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Conceptualizing Loyalty in the South African 
Mobile Telecommunications Industry 

Simon Nicolas Morgan α & Krishna K Govender σ 

Abstract- This paper explores the concept of loyaltyin the 
context of the South African telecommunications industry. 
From a theoretical investigation, it became apparent that 
several variables were associated with loyalty, namely, 
customer satisfaction, brand image, perceived quality and 
perceived value. Based on the theoretical arguments, a 
conceptual model is being proposed which depicts proposed 
associations between and among the aforementioned 
variables. As a follow up, the model should be assessed using 
inferential statistical techniques to analyse the data from a 
representative sample of customers. 

I. INTRODUCTION 

he telecommunications industry is a highly 
competitive, dynamic environment in which players 
need to maintain a competitive advantage to 

ensure business continuity and prevent strategic drift 
(Arsal & Yatera, 2014). In order to succeed in such 
challenging, dynamic environments customer loyalty 
becomes  pivotal (Santouridis & Trivellas, 2010), since in 
an increasingly saturated environment, businesses must 
devise strategies to enhance loyalty in order to off-set 
lower acquisition numbers and ensure future value can 
be realised from existing customers. Furthermore, in a 
consumer-centric view of economic activity, one must 
anticipate that individuals seek to optimise consumption 
or value in order to satisfy their needs. If they are not 
able either to satisfy their needs or receive the maximum 
amount of subjective value given their socio-economic 
circumstances, customers will change their behaviour 
and preferences and loyalty will become eroded. Most 
mobile subscribers in South Africa are shared among 
three major providers, which for the purposes of this 
study have been labelled provider A, B and C. As of July 
2014, provider A was estimated to have 43.5% of the 
market share, and C approximately 20%, and B 33%, 
due to having lost 5% of its previous subscribers to C 
(Mawson, 2014). The market is thus showing signs of 
having evolved from its previous duopolistic state to a 
more competitive environment and furthermore, the 
state owned fixed line provider, referred to as provider 
D, is the most recent ‘kid on the block’ and to date it 
only holds an estimate market share of 2.5% (Mawson, 
2014). 

The telecommunications market in South Africa 
has  become  increasingly  competitive, and providers C  
 

Author
 
α σ:

 
Regenesys Business School, South Africa.  
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and D are launching aggressive promotions to ‘steal’ 
market share from the big players (Tarrant 2013).  
Towards the end of 2013, the CEO of provider B 
suggested that the current ‘price war’ could lead to 
market failure. While service providers are placing their 
hopes on data-related products and services, there 
appears to be increasing focus on driving loyalty to 
retain current customers. In fact, industry writers  are not 
only recognising the problem of loyalty but claim that 
mobile services customers are ditching their service 
providers faster than ever in the history of the industry 
(Goldman, 2012).  

In a competitive market where margins are 
getting smaller and traditional products and services like 
mobile voice are reaching saturation, deriving more 
value from existing customers is undoubtedly a 
significant business challenge. Total loyalty of servicing 
all one’s mobile communication needs is a function of 
the interplay between organisations and customers and, 
the ability of companies to maximise the derived value 
perception of customers. Customer loyalty will fade 
through switching or using multiple service providers if 
their mobile communication needs are not satisfied, or if 
they could derive greater benefit from another service 
provider. In view of the multiple ways in which loyalty 
affects customer behaviour, this study seeks to 
understand loyalty as a phenomenon, and 
conceptualizing the factors which may influence 
customer loyalty in the South African tele-
communications sector.  

II. Literature Review 

Customer loyalty is an important consideration 
for businesses because it promises a steady source of 
revenue through repeat purchases and upselling 
potential. It can also drastically reduce the need for 
promotional activities and hence reduce costs while 
increasing profitability.  

When reviewing the literature on customer 
loyalty, it becomes evident that the concept is somewhat 
ambiguous, and the common problem is that there is 
little agreement on what exactly constitutes customer 
loyalty. In early studies two dominant perspectives of 
loyalty prevailed: loyalty as behaviour and loyalty as 
attitude (Wong & Zhou, 2006). Attitudinal loyalty refers to 
a consistent expression of favour for a brand, while 
behavioural loyalty implies that a consumer is loyal, 
based on repeated purchasing behaviour. By taking a 
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behavioural stance, Sharp, Sharp, and Wright (2000) 
posit that attitude holds little value in determining brand 
loyalty, unless it translates into behaviour. The a 
forementioned research is based on the premise that 
there is no ‘true’ definition of brand loyalty and, hence all 
debates on the topic become a fruitless exercise. The 
‘attitude perspective’, on the other hand, suggests that 
just describing the behaviour of a consumer does not 
suffice, unless the research highlights the underlying 
pattern of attitudes and preferences.  In this way, loyalty 
would not only describe a measurable trait but also 
assume an explanatory dimension in order to analyse 
why consumers make certain choices (Khan, 2009).In 
their three-dimensional model Worthington, Russell-
Bennett, and Hartel (2009) contend that three factors 
affect human behaviour: cognitive processes, attitudes 
and behavioural responses. Thus, a customer is brand 
loyal if he/she feels and thinks positive about a brand 
which in turn leads to action or purchases (Worthington 
et al., 2009). There are, of course, other researchers 
who ignore behavioural versus attitudinal perspectives 
altogether and propose alternative models by describing 
loyalty in terms of an intellectual and emotional 
dimension. Emotional loyalty happens when consumers 
feel connected to a brand without even considering 
alternatives, while intellectual loyalty is transactional and 
requires customers to rationalise their commitment to a 
brand. Bandyopadhyay and Martell (2007) argued that 
the meaning and operationalization of brand loyalty has 
not been fully understood, and they see the greatest 
challenge being understanding and inclusion of 
attitudes in analysing loyalty, because it hardly ever 
leads to empirical data that can be applied across 
brands and categories. In this article, the researchers 
adopt Oliver’s (1999), definition which states that 
customer loyalty is a deep commitment to re-buy or re-
patronise a certain product or service in the future, 
irrespective of marketing efforts or situational influences 
that could cause the customer to switch to another 
brand. 

Hossain and Suchy (2013) examined the 
interplay between customer satisfaction and loyalty in 
the telecommunications industry, and they argue that 
five factors, namely communication, price structure, 
value-added services, convenience and customer 
service/care have positive correlations with customer 
loyalty. However, there are shortcomings in the 
applicability of Hossain and Suchy’s (2013) study for 
several reasons. The aforementioned study was 
conducted for the telecommunications market in 
Bangladesh, and thus lacks local (South Africa) 
relevance, since the extent of the correlation between 
the variables will be relevant for the market in which the 
study was conducted. Even though the variables 
namely, communication, price structure, value-added 
services, convenience and customer service/care, are 
likely to also have an impact on loyalty in the South 

African market, their weighting/impact is likely to be 
different. The five variables in the aforementioned study 
excluded brand image, and whether there is a 
correlation between loyalty and the customer’s 
perception of the brand. This is important, since 
numerous studies confirm the relationship between 
image and customer loyalty. 

A study on brand loyalty in the 
telecommunications sector in Pakistan (Nawaz & 
Usman, 2011) offers a theoretical model for loyalty, by 
proposing that the following four variables as 
antecedents of brand loyalty, namely: trust, satisfaction, 
service quality and commitment (Nawaz & Usman, 
2011).  

From a study among Vodafone subscribers in 
Ghana, Boohene and Agyapong (2011) argue against a 
positive correlation between customer satisfaction and 
brand loyalty. The aforementioned researchers contend 
that “focusing a great deal on satisfaction may not drive 
up customer loyalty as it can bring about possible 
neglect of some important service quality aspects that 
can bring about a decrease in customer loyalty” 
(Boohene & Agyapong, 2011, p. 236).  

Kruger (2013) investigated brand romance, 
attitude and loyalty in the South African cellular market 
and found, amongst other issues, that consumers stick 
to a brand device for a period of one to three years. 
Such findings, albeit interesting, have limited relevance 
to this exploratory study because devices are ‘product’ 
brands whilst providers are ‘service’ brands.  

From a study on the financial sector, Clarke 
(2012) claims that bank customers on a global scale are 
becoming less loyal to their banks and this trend is also 
noticeable in South Africa.  In the aforementioned article, 
it is reported that between 2011 and 2012, customer 
churn in the banking sector increased by 17.4%. 
Moreover, 70% of clients who have switched to another 
bank are reported to state high prices as a reason for 
the change (Clarke, 2012). Such findings are interesting 
because they suggest that fading loyalty could be a 
cross-industry phenomenon. 

The structure of most studies is that the 
researcher would first define the antecedents of loyalty 
according to a theoretical model and then examine the 
relationships between each of these variables and the 
independent variable of customer loyalty. For example, 
Craucamp (2012) researched factors influencing 
customer loyalty, retention and satisfaction in the South 
African banking industry and his findings confirm the 
implication of the Ernest & Young report that there is a 
strong correlation with fees (prices) and customer 
loyalty. Craucamp (2012) cites customer satisfaction, 
switching barriers, perceived value, customer retention, 
competitive advantage and relationship marketing as 
having a significant impact on customer loyalty. 

From the general discussion above, the 
researchers have extracted the following constructs, 
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namely, brand image, customer satisfaction, perceived 
quality, and perceived value to explore their association 
with customer loyalty. 

III. Brand Image 

Although there is no universally accepted 
definition of brand image or agreement on how to 
measure it as a variable, in the context of this article, it 
seems sufficient to view the concept as consistent with 
existing associative network memory models, whereby 
brand image refers to the cluster of associations that a 
customer connects to a brand name in their mind 
(Dobni and Zinkhan, 1990). Brand image and 
associations thus become a vehicle for constructing 
meaning to a customer. Romaniuk and Nenycz-Thiel 
(2013) propose positive relationships because 
customers with higher re-purchase behaviour are more 
likely to cite positive brand associations. Sondoh, Omar, 
Wahid, Ismail and Harun (2007) conclude that managers 
should strive to maximise brand image benefits in order 
to maximise customer satisfaction and loyalty. 
Onyancha (2013) posits that a positive brand image 
enhances customer loyalty as well as perceived quality, 
which in turn influences loyalty through enhancing 
customer satisfaction.  

According to Keller (2008) brand equity is 
unique from customer loyalty since brand equity is the 
differential effect that brand knowledge can have on the 
way a consumer responds to a brand. For Aaker (1996) 
brand equity has four dimensions: brand name 
awareness, brand loyalty, perceived quality, and brand 
associations (1996, p.8). A brand has high customer-
based equity if consumers perceive the quality of the 
brand to be high; there is a high level of awareness of 
what the brand stands for; customers are loyal to the 
brand; and customers have positive associations with 
the brand. Of interest for this study, is Keller’s (2008) 
regard of brand equity as an antecedent to brand 
loyalty. This view is not fully consistent with the view of 
Aaker (1996), who primarily sees brand loyalty as a 
dimension of brand equity. Nevertheless, Aaker (1996) 
concedes that brand loyalty could be both, a dimension 
of brand equity and an outcome of positive brand 
equity.  

Although brand equity is a complex concept 
with multiple variables, research relating to declining 
loyalty should also look at how customers perceive the 
brand image of their service provider of choice. In light 
of the above, and with respect to the mobile 
telecommunications industry in South Africa, it is 
proposed that: 
P1: Customer perceived brand image affects/is 
associated with brand loyalty 

a) Customer Perceived Value 
Perceived value is an important consideration 

for both, customer loyalty and customer satisfaction, 

since it conceptualises the difference between how a 
customer evaluates all the benefits and the costs of an 
offering versus the costs and benefits of known 
alternatives in the market (Keller & Kotler, 2009). A 
slightly different view describes perceived value as a 
trade-off between perceived benefits on the one hand 
and monetary and non-monetary sacrifices on the other 
hand. It is important to bear in mind that value is 
perceptual and always relates to a consumer’s 
subjective evaluation of a product or service. 

The actual relationship between customer value 
and loyalty can be ambiguous however, this is more 
related to the issue of attempting to describe loyalty 
purely on the basis of perceived value. Setiowati and 
Putri (2012) investigated the impact that several factors 
relating to perceived value have on brand loyalty and 
customer satisfaction in the spa industry and conclude 
that perceived value does indeed have a positive effect 
on both, customer satisfaction and brand loyalty. 
Similarly, Kaura (2012) found that perceived price is an 
important antecedent to customer satisfaction as 
customers use it as a reference point to determine the 
quality (value) of a product. When customers perceive 
value to be low, this might compel them to look for 
alternative brands in order to maximise perceived value. 
This in turn results in declining loyalty (Anderson & 
Srinivasan, 2003).  

For the purpose of this study, perceived value is 
looked at from an economic point of view, that is, cost 
considerations will be treated as a sub-segment of 
perceived value. The marketing literature for example 
describes price as one of the most important factors in 
determining customer satisfaction because customers 
generally evaluate the perceived value of a product/ 
service based on the price they paid (Virvilaite 2008).  

In light of the above, with respect to the mobile 
telecommunications industry in SA, it may be postulated 
that: 
P2: Customer perceived value is associated with 
customer loyalty 

b) Perceived Quality 
Service quality is generally accepted to play an 

important role in predicting and explaining customer 
behaviour, and it thus plays a role in both, customer 
loyalty and customer satisfaction. Perceived quality is 
one of the key drivers of brand equity in Aaker’s (1996) 
model. Here, perceived quality describes the level to 
which a customer feels that a brand offers good quality 
products and services that can be measured according 
to a number of criteria. It is important to note that Aaker 
(1996) considers price to be one of these evaluation 
criteria next to availability of the product; the number of 
available line/brand extensions; and the overall product 
quality as reason to purchase.  

Perceived quality as a variable is closely related 
to perceived value because perceived quality often 
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serves as an evaluation criteria, based on which 
customers determine value (Zeithamml, 1988). Choi and 
Kim (2013) review several studies and find that 
perceived quality either indirectly increases customer 
satisfaction (through the positive correlation between 
perceived value and perceived quality) or has a direct, 
positive effect on customer satisfaction. Similarly, Zaibaf 
et al. (2012) found that that functional quality and image 
have a positive and noticeable influence on perceived 
quality and, in turn, satisfaction in the hospitality 
industry. The aforementioned writers however note that 
there is no significant relationship between technical 
quality and perceived quality 
P3: Customer perceived quality is associated with 
customer loyalty 

c) Customer Satisfaction 
The interplay between customer satisfaction 

and customer loyalty is arguably one of the most crucial 
focus areas in marketing theory and practice, because it 
is the culmination of efficient marketing programs 
(Gupta & Zeithaml, 2006). When attempting to define 
customer satisfaction one typically encounters similar 
challenges to defining customer loyalty. The challenge 
for example becomes evident through the debate of 
whether customer satisfaction is a process or the 
outcome of a sum of activities. Nevertheless, for the 
purpose of this research such debates will be set aside 
and there is no departure from the widely accepted 
conceptualisation of customer satisfaction as a post-
purchase or post-engagement evaluative judgment of a 
specific transaction. Bae (2012) conducted a review of 
the existing body of research on the customer loyalty 
and customer satisfaction relationship, and concluded 
that there is a positive relation between customer 
satisfaction and loyalty. Bae (2012) however points out 
that there is an equal pool of research indicating that the 
positive relationship between satisfaction and loyalty is 
not generalizable. In light of the above, with respect to 
the mobile telecommunications industry in SA, it is 
postulated that: 

P4: Customer satisfaction is associated with customer 
loyalty 

In light of the above, with respect to the mobile 
telecommunications industry in SA, it may be postulated 
that: 

P5: Customer perceived brand image is associated with 
customer satisfaction 

P6: Customer perceived value is associated with 
customer satisfaction 

P7:
 

Customer perceived quality is associated with 
customer

 
satisfaction

 

d)
 

Proposed Theoretical Model
 

Although several studies, arguments and 
descriptions of the antecedents to loyalty were briefly 

discussed or alluded to above, there is however a 
noticeable gap in the literature. Firstly, many of the 
studies are either not specific to the telecommunications 
sector or lack relevance to the South African context. 
Secondly, it was shown that many of the key concepts 
are not defined equally across the various literature. 
Each writer might have their own understanding of the 
concept of customer satisfaction for example; what its 
components are, how these components relate to each 
other; and how customer satisfaction exactly relates to 
other issues such as customer loyalty and brand equity. 
Thirdly, whilst there are studies showing general trends 
such as the positive relationship between perceived 
quality and customer satisfaction, these results are 
difficult to generalise because in some settings the 
relationship is direct; and in others it is indirect; and in 
some the relationship is hard to prove. It is for the above 
reasons that this study needs to collect primary data on 
customer loyalty in the South African tele-
communications market. Based on the literature review 
a customised theoretical model as depicted in Figure 
1is proposed. 

From Figure 1 which depicts the conceptual 
model, it is evident that the following are hypothesised. 
The aforementioned propositions (P1-P7) can be 
depicted in the proposed conceptual model below. 
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P5 

P1 

P3

 
P2 

P4

 

 

 

Figure 1: Proposed Conceptual model 

IV. Conclusions and Recommendations 

Even though there is an abundance of research 
studies dealing with the concept customer loyalty, the 
paradigm to some extent remains unique in its 
“incapability to produce generalisable results” 
(Bandyopadhyay & Martell, 2007). As such, marketers 
and academics concerned with the telecommunications 
sector face a tangible need to conduct research should 
they wish to understand the dynamics surrounding 
loyalty for the respective consumers. The objective of 
this articles was to develop a conceptual model through 
interrogation of the literature on customer loyalty. From 
the literature review, it became evident that the image 
customers have of the brand and the value they attribute 
to the brand together with their perception of the quality 
of service offered by the service provider, will determine 
both their level of satisfaction as well as the degree of 
loyalty they may exhibit towards the service provider. 
The next logical step would be to develop a research 
instrument to empirically evaluate the proposed 
relationships among a representative sample of 
customers from the various telecommunication service 
providers in South Africa.    
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Consumer Acceptance of Online Shopping in 
Cameroon; Comparing Different Types of 

Product
Napoleon, Arrey Mbayong 

Abstract- Purpose: The purpose of this paper is to determine 
the effects of consumer acceptance of online shopping in 
Cameroon by comparing different online product types.  

Design/Methodology/approaches: The sampling method 
employed in this study is convenience sampling method. The 
descriptive study was carried out in survey method. The 
research group consisted of total number of 108 of 
participants (female 60, n=55.6%; male 48, n=44.4%) and 
age range is between 20 and 35. A total of 108 sets of 
questionnaires were distributed randomly to students in 
Universities of Buea, Yaoundé, Bamenda and working adults 
in Yaounde, Douala and Buea.  

Findings: The relationships of consumer characteristics on 
their acceptance of online shopping are differ depend on the 
product types. For electronic gadgets, the findings remained 
in line with the overall results. For apparel, personal 
innovativeness has become insignificant to influence on the 
online buying behaviours while internet self-efficacy have in 
turn a significant relationship toward online shopping. Hence, 
it is concluded that product types affect the relationships 
between consumer characteristics and attitudes toward online 
shopping. 

Originality/value: This study’s research questions and methods 
are new to the line of consumer perception of online shopping 
of different product types making it a starting point for further 
lines of exploration. 
Keywords: online shopping, consumer acceptance, 
different product types.  

I. Introduction 

n a globalized world as it exists today, the consumer 
has become increasingly important as competitors 
fiercely antagonized themselves and the real 

challenge of economic crisis deepens. The real changes 
in demand and to a greater extent the changes in 
quantity demanded are becoming even more rapid due 
to change in consumer desires who dictate the paste of 
the music of our modern market because they play the 
drum. As the consumers now control the markets, 
organizations have just one means of survival that is to 
increase investment in research and development. 

One of the aspects of research and 
development which to be incorporated into modern 
marketing is the so-called internet marketing or online 
shopping.   Internet   marking  or   online  shopping  has  
 

Author: (MBA, MA), Catholic University Institute of Buea (CUIB). 
e-mail: napsub_2007@yahoo.co.uk 

becoming increasingly popular with the development of 
the internet. The traditional marketing system is 
gradually being replaced by online shopping, but this 
too, as a medium of modern marketing has its own 
drawbacks such as internet security and privacy 
concerns. Consumers have to ponder over these issues 
before deciding whether or not to engage themselves 
into internet marketing. However, the sophistication of 
internet-based marketing has led to increase online 
shopping as many users or consumers remain 
interested in online marketing or shopping thereby 
creating a new business and investment potential in 
electronic commerce (Amichai-Hamburger, 2002; Hills 
and Argyle, 2003; Kotler, 2003).  

a) Problem Statement 
It is extremely important for businesses to 

understand the characteristic and personality 
differences existing between the internet shoppers and 
non-internet shoppers. Businesses can accurately 
identify and target potential markets by understanding 
the different characteristics or personalities of potential 
online shopping customers. Conversely, because of the 
special characteristics of the internet, the characteristics 
of the product and services offered will determine its 
suitability for marketing (Peterson, Balasubramanian and 
Bronnenenberg, 1997). We can better understand the 
influence of internet marketing or online shopping by 
considering the differences among product types (Liang 
and Huang, 1998; Phau and Poon, 2000). Based on the 
limitations of previous studies which neglected the 
effects of product times in determining consumer 
characteristics, it is important to look at the effects of 
different types of products.  

b) Research Objectives 
The research objectives of this study are:  

a. To examine the different characteristics of online 
shoppers and non-online shoppers on accepting 
online shopping 

b. To evaluate the effects of different products and 
services type when considering online shopping. 

II. Literature Review 

Past studies identified four factors that can 
determine consumer acceptance of online shopping; 

I 

7

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
V
I 
Is
su

e 
V
I 
V
er

sio
n 

I
Ye

ar
  

 (
)

20
16

E

© 2016   Global Journals Inc.  (US)



consumer characteristics, personal perceived values, 
website design and the product itself (Swaminathan., 
Lepkowska-White and Rao, 1999; Li, Kuo and Russell, 
1999; Dahlen and Lange, 2002). The success of nternet 
marketing and online sales of products depends on the 
types of product and service being marketed (Peterson, 
Balasubramanian and Bronnenenberg, 1997). 

a) Personal Information Technology Innovation 

According to Rogers (1995), individual 
willingness to try out any new information technology 
can be referred to as personal innovativeness of 
information technology (PIIT). This testing of this 
concept can be theoretically

 
justification by examining 

the statement that high PIIT individuals are likely by 
nature to be impulsive and may ignore thinking through 
reasons and

 
implications for their actions. Individuals 

may dive into trying
 
new technologies

 
out of risk taking, 

adventurous and curiosity nature and not necessarily 
because

 
of the concrete advantages of such a decision 

(Adams, Nelson and Todd, 1992). This was further 
reiterated by Hwang (2009) stating innovators are likely 
to adopt online shopping because it is an innovative 
behaviour.

 
Individual are more likely to adopt 

comfortable information technology innovations (Kim 
and Forsythe, 2010).

 
Indiduals

 
with high levels of PIIT 

are more likely to accept online purchasing because PIIT 
significantly affected consumer behaviour towards 
online shopping. Hence, the hypothesis developed as:

 

H1:
 
A User attitude toward online shopping is positively 

affected by high levels of PIIT.
 

b)
 

Internet Self-efficacy
 

Bandura (1997) proposed a social cognitive 
theory known as Internet self-efficacy. The theory shows 
that personal factors such as cognitive, motivation and 
environmental influence are some of the reason why 
one's behaviour is constantly under reciprocal influence. 
Bandura (1989), Eastin (2002), Perea, Dellaert and de 
Ruyter, (2004) called this environmental situations, 
behaviour interaction, and the three-way cognitive 
factors as the triadic reciprocity. This was applied in the 
internet context by Hernández, Jiménez and Martín 
(2011) and Wei and Zhang (2008) named it as internet 
self-efficacy. They defined internet self-efficacy as one’s 
abilities to effectively use the internet. Self-efficacy in 
other words, (according to Hernández, Jiménez and 
Martín, 2009) is an online shopping terminology that 
helps to describe the ability of an individual to apply 
their internet skills to complete a purchase a product 
online. Eastin (2002) also indicated that user 
acceptance of online shopping is positively affected by 
a person’s internet self-efficacy. This argument as 
further strengthen by Perea, Dellaert and de Ruyter 
(2004), who indicated that low level self-efficacy 
consumers feel uncomfortable and insecure when 

making internet purchases. This argument therefore 
leads us to the second hypothesis which states that: 

H2: User attitudes toward online shopping is positively 
affect by High levels of Internet self-efficacy 

c) Perceived Web Security 
Roca, García and de la Vega, (2009) defined 

Perceived web security as “a threat that creates an 
event with the potential to cause economic hardship to 
data or network resources in the form of destruction, 
disclosures, modification of data, denial of service as 
well as fraud, waste and abuse”. Flavián and Guinalíu, 
(2006) also stated that perceived web security is the 
consumer’s belief that his financial data is secured and 
cannot be accessible, visible, will not be used or stored 
by any unauthorised users. Elliot and Fowell, (2000) 
established that the greatest challenge faced by E-
commerce is security of online transactions. This view 
was also supported by Kesh, Ramanujan and Nerur 
(2002) and Liao and Cheung (2001) found that security 
concerns who holds the opinion that the success of e-
commerce depends on web security and affects 
consumer behaviour. According to Li and Zhang (2002); 
Zorotheos and Kafeza (2009) and O’Cass and Fenech 
(2003), the number one factor that seriously affected 
and prevented user online shopping was web security. 
Hence, the following hypothesis is adopted: 

H3: User attitudes toward online shopping is positively 
affect by high levels of personal perceived Web security  

d) Privacy Concerns 
Customer and user privacy concerns related to 

online shopping remains a major challenge of 21st 
century e-commerce. In an attempt to gaining 
customer’s confidence in online shopping and reduce 
asymmetry of information, today’s online businesses 
have widely adopted privacy policies which provides a 
complete picture of the vendor’s handling of information 
to help fill the information gap that exist between the 
vendors and the consumer. Paine and Reips, (2007) 
argues that it would be very easy for online merchant to 
find out reservation prices, taste, and identity of their 
customers or online users. This is because, in other to 
complete an online purchase or transaction, customers 
are required to reveal their personal information. 
However, according to Tsai et al. (2010), there are high 
concerns from users on how their personal information 
are used by businesses and it is believed that online 
purchases intention is greatly affected by these privacy 
concerns. Tsai et al., (2010) further highlighted that 
several factors such as privacy sensitivities, cognitive or 
behavioural biases may affect individual privacy 
attitudes. There is a perceived greater risk and 
uncertainty in online users who are worried on the 
privacy of their personal information and fear that their 
information could be misused or exchanged when 
engage in online transactions. Consequently, Tsai et al. 
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(2007) findings reveal that privacy concerns would 
negatively affect consumer’s willingness to dealing with 
online merchants or register on websites or to do an 
online purchase. 

Conversely, other scholars identified the 
difficulty in understanding and time consuming and 
reading as challenges to online privacy policies (Dinev 
and Hart 2004). People seldom read privacy policies 
before completing an online purchase and most often 
than not the users make misleading assumptions. Most 
of the users willingly ignore privacy concern due to lack 
of understanding of the meaning of privacy seals. Given 
the contradictory results, this study hypothesizes that: 

H4: A User attitude toward online shopping is negatively 
affected by high privacy concerns. 

e) Product Involvement 
Zaichkowsky (1985) was the first scholar to 

propose the concept of personal involvement and stated 
that an individual perception on whether an object, 
product, item or commodity is relevant or not is based 
on the value, interest and inherent needs of that object. 
Traylor (1984) defined product involvement as “a reflects 
recognition that a particular product category may be 
more or less central to people's lives, their sense of 
identity and their relationship with the rest of the world”. 
Tsai (2008) claimed that the higher levels of product 
involvement will usually affect consumers in a way that 
requires them to focus on the central features of a 
purchasing context and relatively pay less attention to 
product and services. Similarly, in high product 
involvement situations, online service satisfaction or 
quality will have less impact on consumer’s behavioural 
intentions to participant in online shopping.  

On the other hand, Mueller (n.d.) believed that 
low involvement goods tend to be package goods of a 
relatively low price which are purchased frequently by 
the consumer while high-involvement goods are those 
which generally tend to be higher in price, which require 
extensive consumer’s information searching and which 
are in frequently purchased. However, Bian and 
Moutinho (2008) research revealed no negative 
relationship and statistically significant between 
consumer purchase intention and product involvement 
of counterfeit products. Hence, the enduring 
perceptions of consumers of the importance of the 
product category are basically based on their own 
interests, values, inherent needs. Given the 
contradictory results, this study hypothesizes that: 

H5: A User attitude toward online shopping ispositively 
affect by high levels of product involvement. 

f) Product and Service Types 
Internet has become a widespread medium 

both in the work place and at home and using the 
Internet as a retailing channel has become a trend in this 
business era. Gudergan et al. (2007) indicated that 

managers need to understand the way customers 
evaluate their online shopping experience and the 
drivers of behavioural intentions for future purchase in 
order to manage online retailing effectively. Currently, 
there is constantly growth of online shopping channels 
covering different products and services. Huang and 
Yang (2010) found that different gender treats online 
shopping for difference purposes in term of sociality, 
fashion, value or authority. Chyan and Chia (2007) 
discovered that females are more fashion oriented as 
they are mostly dominated over perfectionism and 
novel-fashion consciousness than males. The survey 
conducted by store.mintel.com (2010) found that nearly 
eight out of ten women have made a purchase online 
and nine out of ten women have shopped for clothing 
themselves in the past year. Roslani (2012) stated that 
there is constant growth of women’s e-shopping for 
apparel as modern Malaysian woman is becoming even 
savvier to shopping online. 

On the other hand, Kim (2011) has claimed that 
most of the men are heavier users of the internet, do 
more activities online, less enthusiastic about online 
communication, perform more transaction, explore more 
information and look for more entertaining activities 
online. They are more tech-savvy person and men are 
typically more interested in new technology as 
compared to women. However, there is a changing 
gender role in today’s society and it is mainly due to the 
combined effect of growing media influences and 
cultural changes. For instance, Malaysian women make 
up between 50 and 60 percent of the computer 
industry’s employees and many hold middle or upper-
level management positions (Schechter, 2010). 
Therefore, women may be one of the targeted segments 
of electronic products as well as men. Given the 
contradictory results, it is hypothesizes that: 

H6: The relationship between consumer characteristics 
and attitudes toward online shopping is affected by 
Product and service type. 

g) Research Theoretical Framework 
Based on the literature review, a theoretical 

framework analysing the relationship on the 
independent variables of consumer characteristics to 
the dependent variables of user personal acceptance of 
online shopping is adopted and tested in this study as 
shown in Figure 1.0.  
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Figure 1: Research Framework

This study makes us of five variables related to 
critical consumer characteristic. This include; personal 
innovativeness of information technology (denoted as 
PIIT), internet self-efficacy (denoted as IS), perceived 
web security (denoted as PWS), privacy concerns 
(denoted as PC) and product involvement (denoted as 

PI). These independent variables are inferred to be the 
key influences on personal acceptance of online 
shopping (denoted as ATT) moderated by different 
products types. Research model was developed 
consisting of six hypotheses as shown in Figure 2.0 
below.  

 

Figure 2:
 
Research Model
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A summary of the indicators used research model is shown in Table 1.0 as below. 

Table 1: Predictor latent construct item 

Variable
 

Indicator
 

PIIT Personal innovativeness of information technology                 

PIIT 1 If I heard about a new information technology, I would look for ways to experiment with it. 

PIIT 2 Among my peers, I am usually the first to try out new information technologies. 

PIIT 3 In general, I am hesitant to try out new information technologies. 

PIIT 4 I like to experiment with new information technologies. 

IS Internet Self Efficacy 

IS 1 I could easily use the Web to find product information on a product/service. 

IS 2 I can get to a specific Web site with a browser. 

IS 3 I feel comfortable searching with World Wide Web on my own. 

IS 4 I would be able to use Web on my own to locate retail sites. 

PWS  Perceived Web Security 

PWS 1 I feel secure sending personal information across the Web. 

PWS 2 I feel safe providing personal information about me to Web retailers 

PWS 3 Web is safe environment to provide personal information. 

 

PC
 

Privacy Concern
 

PC 1 All the personal information in the computer database should be double-checked for accuracy - 
no matter how much this costs. 

PC 2 Companies should not use personal information for any purpose unless it has been authorized 
by the individuals who provided the information. 

PC 3 When companies ask me for personal information, I sometimes think twice before providing it. 

PC 4 When people give personal information to a company for some reason, the company should 
never use the information for any other reason. 

PC 5 Computer databases that contain personal information should be protected from unauthorized 
access ¨C no matter how much it costs. 

PI Product Involvement 

PI_BA1 For me, buying apparel online is important. 

PI_BA2 For me, buying apparel online is interesting. 

PI_BA3 For me, buying apparel online is mean a lot. 

PI_BA4 For me, buying apparel online is valuable. 
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PI_BA5 For me, buying apparel online is needed. 

PI_BE1 For me, buying electronic gadget online is important. 

PI_BE2 For me, buying electronic gadget online is interesting. 

PI_BE3 For me, buying electronic gadget online is mean a lot. 

PI_BE4 For me, buying electronic gadget online is valuable. 

PI_BE5 For me, buying electronic gadget online is needed. 

ATT Attitude toward online shopping 

ATT_BA1 I like buying apparel online. 

ATT_BA2
 

Buying apparel online is interesting.
 

ATT_BA3
 

Buying apparel online makes my life more attractive.
 

ATT_BA4
 

I intend finishing apparel buying processes totally online.
 

ATT_BA5
 

I will increase buying apparel online in the future.
 

ATT_BE1 I like buying electronic gadget online.
 

ATT_BE2 Buying electronic gadget online is interesting.
 

ATT_BE3 Buying electronic gadget online makes my life more attractive.
 

ATT_BE4 I intend
 
finishing electronic gadget buying processes totally online.

 
ATT_BE5 I will increase buying electronic gadget online in the future.

 

III.
 

Methodology 

a)
 

Sampling Method
 The sampling method employed in this study is 

convenience sampling method. It is one of the sampling 
method falls under non probability sampling technique 
categories where it draws representative data by 
selecting people because of the ease of their 
volunteering and due to their availability and easy 
access (Crossman, 2013). Participants are sampled by 
chance and the designed questionnaires, as shown in 
Appendix A were randomly distributed to respondents 
who have experience with online purchasing experience

 through online. 
 

b)
 

Study Population
 The descriptive study was carried out in survey 

method. The research group consisted of total number 
of 108 of participants (female 60, n=55.6%; male 48, 
n=44.4%) and age range is between 20 and 35.

 
c) Sample Selection 

A total of 108 sets of questionnaires were 
distributed randomly to students in Universities of Buea, 
Yaoundé, Bamenda and working adults in Yaounde, 
Douala and Buea. Adapting from Seock and Bailey 
(2008), there are restrictions imposed to screen out 
inappropriate sample among the respondents where the 

respondents have to be who have online purchasing 
experience. Therefore, 108 respondents chosen are the 
population who have internet access and able to 
proceed with online transactions. 

 d)
 

Variables and Measurement of Variables
 The questionnaire in this study is designed to 

determine the Consumer Acceptance of Online 
shopping in Cameroon; comparing different types of 
product. Consumer characteristic includes personal 
innovativeness of information technology, internet self-
efficacy, perceived web security and privacy concerns 
as the independent variables and users’ acceptance of 
online shopping is the dependent variables. Products 
types chosen in the study include of apparels and 
electronic gadgets as discussed previously. 

 The questionnaire is divided into three different 
sections in which the first section collect data on the 
demographic information including gender, race, age, 
education level, employment status and income level. 
The frequency of purchase of apparels and electronic 
gadgets are also collected in Section 1 in terms on 
multiple choices of frequency categorised as “never”, 
“seldom”, “sometimes”, “regular” and “very often”. In 
Section two, semantic differential scale on a series 
ranging from 1 to 7 of five different descriptive terms are 
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provided to collect information on the users’ products 



involvement in both apparels and electronic gadgets. 
Section three collects data on the independent variables 
and dependent variables based on 5 point likert scales 
ranging from (1) “strongly disagree” to (5) “strongly 
agree”. There were 26 questions covering the areas of 
personal innovativeness of information technology (4 
questions), internet self-efficacy (4 questions), perceived 
web security (3 questions), privacy

 
concern (5 

questions), and attitude toward online shopping (10 
question).  

e)
 

Analysis Method
 A statistical tool or software named Statistical 

Package for the Social Sciences (SPSS) has been 
utilised to input and analyse data collected. Tests have 
been conducted to investigate the relationships between 
the mentioned variables which have been proposed in 
the hypotheses. Smart PLS has been used to construct 
the research model and test for the models’ reliability 
and validity and the results are presented and 
discussed in the following sections.

 

IV. Analysis and Discussion 

a) Analysis 
Descriptive analysis was used to demonstrate 

the profile of respondents and their product involvement 
in both apparels and electronic gadgets to evaluate the 
user’s attitude and acceptance towards online 
shopping. The measurement and structural model are 
tested for reliability and validity using PLS Structural 
Equation Modelling. The structural model is used to 
predict the latent relevancy. Multiple regression analysis 
is used to further analyse the effect of products types on 
the customers’ characteristics towards to the users’ 
acceptance of online shopping. One Way ANOVA was 
performed to compare the mean of products 
involvement to the degree of users’ acceptance on 
online shopping. Chi Square and cross tabulation was 
utilised to determine the association between 
demographic variables and the level of products 
involvement. 

b)
 

Demographic Analysis
 

Table 2: Demographic Analysis of Respondents
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Variable
 

Categories
 

Frequency (N)
 

Percentage (%)
 Gender

 

Male

 

48

 

44.40

 Female

 

60

 

55.60

 Age

 

Below 20

 

4 3.70

 20-25

 

74

 

68.50

 26-30

 

24

 

22.20

 31-35

 

4

 

3.70

 More than 35

 

2 1.90

 Race

 

Malay

 

12

 

11.10

 Chinese

 

84

 

77.80

 Indian

 

6 5.60

 Others

 

6 5.60

 Education

 

High School and Below

 

6 5.60

 Diploma

 

10

 

9.30

 Bachelor Degree

 

58

 

53.70

 Master Degree

 

34

 

31.50

 Employment status

 

Employed

 

70

 

64.80

 Unemployed

 

2 1.90

 Student

 

36

 

33.30

 Income

 

Below  FCFA 70,000

 

16

 

14.80

 FCFA 70,000 – FCFA 99,999

 

32

 

29.60

 FCFA 100,000 – FCFA 199,999

 

16

 

14.80

 FCFA 200,000 and above

 

18

 

16.70

 Not applicable

 

26

 

24.10
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Table 2.0 describes the demographic 
information of the respondents. The demographic 
information taken into account for this study includes of 
gender, age, race, education level, employment status 
and their income level. The questions were mainly 
targeted for students as well as working adults in 
generation Y. 

Majority of the respondents for this study are 
females (55.60%). A huge proportion of the respondents 
are around the age of 20 to 25 years old (68.50%) and 
very less respondents are from the age group more than 
35 (1.90%). Chinese is the majority group among the 
total respondents which encompasses 77.80% in total. 

53.70% of the total respondents have a bachelor degree 
and 31.50% have master degree. This indicates that 
85.20% of the respondents are well and highly 
educated. 64.80% of the respondents are employed and 
and 33.30% are students. Their respective income level 
is recorded as well where most of the respondents 
earned in the range of FCFA 70,000 – FCFA 99,999 
(29.60%) and other ranges of income level as shown in 
Table 1.0 are equally distributed. Besides that, there is a 
large group of “non-applicable” response which 
accounted for 24.10% of the total respondents. Students 
who are not working and do not have any relevant 
income will fall into this category. 

Table 3: Frequency of products purchase 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Table 3.0 summarises the frequency of 

products purchase for apparel and electronic gadgets 
symbolised

 
low and high outlay of products in the 

product classification grid model proposed by Peterson 
et. al (1997). 20.60% of respondents are purchasing 

apparels online in small frequency and 20.40% of 
respondents purchase in a regular basis. As compared 
to the purchase of electronic gadgets, majority of the 
respondent (40.70%) of them has never purchased such 
relevant products through online transaction. 

 
c)

 
Products Involvement

 
Table 4:

 
Product involvement

 
Apparel

 
Electronic Gadget

 High Involvement
 

52 (48.15%)
 

46 (42.59%)
 Low Involvement

 
56 (51.85%)

 
62 (57.41%)

 

Product involvement is scaled from 1 to 7 on a 
semantic differential scale and it is grouped into either 
high or low product involvement in the data analysis. 
According to Zaichkowshy (1994) in his research, there 
were 10 questions conducted and therefore 10 are the 
anchor for low involvement and 70 is the anchor for high 
involvement while 40 is the midpoint of the scale. 
Adopting the same principle in this study in the 
categorisation, there were 5 questions conducted for 
each of the category and therefore 5 is the anchor for 
low involvement and 35 is the anchor for high 
involvement while 20 is the midpoint of the scale. 
Respondents whose product involvement is scored 
above scale mean of 20 are categorised as high 
involvement while others are categorised as low 

involvement. As shown in Table 4.0, the respondents 
distributed equally in terms of high and low involvement 
in apparel products while 57.41% of the respondents are 
considered as low involvement in the electronic 
gadgets.  

 

 

 

 

 

 

 

Variable Frequency 
(N) 

Percentage 
(%) 

Times for purchasing apparels online     
Never  14 13.00 
Seldom 40 37.00 
Sometimes 32 29.60 
Regular 16 14.80 
Very often 6 5.60 

Times for purchasing electronic gadgets online   
Never  44 40.70 
Seldom 32 29.60 
Sometimes 18 16.70 
Regular 10 9.30 
Very often 4 3.70 
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d) Descriptive Analysis 

Table 5: Descriptive statistics 

Variable Mean Standard Deviation 
Personal innovativeness of information technology 13.463 2.269 
Internet security 15.852 3.114 
Perceived self-efficacy 8.185 3.344 
Privacy concern 22.556 2.975 
Product involvement (Apparel) 20.982 6.724 
Product involvement (Electronic Gadget) 19.037 8.058 
Attitude (Apparel) 16.241 4.476 
Attitude (Electronic Gadget) 14.426 5.430 

 Table 5.0 as above illustrated the descriptive 
statistics used in this study. Means and standard 
deviations are computed for each variable. Variables 
including personal innovativeness of information 
technology, internet self-efficacy, perceived web 
security, privacy concerns, and attitude of customers 
towards online shopping are scaled from 1 to 5. Mean 
scores and standard deviation are computed in this 
table. Additionally, product involvement is scale from 1 
to 7; therefore it ranges from 5 to 35.

 
e)

 
Validity and Reliability Test

 The research model as shown in Figure 2.0 
above was analysed using Structural Equation

 Modelling tool using Smart PLS software. It assesses 
the psychometric properties of the measurement model, 
and estimates the parameters of the structural model. 
This tool enables the simultaneous analysis of up to 200 
indicator variables, allowing the examination of extensive 
interactions among moderator and latent predictor 
variable indicators. The measurement model has to fulfil 
all the requirements of validity and reliability before the 
structural model can be evaluated. Research model as 
developed in Figure 2.0 is reflective measurement 

model where indicators are manifestations of the 
construct and the direction

 
of causality is from construct 

to items.
 

i.
 
Assessment of Measurement Model

 In assessing reflective measurement models in 
terms of its reliability, each indicator

 
must have loadings 

of at least 0.70 and loadings of 0.60 were also accepted 
in case that there were additional comparable indicators 
in the block (Chin, 1998). As shown in Figure 3.0, 
indicators of PC3, PC4 and PC5 were dropped as the 
loading is less than 0.70. 

 Construct validity of the measurement model is 
analysed through convergent and discriminant validity 
by extracting the factor and cross loadings of all 
indicator items to their respective latent constructs. 
These results as indicated in Table 6.0 shows that 
loadings are significant and all items loaded on their 
respective construct from a lower bound of 0.674 to an 
upper bound of 0.990 and more highly on their 
respective construct than on any other. The model has a 
significant cross loadings and confirming the construct 
validity

 

Table 6:
 
Factor loadings (bolded) and cross loadings

 

 ATT IS PC PIIT PI PWS 
ATT_BA1 0.674 0.435 (0.114) 0.320 0.592 0.456 
ATT_BA2 0.744 0.367 0.058 0.262 0.694 0.505 
ATT_BA3 0.720 0.335 0.071 0.345 0.658 0.493 
ATT_BA4 0.746 0.465 0.245 0.390 0.695 0.540 
ATT_BA5 0.861 0.466 0.166 0.412 0.786 0.635 
ATT_BE1 0.830 0.242 0.140 0.504 0.749 0.624 
ATT_BE2 0.839 0.298 0.228 0.481 0.790 0.607 
ATT_BE3 0.869 0.329 0.082 0.521 0.754 0.652 
ATT_BE4 0.809 0.410 0.102 0.553 0.692 0.635 
ATT_BE5 0.810 0.275 0.152 0.452 0.713 0.599 

IS1 0.157 0.776 0.324 0.434 0.103 0.015 
IS2 0.464 0.881 0.323 0.637 0.382 0.394 
IS3 0.362 0.924 0.428 0.455 0.329 0.312 
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IS4 0.452 0.888 0.383 0.372 0.411 0.352 
PC1 0.169 0.418 0.990 0.125 0.226 0.118 
PC2 0.047 0.346 0.864 0.007 0.081 0.095 
PIIT1 0.434 0.423 0.140 0.850 0.361 0.238 
PIIT2 0.553 0.415 0.052 0.855 0.453 0.408 
PIIT3 0.360 0.381 (0.004) 0.726 0.355 0.267 
PIIT4 0.381 0.614 0.156 0.847 0.354 0.237 

PI_BA1 0.686 0.408 0.004 0.340 0.756 0.501 

PI_BA2 0.654 0.354 0.087 0.428 0.738 0.477 

PI_BA3 0.556 0.434 0.277 0.219 0.656 0.457 

PI_BA4 0.757 0.356 0.065 0.394 0.819 0.600 

PI_BA5 0.733 0.305 0.048 0.352 0.810 0.546 

PI_BE1 0.758 0.267 0.188 0.437 0.814 0.540 

PI_BE2 0.738 0.259 0.250 0.440 0.823 0.571 

PI_BE3 0.778 0.252 0.321 0.319 0.823 0.576 

PI_BE4 0.761 0.309 0.197 0.354 0.879 0.579 

PI_BE5 0.802 0.284 0.196 0.476 0.905 0.650 
PWS1 0.713 0.339 0.052 0.345 0.692 0.966 
PWS2 0.727 0.388 0.159 0.352 0.657 0.970 
PWS3 0.656 0.309 0.128 0.343 0.624 0.943 

In other to evaluate the discriminant validity, the 
AVEs of the latent variables should be greater than the 
square of the correlations among the latent variables 
(Chin, 1998). As shown in Table 7.0, the square roots of 
the AVEs are represented by the elements in the matrix 

diagonals. The results show that the AVE is greater in all 
cases than the off-diagonal elements in their 
corresponding row and column, supporting the 
discriminant validity of our scales. 

Table 7: Discriminant validity of variable constructs 

Latent Variables ATT IS PC PI PIIT PWS 

ATT 0.792 - - - - - 

IS 0.454 0.869 - - - - 

PC 0.148 0.417 0.929 - - - 

PI 0.901 0.394 0.202 0.805 - - 

PIIT 0.540 0.550 0.103 0.470 0.821 - 

PWS 0.729 0.361 0.118 0.686 0.361 0.960 

For the examination of scales’ internal 
consistency, three measures were used including 
Cronbach’s alpha, where according to Nunnally (1978)a 
value of 0.70 is acceptable in basic research. Based on 
Dillon-Goldstein’s rho assessment of the composite 
reliability (Tenenhaus et al., 2005), which is applicable if 
there is no tau-equivalence and should be higher than 
0.70 (Ringle et al., 2006); Fornell and Larcker’s (1981) 
average variance extracted (AVE) measures, which is 
more conservative and should be greater than 0.50 
(Chin, 1998).  

As summarised in Table 8.0, the results 
indicates that the measures are robust in terms of their 
internal consistency reliability as indexed by the 
composite reliability. The composite reliabilities of the 
different measures range from 0.892 to 0.972, which 

exceed the recommended threshold value of 0.70. 
Cronbach’s alpha is acceptable for all latent variables. In 
addition, the average variance extracted (AVE) for each 
of the measures exceeded 0.50 which is consistent with 
the guidelines of Fornell and Larcker. Therefore, the 
measurements are reliable. 
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Table 8: Reliability measurement 

Variable Construct Composite Reliability Cronbachs 
Alpha 

Average Variance Extracted 
(AVE) 

ATT 0.944 0.933 0.628 
IS 0.925 0.897 0.756 
PC 0.927 0.880 0.864 
PI 0.948 0.939 0.648 

PIIT 0.892 0.839 0.674 
PWS 0.972 0.957 0.921 

In overall, the measurement model 
demonstrated adequate convergent validity and 
discriminant validity and reliability measurements 

confirming the reliability and validity of the measurement 
model used in the study. 

ii. Assessment of Structural Model 

 
Note: *p<0.05, **p<0.01  

Figure 3: Structural Model Results

In the assessment of the model validity, the 
coefficient of determination, R² value of 0.855 
suggesting that 85.5% of the variance in the extent of 
users attitude towards online shopping can be 
explained by the latent independent variables of 
personal innovativeness of information technology, 
internet self-efficacy, perceived web security, privacy 
concern and product involvement. The fit of model is 
substantial according to Chin (1998). 

As shown in Figure 3.0, the path coefficient 
indicates the strength of the relationship between the 
latent exogenous and latent endogenous variables. To 
assess the significance of the path estimates, a 
bootstrapping procedure calculating t-values with 500 
re-samples was used which allows an evaluation of the 
stability and precision of the PLS results. The results and 
hypothesis testing is shown in Table 9.0 as below.  

Table 9: Path coefficients and hypothesis testing 

Hypothesis Relationship Coefficient t value Supported 
H1 PIIT  ATT 0.105 1.798 Yes 
H2 IS  ATT 0.076 1.625 No 
H3 PWS  ATT 0.186 3.783 Yes 
H4 PC  ATT -0.059 1.252 No 
H5 PI  ATT 0.707 13.849 Yes 

17

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
V
I 
Is
su

e 
V
I 
V
er

sio
n 

I
Ye

ar
  

 (
)

20
16

E

© 2016   Global Journals Inc.  (US)

Consumer Acceptance of Online Shopping in Cameroon; Comparing Different Types of Product



H1, H3 and H5 is supported where personal 
innovativeness of information technology, perceived 
web security and product involvement is significant 
predictor of extent of users attitude and acceptance 
towards online shopping. H2 and H4 is rejected where 
internet self-efficacy and privacy concern is not 
significant related to the dependant variables of users 
acceptance on online shopping. 

Personal innovativeness of information 
technology (b=0.105, p<0.05) and perceived web 
security (b=0.186, p<0.01) both have a weak positive 
influence on user acceptance towards online shopping 
while product involvement (b=0.707, p<0.01) has a 

strong positive influence on customers attitude and 
acceptance towards online shopping. 

f) Moderator Effects on Consumers Characteristics 
toward Users Attitudes in Online Shopping 

Multiple regressions were used to further test 
Hypotheses 1, 2, 3 and 4 which proposed effects of 
various consumer characteristics including personal 
innovativeness of information technology, internet self-
efficacy, perceived web security and privacy concern on 
the acceptance of online shopping in terms of the 
moderator of apparel products and electronic gadget 
products.  

Model Summary 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .782a
 .611 .596 5.53060 

a. Predictors: (Constant), IV_PWS, IV_PC, IV_PIIT, IV_IS 
 ANOVAa

 
Model

 

Sum of

 
Squares

 

df

 

Mean Square

 

F

 

Sig.

 
1 

Regression

 

4945.488

 

4

 

1236.372

 

40.421

 

.000b

 
Residual

 

3150.512

 

103

 

30.587

   
Total

 

8096.000

 

107

    
a. Dependent Variable: Total_DV

 
b. Predictors: (Constant), IV_PWS, IV_PC, IV_PIIT, IV_IS

 
 

F test of 40.421 (sig = 0.000) shows that the 
overall regression is significant. The Rsquare of 0.611 
shows that 61.10% of the variation in rating of attitude 

towards online shopping is explained by the regression. 
The fit of regression is moderate fit.

 Table 10:

 

Regression analysis in terms of product types

 
Product 
Types

 

Variable

 

Standardized 
Coefficients

 

t-value

 

Sig.

 
Overall

 

Personal innovativeness of 
information technology

 

0.230

 

3.258

 

0.002**

 
 

Internet self-efficacy

 

0.126

 

1.696

 

0.093

 

Perceived web security

 

0.624

 

9.503

 

0.000***

 

Privacy concern

 

-0.044

 

-0.685

 

0.495

 

Apparel 
Products

 
 

Personal innovativeness of 
information technology

 

0.060

 

0.700

 

0.486

 
 

Internet self-efficacy

 

0.263

 

2.949

 

0.004**

 

Perceived web security

 

0.504

 

6.369

 

0.000***

 

Privacy concern

 

-0.028

 

-0.355

 

0.723

 

Electronic 
Gadget 
Products

 
 

Personal innovativeness of 
information technology

 

0.320

 

4.157

 
 

0.000***

 
 

Internet self-efficacy

 

-0.016

 

-0.194

 

0.846

 

Perceived web security

 

0.058

 

8.175

 

0.000***

 

Privacy concern

 

-0.048

 

-0.684

 

0.495

 
 

From the results of overall regression results as 
shown in Table 10, personal innovativeness of 
information technology (b=0.230, p<0.01) and 
perceived web security (b=0.624, p<0.001) both have 
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positive significant influence on user attitudes toward 

online shopping in line with results as stated in previous 
section. While internet self-efficacy and privacy concern 
does not significantly influence on user attitudes toward 
online shopping.



 

With the existence of product types of apparels 
and electronic gadgets as the moderator, the 
relationship between independent variables and 
dependent variable are moderated. For apparel 
products, the relationship between personal 
innovativeness of information technology to the user 
acceptance of online shopping has become insignificant 
inconsistent with the results as discussed above. 
Apparel is low cost product and

 

frequently purchased 
by users hence, personal innovativeness in the 
perspective of information technology does not 
influence users’ acceptance for online shopping. 
Willingness of an individual to try out any new 
information technology is not relevant for buying these 
low costs products.

 

In contrast to the overall regression results 
without the effect of the moderator, internet self-efficacy 
has significant relationship (b=0.263, p<0.01) with the 
dependant variable when users are buying apparel 
products. This might be due to the need for users to 
browse through internet and search as well as compare 
different apparels products between different vendors in 
order to negotiate for the best deal. Internet self-efficacy 
plays a role when users need to have a certain level of 
internet searching skills to complete a best deal in 
buying apparels products through online transactions as 
there are vast sellers in the internet. 

 

As for electronic gadgets, personal 
innovativeness of information technology (b=0.320, 
p<0.001) is significant associate with the users 
acceptance in online shopping while internet self-
efficacy remains insignificant consistent with the 
regression results without the effect of the moderator. 
Customers with higher level of personal innovativeness 
of information technology will be more interested in 
purchasing electronic gadget products as it is 
associated with their willingness and enthusiasm in 

trying new products. However, internet self-efficacy has 
proven to be irrelevance to the user’s acceptance of 
online shopping. The result is contrast with buying 
apparels mainly due to the low frequency of electronic 
gadgets purchased among the respondents. Electronic 
gadgets are considered as high cost and high outlay 
products where users seldom purchase online for this 
type of products. 

 
Perceived web security is the main contributor 

to the low buying frequency as users feel insecure for 
doing such transactions especially the products are 
expensive. Perceived web security has the most 
significant influence on user attitudes toward online 
shopping from the overall regression results (b=0.645, 
p<0.001); moderator of apparels (b=0.504, p<0.001) 
and moderator of electronic gadgets (b=0.058, 
p<0.001). Web security is very much concern by users 
when processing online transactions.

 
Privacy concern does not have significant 

influence associate with users’ acceptance and attitude 
to online shopping in any circumstances. Consumers 
have low awareness on the privacy issue as discussed 
in the literature review and privacy concern will not affect 
users in their attitude on doing online transactions. Thus, 
H6 where product and service type affect the 
relationships between consumer characteristics and 
attitudes toward online shopping is supported. 

 g)

 

Products Involvement and Users Attitudes in Online 
Shopping

 In this study, one way analysis of variance (One 
Way ANOVA) is used to compare the difference 
between the level of products involvement in different 
products types and users attitude towards online 
shopping. The test of homogeneity of variance is 
conducted to validate the equality of variance and the 
test to be performed against the variables.

 Table 11: Test of homogeneity of variance

 
Products Involvement

 

Levene's Statistics

 

Sig.

 

Equal Variance

 

Analysis

 

Apparels

 

6.563

 

0.012

 

Not assumed

 

Robust ANOVA

 

Electronic gadgets

 

3.693

 

0.057

 

Assumed

 

One Way ANOVA

 
The test of homogeneity of variance as shown 

in Table 11.0 suggested robust ANOVA test for the 
variables of product involvement in apparels where the 
equal variance is not assumed and one way anova test 
for product involvement of electronic gadgets where the 
significant level is more that 5% and equal variance is 
assumed. Post hoc test of Bonferroni and Dunnett’s 
where carried respectively for the products involvement 
of one way ANOVA and robust ANOVA to identify the 
significant differences between different groups of 
products involvement. 

 
 
 
 
 
 
 
 
 

19

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
V
I 
Is
su

e 
V
I 
V
er

sio
n 

I
Ye

ar
  

 (
)

20
16

E

© 2016   Global Journals Inc.  (US)

Consumer Acceptance of Online Shopping in Cameroon; Comparing Different Types of Product



Table 12: Significant differences in mean attitude towards online shopping by different product involvement

 

Both anova

 

tests are significant at the 0.01% 
level. There is significant relationship between different 
production involvement and user attitudes online 
shopping. Hence, H5 is supported. The descriptive 
analysis as shown in Table 12.0 indicated that the 
product involvement for apparel is higher than electronic 
gadgets with a mean score of 16.2407 compared to 
14.4259. Respondents with high involvement 
significantly associate with the user’s acceptance 
towards online shopping as compared to respondents 
with low involvement in either buying apparels or 
electronic gadgets products. High product involvement 
positively affects user’s attitudes towards online 
shopping in the context of all employed products or 
service.

 h)

 

Analysis on Products

 

Involvement by Demographic 
Variables 

Table 13.0 analyses products involvement in 
terms of demographic variables using Chi-square test. 
The demographic variables of income level significant 
influences the involvement levels of different products. 
Income per month is significantly affecting the buying 
pattern toward apparel and electronic gadget. For those 
who have monthly income below than RM 2,000 or “not 
applicable”, they are having high involvement in buying 

apparel (62.50%; 53.80%) and low involvement in 
buying electronic gadget (37.50%; 30.80%). Apparels 
are cheaper compared to electronic gadgets and are 
more frequently used in daily life. Students who are 
under the category of “not applicable” are more likely to 
buy apparels online because of convenience in terms of 
door to door delivery. For the respondents who earned 
more than RM 4,000, they are highly involved in buying 
both apparels

 

(77.80%) and electronic gadgets

 

(77.80%) online. Apparently, products price will not be a 
concern for this category of

 

respondents where both 
expensive and inexpensive items can be bought online. 
Therefore, other factors such as convenience, quality 
and reliability may add competitive advantage to the 
online vendors as people earning higher income are 
highly involved in online shopping for any products. 

 

Race also has a significantly association with 
the products involvement in buying apparels products. 
Majority of the races by category are classified as high 
involvement in buying apparel through online transaction 
except for Chinese (59.50%) where

 

they seldom buy 
apparel through online media as compared to other 
races. This might be due to the internet self-efficacy and 
perceived web security variables as discussed 
previously.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Products 
Involvement

 

Categories

 

N

 

Mean

 

Sig.

 

F

 
Apparels

 

Low involvement

 

56

 

13.1786

 

0.000

 

109.771

 
High involvement

 

52

 

19.5385

 
Total

 

108

 

16.2407

 

Electronic 
gadgets

 

Low involvement 

 

62

 

11.1290

 

0.000

 

106.677

 
High involvement

 

46

 

18.8696

 
Total

 

108

 

14.4259
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Table 13: Percentage distribution of demographic variables on apparel and electronic gadget

Variable Categories n 
Apparel Electronic Gadget

Low
Involvement

High 
Involvement

Low
Involvement

High 
Involvement

Gender
Male 48 54.20% 45.80%

0.185
47.90% 52.50%

3.183
Female 60 50.00% 50.00% 65.00% 35.00%

Race

Chinese 84 59.50% 40.50%

10.914*

54.80% 45.20%

5.172
Malay 12 33.30% 66.70% 83.30% 16.70%
Indian 6 33.30% 66.70% 66.70% 33.30%
Other 6 0.00% 100.00% 33.30% 66.70%

Age

Below 20 4 50.00% 50.00%

2.342

50.00% 50.00%

4.098
20-25 74 54.10% 45.90% 62.20% 37.80%
26-30 24 50.00% 50.00% 50.00% 50.00%
31-35 4 50.00% 50.00% 50.00% 50.00%
Above 35 2 0.00% 100.00% 0.00% 100.00%

Educational 
Level

High School and 
below

6 66.70% 33.30%

10.076

33.30% 66.70%

3.822
Diploma 10 60.00% 40.00% 80.00% 20.00%
Bachelor Degree 58 62.10% 37.90% 58.60% 41.40%

χ2 χ2



Note : *p< 0.05

 

i)

 

Summary of Hypothesis

 

Table 14: Summary of Hypothesis

 

Hypothesis

 

Statistical Test

 

Results 

H1

 

A User attitude toward online shopping is positively 
affected by high levels of PIIT.

 

PLS Structural Equation 
Modelling; Regression 
analysis

 

Supported 

H2

 

User attitudes toward online shopping is positively 
affect by High levels of Internet self-efficacy

 

Not Supported

 

H3

 

A user attitude toward online shopping is positively 
affected by high levels of personal perceived Web 
security.

 

Supported 

H4

 

A User attitude toward online shopping is negatively 
affected

 

by high privacy concerns.

 

Not Supported

 

H5

 

A User attitude toward online shopping is positively 
affected by high levels of product involvement.

 

One way anova

 

Supported 

H6

 

The relationship between consumer characteristics 
and attitudes toward online shopping is affected by 
Product and service type.

 

Regression analysis

 

Supported 

In overall as summarised in Table 14.0, the 
influence of personal innovativeness and perceived web 
security have a significant influence on users’ 
acceptance towards online shopping while on the other 
hand, internet self-efficacy and privacy concern have no 
significant relationship associating the online shopping 

  
  

 
    

   

 
    

 
  

 
      

 

    

 

  

 
      
     
     

 

   

 

  

 
      
      
 

 
    

     

 

 
  

 

  

 
      

      

Master Degree

 

34

 

29.40%

 

70.60%

 

52.90%

 

47.10%

 

PHD

 

- 0.00%

 

0.00%

 

0.00%

 

0.00%

 

Employment 
Status

 

Employed

 

70

 

60.00%

 

40.00%

 

6.438

 

57.10%

 

42.90%

 

1.536

 

Unemployed

 

2 0.00%

 

100.00%

 

100.00%

 

0.00%

 

Student

 

36

 

38.90%

 

61.10%

 

55.60%

 

44.40%

 

Income Per 
Month

 

Below RM 2,000

 

16

 

37.50%

 

62.50%

 

19.087*

 

62.50%

 

37.50%

 

17.414
* 

RM 2,000-RM 2,999

 

32

 

81.20%

 

18.80%

 

75.00%

 

25.00%

 

RM 3,000- RM 3999

 

16

 

50.00%

 

50.00%

 

37.50%

 

62.50%

 

RM 4,000 and above

 

18

 

22.20%

 

77.80%

 

22.20%

 

77.80%

 

Not applicable

 

26

 

46.20%

 

53.80%

 

69.20%

 

30.80%
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behaviours. High product involvement is associated 
positively to users’ online shopping behsssaviours and 
income level is significantly affecting the level of 
products involvement. 

However, the relationships of consumer 
characteristics on their acceptance of online shopping 
are differ depend on the product types. For electronic 
gadgets, the findings remained in line with the overall 
results. For apparel, personal innovativeness has 
become insignificant to influence on the online buying 
behaviours while internet self-efficacy have in turn a 
significant relationship toward online shopping. Hence, it
is concluded that product types affect the relationships 
between consumer characteristics and attitudes toward 
online shopping.

V. Discussion and Recommendations 

Based on the findings on personal 
innovativeness of information technology, two different 
approaches can be adopted to tackle different groups 
of consumers. This is because buying behaviours of 
apparel customers is not so much affected by personal 
innovativeness of information technology as opposed to 
electronic gadgets buyers. This is because electronic 
gadgets require a high level of personal innovativeness 
of information technology while apparels don’t. In this 
case, businesses can do educate more users with low 
personal innovativeness level on internet shopping. This 
can be done through online exciting videos simplifying 
the stages involve in buying a product online. When 
both consumers of apparel and electronic gadget have 
a positive significant this will influence their willingness 
to do internet shopping because people with high 
personal innovativeness of information technology will 
be more likely to  buy online. 

As far as an individual internet self-efficacy is 
concern, in general terms people seems to have a high 
level of internet self-efficacy maybe because of urban 

There is no other significant association between the other demographic variables to the levels of products 
involvement in either apparels or electronic gadgets.



 

 

 

 

 

civilization. In this case, organizations or online 
businesses need to do more on product branding and 
advertisement rather than being concern with individual 
internet-self efficacy. Many people can assess the 
internet and such they will love to buy but the final 
decision to pay for the goods or services lies in the 
hands of business who need to convince the internet 
buyer on the product and service through advertising 
campaign and branding. So it is recommended that 
businesses need to do more indoor and outdoor 
advertising to capture a wider market.

 

Since there is a positive relationship in 
perceived web security, it has been proven that people 
will turn to buy more online if they trust the web security 
and this affects their buying power if the web is 
negatively perceived. For online businesses to succeed, 
they should have certain features and stringent security 
measures on their website to ensure customers 
confidentiality of information disclosure especially 
concerning payment processing systems. Businesses 
should invest more on security measure because 
customers will prefer to deal with a secured and trusted 
web dealer than a non-trusted web dealer. 

 

The findings also show that consumers don’t 
have so much concern about security privacy when 
buying products online being it apparel or electronic 
gadgets. The organization can use this on its advantage 
because of customer willingness to share information to 
improve on its business. Businesses can capture a 
wider market by recording consumers or customer’s 
internet activities on web sites, newsgroups, incoming 
and outgoing e-mails addresses to track customers’ 
click stream data from ISP, by using cookies and web 
bugs to identify consumer behaviour. If well 
implemented, businesses can achieve high sales 
because they will know exactly what different groups of 
consumers need to be satisfied.

 

Finally, we found that consumers’ willingness to 
buy online is affected more buy different product 
designs and futures of different product s and services 
in the market than price. In other words, individuals will 
still purchase a product online so long as the price 
meets the product features and design. As a result, 
companies need to improve product design and don 
more advertisement internally and outdoor to inform the 
public on their product value or worth. They can also 
improve product quality through product differentiation 
and convince the buyers on the reliability of these 
products.  

 

VI.

 

Conclusions

 

This study had gain a fruitful result to 
understand the relationship between consumer 
characteristics from the perspective personal 
innovativeness of information technology, internet self-
efficacy, and privacy concern, perceived

 

web security 

on their acceptance of online shopping based on 
different product types.

 

The research is applicable and useful as and 
when online vendors and retailers are drawing a 
marketing plan. It is important to understand and 
segment consumers in order

 

to successfully dominating 
the targeted market especially for online business where 
the cost of entrant is relatively low and aggressive 
competition. When designing a marketing plan, online 
retailers must consider the identity of potential buyers by 
studying the consumer characteristics of online 
shoppers and the type of products that are suitable for 
online marketing. Present research results can help 
businesses to focus on their potential market and 
increase their marketing edge.
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The Current Situations and Solution in Mergers 
and Acquisitions of Retail Section in Vietnam

Phan Quan Viet

Summary- Along with the opportunities for economic 
development from the opening policy, Vietnam's economy is 
facing many risks, including reduction in competitiveness 
capacity and the annexation of foreign enterprises that are the 
phenomenons predicted in the short and long term. In the 
context of deep integration, Vietnam has participated in many 
free-trade agreements with a strong commitment on opening 
the retail market and elimination of tariff barriers and non-tariff 
for goods, the retail sector of Vietnam is facing many 
significant challenges. Particularly in the retail sector with great 
potential, attraction, Vietnam's retail market is strongly 
attracting investment from the foreign retailers. In the past 
time, there has been a change of owners of many 
supermarkets and the investment and expansion of 
distribution network of foreign retailers that have made the 
domestic enterprises at risk of losing markets. With this 
competition, the enterprises’ associating and sharing interests 
to support others’ development is necessary. The question 
that if the State will have any policies to support the dosmetic 
retailers is interested by many people. 
Keywords: acquisitions, mergers, retail market. 

I. Background 

a) Overview of mergers and acquisitions (M&A) of the 
retail sector in Vietnam in the past time.  

- Mergers and acquisitions in the retail sector 
In Vietnam, since the government enforces the 

policy on open economy, world economic integration 
and partication in the World Trade Organization (WTO), 
the mergers and acquisitions of enterprises have been 
formed gradually and grown rapidly both in number and 
scale. 

In the commercial sector, one of the reasons for 
many fluctuations of Vietnam market in recent years is 
the business environment, including the distribution 
activities in the market in Vietnam has been significantly 
improved and the domestic and foreign large 
companies have seen the market's prospect. This 
prospect comes from the internal demands and the 
trend of economic integration, but also accompanying 
by new challenges in the context of obvious 
globalization and liberalization. According to the ranking 
in the global retail development index (GRDI) published 
annually by AT Kearney Market Consulting Group (the 
USA), Vietnam is continuous in the top 30 most 
attractive emerging retail markets in the world for foreign 
investment from 2008 to present. 
 

Author: PhD, Faculty of commerce - Van Lang University.  
e-mail: dr.phanquanviet@gmail.com 

Specifically, in stage 2011-2015, the total retail 
and consumption sales of Vietnam was always positive 
growth. Besides, according to the statistics, the total 
retail sales in 2015 was nearly 2,470,000 billion dongs, 
accounting for 76.2% of the total retail sales and 
consumption sales. 

When assessing the prospect of Vietnam's retail 
market, many market research companies and experts 
said that Vietnam's retail market has a lot of prospects 
for development and achievement of higher growth in 
the future. In which, many factors prove that Vietnam's 
retail market will continue to bring high profits. It is 
forecasted that the motivation for promoting Vietnam’s 
retail market is the consumption scale of more than 91.7 
million people with golden population structure for 
higher consumption. 

In 12 current common retail patterns, 
enterprises have the greatest expectations for the 
modern retail patterns, while the traditional retail 
patterns such as traditional markets or small itinerant 
retail patterns (peddlers) are considered as less 
promising. In addition, two retail patterns that are 
considered as the most promising, and also the 
strength of foreign retailers are the general 
supermarkets and shopping centers. 

M&A transactions have grown significantly in 
recent years as an attractive investment channel in the 
country and fogreign countries. In 2005, there were only 
18 M&A transactions with the total value of 61 million 
dollars, in 2006, there were 32 transactions with the total 
value of 245 million dollars. The number of transactions 
continued to impressively grow in 2011 with the growth 
of 135.2%, the total value of transactions reached 1.7 
billion dongs, and in 2012, it reached the peak of 5 
billion dollars. In 2014, the world M&A activities 
increased by 57%, reaching 4,400 billion dongs, while 
Vietnam only increased by 33% with 313 transactions. In 
2015, Vietnam had 525 transactions, jumped in number 
in comparison with that of 2014 with the value of over 
4.3 billion dollars, increased by 40% compared to that of 
2014. 
Looking back the background of Vietnam’s M&A in the 
retail distribution sector from 2013 to early 2016, it can be 
found that: 

Firstly, despite the significant growth in 2015, 
the figures from IMAA also showed that Vietnam’s M&A 
only increased in "quality" rather than increase in 
"quality", which meaned that M&A in 2015 were only 
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mainly small-scale mergers and acquisitions. 
Vietnamese enterprises also prove its littleness when its 
figures were compared to that of countries in the region. 
In 2015, Singapore had 700 M&A transactions with the 
value of nearly 100 billion dollars, 141 million dollars / 
transaction in average, 17 times greater than that of 
Vietnam; that of other countries such as Thailand, 
Malaysia and Indonesia is 3 times greater than that of 
Vietnam. 

In which, there are three features that make 
M&A transactions of Vietnam even smaller that of other 
contries in the region. Specifically, most of Vietnam 
enterprises are small and medium, reaching 97%. The 
scale of these enterprises in Vietnam in general is also 
much smaller than that of the countries of the region; 
The process of restructuring and promoting equitization 
of the state enterprises in past time has just focused on 
equitization, restructuring and sale of shares of the 
subsidiaries. Therefore, the value of M&A in Vietnam are 
small in comparison to that of other countries in the 
region; Foreign investors in Vietnam in recent years are 
quite conservative because they must learn about the 
route and the success possibility before deciding to 
invest. 

Secondly, the smallless of Vietnam enterprises 
is also proved by the acquisitions of foreign enterprises 
or domestic enterprises by foreign enterprises, which 
are the biggest M & A transactions. Vietnam enterprises 
only play the role of acquirers in small enterprises, in the 
other cases, they are mostly the acquired enterprises. 

The investors in Japan, Korea have emerged 
with a series of business transactions. Typically, Aeon 
simultaneously acquired 30% of the shares of Fivimart 
and 49% of the shares of Citimart. Or Lotte from Korea 
has suddenly announced its control of Diamond Plaza 
Trade Center when owning 70% of its shares. 

Thirdly, in addition to the presence of foreign 
enterprises, in the domestic market, the large 
distribution enterprises in the country such as Saigon 
Co-op, Vissan, Vingroup also have new steps in order to 
dominate the market. For example, Vingroup acquired 
70% of the shares of Ocean Mart supermarket chain, 
then renamed it into Vinmart ... However, in addition to 
promoting the own development of brand and 
distribution network, the dosmectic enterprises tend to 
cooperate and merge with each other. In addition to 
Vingroup and Saigon Co-op, there are also other retail 
enterprises such as Saigon Trading Corporation (Satra) 
and Hanoi Trade Corporation (Hapro), in spite of both 
transformation steps, but they seems still very slow in 
this race.           

b) Some observations and evaluations 
The year 2015 can be considered as the pivotal 

year for Vietnam's integration with a series of new FTAs 
that have been signed and intended to be signed. After 
signing ASEAN Trade in Goods Agreement (ATIGA), tax 

of most goods is down to 0% and the highest tax rate is 
only 5%. Recently, the fact proves that the great 
corporations in Asia are rapidly approaching Vietnam 
market with a series of chains of retail stores in Thailand, 
Japan, Korea. This is really the big concern for the 
Vietnamese retail sector. From these factors, Vietnam 
retail sector will face both opportunities and challenges 
from the integration. The integration will help Vietnam 
enterprises to learn about management experience, use 
of capital and laborers and get the opportunities for 
cooperation and development and improvement of 
competitiveness. However, the integration will also put 
enterprises in direct competitions and risk of being 
taken over by foreign enterprises. 

From the perspective of Vietnam's economy 
and the international economy, the integration today can 
be seen as the objective factor affecting a flat market. In 
which, the entities are the governments running the 
economy according to integration commitments. 
Accordingly the domestic enterprises and foreign 
enterprises together operate in a market equally, so the 
competition is inevitable that comes from the integration 
demand.  

II. Discussion 

a) The trend of M&A activities in the retail market and 
some recommendations for Vietnam in the 
upcoming time 

Vietnam's retail sector is witnessing a strong 
and fast penetration by many ways by foreign retailers 
into the domestic market. This is the inevitable trend of 
Vietnam’s deeper integration into the economy in the 
region and in the world.         

From the demand of integration of the domestic 
economy, WTO’s commitments on opening the 
distribution market, Trans-Pacific Partnership Agreement 
(TPP) and Free Trade Agreements (FTAs) and when the 
commitment to implement free trade area between 
ASEAN members takes full effect, all ten member 
countries will be subject to a comprehensive economic 
integration into a unified common market with the scope 
of 600 million people, then Vietnam market and 
Vietnamese goods will look forward to a borderless 
trade market with a lot of competitions. 

On the other hand, in the context that the retail 
markets of the countries in the region are approaching 
the saturation point, Vietnam market with more than 91 
million people, including 60% of young consumers, the 
proportion of modern retail of Vietnam is only 25% of the 
distribution channels, much lower than that of countries 
in the region such as Thailand (34%), Malaysia (60%), 
the Philippines (33%), China (51%), Singapore (90%). 
According to the general plan on commercial 
development of Vietnam, until 2020, the country will 
have about 1200-1500 supermarkets, 180 commercial 
centers and 157 shopping centers, trying to reach the 
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rate of modern retail of 45% of the retail distribution 
channels in the market. Therefore, Vietnam retail sector 
is becoming an extremely attractive destination for 
foreign investors. In the future, foreign retailers will 
increasingly appear on the retail market of Vietnam, the 
competition will become increasingly fierce and M&A in 
the retail sector is inevitable and will become more 
vibrant. 

Besides, IMAA data also shows that M&A in the 
countries such as Thailand, Indonesia and Malaysia is 
decreasing in both quantity and value in recent years, 
while M&A of Vietnam is gradually growing. Therefore, in 
the upcoming period when the policies become clear, 
the business environment in Vietnam becomes attractive 
with the favorable trend for trade, through M&A, Vietnam 
will also benefit from the foreign capital that will be 
increasingly invested into the retail market. 

The change in policy, efforts to restructure the 
state-owned enterprises to develop the domestic 
economy to create conditions for promoting M&A, 
especially in the retail sector, the prospects for M&A will 
continue to be promoted by some recent policy moves 
such as the Investment Law and the Enterprise Law 
(amended and supplemented) taking effect from 01 July 
2015. Besides, the Government issued Decree 60 in 
2015 to allow relaxation of the ownership ratio of foreign 
investors in many sectors, with the commitments on 
equitization of large state-owned enterprises, the rises of 
private companies in the country, the interests of foreign 
capital flows for investment opportunities and M&A in 
Vietnam are expected to be the driving motivation for 
M&A in the upcoming time. 

b) The visible impacts from the policy 
Firstly, the safety for the investments under the 

new Enterprise Law will be improved. Vietnam ranked 
116 out of 188 countries in terms of the level of 
protection of investors, but with the new law, this ranking 
position of Vietnam will increase and be equivalent to 
ASEAN – the sixth, that means it can be increased by 50 
ranks and placed 60-70 in the ranking table if other 
countries have no change. This has a strong impact on 
the belief of investors in Vietnam. 

Secondly, the new Enterprise Law does not 
restrict the implementation of M&A, merger of 
companies of different types as the former law does, it 
means that a joint stock company may be merged with 
a limited liability company without change of the type of 
the enterprise. 

Thirdly, the changes in the Investment Law, in 
terms of procedures, M&A is easier and simpler than 
foreign investors’ establishment of new enterprises. For 
example, to establish an enterprise, the foreign investor 
must perform at least 30 procedures, but under the new 
law, when buying shares with capital contribution of less 
than 51%, not subject to conditional business, they do 
not perform the investment procedures, but only register 

the change of members. The simpler procedures will 
stimulate M&A activities. 

In addition to the great opportunities in 
attracting capital flows from ASEAN for Vietnam’s retail 
sector, the entry of foreign goods is inevitable. The trend 
of massive infiltration of foreign retail enterprises means 
that domestic goods will be overshadowed and suffer 
from difficulty in appearing in the foreign supermarkets 
in spite of enough necessary conditions set out by the 
distributors. In fact, with the influx of goods imported at 
the tax rate of 0%, the enterprises cannot be contrary to 
the laws of the market that is to only use the Vietnamese 
goods without choosing imported goods with good 
quality, proper price, clear origin and guarantee in all 
aspects for consumers. Therefore, in order to compete 
with imported goods and to get a sustainable place, the 
domestic manufacturing enterprises need to improve 
their products’ quality with lower production costs and 
the retail enterprises need to set out retail products with 
high-quality supply services, and take advantage to 
capture the market. 

According to assessment of the experts of A.T. 
Kearney, M & A activities in the consumption – retail 
sector all over the world will continue to boom in 2016 
and continue in 2017. The reason why M&A market in 
the consumption – retail sector continues to be active in 
this year is that the business prospects of the 
enterprises in this year is expected not to be positive 
with lower profits and slow growth. It is forecasted that in 
2016, there will be about 40% of enterprises aiming to 
promote sales through M&A and the expected figures 
for next year is 50%. 

It is forecasted that in the near future, the M&A 
market of Vietnam begins to start a new wave which is 
recognized as the 2nd wave of the expected total value of 
M&A of 20 billion dollars. Some industries attracting 
M&A activities are retail, foods and drinks, Fast-moving 
consumer goods... 

III. Solution 

a) Some solutions for enterprises and the state for 
Vietnam's retail market  

For the state, it needs to properly settle the 
following issues:      

Firstly, continuing to improve the system of laws 
and legal documents on M&A, the guiding documents 
on M & A. 

Secondly, the State must take right and suitable 
steps and measures to manage M&A in the retail sector 
effectively, on the one hand, well controlling and 
building a good and sustainable competitive business 
environment, on the other hand, encouraging the 
enterprises to develop through merger of the current 
small and medium–sized enterprises in Vietnam.           

Thirdly, continuing to efficiently implement the 
planning on restructuring the Industry and Trade sector 
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on building the leading retailers and the reasonable and 
scientific retail system in the localities of the all country 
and resolutely implementing the plan in a right way. 

Fourthly, building a set of criteria and guiding 
the localities to use “Economic needs test – ENT” to 
control the number of new outlets to foreign retailers.  

b) For the enterprises, it should implement the following 
measures  

Firstly, the retail enterprises should urgently 
improve the supply quality with lower prices of goods, to 
do this, they must find a way to associate with the 
manufacturers or invest in manufacture of products and 
goods for their own supply systems, on the other hand, 
constantly improving the quality of sales and post-sales 
services. 

Secondly, rapidly creating and developing the 
chain systems in the localities, looking for favorable 
business location and methodical investment.    

Thirdly, the retail enterprises need to overcome 
challenges from traditional shopping models into 
modern shopping models and invest in chain of stores, 
retail supermarkets, associating to develop new retail 
forms; Branding and strongly participating in the sales 
models via e-commerce, online sales on TV, 
telephone.           
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Good Bye to Petrol & Diesel Car! Is it 2020 Or 
2030?

K. Balasubramanian

Abstract- Today we are facing a great problem with the nature 
is pollution. The major reason for pollution is the rapid growth 
of industrialization and the increase of vehicles. The Carbon let 
out from the industries and the petrol and diesel cars which 
cause damages in the ozone layer. It will affect the human 
society in a vast level. First step or Need of an hour is creating 
mass awareness of this prime CO 2 problem to 7.35 billion 
population of world. It is necessary to take Corporate social 
responsibility to reduce the Carbon level emission from their 
industries and to find out an alternate way for preventing the 
pollutions. To avoid this and build a better world of healthy and 
pollution free is via Green marketing, its scientifically 
implemented by change the trend in the automobile industry 
by E-cars (i.e., Electric cars). Second step is to 
achieve paradigm shift in technology advancement and large 
scale commercialization of such sustainable green products. 
This Paradigm shift in World of Car is not an option, rather 
mandatory to Save Mother Earth from. Near future, that is 2030 
+ will be a Fossil fuel free, carbon less or carbon nil cars. It is 
the responsibility of every human that not only save money for 
their future generation and also want to give a pollution free 
world for their child’s. This article shows how we can make 
possible for the E-cars in the market. 
Keywords: global warming, electric car, green marketing. 

I. Paradigm Shift in Automobile (car) 
Industry 

reatest Phase out of good old Mechanical 
Technology is round the corner in Automobile 
Industry all over the world. All over the world, 1 

Billion Mechanical Car plying in the road Urgent phase 
out with Electrical Car had just begun. Electrical Car buy 
would accelerate in the next 10 to 14 year for complete 
phase out of Petrol or Diesel based Mechanical Car. 

Great Good Bye to Petrol & Diesel Car! Now the 
question in front of us is..Is it by 2020 or 2030? 

II. Carbon Less Car or Carbon Nil Car 

This Paradigm shift in World of Car is not an 
option, rather mandatory to Save Mother Earth from ICU 
(Intensive Car Unit). Near future, that is 2030+ will be a 
Fossil fuel free, carbon less or carbon Nil car. 

III. Macro Economy to Micro Economy 

Automobile industry had grown many folds in 
the last 104 years. Thanks to humble beginning by 
Henry Ford and his Ford Motor company’s Mass 
Production Innovation in 1912. 
 
Author: Adaikalamatha College. e-mail: sumathiv80@gmail.com 

Right from 1900 up to 1912 there was a 
dilemma in the world of Automobile Industry whether 
Electric Car will rule the future or Mechanical Car will rule 
the future? 

Due to Process Innovation, in the form of Mass 
Production happened at Ford Motor Company and 
slashing of Mechanical car price from $ 960 to $ 340 in 
1914 made car affordable to common American. Over 
the last 102 years, Mechanical car price is dearer to 
consumer. 

Over the last 50 years lot of developments took 
place in Electrical car Industry. But, nothing equal to 
break through innovation of Tesla EV. Tesla Electric car 
100 miles per charge, two years back to 240 miles per 
charge now and 400 miles per charge round the corner.  
Now, American Company Tesla set the new precedence 
or benchmark for all the leading Mechanical Car 
manufactures to innovate in Electric car, accelerate their 
performance in par with Tesla. 

Meantime 'Google', yester years search engine 
company, today mobile phone company will be a 
aggressive player in world of driver less car by 2020. 

Unprecedented action is on in Car Industry is 
on all over the world. Thanks to cumulative effect of 
Technology pressure, Environmental Pressure, 
World/Various countries Economic Recession pressure 
and COP 21. Paris Climatic Control Conference 
Agreement compulsion. 

Instead of looking at the car from world to 
individual, let us look at from Individual to World. 

IV. Micro Economy to Macro Economy 

∗ Are you an owner of Luxury / Sports Utility Car? 

It is high time to settle for compact small Fuel 
economy car. 

∗ Are you a owner of Diesel car? It is high time to 
graduate to Petrol car! 

∗
 

Are you an
 
owner of Petrol car?

 
It is high time to 

graduate to Hybrid (Petrol /Diesel + Electric) car!
 

∗
 

Are you a owner of
 
Hybrid

 
car?

 
It is high time to 

graduate to 100 % Electric car!
 

∗
 

Are you a owner of 100 % EV car charged by 
conventional Fossil Fuel based Hell power?

 
It is high 

time for individual as well as world to graduate to 
100 % EV car charged by Renewal Power

 
like Roof 

top Solar or Wind or Biogas or Hybrid
 
based 

Heaven power car!
 

G 
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Paradigm shift in Automobile Industry is on all 
over the world. In India EV trend has just started. 

V. Macrocosm to Microcosm Perfect 
Journey 

In Nature everything was in perfect rhythm. Man 
Created Imperfect World in Nature there was no 
imperfection, but mankind systematically created 
imperfect world, that too in the last 246 years, Carbon 
based world in the name of industrialisation of society. 
This is a high time for mankind to make course 
correction by applying common sense in uncommon 
level and develop sustainable carbon less world. 

VI. Mass Awareness to Mass Action 

First step or Need of an hour is creating mass 
awareness of this prime CO 2 problem to 7.35 billion 
population of world. Second step is to achieve

 
paradigm 

shift in technology advancement and large scale 
commercialisation of such sustainable green products. 
Third step is to make world citizen to lead a simple life 
style to create carbon less economy or Green Economy. 
All these three things should happen on war footing 
basis to nullify the CO 2 effect on civilisation.

 

VII.
 

Speed of
 
Mobility

 

Birth of steam engine by James Watt during 
1769 changed the mobility of man from less than 5 
miles per hour speed of walking to today's unbelievable 
speed of

 
18,000

 
miles per hour through Space shuttle.

 

VIII.
 

Other Side of
 
Growth

 

According to Newton's third law,
 
Every action 

has got equal and opposite reaction. In line with that 
birth of stream engine was a birth of Carbon based 
economy. CO 2 level in the atmosphere increased from 
pre industrial time level of 250 PPM (Parts Per Million) 
during 1750 to thresh hold level of 350 PPM during 
1988, November.

 

IX.

 
Highest Co 2 Level in Atmosphere in

 

Last 3 Million Years

 

On 13th July,

 

2013,

 

CO 2 level in the 
atmosphere has crossed 400 PPM,

 

highest in 3 million 
years. Today CO 2 level in atmospheric air has reached 
410 PPM. CO 2 level in the atmosphere is expected to 
reach a level of 450 PPM CO 2 during 2023 and then 
500 PPM CO 2 during 2033.

 

So what? Why should we bother?

 

What the world population need to reverse the CO 2 
clock.

 
 
 

X. Vital Oxygen Deficiency 

 One can live without solid food for 15 days; one 
can live without liquid water for 5 days, for breathing for 
1 or 2 minutes. 

XI. normal Co 2 Level to Abnormal co 2 

Level 

Such a vital air for breathing polluted to the core 
in the last 25 years. It was not a natural phenomena, 
rather it was a manmade disaster. Most of us are not 
aware of this prime CO 2 problem of this world, even 
today, after this phenomena had reached a flash point. 

XII. Abnormal Level to Unpalatable 
Level 

In another 7 years from now, that is during 
2023, CO 2 level in the atmosphere will reach 450 PPM. 
Once, world CO 2 level crosses 450 PPM, 50% of the 
human being living in this earth will have the breathing 
problem or suffocation problem during normal 
breathing, due to Oxygen deficiency. 

XIII. Oxygen Cylinder will be Mustnot 
an Option for Every World Citizen 

By 2033, exactly 17 years from now, every world 
citizen should carry a Oxygen Cylinder at the back and 
attach a mask from that cylinder to nose for normal 
breathing of 24*7. 

XIV. Missing Link 

This alarming situation is known to scientific 
community but they prefer various country head to take 
corrective policy action to mitigate this Global Warming 
and commit large scale fund to make it happen. Need of 
an hour is GSR, CSR, ISR. 

GSR is nothing but Government Social 
Responsibility. CSR is all about Corporate Social 
Responsibility. Both are macro in nature beyond the 
control of an Individual. ISR is all about Individual Social 
Responsibility, rather well within the control of an 
Individual. 

XV. No More Mere Sustainable car 
Development Awareness Pleaseurgent 
Action to Buy Carbon Less Car Please 

We have only one world..We have to hand over 
the better world to next generation to lead a better life 
that too in a vibrant way. We should not to leave the 
worst world for next generation with such an artificial 
living environment of living with Oxygen Cylinder at the 
back for 24 hours. 

Biggest problem in this world is fix the problem, 

rather than finding solution. 
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How CO 2 level in atmosphere is going up? 

XVI. Cause of Problem 

Main culprit for this exponential increase in CO 
2 level in atmosphere is 

1. Increase in vehicle population. During 2012,world 
produced 6 crore cars of Petrol or Diesel, highest 
volume in a single year. Around 100 Crores cars are 
plying in the road all over the world emit CO 2 to 
atmosphere every minute basis. 

2. All over the world, 10.5 Terra Watt of Power was 
produced during last year. Around 75 % of this 
power production happen by Thermal Power route, 
by burning coal. 

3. Population explosion taken place from less than 1 
Billion during 1904 to 7.35 Billion during 2015. 

XVII. Creation Carbon based Imperfect 

World 

Explosive growth of CO 2 level in earth 
atmosphere by 2050 to the tune of 700+ PPM is 
expected. In turn this world will become unfit to live for 
Man as well as for various plant and animal kingdom. 

XVIII. Now or Never 

Time to act now on this prime issue to avoid 
disaster at a later date. 

a)
 

Paradigm Shift Warranted - 1
 

There is an Urgent need for all of us to
 
move on 

from Carbon based world to carbon less world and 
emergency way to mitigate Global Warming through 
large scale reduction of car or paradigm shift from 
conventional petrol or diesel or gasoline based car to 
Electric car

 

b)
 

Paradigm Shift Warranted - 2
 

 
Electric car to be charged by Renewable power 

produced by either Roof Top Solar power plant or Roof 
Top Wind power plant or Roof Top Hybrid Power plant 
(60 % Wind power + 40 % Solar ).

 

XIX.
 

Rio 1992 & Rio 2012 Climate 
Conference

 

By way of Rio 1992 Climate Control conference, 
then subsequently,

 
Rio + 20 = 2012 Climate Change 

Conference, lot of noise by way of talking is going on 
among various country heads about mitigating Global 
Warming but little action is going on

 
or very slow action 

is going on
 
to save mother earth from ICU.

 

Mother earth is in ICU, nobody cares. No one is 
serious,

 
except celebrate Earth Day every year

 
April 

22nd. 
It looks like an Everybody, Somebody, Nobody, 

Anybody story. What a pity?
 

XX. Paris 2015 Climate Conference 

During Climate Change Paris 2015,COP 21,196 
countries of world first time signed legally binding, 
international agreement to keep average global 
temperatures no more than 2 degree Centigrade above 
pre industrial temperatures. First major historical step to 
reverse CO2 clock! 

XXI.
 Oxygen Cylinder at Back will be

 

Must for Normal Breathing
 

If this today's exponential addition trend of CO 2 
emission to atmosphere continued for next 20 years in 
this world, then 2033 all over the world people should 
carry Oxygen cylinder at the back to have normal 
breathing.

 

XXII.
 

Individual
 
Life Style Change to 

Save Mother Earth
 

a)
 

Need Vs Greed
 

As Mahatma Gandhi rightly said, in this world 
we have enough things to meet out the need of every 
individual not the greed of every individual.

 

b)
 

Paradigm shift - Urgent Need
 

Small..Small contribution made by small people 
in various parts of the world in the above three angles 
will significantly and dramatically alters

 
the course of this 

world in mitigating Global Warming and to achieve 
sustainable development. That small is "WE”.

 

We should be first aware about the urgent need 
to develop

 
carbon less development, in spite of 

population explosion and fast track world GDP growth.
 

Here again only solution to solve Global 
Warming crisis is to change our life style by following the 
Gandhiji's life style prescription of " Simple Living, High 
In Thinking ". 

c)

 

Carbon Intensive development to Carbon Less 
development

 

This is high time for individual world citizen to 
aware about urgent need for paradigm shift and 
practically move from Greed based carbon intensive 
development

 

to Need based carbon less sustainable 
development consciously that too immediately to save 
mother earth.

 

It is a situation of NOW or NEVER.

 

XXIII.

 

E

 

Car (electric car) to

 

Save 
Mother Earth

 

As Swami Vivekananda rightly put it, Truth is 
simple. Because of its

 

simplicity people have forgotten.
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One of the major solutions to solve the Global 
warming is paradigm shift to E car from Conventional 
petrol Car or diesel car.



XXIV. Future Car - IC Engine Less..Gear 
Less Car 

a) One Billion car phase out 
By 2030, all our existing 1 billion car available all 

over world, in the road will undergo radical shift and go 
out of world road and give a way towards Electrical Car. 

b) Heaven Powered Car 
Again electrical car will be charged by Heaven 

Power (Wind, Water & Solar), not Hell Power (Coal, 
Natural Gas, Diesel etc.,) 

c) Fuel Free RE Powered Car 
Let us open up our eyes for emerging reality. By 

2020 one out of four new cars of US is going to be 
ElectriCity Car. 

By 2030, 90 % of US new cars will be ElectriCity 
Car, MOST ENERGY EFFICIENT AND FREE ROOF TOP 
SUN / WIND POWERED CAR.  Just like we charge 
mobile phone daily, every car of world will be charged 
by electrically on daily basis that too using Renewable 
Power not conventional thermal power. 

It's Sustainable Development Era..more 
specifically Renewable Power Era & Sun Power Era. Let 
us Live Harmonious with nature reduce our Carbon Foot 
Print and have a concern for Mother earth all 365 days 
of a year, not only on 22nd of April of every year. 

We live only once, if we live harmonious with 
nature that will do! 

Summary or Urgent Action required from World 
Citizen:

 

ISR (Individual Social Responsibility) to Save 
Mother Earth from ICU.

 

∗
 

Are you an owner of Luxury / Sports Utility Car?
 

It is high time to settle for compact small Fuel 
economy car to Reduce Carbon

 
Foot print as well as 

PM 2.5 (Particle Matter 2.5
 
MM).

 

∗
 

Are you an owner of Diesel car?
 

It is high time to graduate to Petrol car, because 
Diesel pollutes

 
1500 times compare to Petrol.

 

∗
 

Are you a owner of Petrol car?
 

It is high time to graduate to Hybrid (Petrol/ 
Diesel + Electric) car to partially reduce your carbon 
foot print, reduce contribution of SO x, NOx, CO and 
SPM (Solid Particle Matter)!

 

∗
 

Are you an owner of
 
Hybrid

 
car?

 

It is high time to graduate to 100 % Electric car 
fully to reduce your carbon foot print, reduce 
contribution of SO x, NOx, CO and SPM (Solid Particle 
Matter) !

 

∗
 

Are you a owner of 100 % EV car charged by 
conventional Fossil Fuel based Hell power?

 

It is high time for individual as well as world to 
graduate to 100 % EV car charged by Renewal Power 

like Roof top Solar or Wind or Biogas or Hybrid based 
Heaven power car! 

Paradigm shift in Automobile Industry is on all 
over the world. In India EV trend has just started. Instead 
of waiting for Government to act and Corporate to act, 
let us save mother earth from ICU as a responsible 
world citizen. 
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after successful completion of three years as Fellow and as Peer Reviewer. In addition, 
it is also desirable that you should organize seminar/symposium/conference at least 
once.

We shall provide you intimation regarding launching of e-version of journal of your 
stream time to time.This may be utilized in your library for the enrichment of 
knowledge of your students as well as it can also be helpful for the concerned faculty 
members.

FELLOW OF ASSOCIATION OF RESEARCH SOCIETY IN BUSINESS (FARSB)

The “FARSB” is a dignified title which is accorded to a person’s name viz. Dr. John E. Hall, 
Ph.D., FARSBA or William Walldroff, M.S., FARSBA.
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As FARSBA, you will be given a renowned, secure and free professional email address 
with 100 GB of space e.g. johnhall@globaljournals.org. This will include Webmail, 
Spam Assassin, Email Forwarders,Auto-Responders, Email Delivery Route tracing, etc.

The FARSBA will be eligible for a free application of standardization of 
their researches. Standardization of research will be subject to 
acceptability within stipulated norms as the next step after publishing in a journal. We 
shall depute a team of specialized research professionals who will render their services 
for elevating your researches to next higher level, which is worldwide open 
standardization.

The FARSBA member can apply for grading and certification of standards of their 
educational and Institutional Degrees to Open Association of Research, Society U.S.A.
Once you are designated as FARSBA, you may send us a scanned copy of all of your 
credentials. OARS will verify, grade and certify them. This will be based on your 
academic records, quality of research papers published by you, and some more 
criteria. After certification of all your credentials by OARS, they will be published on 
your Fellow Profile link on website https://associationofresearch.org which will be helpful to upgrade 
the dignity.

The FARSBA members can avail the benefits of free research podcasting in Global 
Research Radio with their research documents. After publishing the work, (including 
published elsewhere worldwide with proper authorization) you can upload your 
research paper with your recorded voice or you can utilize chargeable 
services of our professional RJs to record your paper in their voice on 
request.

The FARSBA member also entitled to get the benefits of free research podcasting of 

their research documents through video clips. We can also streamline your conference 
videos and display your slides/ online slides and online research video clips at 
reasonable charges, on request.

The FARSBA can go through standards of OARS. You can also play vital role if you have 

any suggestions so that proper amendment can take place to improve the same for the 
benefit of entire research community.
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The ' MARSBA ' title is accorded to a selected professional after the approval of the 

Editor-in-Chief / Editorial Board Members/Dean.

The “MARSBA” is a dignified ornament which is accorded to a person’s name viz. Dr. 

John E. Hall, Ph.D., MARSBA or William Walldroff, M.S., MARSBA.

MARSB accrediting is an honor. It authenticates your research activities. After becoming MARSBA, you 

can add 'MARSBA' title with your name as you use this recognition as additional suffix to your status. 

This will definitely enhance and add more value and repute to your name. You may use it on your 

professional Counseling Materials such as CV, Resume, Visiting Card and Name Plate etc.

The following benefitscan be availed by you only for next three years from the date of certification.

MARSBA designated members are entitled to avail a 25% discount while publishing 

their research papers (of a single author) in Global Journals Inc., if the same is 

accepted by our Editorial Board and Peer Reviewers. If you are a main author or co-

author of a group of authors, you will get discount of 10%.

As MARSBA, you will be given a renowned, secure and free professional email address 

with 30 GB of space e.g. johnhall@globaljournals.org. This will include Webmail, Spam 

Assassin, Email Forwarders,Auto-Responders, Email Delivery Route tracing, etc.

MEMBER OF ASSOCIATION OF RESEARCH SOCIETY IN BUSINESS (MARSBA)

The FARSBA is eligible to earn from sales proceeds of his/her 
researches/reference/review Books or literature, while publishing with Global 
Journals. The FARSBA can decide whether he/she would like to publish his/her research 
in a closed manner. In this case, whenever readers purchase that individual research 
paper for reading, maximum 60% of its profit earned as royalty by Global Journals, will 
be credited to his/her bank account. The entire entitled amount will be credited to 

his/her bank account exceeding limit of minimum fixed balance. There is no minimum time limit for 
collection. The FARSC member can decide its price and we can help in making the right decision.

The FARSBA member is eligible to join as a paid peer reviewer at Global Journals 
Incorporation (USA) and can get remuneration of 15% of author fees, taken from the 
author of a respective paper. After reviewing 5 or more papers you can request to 
transfer the amount to your bank account.
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We shall provide you intimation regarding launching of e-version of journal of your 

stream time to time.This may be utilized in your library for the enrichment of 

knowledge of your students as well as it can also be helpful for the concerned faculty 

members.

Once you are designated as MARSBA, you may send us a scanned copy of all of your 

credentials. OARS will verify, grade and certify them. This will be based on your 

academic records, quality of research papers published by you, and some more 

criteria.

It is mandatory to read all terms and conditions carefully.

The MARSBA member can apply for approval, grading and certification of standards of 

their educational and Institutional Degrees to Open Association of Research, Society 

U.S.A.
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Auxiliary Memberships 
  

Institutional Fellow of Open Association of Research Society (USA)-OARS (USA)
Global Journals Incorporation (USA) is accredited by Open Association of Research 
Society, U.S.A (OARS) and in turn, affiliates research institutions as “Institutional 
Fellow of Open Association of Research Society” (IFOARS).
The “FARSC” is a dignified title which is accorded to a person’s name viz. Dr. John E. 
Hall, Ph.D., FARSC or William Walldroff, M.S., FARSC.
The IFOARS institution is entitled to form a Board comprised of one Chairperson and three to five 
board members preferably from different streams. The Board will be recognized as “Institutional 
Board of Open Association of Research Society”-(IBOARS).

The Institute will be entitled to following benefits:

The IBOARS can initially review research papers of their institute and recommend 
them to publish with respective journal of Global Journals. It can also review the 
papers of other institutions after obtaining our consent. The second review will be 
done by peer reviewer of Global Journals Incorporation (USA) 
The Board is at liberty to appoint a peer reviewer with the approval of chairperson 
after consulting us. 
The author fees of such paper may be waived off up to 40%.

The Global Journals Incorporation (USA) at its discretion can also refer double blind 
peer reviewed paper at their end to the board for the verification and to get 
recommendation for final stage of acceptance of publication.

The IBOARS can organize symposium/seminar/conference in their country on behalf of 
Global Journals Incorporation (USA)-OARS (USA). The terms and conditions can be 
discussed separately.
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The Board can also play vital role by exploring and giving valuable suggestions 
regarding the Standards of “Open Association of Research Society, U.S.A (OARS)” so 
that proper amendment can take place for the benefit of entire research community. 
We shall provide details of particular standard only on receipt of request from the 
Board.

The board members can also join us as Individual Fellow with 40% discount on total 
fees applicable to Individual Fellow. They will be entitled to avail all the benefits as 
declared. Please visit Individual Fellow-sub menu of GlobalJournals.org to have more 
relevant details.
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We shall provide you intimation regarding launching of e-version of journal of your stream time to 
time. This may be utilized in your library for the enrichment of knowledge of your students as well as it 
can also be helpful for the concerned faculty members.

After nomination of your institution as “Institutional Fellow” and constantly 
functioning successfully for one year, we can consider giving recognition to your 
institute to function as Regional/Zonal office on our behalf.
The board can also take up the additional allied activities for betterment after our 
consultation.

The following entitlements are applicable to individual Fellows:

Open Association of Research Society, U.S.A (OARS) By-laws states that an individual 
Fellow may use the designations as applicable, or the corresponding initials. The 
Credentials of individual Fellow and Associate designations signify that the individual 
has gained knowledge of the fundamental concepts. One is magnanimous and 
proficient in an expertise course covering the professional code of conduct, and 
follows recognized standards of practice.

Open Association of Research Society (US)/ Global Journals Incorporation (USA), as 
described in Corporate Statements, are educational, research publishing and 
professional membership organizations. Achieving our individual Fellow or Associate 
status is based mainly on meeting stated educational research requirements.

Disbursement of 40% Royalty earned through Global Journals : Researcher = 50%, Peer 
Reviewer = 37.50%, Institution = 12.50% E.g. Out of 40%, the 20% benefit should be 
passed on to researcher, 15 % benefit towards remuneration should be given to a 
reviewer and remaining 5% is to be retained by the institution.

We shall provide print version of 12 issues of any three journals [as per your requirement] out of our 
38 journals worth $ 2376 USD.                                                   
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The individual Fellow and Associate designations accredited by Open Association of Research 
Society (US) credentials signify guarantees following achievements:

 The professional accredited with Fellow honor, is entitled to various benefits viz. name, fame, 
honor, regular flow of income, secured bright future, social status etc.
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Note :
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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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Pivotal · 1, 26
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