low cognitive need were affected by quantity of 
rather than quality of arguments. 
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The Review of the Most Effective of Online 
Advertisement Techniques to Affect Online 

Customer buying Decision 
Tan Li Hsuan  & Rashad Yazdanifard σ

Abstract- Advertisement is one of the common marketing 
strategy tools which can help to influence customer buying 
decision and perception towards the particular brand. Thus, 
online business is getting more and more popular in 
contemporary times due to the technology advanced which 
lead to the business market became more competitive now. 
Marketers use various techniques of online advertisement to 
get the attention from online customers in order to compete in 
the market. In this essay will describe the effectiveness of 
online advertisement techniques and the perception of 
customer that influence their buying decision. 
Keywords: online advertisement, e-commerce, 
perception of online customers, consumer behavior. 

I. Introduction 

nline advertisement has been very common 
techniques nowadays for all online business to 
promote their brand and product due to the 

enhancement of online competitive market. The 
advance of the technology affect that most of the 
generation today has been more digitalization compare 
to the past. The people today are spending more time in 
their working or study, and even stay at home to access 
the internet for work, education and entertainment. 
People can connect globally by just clicking the 
browser, they can seek whatever they want from the 
internet by seated at their comfortable places whenever 
and wherever they like. Study shown that one in three 
consumers may rely heavily on internet to seek for 
information before making their life decisions such as 
buying car or houses, finding a job or school, make 
investment and online shopping. [Ayub 2009; Yusoff 
2009; Halim 2009] This trend has created a huge 
opportunity for businessman to explore their business 
through online. Online business such as clothing, 
cosmetic, books, software and other goods and 
services are possible to get numerous of customers 
from worldwide. Because of online business are spread 
widely in the marketplace, it is hard for a company to 
compete in the market which leads to created many 
online advertisement techniques to attract the attention 
from the online  buyers.   The perception,    effectiveness  
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and impact of online customer towards the online 
advertisement will be study in the following chapters as 
to understand whether the online advertisements can 
change the customer mind for their buying decision 
towards a product or services. According to Hynes and 
Janson (2007) claimed that it is important to have a              
well-designed online advertisement to communicate 
with the potential customer which can lead to a 
successful e-commerce. Their study has also 
suggestedan effective online advertisement have to 
adopt “cultures congruity” which enable the customer 
believe that the localization of the website.  

II. Population of Online Buyers 

Online shopping has made a major 
breakthrough for the culture of the society. It has 
brought a lot of advantages such as faster, easy to 
differentiate for two or more similar products, 
informative, convenience, and it enable for those who 
lack of time to walk in to the retail shops and also allow 
customer to purchase the item from oversea instead of 
local product only. [Chang n.d.]  

From the research of Morris (2013) has 
conducted a survey on last year February in United 
State, he found that there have up to seventy percent 
from the sample selected are more prefer online 
shopping in their favorite online retail stores. There have 
half of the smartphone users and nearly 60% of tablets 
owners are using those devices to shop and purchase 
on the online store. In addition, online shoppers has 
boost in the market for the recent years. The growing 
rate of e-commerce was seven times of total on retail 
spending. However, the online retailers may be charge 
sales tax by U.S. government soon due to the high 
exploration of online business. [Gutman 2013] 

As a result, many business has started conduct 
multichannel in order to expand their business globally. 
The high demand of online buyers has affected more 
and more business competitors enter to this 
marketplace. The online store like EBay, Amazon, 
Groupon and other stores will use various types of 
promotion techniques to attract more customers and 
differentiate themselves with other online retailers. 
[“Poll,” 2007] 
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III. Traditional Advertisement 

Advertisement is a tools that can help the 
company brand the image to all the audiences. From 
the statement of McDaniel, Lamb and Hair (2009) has 
explained that advertisement is a form of impersonal, 
paid communication from the sponsor or the company. 
The main purpose of advertisement is to promote the 
product or service, create confidence, increase 
awareness, and provide information and branding the 
image of the company. The tradition advertisement was 
started from printed media, then slowly explore to media 
such as radio and television due to technology advance. 
Those visual and non-visual advertisement has 
succeeded create the awareness from the particular 
brand through repetitive promoted and it helps many 
companies to brand a good image in the market. [John 
1999] As the research mentioned earlier, the 
enhancement in digitalization industry has created a 
good opportunities for online retailers. Thus, 
advertisement is the main tools for online retailers to 
change people’s mind about the shopping culture which 
is from tradition retail store to online purchase. [Smith 
2013] 

IV. Impact of Social Network 

According to Fernández-Pérez, Fuentes-
Fuentes, and Bojica (2012) shows that social network is 
one of the major tools from internet which has occurred 
and has made many changes for the online users. 
Social network has brought a lot of convenience and it 
allow the user connect network from one to more people 
to expand their socialization. [Visser 2004 and Mirabile 
2004] The social network like Facebook, Tweeter, 
Instagram, YouTube and any other applications enable 
a person to broad expand their network by adding 
friends or followers. The high population of electronic 
gadgets like smartphone and tablet has led to the users 
of social network has highly increasedin the recent 
years. The power of social network can spread the news 
to worldwide within a second by sharing through word of 
mouth and the post from social network. This awesome 
power of social network also created a great opportunity 
for business to expand their market shares with more 
costless way. In marketing aspect, all the retailers can 
promote and advertise their business through social 
network in order to get more customers from all the 
different aspect. 

V. Types of Online Advertisement 
Techniques 

Many online retailers have used various types of 
online advertisement techniques to expand the market 
shares and increase the popularity of their particular 
products. The traditional types of advertisement such as 
printed media, television or radio advertisement may 

only deliver the message to the limited of the audience. 
For example, advertisement on television are usually 
target for housewife because they are more likely stay at 
home, advertisement on radio are targeting the 
audience who driving often or who stay at office for long 
time. However, online advertisement can help to explore 
the ads to mass audience and even the whole world. 
Nowadays, internet has taken a very important part in 
our daily life. No matter the young or old generation will 
use internet for working, studying or entertaining. In 
order to deliver the message from the company to all 
the audiences, online advertisement is the best way to 
do so. [Nobis 2013 Lehr 2013 Ebert 2013 et al.] The 
online advertisement techniques include social network, 
mobile applications, games and email that will be 
describe as the following: 

a) The Social network 
One of the most popular socialnetworks around 

the world is Facebook. [Johnston 2013; Chen 2013; 
Hauman 2013] Therefore, almost all retailers own a 
Facebook account besides their own website. Marketer 
enable to promote the products and services by 
creating a page in Facebook and there have non 
chargeable for open a page. Besides, Facebook is 
providing banner that enables those pages to promote 
their page by paying the advertisement fees. In this way, 
whoever signs in to Facebook will be able to see the 
advertisement. [Dunay 2010; Krueger 2010] 

b) YouTube 
According to Hitwise Experian (2010), YouTube 

is the rank in top three most popular online social 
network (after Facebook and Myspace). YouTube is a 
well-known social network that sharing various genres of 
videos, drama, short clips, movie trailers and other 
visual clips. YouTube users can get new friends with 
other users and interact with them through the various 
tools such as messages, comment-boxes, and they can 
subscribe if they feel interested with the video sharing.  
In this setting, videos that shared by the user can be 
interpreted as products which is the good way to 
advertise something. Besides that, YouTube will auto 
update the data regarding the video performance and 
number of respond like total views, ratings, comment 
and it also allow the audience to see the data of the 
authors’ social network which is public for all the 
audiences around the world. [Yoganarasimhan 2012] 
Online retailers will advertise on YouTube from the 
banner, an advertisement before the video play, a pop-
out advertisement during the video and upload a 
commercial video to YouTube. The advertisements can 
reach to worldwide which enable to deliver the message 
to those who access to YouTube. 

c) Blog 
Blog is similar to a dairy which allow user to 

share their story daily. Some of the retail or online retail 

The Review of the Most Effective of Online Advertisement Techniques to Affect Online Customer b  uying 
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store will may create the blog that introduce about their 
own company and the products and services that sell. 
This is a costless advertisement technique. [Hu 2013; 
Dong 2013; Liu 2013; Yao 2013] In addition, some of the 
company will advertise on the banner of some famous 
blogger who has millions of followers due to high 
population of viewers on their blog. The company like 
boutiques may find the famous blogger to be their brand 
ambassador in order to increase the popularity of the 
company. [Chau 2012 and Xu 2012]. 

d) Mobile Application (Apps) 
The majority nowadays own a smart phones or 

tablets. The mobile application like Instagram, Wechat, 
Facebook and other free apps are supported by the 
advertisement from the companies who wish to 
advertise. It is a chargeable advertisement which appear 
on the banner of the apps whenever the user log in to 
the application. It also has the same concept with the 
games application on mobile device. 
e) Search Engines 

From the study of Jabeur, Zeadally and Sayed 
(2013) claim that search engine is like a fundamental of 
the internet. Majority of internet users will access to the 
search engine first before access to the particular 
website. The search engines like Google, Yahoo, Bing 
etc. can help everyone to search the related information 
by clicking the keywords in the box of search engine. 
The clicking rate of the links appeared according the 
keywords on the first page first roll will usually higher 
than the following page. Thus, the online retailers would 
paid for the search engines company in order to ensure 
the link of their website is up-to-date all the time. In this 
way, the company got higher chances to increase the 
viewers to visit their page.  
f) Email Email is a transformation of tradition mail. It is 
faster and easier way compare to the traditional mail 
and it can be personalize for the customer information 
by computer system in order to keep good relationship 
between customer and the company. [Ghosh 2011; 
Dhumal 2011; Chawla 2011] The company can get the 
email address from customer and send them the 
newsletter, latest promotion or an appreciation letter 
through email.  

VI. Perception towards Online 
Advertisement 

The study found consumer may develop 
attitudes toward advertising disclosures based on their 
perception to find out the reason of the marketer is 
disclosing the information. [Thomas 2013; Fowler 2013; 
Grimm 2013] The research has found that the 
advertisement of graphics on the web banner and 
buttons has stared become a prevalent since 1994. 
Since the advertisement began appear from the internet, 

the response of the online advertisement get 
disappointing low result.  

Advertisement is a short a brief and simple 
introduction about a company’s brand and products or 
services in visual or non-visual form. It allows the 
audiences have an idea about the company and it can 
create awareness for the potential customer who has 
intention to know more about it. The online 
advertisement on social network and any other 
techniques can get higher chances to deliver the 
message to their target audiences. Online customer will 
be easier connecting to the company through the 
updates of their advertisement and it is easy for 
customer to access to the particular company website 
by just clicking on the online advertisement. [Masood 
2013; Seerat 2013; Ammara 2013; Javaria 2013; Amna 
2013]. 

On the other hand, some of the online user may 
think that the advertisement is annoying because it pop-
out often and they may disrupting by those 
advertisements. For instance, the customer who always 
receives advertisement mails from a company will easily 
feel annoyed because it is not convenience for them to 
check their email. Besides, the banner of the 
advertisement on mobile apps may be annoyed by the 
mobile apps users due to disruption of the attention 
during the conversation or playing a game. 

VII. Effectiveness of Online 
Advertisement Techniques 

According to Steward and Pavlou (2002) and 
Rappaport (2007) has claimed that online advertisement 
have improved from classic banner advertising from the 
website to different advertising ways with the concept of 
“on-demand” advertising through the famous search 
engine marketing or price comparison web sites, which 
enable the internet to be an unique potential strategy for 
interaction between consumer and advertiser.  

The various online advertisement techniques 
can be explore to worldwide which can be targeted for 
particular market to mass market. There have many 
studies had mentioned about the effectiveness of online 
marketing effort that focused on banner ads. 
Researchers usually used some ways in most studies in 
order to develop the click stream model in order to show 
that there is high heterogeneity among the relationship 
of consumers in terms of their tendency to click the 
banner ads on particular website, the two ways are 
experimental setting or focused on specific steps to find 
out the consumer-persuasion process. [Brettel &Spilker-
Attig, 2010] 

Alijani, Mancuso, Kwun and Omar (2010) have 
conducted a qualitative and quantitative research to 
determine the most effective factors in recalling online 
advertisement. As a result, embedded videos on 
YouTube, price, product and services itself and together 
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with the credibility of the online advertisements has 
become a very effective tools to recall the advertisement 
on their mind which lead to make a business transaction 
towards it.  

VIII. Attractiveness of Online 
Advertisement 

Online advertisement can reach to mass 
audience, yet it may not to do so. An effective 
advertisement must have consist of AIDA model which 
is attention, interest, desire, and action model. [Strong, 
1925]Research Townsend and Kahn (2014) of found 
that visual advertisement will be easier to attract 
audience’s attention compare to non-visual 
advertisement. Online advertisement is usually 
visualized and it will appear as frequent as possible in 
the social network in order to get attention from the 
audience.Study of Brettel and Spilker-Attig (2010) shows 
that advertiser usually focus on which advertising effort 
works, for which audience its work, in what 
circumstances it works and when does it works. Thus, 
the online advertisement will use the colors, sales and 
promotion, and ambassador to get attention from the 
online audience. According to Matikas and Skusevich 
(2010), the brand of the company also takes a major 
part that attracts audience attention. Study shows that 
the audience would have more interesting to view the 
advertisement from the well-known companies compare 
to the new companies. However, if there not potential 
buyers, they usually would not have intention to spend 
their time and click the advertisement and view it. 
[Supphellen 2011; Nysveen 2011] Despite the design of 
the advertisement, it is also very important for retailers to 
get the right way to promote the products or services to 
their target market. Additionally, some of the payable 
online advertisement that can probably get full attention 
from the audience such as YouTube because it cannot 
be avoid by the audience.  

IX.  Level of Persuasiveness and 
Awareness  

Advertisement can be easy to persuade and 
create awareness to the customers by repetitive of the 
same advertisement. This may lead to create top of the 
mind awareness for customer in order to remember the 
product or services to particular brand. [Heath 2009; 
Nairn 2009; Bottomley 2009] For online advertisement 
unlike the advertisement on television or radio, it is like 
optional for the online users to choose whether want to 
view it. Therefore, the level of creating awareness from 
online advertisement is lack effective compare to the 
tradition advertisement techniques. For top of the mind 
awareness, once the message and image has placed in 
the long term memory, it may seem virtually never to be 
forgotten and the brand of the particular product will 
appear in our mind automatically. [Ehrenberg 2002; 

Barbard 2002; Kennedy 2002; Bloom 2002] For 
example, when we think about instant noodle, the first 
brand in our mind is Maggie. It shows that the 
advertisement has successfully created the awareness 
and increase the persuasiveness towards that particular 
brand. Thus, an online advertisement should advertise 
continuously in different types in order to increase the 
level of persuasiveness and awareness from the 
potential buyers. 

X.  Confidence of Online Buyers  

From the study of Kiran, Sharma and Mittal 
(2008) has determined that the more frequent the 
company make advertised, the higher confidence level 
of the customer towards the brand. The obvious 
example of the online boutiques in Malaysia is Zalora. 
When Zalora company enter the market, the marketer 
keep advertise in various way such as Facebook 
advertisement, advertisement on television, mobile 
application advertisement and it also collaborate with a 
famous coffee house like Starbuck. By keep on 
reminding the online buyers, there can successfully 
create the awareness from the customer which can 
indirectly increasing the confidence level from the 
customer. [Alijani 2010; Ghasem 2010; Louis 2010; 
Obyung 2010; Adnan 2010] 

According to Gün and Atakan-Duman (2013) 
found that customer may spend more time to seek for 
information on online product compare to product sell in 
retail store. The main reason of it is because online 
buyers may feel unsafe from the purchase on online 
retailers due to invisible trade. Online buyers may have 
anxiety towards online purchase because of they worry 
the damage of the product, get a fake product, cheap 
quality, being cheated from the seller and unsafety 
payment process may lead to customer confidence 
level decrease. [Lim 2013] Therefore, once the online 
buyers had bad experience on online purchase, they 
probably would lost the confidence and choose to 
purchase in retail store rather than online retailers. 

XI. Online Crimes 

The breakthrough of e-commerce also made a 
good opportunity for online cybercrimes. The risk for 
online buyers may face the problem of online crimes 
such as hacker, software privacy, extortion, stolen 
identity and scam. [Moore 2009; Clayton 2009; 
Anderson 2009] Hacker may hack the customer 
personal information, including the username and 
password for the customer data by resorting to 
blackmail and identity fraud. The hacker also use those 
information to cheat on the other victims. Besides, some 
crimes also involve using phishing to steal online user’s 
personal information like credit card details and bank 
records in order to steal the money from the victims. 
[Griffiths 2010]. 
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Besides, one of the common online crimes exits 
is fraud. The convenience of social network is the best 
and easiest way to online retailers to operate their 
business, and it also a best way for cheater to commit 
crime. It is relatively new form of fraud that becomes 
apparent since 2008, through online selling in order to 
defraud the victims in large amount of money. [Whitty 
2012; Buchanan 2012] That cheater may open a page 
on social network, the content of the page is very 
informative. All the information content such as image, 
product information, and price are copied from an 
original page owner and the cheater was only change 
the name of the online retailer. Once the customer 
purchased it, he/she has succeeded get in a scam.  

XII. Discussion 

Advertiser usually use different appeals to 
attract the attention from the audience like humor, fear, 
music, sex and any other appeals. However, the most 
effective way to attract the attention from audience is 
sex appeal, which might lead to some bad 
consequences after watching it. The advertisement on 
printed media like newspaper, magazine, poster and the 
advertisement on television and radio might be control 
by government in some countries. [Dougherty 2013] 
However, the exploratory of online advertisement is hard 
to control by the government and it may consist of high 
content of sex appeal. The users of internet is from 
young to old age and some of the advertisement might 
not suitable for children. [Gershon  2008]. 

Hence, the advertisement with sex appeal may 
lead to the sexual crimes increase because it enables 
the audiences have the intention towards the sexuality 
habit, especially teenagers. Hamilton (2008) has found 
that Grand Junction Police Department says: “Local law 
enforcement is taking a closer look at the area's 
prostitution networks as women posing in online 
advertisements for the Western Slope's sex trade are 
beginning to look more like girls than women.” The U.S. 
constitution does not protect the commercial speech 
which content hawks and unlawful good or service, this 
may be difficult to enact the laws by prohibiting those 
sexy ads especially on online advertisement. [Summers 
2013]  

According to Carl (2011) has stated that the 
great deal of sexually related advertising should be 
banned in United States. There have some crimes 
happened is influenced by the advertisement such as 
rape, illegal sexual behavior, violent, and the worst may 
cause murder too. The freedom of advertisement has 
unlimited in most countries, which would be easy for the 
audience to connect with and those sexual ads might 
affect the sexual desire increase for some audience that 
lead to the crimes happen. As a result, the online 
advertisement should use moderately in sex appeal 
which would not lead to any bad consequences that 
harmful to the society.

 
XIII.

 

Conclusion

 

 

advertisement can help to create top of the mind 
awareness, increase the confidence towards the brand, 
create positive brand image and make it well known in 
the market. Once the company has created a familiar 
brand, the level of persuasiveness and satisfaction of 
online customer may also increase which able to 
change their buying decisions because the online 
customer will be more trustful to the company who 
always advertise.

 

From my personal point of view, the 
most effective way for online retailer to advertise the 
product and service is the combination of different 
online strategy tools on internet because the more often 
the advertisement appear in different websites, the 
higher the confidence of the online customer towards 
the company.

 

Internet has the power to spread the news 
and information to worldwide within a minute and it is 
easy to interact with online customer and expand the 
market shares in global.

 

Online advertisement can help 
to transform a person’s negative attitude toward a 
product into positive way. However, consumer could not 
change deeply the rooted values and attitudes through 
advertisement because it might bring the different 
perception for the audience who really try the product or 
service. In this way, online advertisement might also 
result as the way that consumer to rank a brand’s 
attribute such as the product shows on advertisement 
with the actual product that had purchased on hand. 
Online advertisement usually provide the more 
expectation for online buyers about the ideal product or 
service, however, once the customer has own 
experience for the trade, they will spread their views 
through words of mouth to their friends and family, 
whether is it positive or negative.

 

Online advertisement 
can be rank through customer’s satisfaction level not 
only for the strategy tools that marketer used, it can be 
rank from the service of the online retailers, the quality or 
function of the product, the process of payment, the 
speed to get the parcel from delivery, and also the 
service after purchase. In conclusion, advertisement 
may have the power persuasiveness to change online 
customer buying decision in short term, yet the real 
quality of the product and services of the online retailers 
only is the main key to keep the business in long term.
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How Customer Perception Shape buying Online 
Decision 

Chan Cheng Yee α & Rashad Yazdanifard σ 

Abstract - Consumers are playing an important responsibility 
in online shopping. When online retailers can identify the 
factors that can affect consumers’ buying behaviour and the 
associations between these factors and type of online buyers, 
then they can further widen their marketing strategies to 
convert potential customers into active ones and at the same 
time remain the loyal customer as one of the asset of the 
business. The purpose of the paper will focus on some 
consumer perception toward buying online decision. It was 
discovered that overall website quality, commitment factor, 
customer service and purchase decision are key factors which 
influence consumers’ perceptions, satisfaction and loyalty of 
online shopping. When customer unsatisfied with their 
purchases or increase number of acceptable brand, an 
individual will become less loyal and brand switching will be 
occur.      
Keywords: online shopping, online purchase, electronic 
commerce, customer perception, customer behaviour, 
website characteristics, customer satisfaction, brand 
switching.   

I. Introduction 

n this century, most of the big companies are used 
electronic commerce to conduct business. It is 
proved that doing business by using online Internet 

will make the big different compared from the traditional 
business. Moreover, by using electronic commerce as a 
new ways of making business, it can figure out the key 
assets and in the same time all the customers get the 
benefits. Next, many companies conducting their 
business by changing the way of using website and the 
Internet. As nowadays more companies use the internet 
to do their business, the possibilities for conducting 
business-to-business commerce on the Internet will 
eventually expand greatly, and become more of a 
regular part of commerce than it is today (David Kosiur, 
1997).                           

II. Customer Perception 

According to Keller (2003) claims that in 
consumer behaviour, perception referred to the way of 
stimuli which interact and integrated by the consumer 
towards the products. In another word, perception mean 
as  the  process  by which  individual choose,    organize  
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may have different point of view (Dave G., 2013). 
Besides that, brand is in fact that create awareness, 
reputation, and importance in the marketplace so 
customer have to understand their perception to choose 
the right decision before making a purchase (Ellword, 
2002).

 
The concept of customer perception was 

creating by their experience on how they observe the 
service that offered by the company and in the end

 
whether they actually satisfied with the experience or 
not. One of the ways to make the business more 
successful is by present a good customer service and 
service quality (Wilson, Zeithaml, Bitner and Gremler, 
2008). In this case, the success of the business can be 
identifying by the image and impressions of the brand or 
website as well as the products are selling meet the 
customer expectations (Porter & Claycomb, 1997).  

 
The whole process of perception is made up by 

three different stages. First stage is

 

called the exposure 
stage, next is attention stage and lastly is the 
interpretation stage. The brain is the one who stimuli in 
the attention stage and interprets the stimuli according 
to the previous experience and what the individual 
desires in the interpretation stage (Solomon, Bamossy, 
Askegaard and Hogg, 2006)

 
 

 

Figure  1 :

 

The Process of Perception (Solomon, 
Bamossy, Askegaard and Hogg, 2006)
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and interprets their stimuli that relates to their choice of 
busying decision. In the same situation, each customer 

The first stage, Exposure was define as stimuli 
comes within the reach of one or more of our five 
senses which would be sense of see, hear, smell, touch 
and taste. Consumer will look for information that will 
help achieve certain goals either it for immediate or long 

mailto:chengyee_93@hotmail.com


 

range usage. Next, Attention occurs when stimuli actives 
as allocation of mental processing capability. (Solomon, 
Bamossy, Askegaard and Hogg, 2006) When an 
individual’s attention is attracted, the mind will be 
focuses on stimuli ready and willing to process further 
information to know more about the products. Getting 
attention is one of the major concern for marketers 
because customer might feel curious and want to know 
more about the products (Neal, Quester & Hawkins, 
2002).

 

The final step in the perception process, 
interpretation happens towards one’s sensation. 
Besides that, interpretation relate on

 

how an individual 
can understand and make sense of incoming 
information .For instance, it can either influenced by 
characteristics of the stimulus, the individual or the 
situation (Neal, Quester & Hawkins, 2002).

 

III.

 

Website Characteristics

 

A website’s characteristics can be differentiating 
to cognitive or experiential signals where it can 
manipulate on buyer trust in direct and indirect ways. In 
this situation, cognitive signals allocate the buyer to trust 
the firm’s capability and the products. Both features may 
also affect trust and loyalty indirectly because when 
individual have purchased the goods or services, their 
perception towards the features that they have buy 
either increase their satisfaction and consequently their 
trust in the firm. Otherwise, experiential signals define as 
the emotions and proposed to have an effect on trust 
only once they have been experienced and have 
produced a positive effect on satisfaction (Lee and 
Overby, 2004). Figure 2 shows that the website 
characteristics that can influence customer buying 
decision. 

 

Figure 2

 

:

 

The Website Characteristics that influence 
customer online buying decision

 

  
 

becoming more competitive in business world because 
people named business era now as Quality Era (Peeler, 
1996). Moreover, service quality also defined as a 
comparison between expectations and performance. 
According to Trocchia and Janda (2003) claimed that 
service quality may be reflected in the firm’s effort to 
provide better service either through a wide assortment 
of products, a good quality-

 

price relation, a good 
delivery service, broad and detailed information on the 
product and services or a greater customisation of the 
customer.  

 

A research shows that service quality has been 
referred as the extent to which a service meets 
customer’s needs or expectations (Dotchin & Oakland, 
1994). When a business creates a high quality in 
service, it will easily meet the customer expectation and 
their need which can create loyalty towards the 
customer once they satisfy with the purchased product 
or services. A successful business must not only do well 
on satisfy customer needs yet it also needs to give them 
surprise and delight them. From this point of view, 
delighting customer is a way to exceed the customer 
expectations ( Mosahab, Mahamd & Ramayah, 2010). A 
research done by Singh (2002) claimed that online 
customers have increasing expectations about services 
offered to enhance their online shopping experience. 

 

b)

 

Warranty (Cognitive)

 

Warranty is another ways from cognitive signal 
where it is a way to show it as a commitment to meet 
what the customer expectations. Warranty is a contract 
that covers up the solution to future contingency for 
example failure or any problem about the products that 
have been bought.(Emons, 1988). A typical life cycle of 
failed products is shown is figure 3, where the process 
starts from product manufacture time and ends at the 
time when they returned to the manufacturer. 

 

   
(Shaomin w., 2012)  
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a) Service Quality (Cognitive) 
According to Jun & Yang & Kim (2013) claimed 

that online service quality is one of the way to identify 
the success of online business. One of the reason that 
the perceived quality of the product or services is 



 
 

Figure 3
 
:
 
A typical life cycle of failed products (Shaomin w., 2012)

According to the figure above, first of all product 
will be manufactured by the manufacture company and 
the products will be send in warehouse. After that, 
product will be selling to the distributor towards the 
purchaser as it is also known as end users. When the 
end user notice the product is failed, the product will be 
return to the manufacture to claim the warranty 
(Shaomin w., 2012).

  

c)
 

Security and Privacy Policies (Cognitive)  
 

Security and privacy play an important role in 
order to create trust from the customer. It is important to 
one business maintain their customer information as 
privacy for example their personal data, transaction etc. 
Online transaction is one of the main attribute for online 
business to provide their information to their customer to 
make decisions. A research shows the e-commerce is 
more likely to use for those customer who have greater 
awareness of security and privacy for their data to 
spread out. 

 

This awareness can be built by giving 
customers clear and obvious access to the security and 
privacy policies of the web site or by the design of a 
protocol that ensures fair exchange, that neither the 
customer nor the merchant suffer a loss due to unfair 
practices of the other player in the transaction (Ray and 
Zhang, 2008). According to Wang et al. (2004), 
providing privacy (and security) disclosures is an 
effective way for online retailers to develop cooperative 
relationships with shoppers. They have stated that most 
web users would cooperate with information requests if 
the sites provided a statement regarding how the 
collected information would be used. Security and 
privacy policies also foster customer satisfaction. As 
perceptions of security and privacy risk decrease, 
satisfaction with the information service is expected to 
increase (Ha, 2004; Park and Kim, 2006). 

 

When consumers fear that in online buying their 
privacy might be violated, their personal data divulged 

and that promises made will not be kept, they will 
probably be interested in the information and warranties 
the firm offers in order to diminish their fear of potential 
negative buying experiences. Their buying process will 
be more rational and they will evaluate more alternatives 
before making a

 
decision (Martin S. & Camarero C., 

2008). Besides that, Rodgers et al. (2005) claimed that 
online satisfaction is influenced by information quality in 
the case of buyers with less online experience, who are 
likely to be those who perceive more risk.

 

d)
 

Interactivity (Experiential) 
 

Interactivity is define by an organization run their 
businesses by manipulate the focus in features, 
process, perception, or combined approaches in order 
to have interaction with their customers (McMillan and 
Hwang 2002). According

 
to Rice (1948) claimed that 

interactivity is defines as the ability of a business’s 
communicate system that have the interaction between 
the sender and receiver so that communicators can 
have more control over the pace, and identify the 
structure and differentiate the type of customers. For 
example, the interaction that will happen in offline stores 
is between a customer and salespeople. Instead of  the 
web businesses the perception is depend on the 
interaction with the firm’s website.

 

Moreover, Interactivity can be identifying by the 
number of customer click, queries and searches. 

 

 
 

Products 
manufactured 

Products 
stored in 

warehouses 

Products in 
distributors

End usersSome products 
failed

Failed 
products 
returned 
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When the website was user friendly, it could 
generate higher satisfaction by providing a clear 
information to give the customer more understand 
towards the product (Shankar et. al., 2003). A 
determination of satisfaction from customer can be 
shown from the act of the purchase from the web site 
purchase experience (Zeithalm et. al., 2000). A research 
shows that interactivity led to enhancement of number of 
buying and also can increase the satisfaction level of the 
customers (Cheng and Chang, 2003).    



e) Design of the web site (Experiential)  
Web site design is the appeal that user interface 

design presents to customers. In the online 
environment, the web site is the meeting place between 
the consumer and the firm. In this case, the web site is 
one of the communicating ways with customers 
therefore its design of appearance and structure is very 
importance (Bramall et. al, 2004). The design 
characteristics of the web site for example browsing 
structure, informative contents and graphic style will 
therefore have an impact on the quality evaluations of 
the service provided by the electronic channel and on 
consumer satisfaction. When online business is being 
as popular and wildly competitive as it is, businesses 
must well design and user friendly in order to attract 
more customer to purchase their goods. There are few 
ways as below use by the businesses.  

i. Be Attractive  
When a website is user friendly, it not only can 

attract visitors yet also keep them to repeating 
purchase. To make a website more attractive, firstly, the 
website must have different colour rather than only black 
and white. The contents should be simple to read and 
tidy. For example, title of the website should show in a 
colour that clear on any computer screen. If the 
background of the website is too many graphic user will 
feel tired to read the contents. The suitable background 
is light-coloured and black text. (Seo, 2012)Beside that, 
the website should have suitable language and graphics 
which are familiar. Beside that it will be friendlier if they 
come with audio, video, text, and graphics. This will help 
the customer can do more than just look at it. (Andrew 
Dahl & Leslie Lesnck, 1995) 

ii. Speed is Important 
People are less patience nowadays, they will 

feel annoying if they waiting for loading to a website. 
They will simply change to other website that loads 
faster. From this, company have to make sure their 
website is load quickly. To enhance this problem, the 
company can reduce the large or number of images. 
Other than that, less clutter and simple design will allow 
the website to load faster (Seo,2012). Moreover, it is 
important to keep the time to download is short. Do not 
put the heavy graphics which contain high memory and 
this will led to slow down and minimize the size of the 
image(Andrew Dahl & Leslie Lesnck, 1995). 

IV. Functionality of E-Commerce 
Website 

The functionality of e-commerce website is, the 
customer can click on the company website and look 
thru the details. Customer can click on the corporate 
profile to view the history, goal, vision and mission. This 
is very important because the customer can have more 
knowledge about what the company are doing and how 

many years that the company are doing business. It can 
build the confidence from the customer to the company. 
Other than that, customers can click on the online 
catalogue. Customers can view all the product that the 
company are selling and what are the price of its 
products. The product are show whit the picture with 
colouring and this is to attract more customer will try and 
buy the product. (Lightner, Nancy J, 2004) 

V. Purchase Decision 

The meaning of buying decision process is 
show how a customer perception and behaviour before, 
during or after they purchase a product or services. 
There are five stages to assess customer’s buying 
decision process (Johnston E, 2013).  

 
Figure 4 : The process of buying decision (Johnston      

E, 2013) 

a) Need Recognition & Problem Awareness 
The first step of one’s buying decision is 

recognition. When an individual does not have 
recognition, purchase cannot take place. The need can 
be differentiate by internal stimuli for example hunger or 
external stimuli like advertising. According to Hierarchy 
Needs of Maslow there are five categories of needs. 
When an individual achieve one of the needs, their next 
target is to achieve another needs are higher. When the 
needs are strong and the product and services offer by 
the organization can fulfil the needs of the customer, 
then a purchase decision will be made. Most of the 
customer will begin search information about the 
product in order for them to choose the right decision 
(Johnston E, 2013). 

b) Information Search  
The next step is information search created 

when customer recognized the problem or need and 
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find out the best solution to choose the right decision. In 
this stage, consumer might do some research from 
internet, media, or some printed material like brochure, 
magazine to gather the information (Johnston E, 2013).  

c) Evaluation of Alternatives  
After customer gathers the information, they will 

evaluate the products into different categories and 
brand. This can help the customer to evaluate the 
products which is what he/she looking for. In this step, 
one’s attutide and behaviour can easily get influenced 
not only by itself yet also influenced by people around 
them. When the customer satisfy with the product, they 
might buy it and otherwise when the dislike about the 
product they must give up and try to look for others 
product as well. Furthermore, involvement is another 
factor that can influences in the evaluation process. 
Research show that when a customer involve higher 
participate in the product or brand, the probability of 
buying the product will be higher (Johnston E, 2013).   

d) Purchase  
The next stage is purchase decision where 

customer will buy the product or brand (Johnston E, 
2013). During this stage, the consumer has the intention 
to buy the product because he/she is already evaluating 
all the value and alternatives that the product will bring 
towards him. One of the way to determine the customer 
buy the product is when they satisfy or understandable 
about the product and have the intention to buy it 
(Boundless, 2014).   

e) Post-Purchase Evaluation 
The final stage of customer buying decision is 

the post-purchase evaluation. It is general for customer 
to think about their experience after they bought the 
purchase and customers will either compare whether 
the product is meet the expectation. It is either the 
customer satisfies and re-purchases the product or 
dissatisfied towards the product. This can highly 
influence the decision process for repeat purchases 
from customers in the future. When a customer is 
satisfied from their early experience they will not care 
much of the changes in price because they will 
concentrate of the quality and they trust the product will 
satisfied themselves (Boundless, 2014).Besides that, 
customer will also create world of mouth from their past 
experience whether it is positive or negative. To deal 
with the post-purchase stage, the marketing team plays 
an important role to persuade the potential customer 
that the product to satisfy his or her needs. Then after 
having made a purchase, the customer should be 
encouraged that he or she has made the right decision 
(Johnston E, 2013).   

 
 
     

  

 

From a behavioural view, customer loyalty is defined as 
repeat purchase which the number of times of 
purchaser chooses the same product or services made 
by the purchaser in that category. (Neal, 1999) Loyalty 
can be of important value to the organization as well as 
the customer itself. Customers are willing to create 
loyalty towards a business that the company is offer the 
product or services which is different from the others 
company (Reichheld,1996). When a customer is loyal to 
a company, they will pay more attention towards the 
product and may minimize time of searching and 
evaluating

 

before they purchase

 

(Yang & Peterson, 
2004). Besides that, when a customers are loyal to the 
company, they will inclined to forget customer service 
mishaps, display decreasing sensitivity to price, and 
create positive word-of mouth about the business to 
others. As a result, customer loyalty can be a major 
source of sustained growth and profit as a strong asset 
(E.W. Anderson & Mittal , 2000).    

 

VII.

 

Customer Satisfaction

 

Customer satisfaction is a key factor in 
information of customer’s desire for future purchase 
(Mittal & Kamakura,2001). Furthermore, the satisfied 
customers will probably create word-of-mouth based on 
the good experiences. This fact, especially in the Middle 
Eastern cultures, where the social life has been shaped 
in a way that social communication with other people 
enhances the society (Jamal &

 

Naser, 2002). Moreover, 
satisfaction brings the meaning of the difference 
between expectation and performance, but there are 
also have the differences between quality and 
satisfaction. For example, Parasuraman et. al. (1991), 
one of the famous researchers in service quality say that 
satisfaction is a decision made after experience while 
quality is not the same.  

 

VIII.

 

Brand

 

Switching

 

Brand switching is defined as the customer 
decision to purchase a product different from that 
previously or usually purchased. Moreover, brand 
switching can be instigated price promotions, in-store 
displays, superior availability, perceived improvements 
or innovations in competitive brands, desire for novelty, 
number of available brands, perceived

 

risk, frequency of 
purchase, changes in quality, or level of satisfaction with 
the most recent purchase (AllBusiness.com, 2014). 

 

a)

 

The Moderating Role of Switching Costs

 

Switching cost can be definite as the cost that 
avoid customer from switching to another competitor’s 
product or services. Besides that, switching costs not 
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VI. Customer Loyalty

Customer loyalty is one the technique to 
success in e-commerce (Reichheld & Schefter, 2000). 

only can be influence by economic in nature, yet it can 
be also influence by psychological and emotional 
(Sharma & Patterson, 2000). With the enhancement of 
the Internet technology now, the switching cost 

http://www.allbusiness.com/finance/insurance-risk-management/820-1.html?lc=int_mb_1001


becomes a more tactical force by using IT to foster 
communication and coordination among supply chain 
partners (Lin

 

F. & Lo Y. & Sung Y., 2006). Factor that 
can influence the switching costs are different according 
by the type of product or services, business and 
customer (Jackson, 1985; Port, 1980). 

 

The figure below shows a conclusion research 
done by Dr. Rajesh and Umeshannad G. (2008) that the 

differences between the interaction of stimuli, consumer 
characteristics, decision process and consumer 
response before they choose a product. The research 
was gather by using 50 respondents to test about how 
they response in different interaction. 

 

 Figure 5
 
:  The Black Box Model (Dr. Rajesh and Umeshannad G, 2008)

The research was done to identify the different 
between interpersonal stimuli (between people) or 
intrapersonal stimuli (within people) as shown in figure 
4. According to the figure above, the marketing stimuli 
are designed by the companies where they will

 
identify 

the 4P (Product, Price, Place and Promotion). 
Meanwhile, the environmental stimulus is happen in our 
social factors based on the economical, political and 
society.  

 The result shows that inside the buyer black 
box, it contain of different characteristics of buyer and 
their decision process that can influence their 
determination reaction. Moreover, the black box model 
consists of buyer response with their conscious and 
rational decision process. There are also many 
responses from the buyer shows how they identify 
during the differential stimuli and processes (Dr. Rajesh 
and Umeshannad G, 2008).

 
IX.

 
Conclusion

 It can be conclude that when an online business 
can understands the perceptions of the customer. This 
can help the businesses to get a higher chances of 
satisfaction for their customer and at the same time can 
attract and maintain their loyal customers. In

 
online 

business, the creation of trust is a primary goal to 
achieve a greater development of e-commerce and 

create a loyalty customer. Next, context it is more 
difficult to retain customers due to the existence of a 
large number of alternatives and to the

 

lack of trust and 
the high risk perceived, which may inhibit electronic 
purchase. From this point of view, aspects such as 
sevice quality, web site quality and the level of 
satisfaction from the previous experience are important 
in order to reduce the risk of  consumer perceives in an 
online context and at the same time can gain the 
customer trust. In order to create a loyalty customer, the 
firm should strengthen the objective of the website 
characteristics like service quality, Internet users who 
buy online more frequently are more likely to trust the 
web site based only on the satisfaction they

 

obtained in 
previous interactions.                             
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Abstract-  The purpose of this study is to investigate affects of 
country of origin on branded clothing by female consumers. 
As expected, regression analysis clearly illustrates the topical 
relevance of the issue and country of origin has found 
significant impact on female consumer’s perception of 
choosing branded clothing. Factor analysis has been 
performed to identify most preferred factors that led by 26 key 
factors. This result will help marketer to set strategy by 
understanding market insights and it might be useful to 
academicians, manufacturers and other applied researchers 
now and in the future. This paper could help marketing 
managers employ promotional techniques that deemphasize, 
downplay or avoid the COO information in order to prevent or 
reduce any risks if a country’s image is unfavorable. 
Conversely, firms may choose to emphasize COO if the 
country’s image is favorable. 
Keywords:  branded clothing, female buying behavior, 
country of origin and key factors.

I. Introduction

he fashion industry in Bangladesh has been 
experiencing an explosion due to considerable 
dynamic nature which increases fashion 

consciousness among consumers. Everyone has a 
separate and elegant fashion sense which is mainly 
related to the apparels throughout the world. Currently, 
all international brands are found in Bangladesh. This 
industry has progressed from emerging stage to 
successful blooming industry today. Clothing defines 
the personality, education, behavior and the way of 
thinking of the people. Individual consumers are 
assumed to have different wants or needs, and those 
goods that best satisfy their preferences are regarded 
as having the highest quality.

The country of origin effect has been 
recognized as an important factor in consumers’ 
purchasing decisions (Schooler, 1965). In fact, it has 
drawn great attention in the consumer buying behavior 
literature since the 1960s (Ditchter, 1962; Schooler, 
1965). Despite over fifty years of research, the COO 
effect has been criticized as one of the least understood 
phenomena (Verlegh & Steenkamp, 1999). Furthermore, 
in an age of increasing international competition and 
globalization, the concept of country of origin has come 

under  great  criticism  (Thakor & Kohli,  1996).    As  the 
Bangladeshi textile and apparel industry becomes more 
and more global, it is important to point out that 
favorable or unfavorable perceptions of countries 
associated with the product lead to corresponding 
favorable or unfavorable perceptions of brands that are 
from a certain country. Apparel products were selected 
as the central concentration for this study because they 
are produced through the most global and complex 
supply chain; thus, the boundary between country of 
origin and brand origin has been quite confusing 
(Dickerson, 1999). Therefore, many national companies 
of various countries are deregulating and encouraging 
market forces to operate. Multinational companies are 
also aggressively moving into new markets and 
practicing global marketing by maintaining conformance 
of quality and brand positioning. Consumers of a 
product also are getting multiple options to choose their 
product or brands by considering quality and other 
features. The increasing use of  fashion  clothing  and  
the emerging  market has  intrigued  foreign  as well as 
local brands  to  provide services to  its customers.

The marketplace is always changing; thus 
consumers are forced to make judgments about the 
quality of a product or a brand with incomplete 
information about that specific product or brand (Thakor 
& Kohli, 1996). Therefore, consumers often use 
secondary cues to form the associations needed to 
create images of a product or a brand (Keller, 1998). 
According to Keller (1998), the examples of secondary 
cues are country of origin, brand origin, distribution 
channels, or a spokesperson or endorser of the product 
(Keller, 1998). This study particularly focuses on brand 
origin as a potential cue that consumers use to evaluate 
apparel product quality. To understand the role of brand 
origin, however, the concept of country of origin must be 
discussed as it has been used as the precursor of brand 
origin. Many studies have given insights about gender 
difference in building relationships with brands. The 
results revealed by these studies magnify the role of 
women in judgment of a brand and consider women as 
an active partner than men in buying behavior. This 
influenced author to identity the factors that are actually 
considered by female before purchase decision of them 
and its affects on country of origin. This study is a 
modest attempt (along with 88 factors) in this direction 

T

Author : School of Business Studies, Southeast University,
Plot 64-B, Road#18-B, Banani, Dhaka, Bangladesh.
e-mail: a.rahaman133@gmail.com



 

 
 

branded clothing, and will help marketer to determine 
the female consumer’s preference and aggregated 
relationship with country of origin influence.

 

a)
 

Background of Study
 

In this competitive era,  marketer must be fully 
aware about the customer needs distinctly and 
separately  as regards what are they expecting from a 
brand, how they differ in  their buying behavior, factors 
which push them to purchase a particular brand, their 
total outlay, shopping  frequency etc to attain a 
competitive edge. This vital information can help the 
companies to formulate the strategies as per the 
customer needs & deliver them the products which 
consumer wants from the company which will be 
profitable for the company. This study investigated 
affects of country of origin which establish female 
consumers are really stressed by country of origin while 
they purchase branded clothing.

 

i.
 

Objectives of the Study
 

•
 

Examine affects of country of origin of female 
perception on branded clothing and aggregated 
relationship with all explored factors.

 

•
 

To  identify  favorable  and  unfavorable  COO  
perceptions  of  products  from countries  among 
apparel buyers.

 

•
 

To explore attitudes of  Bangladeshi female  
consumers  in  purchase decision-making  
associated  with  fashion-clothing ,  products  made  
in  countries affects of brand equity & evaluation.

 

•
 

Identification of important factors for the female 
customers on buying the chosen products. 

 

•
 

Finding most influenced factors, inducing the 
respondent’s preference that can facilitate easy 
advertisement & publicity of a particular brand.

 

•
 

Identification of brand awareness, shopping 
frequency, demographics and expenditure

 

II.

 
Justification of the Study

 

The country of origin effect has been defined as 
“the positive and negative influence that a product’s 
country of manufacture may have on consumers’ 
decision making processes or subsequent behavior 
(Elliott and Cameron, 1994). Infect, in the words of 
Nagashima (1970), COE (Country of Origin Effect) can 
be defined as “the picture, the reputation, and the 
stereotype that businessmen and consumers attach to 
products or brands of a specific country. This image is 
created by such variables as representative products, 
national characteristics economic and political 
background, history, and traditions”. The literature

 

on 
country-of-origin effects is quite rich and covers the 
topic from different perspectives in different countries. 
Some studies have shown that country of origin also has 
symbolic and emotional meaning to consumes, and it 

plays an important role along with other attributes such 
as quality and reliability in shaping consumers attitudes 
toward products Moreover, attitudes and perceptions of 
consumers toward brands and products will depend on 
categories, for instance, electronic goods from Italy may 
be perceived as a poor quality but Italian clothing would 
be perceive as fashionable and high quality (Bikey and 
Nes, 1982). This would be differently perceived with 
Japanese brands as Japanese electronic goods would 
be perceive with positive attitudes and Japanese 
clothing will be negatively perceived.

 

International trade and the development of the 
global market have grown considerably. Companies and 
international marketers are also looking for more 
opportunities in the global market and multinational 
firms, which

 

causes international competition between 
companies. There are many factors that have an impact 
on this growth as well as consumer products and 
services evaluation, such as brand name and 
perception of country. Among the many parameters, 
country of origin is one of the most important affecting 
this competitive market. Studies show that country of 
origin (COO) is one of the factors that most concern 
marketers in respect of its impact on consumer 
purchase intention (L. Y. Lin & Chen, 2006).

 

Although 
there are many parameters that consumers consider 
when they want to buy something, such as brand, colour 
and design, researchers cannot ignore extrinsic factors 
like country of origin. The international marketing 
literature shows that consumers use this extrinsic factor 
for evaluating products. In other words country of origin 
is a higher risk for international trade because it reflects 
consumer intention. In brief, in respect of other studies 
and the literature, country of origin is usually abbreviated 
as “COO”, which refers to the country that manufactures 
designs or assembles a product or brand with which it is 
associated (J. K. Lee & Lee, 2009). 

 

Nowadays, in this modern and competitive era, 
in which global marketing is growing day by day, 
country of origin, as a significant parameter, has been 
studied in much research, and it is shown that this factor 
influences consumer behavior and also their purchasing. 
The other point that studies demonstrate is that people 
care about which country products come from and 
where they are made and consider these factors when 
evaluating the quality of products, (Parkvithee & 
Miranda, 2012).

 

The number of business enterprises relocating 
production facilities is constantly growing. Decisions to 
relocate production are being taken more and more 
frequently by many manufacturers, both to capitalize on 
labour cost advantages and for strategic market 
considerations (e.g. to circumvent import quotas and/or 
excessively high import duties). The title "country-of-
origin effect" usually indicates a description of the 
influence of the country of origin on consumers’ 
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and aims to focus affects of country of origin on 



 

 
 

of the country of origin on consumers is determined by 
feelings towards the country (affective country 
evaluation), by rational estimates of the quality of the 
country (cognitive country evaluation), from the general 
"made in"-image of the country (competence of country 
in manufacturing) and by evaluating individual products 
made in the country (evaluation of branded clothing of 
the country). Furthermore, these components are 
interdependent as far as the influence exerted by them 
is concerned, and, for this reason, a major part of their 
influence is exerted indirectly. This form of indirect 
influence also illustrates why many firms and marketing 
experts underestimate the effects of product origin.

 

III.

 

Research Method

 

a)

 

Questionnaire Development

 

In finding the factors, researcher conducted an 
exploratory research with an open ended question and 
asked more than 50 respondents to answer it. (What are 
the factors actually they considered while purchasing 
branded cloth?). After that, around 88 factors

 

were 
found excluding demographic information’s. Based on 
it, a close ended structured

 

questionnaire has been 
made by using 5 point Likert Scale to measure the 
relative importance of the variables.

 

The questionnaire 
was pre-tested in order to maintain proper wording, 
length and sequencing of the questions

 

.The 
respondents were asked to rate on several statements 
on the questionnaire using the scale between Strongly 
Agree to Strongly Disagree.

 

b)

 

Population

 

The target population for the study was the 
female

 

consumer of Dhaka city aged between 18 to 32,

 

who

 

frequently buy their own clothing. It has been 
anticipated by author that, female’s living in capital city 
has their own perceptions, multiple option of choice and 
freedom of decision making which backed by their 
educational background and fashion consciousness.

 

c)

 

Sample Size

 

A total of 250 questionnaires were handed out 
and a sample of 220 was realized.  The remaining 30 
questionnaires were discarded for one of the following 
reasons:

 

i.

 

Non-compliance with the set of parameters.

 

ii.

 

Incorrect completion of questionnaire.

 

iii.

 

Too many fields of data missing.

 

d)

 

Sampling Technique

  

For sampling, non-probabilistic sampling 
method (i.e. convenient judgment sampling) was used.

  

e)

 

Data Collection Method

 

The needed data has

 

been collected from the 
both primary and secondary sources

 
 

f) Primary data 
Sources of primary data are collected by 

university students on different area of Dhaka City 
conducting survey through questionnaire for the first 
time and thus happen to be original in character. 

g) Secondary data 
Secondary information collected from different 

web sites and published articles, online journals, and 
working papers. 

  
 

After collecting data, it was scrutinized and 
analyzed by using statistical tools SPSS 16.0 
(Statististical Package of Social Science). 

a) Reliability 
Reliability and internal consistency of the multi 

item scales for each of the constructs were measured 
using Cronbach Coefficient Alpha. The minimally 
acceptable reliability for primary research should be in 
the range of point five to point six. (Nunnally, 1967) 
Based on the assessment- a total of 88 items measuring 
the constructs were finally retained for final use. 
Cronbach’s Coefficient alpha values were computed. 
911 which demonstrates the high internal consistency of 
the collected data. 

Table 1 : Reliability Statistics 

 Cronbach's Alpha
 

N of Items
 .911

 

88

 
V.

 
Factor Analysis

 
KMO and Bartlett's Test:

 
Before going to factor 

analysis result, researcher should analyze the KMO and 
Bartlett sphericity test. It was found that KMO exceed 
0.5, so researcher should be confident that factor is 
appropriate for these data and Bartlett sphericity test is 
always significant for all factors. If the KMO value is 
lower than 0.5, factor analysis can not be conducted 
because data doesn’t have enough requirement. The 
requirement means that factors don’t have enough data 
to be process. It is also indicated from significant

 
value 

on Bartlett test of sphericity. If the value is higher than 
alpha significant, the factor analysis is not allowed to be 
process. Here, researcher found significant value .000 
and therefore factor analysis is appropriate.
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attitudes, product perceptions or behavior. The influence 

IV. Data Processing & Analyzing 
Technique



 

 

    

                                        

 

  

   

  

  

a)

 

The Result of Factor Analysis

 

Principle  component analysis  is  used  as the 
extraction  method  to  identity  the key  factor  having  
significant correlation  with  the variables. The results of 
principle component analysis indicate that there are 

twenty six factors whose eigenvalues exceed 1.0. Eigen

 

value of a factor represents the amount of the total 
variance explained by that factor. The twenty six factors 
identified explain 77.773% or 78% of the total variance.

 Table 3

 

:

 

Total Variance Explained

 

 

Component

 

Extraction Sums of Squared Loadings

 

Total

 

% of Variance

 

Cumulative %

 

1

 

11.652

 

13.241

 

13.241

 

2

 

5.909

 

6.714

 

19.955

 

3

 

4.998

 

5.680

 

25.635

 

4

 

4.085

 

4.642

 

30.277

 

5

 

3.756

 

4.268

 

34.545

 

6

 

3.551

 

4.035

 

38.580

 

7

 

3.061

 

3.479

 

42.059

 

8

 

2.785

 

3.165

 

45.224

 

9

 

2.473

 

2.810

 

48.034

 

10

 

2.310

 

2.625

 

50.659

 

11

 

2.170

 

2.466

 

53.125

 

12

 

2.081

 

2.364

 

55.489

 

13

 

1.961

 

2.228

 

57.718

 

14

 

1.860

 

2.113

 

59.831

 

15

 

1.745

 

1.983

 

61.814

 

16

 

1.677

 

1.905

 

63.720

 

17

 

1.602

 

1.821

 

65.540

 

18

 

1.462

 

1.662

 

67.202

 

19

 

1.358

 

1.543

 

68.745

 

20

 

1.283

 

1.458

 

70.203

 

21

 

1.198

 

1.361

 

71.564

 

22

 

1.175

 

1.336

 

72.899

 

23

 

1.138

 

1.293

 

74.192

 

24

 

1.092

 

1.241

 

75.434

 

25

 

1.040

 

1.182

 

76.616

 

26

 

1.019

 

1.158

 

77.773

 

Extraction Method: Principal Component Analysis.

 

Factor analysis result shows that communalities 
of variables are quite high, indicating that the variables 
used in data set are highly cohesive in nature. From the 
Table 5 it can be concluded that, this 26 factors 
constitute

 

approximately 78%

 

of the total variance. The 
first factor

 

explained 13.241 percent of this variance and 
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Table 2 : KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .699

Bartlett's Test of Sphericity Approx. Chi-Square 1.431E4

df 3828

Sig. .000

according to result; it exhibited heavy loadings for 
twenty six variables. Product quality (13.241) is the most 

important factor for female consumers of choosing 
branded clothing, which eigenvalues is 11.652. The 
second factor named long lasting explained 6.714 
percent of the variance with eigenvalues 5.909 is the 
second preferred factor among twenty six. Thirdly,
Quality of finishing explained 5.680 percent and fourthly
Quality of stitching (4.642), Quality Assurance (4.268), 
Quality of raw materials (4.035) percent consequently of 



 

 
 

 

  
 

 
  

 

the variance that’s load highly on it. Fifthly,

 

two factors 
explained more than 3 percent of variance named as 
button quality (3.479) and Color combination (3.165). 
Other six factors exceed two percent of variance

 

namely 
different color options (2.810), Brightness of color 
(2.625), Color guarantee (2.466), light colors (2.364
Fashionable (2.228), Adopt myself with fashion changes 
(2.113) percent.

 

Above 14 factors has Cumulative 59.831 % and 
other 12 factors has explained over one percent of 
variance, those are given below on a sequential order---

 

(Innovativeness of Branded clothing, Fantasy clothing 
influences, reasonably priced, Fixed Price option, 
Category pricing, Smoothness of cloth, Softness of 

cloth, Brand image., Brand impression, Logo of the 
brand, Brand trustworthiness and trendy).

 

Frequency analysis shows that, 64.1% purchase 
branded clothing whenever needed, 15% once a month, 
10.9% more than once a month & 10% once a year of 
total respondent (See Table 4).Persons accompanying 
respondents during purchase, on that question 87.3% of 
them buy with some one special, 6.8% with co-worker, 
5% with family member

 

& .9% with friends(See Table 5).

 

Respondent’s monthly expenditure on Branded clothing-

 

on that question were found,  39.5% spend 1000tk. to 
2000tk. 31.8% spend 2000tk. to 3000tk. 17.6% spend 
more than 3000tk. and 10.9% spend less than 1000tk. 
(See Table 6) and Table 7 describes respondents age.

 

Table 4

 

: 

 

Frequency of branded clothing purchase

 

 

  

Frequency

 

Percent

 

Valid Percent

 

Cumulative 
Percent

 

Valid

 

Once

 

a year

 

22

 

9.9

 

10.0

 

10.0

 

Once a month

 

33

 

14.9

 

15.0

 

25.0

 

More than once a month

 

24

 

10.8

 

10.9

 

35.9

 

Whenever feel needed

 

141

 

63.5

 

64.1

 

100.0

 

Total

 

220

 

99.1

 

100.0

  

Missing

 

System

 

2

 

.9

   

Total

 

222

 

100.0

   

Table 5

 

:

 

Persons accompanying respondents during purchase

 

 

 
 

 

 

 

 

 

 

 

 

 

  

Frequency

 

Percent

 

Valid Percent

 

Cumulative 
Percent

 

Valid

 

Friends

 

2

 

.9

 

.9

 

.9

 

Family members

 

11

 

5.0

 

5.0

 

5.9

 

Co-workers

 

15

 

6.8

 

6.8

 

12.7

 

Someone special

 

192

 

86.5

 

87.3

 

100.0

 

Total

 

220

 

99.1

 

100.0

  

Missing

 

System

 

2

 

.9

   

Total

 

222

 

100.0
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Table 6 

 
Table 7 

 

VI. Data Analysis & Interpretations 

a) Model 
In this study multiple regression models has 

been used to examine affects of “Country of Origin” to 
identify the relationship between the factors identified 
through overall measure of preference of the 

respondents. The author has used the country of origin 
influence as the dependent variable and other 87 factors 
are used as independent variables. The author has run 
the regression model to determine the significance level 
of the variables for country of origin influences 
regardless other factors. 

The basic model for the study was therefore as follows: 

 

Where, CoOI = Country of Origin influence 

X1= Product quality 
X2= because of long lasting 
X3= Quality of finishing influences

 X4= Quality of stitching 
 X5= Quality Assurance  

X6= Quality of raw materials 
 

An Interactive Influence of Country of Origin on buying Intention of Branded Clothing: A Study on 
Female Brand

  
 

2

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
IV

 I
ss
ue

 I
I 

Ye
ar

(
)

e

© 2014   Global Journals Inc.  (US)

  
 

26

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
IV

 I
ss
ue

 I
I 
 V

er
sio

n 
I

Ye
ar

© 2014   Global Journals Inc.  (US)

20
14

X7= button quality.

Country of Origin Influence (CoOI)=α+β1 X1+ β2 X2+ β3 X3+ β4 X4+ β5 X 5 + β6 X6 + β 7X7+ β8 X 8 + 
β9 X9+…………………….+β87 X87+e



 

 
 

 X8= Color combination 

 X9= different color options

 to

 X87= Magazine advertisement

 And α

 

is constant and β1,

 

β2,

 

β3,

 

β4,

 

β5,

 

β6,

 

β7,

 

β8,

 

β9,

  
to,…………………………….β87   are coefficient to estimate and e is 
the error term.

 
b)

 

Regression Analysis  
Under multiple regression analysis, the report of 

analysis is given below along with SPSS software output 
& sufficient explanation.

 

Table 8
 
:  Model Summaryb 

 

Model
 

R
 

R Square
 

Adjusted R 
Square

 

Std. Error of the 
Estimate

 
Durbin-Watson

 1
 

.929a

 
.863

 
.772

 
.504

 
1.951

 
a. Predictors: (Constant), All requested variables entered

 b. Dependent Variable: Country of Origin influences me to prefer Branded clothing.
 

i.
 

Explanation of Model Summary
 •

 
In this model, the value of R = 0.929 expresses that 
there is a high degree of positive relationship 
between the dependent variable Ŷ(CoOI)

 
Country of 

origin
 
and the independent variables expressed as 

X1,X2,X3,X4,X5,,X6,X7,X8,X9, to X87.

 
at 5 % level of 

significance
 •

 
The term R Square is the multiple coefficient of 
determination interpreted as the proportion of 
variability in the dependent variable that can be 
explained by the estimated multiple regression 
equation.

 •
 

Hence, when multiplied by the 100, it can be 
interpreted as the percentage of the variability in Ŷ

 (CoOI) that can be explained by the estimated 
regression equation.

 

•
 

All independent variables (X1,X2,X3,X4,X5,X6,X7,X8,X9, 
to X87), the R Square = 0.863. Therefore, 86.3% of 
the variability in Ŷ

 

(CoOI) is explained by the 
estimated multiple regression equation with all 
entered X1,X2,X3,X4,X5,X6,X7,X8,X9, to X87  as the 
independent variables. 

 •

 

If a variable (say for colour of washing tag) is added 
to the model, R Square becomes larger even if the 
added variable is not statistically significant. The 
Adjusted R Square compensates for the number of 
independent variables in this model. 

 
•

 

Std. Error of the Estimate (Є)

 

expresses the total 
amount of error or variability in the dependent 
variable Ŷ

 

(CoOI) that can’t be explained by the 
linear effect of the all independent variables in the 
multiple regression model expressed by multiple 
regression equation.

 
 

 

 

 

Table 9

 

:

 

ANOVAb

 

 

Model

 

Sum of Squares

 

df

 

Mean Square

 

F

 

Sig.

 

1

 

Regression

 

210.610

 

87

 

2.421

 

9.545

 

.000a

 

Residual

 

33.477

 

132

 

.254

   

Total

 

244.086

 

219

    

a. Predictors: (Constant), All requested variables entered

 

b. Dependent Variable: Country of Origin influences me to prefer Branded clothing.
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ii. Explanation of ANOVA
The ANOVA (Analysis of variance) tells us 

weather the regression equation is explaining a 
statistically significant portion of the variability in the 
dependent variable form variability in the independent 
variables. The test shows that table sig. value 0.05 is 
greater than the calculated value .000 .It means; there 
has significant relationship between dependent and 
independent variables.
• In case of ANOVA (Analysis of variance), the total 

sum of squares can be divided into two 
components: the sum of squares due to Regression 

(SSR) and the sum of squares due to Error (SSE) as 
shown below:

SST=SSR+SSE.

Where,
           SST= Total sum of squares= Σ(Yi-Ÿ )

          SSR= sum of squares due to regression= Σ(Ŷ-Ÿ)

SSE= sum of errors due to error= Σ(Yi- Ŷ)

• The analysis of variance part shows the three values 
for our selected problem with all independent 



 

 
 

   

 

 
 

 

 

  
 

 

  

 

variables (X1,X2,X3,X4,X5,X6,X7,X8,X9, to X87): 
SST=244.086, SSE=210.610 and SSR=33.477. 
The value of SST is same whether independent 
variable added or deducted, it doesn’t depend on Ŷ, 
but SSR increases and SSE decreases when 
another independent variable is added with model. 
The implication is that the estimated multiple 
regression equation –provides a better fit for the 
observed data.

 

•

 

Adding independent variables cause the prediction 
errors to become smaller, thus reducing the sum of 
squares due to error (SSE) because SSR= SST-
SSE when SSE becomes smaller.

 

•

 

The F-test is used to determine whether a significant 
relationship exists between dependent variable 
named CoOI and the set of all independent 
variables such as  X1,X2,X3,X4,X5,X6,X7,X8,X9, to X87 

expressed as  respectively; we will refer to the F-test 
as the test for overall significance.

 

•

 

In this ANOVA model, the hypothesis for the F-test 
involves the parameters of the multiple regression 
models: 

 

H0= β1=0

 

H1= β1 or is not equal to zero.

 

•

 

if H0  is rejected, we have enough evidence to 
deduce that, all of the parameters of variables are 
not equal to zero and that the overall relationship 
between CoOI (Ŷ) and other independent variables 
(X1,X2,X3,X4,X5,X6,X7,X8,X9, to X87) is significant. 

 

•

 

Before interpreting the F-test, we need to know the 
concept of Mean Square. A mean square is a sum 

 
  

  

 

 

 

 
 

From the above analysis it can be easily inferred 
that, Country of Origin has significant impact on female 
consumer’s perception of choosing branded clothing.

 

VII.

 

Recommendations

 

Brands are an essential part of consumer 
choices when purchasing products, but to understand 
why this is the case, author suggest retailers need to 
isolate

 

and understand the factors that underlie a 
brand’s importance and what factors lead their own 
brands to possess a competitive advantage in the 
marketplace. By understanding the role of brands as 
market based assets and the relationships that can 
develop between consumers and particular needs and 
category brands, managers can not only enhance 
revenue generation, but also be in a better position to 
predict business outcomes now and in the future. 
Findings of the study will help marketer to set 
sustainable driver of brand value as well as isolating 
competitive advantage over retailers and manufacturer.

 

a)

 

Author Recommends that

 

► Production facilities should definitely not be moved 
to a country that considered very inferior in terms of 
competence. 

 

Need to focus on building brands that can offset 
negative impact of COO associations & create 
strong brand equity to minimize negative country 
image.

 

Promote other product

 

attributes and benefits; e.g., 
lower price, more extensive guarantee and service
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of square dividend by its corresponding degrees of 
freedom. In the multiple regression models, SST has 
(n-1) degrees of freedom, SSR has p (number of 
independent variables) degrees of freedom and 
SSE has (n-p-1) degrees of freedom. Hence, the 
mean square due to regression (MSR) is SSR 
divided by p and the mean sum of square due to 
error (MSE) is SSE divided by (n-p-1).

• If H0 is accepted, MSR provides an unbiased 
estimate of σ2, and the value of MSR or MSE 
becomes larger. To determine how large values of 
MSR/MSE must be to reject H0,  we make use of the 
fact that if H0 is true and the assumptions about the 
multiple regression model are valid, the sampling 
distribution of MSR/MSE is an F-distribution with p 
degrees of freedom in the numerator and (n-p-1) in 
the denominator. The summary of F-test is given 
below:

F= MSR/MSE= 2.421/.254=9.545

• The p-value (sig.) with a level of significance α= 
0.05 in the last column of the ANOVA table also 
indicates that we can reject H0 because the P-value 
is less than α=0.05

  Select brand name that disguises negative COO
Consumers’ having strong tendency towards 
habitual behavior needs to familiar various country 
of origin product. Representation of multiple country 
products will minimize significance of origin.
Consumers’ are affected by product origin of home 
country (patriotism), a strong prestige value can be 
attached with product. Moreover, Made in Pakistan 
has a negative evolution to citizen of India but in 
case of renowned brand it can be less important.

  People associate brand with the quality of product, 
style and its design mainly. In return, they expect the 
branded product to provide them recognition, 
satisfaction and value for the money invested. Extra 
utility can therefore protect a brand if production 
facilities have to be relocated.  Because they want 
brand and happen to be fashion at a time. A 
particular brand can provide some extra utility to 
satisfy consumer which derived from brand value, 
can minimize affect of country of origin. For 
example, consumers are getting a product of 
famous brand at a reasonably price.

► 

► 

► 

► ► 

► 

► 



 

 
 

 
 

 
  

 

 

VIII.

 

Concluding Remarks & 
Managerial Implication

 

The knowledge about the country of origin plays 
a decisive role when not so much is known about the 
product and its country of origin. Understanding the 
processes in consumer decision making and taking 
care of them will help to encourage the international 
trade between the people and firms of different 
countries. International marketers could use COO 
marketing as an instrument to facilitate the entry of new 
market. However, complementary marketing strategies 
(e.g. brand name marketing) should be employed to 
sustain market position because reliance only on COO 
in long term may lose its effectiveness.

 

The results regression analysis shows that the 
country of origin exerts a substantial influence on the 
female consumers’ purchasing decisions. –

 

this shows 
the reader the absolute influence of product origin and 
also enables him/her to gauge the significance of the 
country of origin in comparison to others fundamental 
product attributes.

 

When the consumer shows an interest in a 
product’s origin, the second step is to establish the 
impact of product origin on the buying decision within a 
product category and the impact of product origin on 
the brand as connecting a

 

brand with its (supposed) 
country of origin can also contribute to the brand’s 
credibility. A relocation of production facilities will only 
appear unproblematic, when product origin is neither 
significant for the product category nor for the brand. If 
product origin is important either for the product 
category or for the brand or for both, the (negative) 

 
 

  
   

clothing. It is also observed in the study that different 
color option, brightness of color, color guarantee, light 
colors, fashionable, adopt myself with fashion changes 
should be consider seriously in strategy formulation 
while giving critical importance to these factors. Above 
all, to get clear understanding by the key factors priority 
should be given factors like innovativeness of branded 
clothing, fantasy clothing influences, reasonably priced, 
fixed price option, category pricing, smoothness of 
cloth, softness of cloth, brand image., brand impression, 
logo of the brand, brand trustworthiness and trendy.

 

Marketing managers and producers should 
concentrate their efforts to enhance and promote the 
image of their brand’s original country because 
consumer perceptions about the country almost transfer 
to the originality of a brand apart from location of 
production countries which produce or assemble brand 
products and if increased, it will contribute positively to 
their firm’s brand equity dimensions. All these insight 
have to be embedded in the policy formulation that will 
help marketing manager to design appropriate 
strategies to deal marketing practice for the benefit of 
companies.

 

IX.

 

Limitation of this Research

 

This study used eighty-eight factors which are 
considered before purchasing branded clothing as the 
focal object to determine affects of country of origin. 
Future research could consider whole society by 
increasing sample size which in other case could have 
been done to make the research even more realistic and 
authenticated. Besides, female consumers may behave 
differently when responding to other product categories
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consumer reactions have to be evaluated. Finally, the 
evaluated consumer reactions and other disadvantages 
are set against the advantages of the new location in 
order to establish the viability of relocating production 
facilities. Some entrepreneurs and marketing experts 
hold the opinion that it is possible to be successful as 
long as the brand of the products is strong enough, 
irrespective of the production location. That fact that the 
original production location can be an integral 
component of the strength of a brand is usually 
overlooked. It is indeed the strongest brands that 
consumers closely connect with their countries of origin; 
relocation can evoke uncertainty among consumers as 
to the quality of the products of the brand in question.

From the results of factor analysis, it is being 
revealed that most female consumer concern about 
product quality while choosing a brand. Moreover  the  
female  consumers  who  possess strong positive 
attitudes towards brands show high level of involvement  
in long lasting of cloth, Quality of finishing, Quality of 
stitching, Quality Assurance , Quality of raw materials.
Consequently, button quality and Color combination 
hold a high level of involvement in fashion or branded 

  

Therefore, the researcher has phased the 
following limitation;
Firstly, the researcher applied non-probability sampling 
technique for research purpose.

Secondly, the research has been conducted with in a 
limited span of time.
Thirdly, sample was taken from Dhaka city only.

In addition, further research is needed to
measure the relationship of overall satisfaction and 
behavioral intension to the consumers’ perception of a 
particular brand or company’s products.

This research was supported by some young 
researcher of Southeast University who contributed in 
different phase of data collection. Gratitude to all and 
dedication to Mr. Manzur Alam. (With the course of 
flowing time, there has been a proportionate escalation 
in distance and confliction of personality, may be the 
word "I do love" will remain untold; may be I can hardly 
put an end to the thirst for his affectionate 
closeness…!).
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(All Independent Variables that has been entered on 
Multiple Regression Model)
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honor, regular flow of income, secured bright future, social status etc.
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 In addition to above, if one is single author, then entitled to 40% discount on publishing 
research paper and can get 10%discount if one is co-author or main author among group of 
authors.

 The Fellow can organize symposium/seminar/conference on behalf of Global Journals 
Incorporation (USA) and he/she can also attend the same organized by other institutes on 
behalf of Global Journals.

 The Fellow can become member of Editorial Board Member after completing 3yrs.
 The Fellow can earn 60% of sales proceeds from the sale of reference/review 

books/literature/publishing of research paper.
 Fellow can also join as paid peer reviewer and earn 15% remuneration of author charges and 

can also get an opportunity to join as member of the Editorial Board of Global Journals 
Incorporation (USA)

 • This individual has learned the basic methods of applying those concepts and techniques to 
common challenging situations. This individual has further demonstrated an in–depth 
understanding of the application of suitable techniques to a particular area of research 
practice.

 In future, if the board feels the necessity to change any board member, the same can be done with 
the consent of the chairperson along with anyone board member without our approval.

 In case, the chairperson needs to be replaced then consent of 2/3rd board members are required 
and they are also required to jointly pass the resolution copy of which should be sent to us. In such 
case, it will be compulsory to obtain our approval before replacement.

 In case of “Difference of Opinion [if any]” among the Board members, our decision will be final and 
binding to everyone.                                                                                                                                             
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Process of submission of Research Paper     
  

The Area or field of specialization may or may not be of any category as mentioned in 
‘Scope of Journal’ menu of the GlobalJournals.org website. There are 37 Research 
Journal categorized with Six parental Journals GJCST, GJMR, GJRE, GJMBR, GJSFR, 
GJHSS. For Authors should prefer the mentioned categories. There are three widely 
used systems UDC, DDC and LCC. The details are available as ‘Knowledge Abstract’ at 
Home page. The major advantage of this coding is that, the research work will be 
exposed to and shared with all over the world as we are being abstracted and indexed 
worldwide. 

The paper should be in proper format. The format can be downloaded from first page of 
‘Author Guideline’ Menu. The Author is expected to follow the general rules as 
mentioned in this menu. The paper should be written in MS-Word Format 
(*.DOC,*.DOCX). 

The Author can submit the paper either online or offline. The authors should prefer 
online submission.Online Submission: There are three ways to submit your paper:

(A) (I) First, register yourself using top right corner of Home page then Login. If you 
are already registered, then login using your username and password. 

      (II) Choose corresponding Journal.

      (III) Click ‘Submit Manuscript’.  Fill required information and Upload the paper.

(B) If you are using Internet Explorer, then Direct Submission through Homepage is 
also available.

(C) If these two are not convenient, and then email the paper directly to 
dean@globaljournals.org. 

Offline Submission: Author can send the typed form of paper by Post. However, online 
submission should be preferred.
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Preferred Author Guidelines   

MANUSCRIPT STYLE INSTRUCTION (Must be strictly followed)

Page Size: 8.27" X 11'"

• Left Margin: 0.65
• Right Margin: 0.65
• Top Margin: 0.75
• Bottom Margin: 0.75
• Font type of all text should be Swis 721 Lt BT.
• Paper Title should be of Font Size 24 with one Column section.
• Author Name in Font Size of 11 with one column as of Title.
• Abstract Font size of 9 Bold, “Abstract” word in Italic Bold.
• Main Text: Font size 10 with justified two columns section
• Two Column with Equal Column with of 3.38 and Gaping of .2
• First Character must be three lines Drop capped.
• Paragraph before Spacing of 1 pt and After of 0 pt.
• Line Spacing of 1 pt
• Large Images must be in One Column
• Numbering of First Main Headings (Heading 1) must be in Roman Letters, Capital Letter, and Font Size of 10.
• Numbering of Second Main Headings (Heading 2) must be in Alphabets, Italic, and Font Size of 10.

You can use your own standard format also.
Author Guidelines:

1. General,

2. Ethical Guidelines,

3. Submission of Manuscripts,

4. Manuscript’s Category,

5. Structure and Format of Manuscript,

6. After Acceptance.

1. GENERAL

Before submitting your research paper, one is advised to go through the details as mentioned in following heads. It will be beneficial, 
while peer reviewer justify your paper for publication.

Scope

The Global Journals Inc. (US) welcome the submission of original paper, review paper, survey article relevant to the all the streams of 
Philosophy and knowledge. The Global Journals Inc. (US) is parental platform for Global Journal of Computer Science and Technology, 
Researches in Engineering, Medical Research, Science Frontier Research, Human Social Science, Management, and Business organization. 
The choice of specific field can be done otherwise as following in Abstracting and Indexing Page on this Website. As the all Global 
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Journals Inc. (US) are being abstracted and indexed (in process) by most of the reputed organizations. Topics of only narrow interest will 
not be accepted unless they have wider potential or consequences.

2. ETHICAL GUIDELINES

Authors should follow the ethical guidelines as mentioned below for publication of research paper and research activities.

Papers are accepted on strict understanding that the material in whole or in part has not been, nor is being, considered for publication 
elsewhere. If the paper once accepted by Global Journals Inc. (US) and Editorial Board, will become the copyright of the Global Journals 
Inc. (US). 

Authorship: The authors and coauthors should have active contribution to conception design, analysis and interpretation of findings. 
They should critically review the contents and drafting of the paper. All should approve the final version of the paper before 
submission

The Global Journals Inc. (US) follows the definition of authorship set up by the Global Academy of Research and Development. According 
to the Global Academy of R&D authorship, criteria must be based on:

1) Substantial contributions to conception and acquisition of data, analysis and interpretation of the findings.

2) Drafting the paper and revising it critically regarding important academic content.

3) Final approval of the version of the paper to be published.

All authors should have been credited according to their appropriate contribution in research activity and preparing paper. Contributors 
who do not match the criteria as authors may be mentioned under Acknowledgement.

Acknowledgements: Contributors to the research other than authors credited should be mentioned under acknowledgement. The 
specifications of the source of funding for the research if appropriate can be included. Suppliers of resources may be mentioned along 
with address.

Appeal of Decision: The Editorial Board’s decision on publication of the paper is final and cannot be appealed elsewhere.

Permissions: It is the author's responsibility to have prior permission if all or parts of earlier published illustrations are used in this 
paper.

Please mention proper reference and appropriate acknowledgements wherever expected.

If all or parts of previously published illustrations are used, permission must be taken from the copyright holder concerned. It is the 
author's responsibility to take these in writing.

Approval for reproduction/modification of any information (including figures and tables) published elsewhere must be obtained by the 
authors/copyright holders before submission of the manuscript. Contributors (Authors) are responsible for any copyright fee involved.

3. SUBMISSION OF MANUSCRIPTS

Manuscripts should be uploaded via this online submission page. The online submission is most efficient method for submission of 
papers, as it enables rapid distribution of manuscripts and consequently speeds up the review procedure. It also enables authors to 
know the status of their own manuscripts by emailing us. Complete instructions for submitting a paper is available below.

Manuscript submission is a systematic procedure and little preparation is required beyond having all parts of your manuscript in a given 
format and a computer with an Internet connection and a Web browser. Full help and instructions are provided on-screen. As an author, 
you will be prompted for login and manuscript details as Field of Paper and then to upload your manuscript file(s) according to the 
instructions.
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To avoid postal delays, all transaction is preferred by e-mail. A finished manuscript submission is confirmed by e-mail immediately and 
your paper enters the editorial process with no postal delays. When a conclusion is made about the publication of your paper by our 
Editorial Board, revisions can be submitted online with the same procedure, with an occasion to view and respond to all comments.

Complete support for both authors and co-author is provided.

4. MANUSCRIPT’S CATEGORY

Based on potential and nature, the manuscript can be categorized under the following heads:

Original research paper: Such papers are reports of high-level significant original research work.

Review papers: These are concise, significant but helpful and decisive topics for young researchers.

Research articles: These are handled with small investigation and applications

Research letters: The letters are small and concise comments on previously published matters.

5.STRUCTURE AND FORMAT OF MANUSCRIPT

The recommended size of original research paper is less than seven thousand words, review papers fewer than seven thousands words 
also.Preparation of research paper or how to write research paper, are major hurdle, while writing manuscript. The research articles and 
research letters should be fewer than three thousand words, the structure original research paper; sometime review paper should be as 
follows:

Papers: These are reports of significant research (typically less than 7000 words equivalent, including tables, figures, references), and 
comprise:

(a)Title should be relevant and commensurate with the theme of the paper.

(b) A brief Summary, “Abstract” (less than 150 words) containing the major results and conclusions.

(c) Up to ten keywords, that precisely identifies the paper's subject, purpose, and focus.

(d) An Introduction, giving necessary background excluding subheadings; objectives must be clearly declared.

(e) Resources and techniques with sufficient complete experimental details (wherever possible by reference) to permit repetition; 
sources of information must be given and numerical methods must be specified by reference, unless non-standard. 

(f) Results should be presented concisely, by well-designed tables and/or figures; the same data may not be used in both; suitable 
statistical data should be given. All data must be obtained with attention to numerical detail in the planning stage. As reproduced design 
has been recognized to be important to experiments for a considerable time, the Editor has decided that any paper that appears not to 
have adequate numerical treatments of the data will be returned un-refereed;

(g) Discussion should cover the implications and consequences, not just recapitulating the results; conclusions should be summarizing.

(h) Brief Acknowledgements.

(i) References in the proper form.

Authors should very cautiously consider the preparation of papers to ensure that they communicate efficiently. Papers are much more 
likely to be accepted, if they are cautiously designed and laid out, contain few or no errors, are summarizing, and be conventional to the 
approach and instructions. They will in addition, be published with much less delays than those that require much technical and editorial 
correction.
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The Editorial Board reserves the right to make literary corrections and to make suggestions to improve briefness.

It is vital, that authors take care in submitting a manuscript that is written in simple language and adheres to published guidelines.

Format

Language: The language of publication is UK English. Authors, for whom English is a second language, must have their manuscript 
efficiently edited by an English-speaking person before submission to make sure that, the English is of high excellence. It is preferable, 
that manuscripts should be professionally edited.

Standard Usage, Abbreviations, and Units: Spelling and hyphenation should be conventional to The Concise Oxford English Dictionary. 
Statistics and measurements should at all times be given in figures, e.g. 16 min, except for when the number begins a sentence. When 
the number does not refer to a unit of measurement it should be spelt in full unless, it is 160 or greater.

Abbreviations supposed to be used carefully. The abbreviated name or expression is supposed to be cited in full at first usage, followed 
by the conventional abbreviation in parentheses.

Metric SI units are supposed to generally be used excluding where they conflict with current practice or are confusing. For illustration, 
1.4 l rather than 1.4 × 10-3 m3, or 4 mm somewhat than 4 × 10-3 m. Chemical formula and solutions must identify the form used, e.g. 
anhydrous or hydrated, and the concentration must be in clearly defined units. Common species names should be followed by 
underlines at the first mention. For following use the generic name should be constricted to a single letter, if it is clear.

Structure

All manuscripts submitted to Global Journals Inc. (US), ought to include:

Title: The title page must carry an instructive title that reflects the content, a running title (less than 45 characters together with spaces), 
names of the authors and co-authors, and the place(s) wherever the work was carried out. The full postal address in addition with the e-
mail address of related author must be given. Up to eleven keywords or very brief phrases have to be given to help data retrieval, mining 
and indexing.

Abstract, used in Original Papers and Reviews:

Optimizing Abstract for Search Engines

Many researchers searching for information online will use search engines such as Google, Yahoo or similar. By optimizing your paper for 
search engines, you will amplify the chance of someone finding it. This in turn will make it more likely to be viewed and/or cited in a 
further work. Global Journals Inc. (US) have compiled these guidelines to facilitate you to maximize the web-friendliness of the most 
public part of your paper.

Key Words

A major linchpin in research work for the writing research paper is the keyword search, which one will employ to find both library and 
Internet resources.

One must be persistent and creative in using keywords. An effective keyword search requires a strategy and planning a list of possible 
keywords and phrases to try.

Search engines for most searches, use Boolean searching, which is somewhat different from Internet searches. The Boolean search uses
"operators," words (and, or, not, and near) that enable you to expand or narrow your affords. Tips for research paper while preparing 
research paper are very helpful guideline of research paper.

Choice of key words is first tool of tips to write research paper. Research paper writing is an art.A few tips for deciding as strategically as 
possible about keyword search:                                                                                                               
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One should start brainstorming lists of possible keywords before even begin searching. Think about the most 
important concepts related to research work. Ask, "What words would a source have to include to be truly 
valuable in research paper?" Then consider synonyms for the important words. 
It may take the discovery of only one relevant paper to let steer in the right keyword direction because in most 
databases, the keywords under which a research paper is abstracted are listed with the paper. 
One should avoid outdated words. 

Keywords are the key that opens a door to research work sources. Keyword searching is an art in which researcher's skills are 
bound to improve with experience and time. 

 Numerical Methods: Numerical methods used should be clear and, where appropriate, supported by references. 

Acknowledgements: Please make these as concise as possible. 

 References 

References follow the Harvard scheme of referencing. References in the text should cite the authors' names followed by the time of their 
publication, unless there are three or more authors when simply the first author's name is quoted followed by et al. unpublished work 
has to only be cited where necessary, and only in the text. Copies of references in press in other journals have to be supplied with 
submitted typescripts. It is necessary that all citations and references be carefully checked before submission, as mistakes or omissions 
will cause delays. 

References to information on the World Wide Web can be given, but only if the information is available without charge to readers on an 
official site. Wikipedia and Similar websites are not allowed where anyone can change the information. Authors will be asked to make 
available electronic copies of the cited information for inclusion on the Global Journals Inc. (US) homepage at the judgment of the 
Editorial Board. 

The Editorial Board and Global Journals Inc. (US) recommend that, citation of online-published papers and other material should be done 
via a DOI (digital object identifier). If an author cites anything, which does not have a DOI, they run the risk of the cited material not 
being noticeable. 

The Editorial Board and Global Journals Inc. (US) recommend the use of a tool such as Reference Manager for reference management 
and formatting. 

 Tables, Figures and Figure Legends 

Tables: Tables should be few in number, cautiously designed, uncrowned, and include only essential data. Each must have an Arabic 
number, e.g. Table 4, a self-explanatory caption and be on a separate sheet. Vertical lines should not be used. 

Figures: Figures are supposed to be submitted as separate files. Always take in a citation in the text for each figure using Arabic numbers, 
e.g. Fig. 4. Artwork must be submitted online in electronic form by e-mailing them. 

 Preparation of Electronic Figures for Publication 

Even though low quality images are sufficient for review purposes, print publication requires high quality images to prevent the final 
product being blurred or fuzzy. Submit (or e-mail) EPS (line art) or TIFF (halftone/photographs) files only. MS PowerPoint and Word 
Graphics are unsuitable for printed pictures. Do not use pixel-oriented software. Scans (TIFF only) should have a resolution of at least 350 
dpi (halftone) or 700 to 1100 dpi (line drawings) in relation to the imitation size. Please give the data for figures in black and white or 
submit a Color Work Agreement Form. EPS files must be saved with fonts embedded (and with a TIFF preview, if possible). 

For scanned images, the scanning resolution (at final image size) ought to be as follows to ensure good reproduction: line art: >650 dpi; 
halftones (including gel photographs) : >350 dpi; figures containing both halftone and line images: >650 dpi. 

Color Charges: It is the rule of the Global Journals Inc. (US) for authors to pay the full cost for the reproduction of their color artwork.
Hence, please note that, if there is color artwork in your manuscript when it is accepted for publication, we would require you to 
complete and return a color work agreement form before your paper can be published. 
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Figure Legends: Self-explanatory legends of all figures should be incorporated separately under the heading 'Legends to Figures'. In the 
full-text online edition of the journal, figure legends may possibly be truncated in abbreviated links to the full screen version. Therefore, 
the first 100 characters of any legend should notify the reader, about the key aspects of the figure. 

6. AFTER ACCEPTANCE

Upon approval of a paper for publication, the manuscript will be forwarded to the dean, who is responsible for the publication of the 
Global Journals Inc. (US). 

6.1 Proof Corrections

The corresponding author will receive an e-mail alert containing a link to a website or will be attached. A working e-mail address must 
therefore be provided for the related author. 

Acrobat Reader will be required in order to read this file. This software can be downloaded 

(Free of charge) from the following website: 

www.adobe.com/products/acrobat/readstep2.html. This will facilitate the file to be opened, read on screen, and printed out in order for 
any corrections to be added. Further instructions will be sent with the proof. 

Proofs must be returned to the dean at dean@globaljournals.org within three days of receipt. 

As changes to proofs are costly, we inquire that you only correct typesetting errors. All illustrations are retained by the publisher. Please 
note that the authors are responsible for all statements made in their work, including changes made by the copy editor. 

6.2 Early View of Global Journals Inc. (US) (Publication Prior to Print)

The Global Journals Inc. (US) are enclosed by our publishing's Early View service. Early View articles are complete full-text articles sent in 
advance of their publication. Early View articles are absolute and final. They have been completely reviewed, revised and edited for 
publication, and the authors' final corrections have been incorporated. Because they are in final form, no changes can be made after 
sending them. The nature of Early View articles means that they do not yet have volume, issue or page numbers, so Early View articles 
cannot be cited in the conventional way. 

6.3 Author Services

Online production tracking is available for your article through Author Services. Author Services enables authors to track their article - 
once it has been accepted - through the production process to publication online and in print. Authors can check the status of their 
articles online and choose to receive automated e-mails at key stages of production. The authors will receive an e-mail with a unique link 
that enables them to register and have their article automatically added to the system. Please ensure that a complete e-mail address is 
provided when submitting the manuscript. 

6.4 Author Material Archive Policy

Please note that if not specifically requested, publisher will dispose off hardcopy & electronic information submitted, after the two 
months of publication. If you require the return of any information submitted, please inform the Editorial Board or dean as soon as 
possible. 

6.5 Offprint and Extra Copies

A PDF offprint of the online-published article will be provided free of charge to the related author, and may be distributed according to 
the Publisher's terms and conditions. Additional paper offprint may be ordered by emailing us at: editor@globaljournals.org . 

You must strictly follow above Author Guidelines before submitting your paper or else we will not at all be responsible for any
corrections in future in any of the way.
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2. Evaluators are human: First thing to remember that evaluators are also human being. They are not only meant for rejecting a paper. 
They are here to evaluate your paper. So, present your Best. 

3. Think Like Evaluators: If you are in a confusion or getting demotivated that your paper will be accepted by evaluators or not, then 
think and try to evaluate your paper like an Evaluator. Try to understand that what an evaluator wants in your research paper and 
automatically you will have your answer. 

4. Make blueprints of paper: The outline is the plan or framework that will help you to arrange your thoughts. It will make your paper 
logical. But remember that all points of your outline must be related to the topic you have chosen.  

5. Ask your Guides: If you are having any difficulty in your research, then do not hesitate to share your difficulty to your guide (if you 
have any). They will surely help you out and resolve your doubts. If you can't clarify what exactly you require for your work then ask the 
supervisor to help you with the alternative. He might also provide you the list of essential readings. 

6. Use of computer is recommended: As you are doing research in the field of Computer Science, then this point is quite obvious. 

7. Use right software: Always use good quality software packages. If you are not capable to judge good software then you can lose 
quality of your paper unknowingly. There are various software programs available to help you, which you can get through Internet. 

8. Use the Internet for help: An excellent start for your paper can be by using the Google. It is an excellent search engine, where you can 
have your doubts resolved. You may also read some answers for the frequent question how to write my research paper or find model 
research paper. From the internet library you can download books. If you have all required books make important reading selecting and 
analyzing the specified information. Then put together research paper sketch out. 

9. Use and get big pictures: Always use encyclopedias, Wikipedia to get pictures so that you can go into the depth. 

10. Bookmarks are useful: When you read any book or magazine, you generally use bookmarks, right! It is a good habit, which helps to 
not to lose your continuity. You should always use bookmarks while searching on Internet also, which will make your search easier. 

Before start writing a good quality Computer Science Research Paper, let us first understand what is Computer Science Research Paper? 
So, Computer Science Research Paper is the paper which is written by professionals or scientists who are associated to Computer Science 
and Information Technology, or doing research study in these areas. If you are novel to this field then you can consult about this field 
from your supervisor or guide.

TECHNIQUES FOR WRITING A GOOD QUALITY RESEARCH PAPER:

1. Choosing the topic: In most cases, the topic is searched by the interest of author but it can be also suggested by the guides. You can 
have several topics and then you can judge that in which topic or subject you are finding yourself most comfortable. This can be done by 
asking several questions to yourself, like Will I be able to carry our search in this area? Will I find all necessary recourses to accomplish 
the search? Will I be able to find all information in this field area? If the answer of these types of questions will be "Yes" then you can 
choose that topic. In most of the cases, you may have to conduct the surveys and have to visit several places because this field is related 
to Computer Science and Information Technology. Also, you may have to do a lot of work to find all rise and falls regarding the various 
data of that subject. Sometimes, detailed information plays a vital role, instead of short information.

11. Revise what you wrote: When you write anything, always read it, summarize it and then finalize it. 
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16. Use proper verb tense: Use proper verb tenses in your paper. Use past tense, to present those events that happened. Use present 
tense to indicate events that are going on. Use future tense to indicate future happening events. Use of improper and wrong tenses will 
confuse the evaluator. Avoid the sentences that are incomplete. 

17. Never use online paper: If you are getting any paper on Internet, then never use it as your research paper because it might be 
possible that evaluator has already seen it or maybe it is outdated version.  

18. Pick a good study spot: To do your research studies always try to pick a spot, which is quiet. Every spot is not for studies. Spot that 
suits you choose it and proceed further. 

19. Know what you know: Always try to know, what you know by making objectives. Else, you will be confused and cannot achieve your 
target. 

20. Use good quality grammar: Always use a good quality grammar and use words that will throw positive impact on evaluator. Use of 
good quality grammar does not mean to use tough words, that for each word the evaluator has to go through dictionary. Do not start 
sentence with a conjunction. Do not fragment sentences. Eliminate one-word sentences. Ignore passive voice. Do not ever use a big 
word when a diminutive one would suffice. Verbs have to be in agreement with their subjects. Prepositions are not expressions to finish 
sentences with. It is incorrect to ever divide an infinitive. Avoid clichés like the disease. Also, always shun irritating alliteration. Use 
language that is simple and straight forward. put together a neat summary. 

21. Arrangement of information: Each section of the main body should start with an opening sentence and there should be a 
changeover at the end of the section. Give only valid and powerful arguments to your topic. You may also maintain your arguments with 
records. 

22. Never start in last minute: Always start at right time and give enough time to research work. Leaving everything to the last minute 
will degrade your paper and spoil your work. 

23. Multitasking in research is not good: Doing several things at the same time proves bad habit in case of research activity. Research is 
an area, where everything has a particular time slot. Divide your research work in parts and do particular part in particular time slot. 

24. Never copy others' work: Never copy others' work and give it your name because if evaluator has seen it anywhere you will be in 
trouble. 

25. Take proper rest and food: No matter how many hours you spend for your research activity, if you are not taking care of your health 
then all your efforts will be in vain. For a quality research, study is must, and this can be done by taking proper rest and food.  

26. Go for seminars: Attend seminars if the topic is relevant to your research area. Utilize all your resources. 

12. Make all efforts: Make all efforts to mention what you are going to write in your paper. That means always have a good start. Try to 
mention everything in introduction, that what is the need of a particular research paper. Polish your work by good skill of writing and 
always give an evaluator, what he wants. 

13. Have backups: When you are going to do any important thing like making research paper, you should always have backup copies of it 
either in your computer or in paper. This will help you to not to lose any of your important. 

14. Produce good diagrams of your own: Always try to include good charts or diagrams in your paper to improve quality. Using several 
and unnecessary diagrams will degrade the quality of your paper by creating "hotchpotch." So always, try to make and include those 
diagrams, which are made by your own to improve readability and understandability of your paper. 

15. Use of direct quotes: When you do research relevant to literature, history or current affairs then use of quotes become essential but 
if study is relevant to science then use of quotes is not preferable.  
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sufficient. Use words properly, regardless of how others use them. Remove quotations. Puns are for kids, not grunt readers. 
Amplification is a billion times of inferior quality than sarcasm. 

32. Never oversimplify everything: To add material in your research paper, never go for oversimplification. This will definitely irritate the 
evaluator. Be more or less specific. Also too, by no means, ever use rhythmic redundancies. Contractions aren't essential and shouldn't 
be there used. Comparisons are as terrible as clichés. Give up ampersands and abbreviations, and so on. Remove commas, that are, not 
necessary. Parenthetical words however should be together with this in commas. Understatement is all the time the complete best way 
to put onward earth-shaking thoughts. Give a detailed literary review. 

33. Report concluded results: Use concluded results. From raw data, filter the results and then conclude your studies based on 
measurements and observations taken. Significant figures and appropriate number of decimal places should be used. Parenthetical
remarks are prohibitive. Proofread carefully at final stage. In the end give outline to your arguments. Spot out perspectives of further 
study of this subject. Justify your conclusion by at the bottom of them with sufficient justifications and examples. 

34. After conclusion: Once you have concluded your research, the next most important step is to present your findings. Presentation is 
extremely important as it is the definite medium though which your research is going to be in print to the rest of the crowd. Care should 
be taken to categorize your thoughts well and present them in a logical and neat manner. A good quality research paper format is 
essential because it serves to highlight your research paper and bring to light all necessary aspects in your research.

Key points to remember:  

Submit all work in its final form.
Write your paper in the form, which is presented in the guidelines using the template. 
Please note the criterion for grading the final paper by peer-reviewers.

Final Points:  

A purpose of organizing a research paper is to let people to interpret your effort selectively. The journal requires the following sections, 
submitted in the order listed, each section to start on a new page.  

The introduction will be compiled from reference matter and will reflect the design processes or outline of basis that direct you to make 
study. As you will carry out the process of study, the method and process section will be constructed as like that. The result segment will 
show related statistics in nearly sequential order and will direct the reviewers next to the similar intellectual paths throughout the data 
that you took to carry out your study. The discussion section will provide understanding of the data and projections as to the implication 
of the results. The use of good quality references all through the paper will give the effort trustworthiness by representing an alertness 
of prior workings. 

27. Refresh your mind after intervals: Try to give rest to your mind by listening to soft music or by sleeping in intervals. This will also 
improve your memory. 

28. Make colleagues: Always try to make colleagues. No matter how sharper or intelligent you are, if you make colleagues you can have 
several ideas, which will be helpful for your research. 

Think technically: Always think technically. If anything happens, then search its reasons, its benefits, and demerits. 

30. Think and then print: When you will go to print your paper, notice that tables are not be split, headings are not detached from their 
descriptions, and page sequence is maintained.  

31. Adding unnecessary information: Do not add unnecessary information, like, I have used MS Excel to draw graph. Do not add 
irrelevant and inappropriate material. These all will create superfluous. Foreign terminology and phrases are not apropos. One should 
NEVER take a broad view. Analogy in script is like feathers on a snake. Not at all use a large word when a very small one would be                    

29.
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Separating a table/chart or figure - impound each figure/table to a single page 
Submitting a manuscript with pages out of sequence

In every sections of your document

· Use standard writing style including articles ("a", "the," etc.) 

· Keep on paying attention on the research topic of the paper 

· Use paragraphs to split each significant point (excluding for the abstract) 

· Align the primary line of each section 

· Present your points in sound order 

· Use present tense to report well accepted  

· Use past tense to describe specific results  

· Shun familiar wording, don't address the reviewer directly, and don't use slang, slang language, or superlatives  

· Shun use of extra pictures - include only those figures essential to presenting results 

Title Page: 

Choose a revealing title. It should be short. It should not have non-standard acronyms or abbreviations. It should not exceed two printed 
lines. It should include the name(s) and address (es) of all authors. 

Writing a research paper is not an easy job no matter how trouble-free the actual research or concept. Practice, excellent preparation, 
and controlled record keeping are the only means to make straightforward the progression.  

General style: 

Specific editorial column necessities for compliance of a manuscript will always take over from directions in these general guidelines. 

To make a paper clear 

· Adhere to recommended page limits 

Mistakes to evade 

Insertion a title at the foot of a page with the subsequent text on the next page
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shortening the outcome. Sum up the study, with the subsequent elements in any summary. Try to maintain the initial two items to no 
more than one ruling each.  

Reason of the study - theory, overall issue, purpose 
Fundamental goal 
To the point depiction of the research
Consequences, including definite statistics - if the consequences are quantitative in nature, account quantitative data; results 
of any numerical analysis should be reported 
Significant conclusions or questions that track from the research(es)

Approach: 

Single section, and succinct
As a outline of job done, it is always written in past tense
A conceptual should situate on its own, and not submit to any other part of the paper such as a form or table
Center on shortening results - bound background information to a verdict or two, if completely necessary 
What you account in an conceptual must be regular with what you reported in the manuscript 
Exact spelling, clearness of sentences and phrases, and appropriate reporting of quantities (proper units, important statistics) 
are just as significant in an abstract as they are anywhere else 

Introduction:  

The Introduction should "introduce" the manuscript. The reviewer should be presented with sufficient background information to be 
capable to comprehend and calculate the purpose of your study without having to submit to other works. The basis for the study should 
be offered. Give most important references but shun difficult to make a comprehensive appraisal of the topic. In the introduction, 
describe the problem visibly. If the problem is not acknowledged in a logical, reasonable way, the reviewer will have no attention in your 
result. Speak in common terms about techniques used to explain the problem, if needed, but do not present any particulars about the 
protocols here. Following approach can create a valuable beginning: 

Explain the value (significance) of the study  
Shield the model - why did you employ this particular system or method? What is its compensation? You strength remark on its 
appropriateness from a abstract point of vision as well as point out sensible reasons for using it. 
Present a justification. Status your particular theory (es) or aim(s), and describe the logic that led you to choose them. 
Very for a short time explain the tentative propose and how it skilled the declared objectives.

Approach: 

Use past tense except for when referring to recognized facts. After all, the manuscript will be submitted after the entire job is 
done.  
Sort out your thoughts; manufacture one key point with every section. If you make the four points listed above, you will need a
least of four paragraphs. 

Abstract: 

The summary should be two hundred words or less. It should briefly and clearly explain the key findings reported in the manuscript--
must have precise statistics. It should not have abnormal acronyms or abbreviations. It should be logical in itself. Shun citing references 
at this point. 

An abstract is a brief distinct paragraph summary of finished work or work in development. In a minute or less a reviewer can be taught 
the foundation behind the study, common approach to the problem, relevant results, and significant conclusions or new questions.  

Write your summary when your paper is completed because how can you write the summary of anything which is not yet written? 
Wealth of terminology is very essential in abstract. Yet, use comprehensive sentences and do not let go readability for briefness. You can 
maintain it succinct by phrasing sentences so that they provide more than lone rationale. The author can at this moment go straight to 
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principle while stating the situation. The purpose is to text all particular resources and broad procedures, so that another person may 
use some or all of the methods in one more study or referee the scientific value of your work. It is not to be a step by step report of the 
whole thing you did, nor is a methods section a set of orders. 

Materials: 

Explain materials individually only if the study is so complex that it saves liberty this way. 
Embrace particular materials, and any tools or provisions that are not frequently found in laboratories. 
Do not take in frequently found. 
If use of a definite type of tools. 
Materials may be reported in a part section or else they may be recognized along with your measures.

Methods:  

Report the method (not particulars of each process that engaged the same methodology)
Describe the method entirely
To be succinct, present methods under headings dedicated to specific dealings or groups of measures 
Simplify - details how procedures were completed not how they were exclusively performed on a particular day. 
If well known procedures were used, account the procedure by name, possibly with reference, and that's all. 

Approach:  

It is embarrassed or not possible to use vigorous voice when documenting methods with no using first person, which would 
focus the reviewer's interest on the researcher rather than the job. As a result when script up the methods most authors use 
third person passive voice.
Use standard style in this and in every other part of the paper - avoid familiar lists, and use full sentences. 

What to keep away from 

Resources and methods are not a set of information. 
Skip all descriptive information and surroundings - save it for the argument. 
Leave out information that is immaterial to a third party.

Results: 

The principle of a results segment is to present and demonstrate your conclusion. Create this part a entirely objective details of the 
outcome, and save all understanding for the discussion. 

The page length of this segment is set by the sum and types of data to be reported. Carry on to be to the point, by means of statistics and 
tables, if suitable, to present consequences most efficiently.You must obviously differentiate material that would usually be incorporated 
in a study editorial from any unprocessed data or additional appendix matter that would not be available. In fact, such matter should not 
be submitted at all except requested by the instructor. 

Present surroundings information only as desirable in order hold up a situation. The reviewer does not desire to read the
whole thing you know about a topic.
Shape the theory/purpose specifically - do not take a broad view. 
As always, give awareness to spelling, simplicity and correctness of sentences and phrases. 

Procedures (Methods and Materials): 

This part is supposed to be the easiest to carve if you have good skills. A sound written Procedures segment allows a capable scientist to 
replacement your results. Present precise information about your supplies. The suppliers and clarity of reagents can be helpful bits of 
information. Present methods in sequential order but linked methodologies can be grouped as a segment. Be concise when relating the 
protocols. Attempt for the least amount of information that would permit another capable scientist to spare your outcome but be
cautious that vital information is integrated. The use of subheadings is suggested and ought to be synchronized with the results section. 
When a technique is used that has been well described in another object, mention the specific item describing a way but draw the basic 
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Do not present the similar data more than once. 
Manuscript should complement any figures or tables, not duplicate the identical information.
Never confuse figures with tables - there is a difference. 

Approach 
As forever, use past tense when you submit to your results, and put the whole thing in a reasonable order.
Put figures and tables, appropriately numbered, in order at the end of the report  
If you desire, you may place your figures and tables properly within the text of your results part. 

Figures and tables 
If you put figures and tables at the end of the details, make certain that they are visibly distinguished from any attach appendix 
materials, such as raw facts 
Despite of position, each figure must be numbered one after the other and complete with subtitle  
In spite of position, each table must be titled, numbered one after the other and complete with heading 
All figure and table must be adequately complete that it could situate on its own, divide from text 

Discussion: 

The Discussion is expected the trickiest segment to write and describe. A lot of papers submitted for journal are discarded based on
problems with the Discussion. There is no head of state for how long a argument should be. Position your understanding of the outcome
visibly to lead the reviewer through your conclusions, and then finish the paper with a summing up of the implication of the study. The
purpose here is to offer an understanding of your results and hold up for all of your conclusions, using facts from your research and
generally accepted information, if suitable. The implication of result should be visibly described. 
Infer your data in the conversation in suitable depth. This means that when you clarify an observable fact you must explain mechanisms
that may account for the observation. If your results vary from your prospect, make clear why that may have happened. If your results
agree, then explain the theory that the proof supported. It is never suitable to just state that the data approved with prospect, and let it
drop at that. 

Make a decision if each premise is supported, discarded, or if you cannot make a conclusion with assurance. Do not just dismiss
a study or part of a study as "uncertain." 
Research papers are not acknowledged if the work is imperfect. Draw what conclusions you can based upon the results that
you have, and take care of the study as a finished work  
You may propose future guidelines, such as how the experiment might be personalized to accomplish a new idea. 
Give details all of your remarks as much as possible, focus on mechanisms. 
Make a decision if the tentative design sufficiently addressed the theory, and whether or not it was correctly restricted. 
Try to present substitute explanations if sensible alternatives be present. 
One research will not counter an overall question, so maintain the large picture in mind, where do you go next? The best
studies unlock new avenues of study. What questions remain? 
Recommendations for detailed papers will offer supplementary suggestions.

Approach:  

When you refer to information, differentiate data generated by your own studies from available information 
Submit to work done by specific persons (including you) in past tense.  
Submit to generally acknowledged facts and main beliefs in present tense.  

Content 

Sum up your conclusion in text and demonstrate them, if suitable, with figures and tables.  
In manuscript, explain each of your consequences, point the reader to remarks that are most appropriate. 
Present a background, such as by describing the question that was addressed by creation an exacting study.
Explain results of control experiments and comprise remarks that are not accessible in a prescribed figure or table, if 
appropriate. 
Examine your data, then prepare the analyzed (transformed) data in the form of a figure (graph), table, or in manuscript form. 

What to stay away from 
Do not discuss or infer your outcome, report surroundings information, or try to explain anything. 
Not at all, take in raw data or intermediate calculations in a research manuscript.                    
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Do not give permission to anyone else to "PROOFREAD" your manuscript.

Methods to avoid Plagiarism is applied by us on every paper, if found guilty, you will be blacklisted by all of our collaborated
research groups, your institution will be informed for this and strict legal actions will be taken immediately.) 
To guard yourself and others from possible illegal use please do not permit anyone right to use to your paper and files. 

The major constraint is that you must independently make all content, tables, graphs, and facts that are offered in the paper.
You must write each part of the paper wholly on your own. The Peer-reviewers need to identify your own perceptive of the
concepts in your own terms. NEVER extract straight from any foundation, and never rephrase someone else's analysis. 

Please carefully note down following rules and regulation before submitting your Research Paper to Global Journals Inc. (US):  

Segment Draft and Final Research Paper: You have to strictly follow the template of research paper. If it is not done your paper may get
rejected.  
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CRITERION FOR GRADING A RESEARCH PAPER (COMPILATION)
BY GLOBAL JOURNALS INC. (US)

Please note that following table is only a Grading of "Paper Compilation" and not on "Performed/Stated Research" whose grading 

solely depends on Individual Assigned Peer Reviewer and Editorial Board Member. These can be available only on request and after 

decision of Paper. This report will be the property of Global Journals Inc. (US).

Topics Grades

A-B C-D E-F

Abstract

Clear and concise with 

appropriate content, Correct 

format. 200 words or below 

Unclear summary and no 

specific data, Incorrect form

Above 200 words 

No specific data with ambiguous 

information

Above 250 words

Introduction

Containing all background

details with clear goal and 

appropriate details, flow 

specification, no grammar

and spelling mistake, well 

organized sentence and 

paragraph, reference cited

Unclear and confusing data, 

appropriate format, grammar 

and spelling errors with

unorganized matter

Out of place depth and content, 

hazy format

Methods and 

Procedures

Clear and to the point with 

well arranged paragraph, 

precision and accuracy of 

facts and figures, well 

organized subheads

Difficult to comprehend with 

embarrassed text, too much 

explanation but completed 

Incorrect and unorganized 

structure with hazy meaning

Result

Well organized, Clear and 

specific, Correct units with 

precision, correct data, well 

structuring of paragraph, no 

grammar and spelling 

mistake

Complete and embarrassed 

text, difficult to comprehend

Irregular format with wrong facts 

and figures

Discussion

Well organized, meaningful

specification, sound 

conclusion, logical and 

concise explanation, highly 

structured paragraph 

reference cited 

Wordy, unclear conclusion, 

spurious

Conclusion is not cited, 

unorganized, difficult to 

comprehend 

References

Complete and correct 

format, well organized

Beside the point, Incomplete Wrong format and structuring
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