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Socio-Economic Determinants of Tobacco use in Tanzania: 
Estimates using Demographic Health Survey    

 
By Ernest N. Tingum, Moses A. Ofeh & Akwi Tafah

 
  

Abstract- Tobacco use increases morbidity and mortality and is an established health hazard as it contributes to 
multiple diseases, including cardiovascular, pulmonary, musculoskeletal, immune diseases, and cancer and asthma 
(WHO, 2011). Information on factors affecting the tobacco use is useful for policies on tobacco reduction, especially 
in developing countries. This paper examines the key socio-economic characteristics associated tobacco use using 
a Demographic Health Survey (DHS) data (2010) in Tanzania. Both logit and multinomial logistic regression models 
are used to identify key determinants of tobacco consumption choices. The regression analyses of tobacco use in 
Tanzania identify age, urban residence, no education, primary, poorest, poor and never married as factors 
associated with the choice of tobacco use among males, while age, no education, primary, poorest, poor, 
unemployed and being an unskilled and domestic employer were significantly associated with female tobacco use. 
The prevalence of tobacco use in Tanzania is high as compared to the rates in other SSA countries. Although the 
government in collaboration with WHO continues to enact policies to address the problem, there is a need for 
effective implementation and enforcement of tobacco reduction policies. There is also the need for health education 
to modify social norms and also reduce tobacco use in Tanzania.    

Keywords: socio-economic, determinants, tobacco, multinomial, logit, tanzania. 
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Socio-Economic Determinants of Tobacco use 
in Tanzania: Estimates using Demographic 

Health Survey 
Ernest N. Tingum α, Moses A. Ofeh σ & Akwi Tafah ρ 

Abstract- Tobacco use increases morbidity and mortality and 
is an established health hazard as it contributes to multiple 
diseases, including cardiovascular, pulmonary, 
musculoskeletal, immune diseases, and cancer and asthma 
(WHO, 2011). Information on factors affecting the tobacco use 
is useful for policies on tobacco reduction, especially in 
developing countries. This paper examines the key socio-
economic characteristics associated tobacco use using a 
Demographic Health Survey (DHS) data (2010) in Tanzania. 
Both logit and multinomial logistic regression models are used 
to identify key determinants of tobacco consumption choices. 
The regression analyses of tobacco use in Tanzania identify 
age, urban residence, no education, primary, poorest, poor 
and never married as factors associated with the choice of 
tobacco use among males, while age, no education, primary, 
poorest, poor, unemployed and being an unskilled and 
domestic employer were significantly associated with female 
tobacco use. The prevalence of tobacco use in Tanzania is 
high as compared to the rates in other SSA countries. 
Although the government in collaboration with WHO continues 
to enact policies to address the problem, there is a need for 
effective implementation and enforcement of tobacco 
reduction policies. There is also the need for health education 
to modify social norms and also reduce tobacco use in 
Tanzania. 
Keywords: socio-economic, determinants, tobacco, 
multinomial, logit, tanzania. 

I. Introduction 

obacco use increases morbidity and mortality and 
is an established health hazard as it contributes to 
multiple diseases, including cardiovascular, 

pulmonary, musculoskeletal, immune diseases, and 
cancer and asthma (WHO, 2011). Such tobacco-related 
morbidity occurs disproportionately in developing 
countries, where smoking has reached epidemic rates 
particularly in the past decades with an increased in 
tobacco consumption rates especially in Africa. The 
increase in smoking rates can be attributed to the fact 
that most of the raw tobacco is processed in developed 
countries and exported back to Africa for consumption. 
 
Author α: School of Public Policy, Central European University, Hungary. 
e-mail: ngehernest@gmail.com 
Author σ: Department of Economics, Higher Teachers Training College, 
University of Bamenda; P.O Box 39, Bambili.   
e-mail: ofeh2002@yahoo.com 
Author ρ: Department of Economics, University of Dar es Salaam, 
Tanzania. e-mail: akwitafoteh@gmail.com 

In 2008, tobacco use killed over five million 
people worldwide as compared to 4.9 million in 2000 
(Jha, 2012). In 2015, it was estimated that the global 
yearly death toll as a result of tobacco use is 6 million 
(including exposure to secondhand smoke). This is 
more than tuberculosis, HIV/AIDS and malaria 
combined. If unchecked, the number of deaths will 
increase to around ten million in 2030, with more than 
80% of these deaths happening in developing countries 
(ASH, 2015). At the same time, worldwide tobacco 
usage accounted for 4.1% of global burden of ill health 
in 2000; much of this burden was due to an increase in 
the last full decade of tobacco-related illnesses in 
developing countries (Ezzati et al 2002). 

As use of cigarette and other tobacco products 
declines in high-income countries, increasing attention 
has turned to the growth of cigarette use in middle- and 
low-income countries (Jha & Chaloupka, 2000; Opdal, 
2008). From 1970 to 2000, per capita cigarette 
consumption fell by 14% in developed countries and 
rose by 46% in developing counties (Guindon and 
Boisclair, 2003). The increase occurred primarily among 
men but, given marketing efforts of tobacco companies, 
use by women appears primed to move upward 
(Ernster, Kaufman, Nichter, Samet, & Yoon, 2000; 
Mackay, 1998). Largely because of the growth in low- 
and middle-income nations, the number of smokers 
worldwide has now risen to 1.3 billion and may well 
reach 1.5 billion by 2025 (Mackay, Eriksen, and     
Shafey, 2006). 

Tanzania is one of the major producers of 
tobacco in the world and the second largest producer in 
Africa after Malawi1

                                                            
1 Tanzania is one among the poorest countries of the world. Per capita 
income is estimated at about US$ 450 per

 
year. Covering an area of 

945,000 square kilometers, it has a population of about 42 million 
growing at about 3 percent a year. The economy is heavily dependent 
on agriculture (primarily, tobacco, coffee, cotton, tea, cloves, cashew 
nuts, sisal, maize, rice, wheat, and cassava), which accounts for about 
50 percent of GDP, provides 85 percent of exports, and is by far the 
largest employer.

 

 

. For the year 2011-2012 the area 
planted was 118250 hectares with a yield of 126620 
tones, amounting to 1.07 tons per hectare. With regards 

T 
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to cigarette use, the overall smoking prevalence rate is 
12.4% for males, 8.8% for females and 10.6 overall 
(WHO, 2012). However, the overall tobacco use 
increases to 20.5% when the reference population is 
limited to adults (15 to 60 years). Most smokers in 
Tanzania appear to lack the understanding of the 
harmful health effects of tobacco use, the 
corresponding high health care expenditure as well as 
reduced earnings that emanate from smoke related 
diseases (Kidane et al, 2014). 

The harm that tobacco use does to health is 
irrefutable. The evidence in tens of thousands of careful 
scientific articles from around the world testifies that 
tobacco use (chewing or smoking) and inhaling 
“secondhand” or side stream smoke from cigarettes 
raises the risk of many serious diseases. Moreover, 
tobacco use is one of the major preventable causes of 
disease and premature death. The efficacy and cost 
effectiveness of a well-tested set of policies and 
interventions have been clearly established over several 
decades, in many countries around the world, at various 
income levels and in many different cultures. The 
adverse effects of tobacco use on the health of an 
individual are well known. Therefore, it is essential to 
identify factors leading to tobacco use to plan strategies 
to limit its use. 

While cigarette smoking is a major health issue, 
other forms of tobacco use (pipe smoking, snuff and 
tobacco chewing) are growing concern especially as 
Tanzania is the second highest producer of tobacco in 
Africa after Malawi. Like cigarette smoking, these forms 
of tobacco use have increased considerably among the 
elderly rural population in Tanzania especially in 
Tobacco growing regions. Other forms of tobacco use 
seem to have similar negative health affects to cigarette 
smoking on consumers although this has not been well 
explored. Regardless of the type of tobacco product, 
tobacco use has adverse   health   effects. The age at 
which people start tobacco use is crucial, as once 
smoking is commenced the addictive effect of nicotine 
is likely to promote continuous consumption (Morrell et 
al., 2011). 

The bottom line is clear: reducing tobacco use 
is good for health, and makes sound economic sense. 
Therefore, Tanzania would derive net economic gains, 
not losses if their demand for tobacco products fell, 
because economic losses would be offset by economic 
gains at household and national levels. Despite 
Tanzania being one of the highest producers and 
subsequent consumers of tobacco in Africa, hardly any 
study to the best of our knowledge has empirically 
estimated the socio-economic determinants of tobacco 
use using DHS data. Obtaining an understanding of 
factors influencing tobacco use will facilitate the 
development of effective interventions to prevent 
smoking initiation, as well as to assist established 
smokers to quit smoking. This study examines factors 

associated with tobacco use in Tanzania. This research 
will help us understand the meanings of smoking for the 
Tanzanian population as well as the social determinants 
that influence the uptake of smoking and tobacco use, 
as well as cessation. 
  Therefore, this study investigates tobacco use 
in Tanzania because of high rates of prevalence of 
consumption. Additionally, Tanzania requires more 
consideration because it is the second largest producer 
of tobacco in Africa and more especially and tobacco-
induced non-communicable diseases (NCDs) such as 
cardiovascular diseases, cancer and chronic obstructive 
pulmonary disease have emerged as major causes of 
mortality (Kidane et al., 2015). More so, even after the 
ratification of the WHO Framework Convention on 
Tobacco Control (FCTC), the relatively weak tobacco 
control policies and programs in Tanzania provide a 
potential market for the tobacco industry to exploit. 
Therefore, this study investigates adult tobacco use in 
Tanzania because of the high rates of prevalence 
compared with other Sub-Saharan African countries.  

This paper analyzes individual tobacco use and 
consumption by using Demographic Health Survey 
(DHS) data (2010) of Tanzania. The objective is to 
identify and examine the socioeconomic and 
demographic factors that influence individuals’    
tobacco use. 

II. Prevalence of Tobacco use in Main 
Cities of Tanzania 

Tobacco use prevalence is rising in the main 
cities of Tanzania. It is estimated that more than a third 
(37%) of all adults (age 15+) use some form of tobacco 
and almost half of adult men (49%) and a quarter of 

adult women (25%) currently use tobacco products. 
Among youth (age 13-15) in Dar es Salaam, 6% 
currently smoke cigarettes (male 10%; female 2%). It 
was also estimated that more than 10% of youths in Dar 
es Salaam and other main cities like Arusha and 
Kilimanjaro currently use tobacco products other than 
cigarettes (male 13%; female 7%). Tobacco chewing 
and pipe smoking are popular among the poor in rural 
areas especially the tobacco cultivating regions of 
Tabora and Mara regions (Tanzania Step Survey, 2012). 

Unlike in developed countries where cigarette 
smoking is common, both smoking- and chewing-
tobacco are prevalent among tobacco users in many 
developing countries especially in Tanzania which is the 
2nd highest producer of tobacco products after Malawi 
and Zimbabwe in Africa (Kidane et al., 2015). Smoking 
cigarettes is a common habit among the general male 
population in Tanzania especially in urban areas while 
pipe smoking and chewing tobacco are common habits 
among the elderly people mostly in rural areas. World 
Health Organization analyzed the cost of tobacco 
consumption at the national level is found to be 
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associated with the increased health-care costs, loss of 
productivity due to illnesses and early deaths and 
environmental pollution (WHO, 2011) 

Using Tanzanian Step Survey-2012 fact sheet, 
prevalence of tobacco use in Tanzania can be illustrated 
as show in Table 1. 

Table 1: Prevalence of Tobacco use in Tanzania 

Results for adults aged 25 - 64 years Both sexes Males Females 

Percentage who smoke tobacco 14.10% 26.00% 2.90% 

 
(12.4% - 15.8%) (23.1% -28.9%) (1.7% - 4.0%) 

Percentage who smoke tobacco daily 11.80% 22.20% 2.00% 

 
(10.2% - 13.4%) (19.7% - 24.7%) (0.7% -3.2%) 

Percentage of current tobacco users (smoke 
and smokeless tobacco) 15.90% 28% 4.50% 

 
(14.0% - 17.9%) (25.1% - 30.9%) (3.3% - 5.6%) 

For those who smoke tobacco daily 

Average age started smoking (years) 21.9 21.8 22.4 

 
(21.0 - 22.8) (21.1 - 22.5) (17.8 - 27.0) 

Percentage daily smokers smoking 
manufactured cigarettes 79.80% 81.20% 64.80% 

  (72.6% - 87.0%) (74.9% - 87.5%) (32.6% - 96.9%) 

                                                                                                                 Source: Tanzania Step Survey – 2012 Fact sheet 

Table 2:
 
Prevalence of Tobacco use from three regions in Tanzania

 

 
Arusha   Dar es Salaam   Kilimanjaro 

Type Male Female Total 
 

Male Female Total 
 

Male Female Total 

- Ever smoked cigarettes 7.5% 4.9% 6.2% 
 

12.7% 6.0% 9.2% 
 

16.3% 11.8% 14.1% 
- Current users of 
Cigarettes 2.2% 1.1% 1.7% 

 
4.6% 0.7% 2.6% 

 
3.3% 3.8% 3.6% 

- Ever users of any 
tobacco products 12.4% 8.8% 10.6% 

 
9.7% 5.3% 7.6% 

 
12.5% 9.3% 10.9% 

- Current users of other 
tobacco products 10.8% 8.2% 9.5%   6.2% 4.7% 5.7%   10.4% 6.9% 8.7% 
                                                                                                                      Source: Global Youth Tobacco Survey (Tanzania, 2008) 

From the surveys, the following observations 
are with regards to the three main cities  

Arusha - 10.6% of students currently use any 
form of tobacco; 1.7% currently smoke cigarettes; 9.5% 
currently use some other form of tobacco.  

Dar es Salaam - 9.2% of students currently use 
any form of tobacco; 2.6% currently smoke cigarettes; 
5.7% currently use some other form of tobacco.  

Kilimanjaro - 10.9% of students currently use 
any form of tobacco; 3.6% currently smoke cigarettes; 
8.7% currently use some other form of tobacco. 

III. Methodology 

a) Data 
The study uses data from the DHS which 

provides reliable and nationally representative data on 
fertility, family planning, health, and nutrition of 
populations in developing nations. The survey has been 
conducted in 79 countries across the world since the 
mid-1980s. In Tanzania, a couple of the DHS have been 

conducted with the most recent being in 2010. The 
surveys use stratified two-stage cluster designs that 
oversample low-populated provinces, identify clusters 
within regions, and choose households randomly within 
clusters. The surveys thus select nationally 
representative samples that appropriately include rural 
as well as urban residents. 

For sampled households, one member answers 
questions about the household in general and provides 
a list of household residents. Interviews of household 
representatives were completed for 97–99% of selected 
households, but response rates were a bit lower for 
household members. The age ranges of the samples 
are limited to 15–49 years because the DHS are 
designed to study fertility, which may bias estimates of 
tobacco use among all adults. The low end of the age 
range begins at age 15 years, by which time a small but 
meaningful percentage of youth has already started 
smoking whereas, the high end of the range misses 
older smokers (Mackay et al., 2006). 

© 2017   Global Journals Inc.  (US)
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Table xx: Descriptive Statistics 

Variables Categories/description Cigarettes Others 

gender 
female 83.50 80.23 
male 16.49 19.77 

    

marital status 
Married 46.27 9.63 
Widowed / Divorced 7.970 50.15 
Never Married 45.76 40.22 

    
Residence 

Urban 53.98 23.54 
Rural 46.02 76.46 

    

sector 

Unemployed 19.98 39.20 
Agriculture, manufacturing 44.70 37.90 
Domestic workers and construction 25.10 17.52 
Public sector, health care, education 10.14 5.380 

    

wealth 

poorest 17.47 33.37 
poor 31.22 29.35 
middle  24.84 20.69 
Rich 18.43 12.39 
Richest 8.040 4.370 

    insurance percentage coverage 20.01 16.85 

    

education 
No education or less than primary 38.36 40.3 
Primary education 27.37 31.73 
Secondary and higher 34.27 27.97 

    age (mean) mean age of respondents in years 34.0 37.2 

 

In terms of gender, we see about typical 
distribution of 88.33% females among the cigarette 
smokers and 80.23% among other tobacco users 
respectively, while men tend to be under-represented in 
the sample. Cigarette smokers are better educated than 
other users. The data shows that mostly the poorest and 
poor respondent have a high proportion of tobacco use. 
Meanwhile, cigarette smokers are relatively more 
covered by insurance, other tobacco users are less 
covered. This may be due to the fact that most 
respondents using other forms of tobacco are mostly 
residing in the rural areas (76.46%). In terms of marital 
status, mostly the married and never married are 
cigarette smokers while other forms of tobacco use is 
mostly among the divorced/widowed and never married. 
The mean age of respondents (34 years and 37.2 years 
for cigarette smokers and other users respectively) show 
that tobacco users are mature and should be

 
able to 

make rational decisions about their tobacco use or 
consumption.

 
 
 

 
b) Model Specification 
In this section, two models will be specified.  

The first model examines the determinants of 
tobacco use taking into consideration the place of 
residence. The probability of using tobacco is a function 
of social and economic variables, and a multinomial 
logit framework is utilized in exploring the effects of 
these variables on smoking prevalence. The dependent 
variable, smoking prevalence, has three classes: 0 = 
non-smokers, 1 = cigarette smokers and 2 = pipe 
smokers, snuff and chewing tobacco i.e., the estimates 
give the  probability of cigarette smokers and pipe 
smokers, snuff and chewing tobacco relative to the  
reference state of non smokers. The standard errors are 
corrected for repeated observations on the same 
persons. This approach will present odds ratios for 
belonging to the two tobacco smoking categories 
(cigarettes and pipe/other) relative to the baseline 
category of non-smokers.  

A Multinomial Logit Model (MNLM) which 
simultaneously estimates binary logits for all possible 
comparisons among the outcome categories is well 
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suited to examine such multiple outcomes (Long, 1996). 
Each nominal outcome is specified as a nonlinear 
function of the independent variables. The MNLM is 
formally stated as follows: 

Let y  be a dependent variable with J nominal 

outcomes. The J categories are numbered 1,..., J  but 

are not ordered in any way. Let Pr( )i iy m X=  be the 

probability of observing outcome m  for individual i  
given ,X the set explanatory variables. As a probability 
model, the MNLM is written as: 

Pr( )(X) 1,...,
Pr( )m X m b

y m XIn In X for m J
y b X

β=
Ω = = =

=
 Where b is the base or reference category, also 
referred to as the comparison group. These J  

equations can be solved to compute the predicted 
probabilities: 

1

exp( )
Pr( )

exp( )
m b

J
j bj

X
y m X

X

β

β
=

= =
∑

 The tobacco smoking questions consider only 
current behavior, and the surveys contain no information 
on age of adoption, former smoking, or age of 
cessation. For the analysis of multinomial logit, the 

dependent variable ( )y  has 3 outcome categories ( )J  

namely: no tobacco use (base category-b), smoking 
cigarettes (excluding those who use both cigarettes and 

other tobacco), and using other forms of tobacco (pipe 
smoking, snuff and chewing tobacco).  

In additional to the multinomial logit model, we 
also use a logit model to investigate determinant of the 
decision to smoke among current smokers (number of 
cigarettes in the last 24 hours). It means that we use the 
standard logit model to estimate the probability of 
smoking among current smokers in Tanzania. 

( 2 / )
1

x

x

ep y x
e

β

β= =
+

where x are the economic and demographic 
variables as explained below: 

c) Factors influencing tobacco use  
The surveys ask respondents four questions, 

each with yes or no responses available, on whether 
they smoke cigarettes, pipes, other tobacco, or nothing. 
Respondents using a mix of non-smoking tobacco use 
with cigarette smoking are identified and dropped from 
the analysis. 

The analyses examine the association of 
tobacco use with the following economic and 
demographic variables. Age in single years ranges from 
15–49 years for women and 15–54 years for men. All 
other variables are treated as dummy variables. Urban 
residence equals one for those living in cities and zero 
otherwise. Education has four categories: (1) no school 
(reference category), (2) completed primary school, (3) 
completed secondary school, and (4) post-secondary 
schooling. Employment status include: (1) employed 
and zero other. Occupation includes: (1) not working 
(reference category), (2) agricultural self-employed 
workers and employees, (3) household, domestic, 
service, and skilled or unskilled manual workers, and (4) 
professionals, technicians, managers, and clerical and 
sales workers. Analysis will be based on male and 
females since DHS data is normally divided into male 
and female datasets. 
 

Although the choice of these variables are 
informed by the literature (John et al., 2012; Palipudi et 
al., 2012; Hosseinpoor et al., 2011), it was 
simultaneously constrained by the information available 
in the Tanzanian DHS dataset. All the variables, except 
age, are categorical. Although price is an important 
variable in the estimation of determinants of tobacco 
and cigarette use (Jha and Chaloupka, 2000), was not 
included in the regression because the price paid for 
tobacco was not collected by the survey and the cross-
sectional nature of data limited variation in tobacco 
prices across time. Religion and ethnicity are not 
included in the Tanzanian DHS according to the 
constitution of the United Republic of Tanzania. 
Therefore, these two variables are not being included in 
our analysis.  

IV. Estimation Results (More 
Interpretation) 

Table 3 presents the multinomial logit 
regression and logit regression for both male and 
female individuals. Since the coefficients of these 
regressions do not have clear economic meaning, the 
marginal effects of the explanatory variables are 
computed. The

 
marginal effect is equal to the partial 

derivative of response probabilities with respect to the 
explanatory variables, calculated at the mean value of 
the explanatory variables. 
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(2)

(3)



The results show that the probability of smoking 
first increases and then decreases when the age 
increases for both males and females. These findings 
are consistent with Laxminarayan and Deolalikar (2004) 
and Cuong (2012).  

People with no education and primary 
education are more likely to smoke than people with 
secondary and post secondary education. Similar to 
other results, people with the high of education are more 
likely to reduce smoking prevalence rate. Individuals 
belonging to the poorest and poor income groups are 
more likely to smoke than people in the rich group, in 
respective of the gender. This result stipulates that 
increase in income can lead to a reduction in smoking. 
These findings are similar to those of several studies 
such as Townsend et al., (1994), Evans et al., (1996), 
Laxminarayan and Deolalikar (2004) and Cuong (2012).  

People who have never married are mostly likely 
to increase smoking prevalence for males. The effect is 
most likely to reduce for females even though it is not 
significant. Married people are less likely to smoke. This 
shows that the effect of marriage is positive and 
statistically significant on reducing the smoking intensity 
rates among Tanzanians.  

The results show that being a domestic 
unskilled female worker increases the probability of 
smoking as compared to male domestic unskilled 
workers which is not statistically significant. 

Household size does not have a significant 
effect on the smoking status for all the models. 
However, the negative sign on the coefficients shows 
that individuals living in a household with a larger 
proportion of members are less likely to smoke. 

Table 3: Multinomial Logit and Logit regression for Tobacco use in Tanzania (2010) 

Variable 

Male    Female   

Multinomial logit Logit 
 

Multinomial logit Logit   
Cigarette Others Smoking   Cigarette Others  Smoking   

Age 0.349*** 0.5101*** 0.339** 
 

0.0138** 0.473** 0.161***   

 
(0.539) (0.193) (0.052) 

 
(0.008) (0.139) (0.056)   

Agesq -0.004*** -0.0067** -0.004 
 

-0.0001 -0.003 -0.001   

 
(0.001) (0.003) (0.001) 

 
(0.000) (0.002) (0.001)   

 
Urban 0.4719** -0.7986 0.427 

 
-0.005 -0.502 -0.276 

  

 
(0.179) (0.557) (0.176) 

 
(0.006) (0.054) (0.184)   

Rural 
 

Omitted 
 

     

 
 

  

Noeduc 0.4927** 14.929*** 0.564** 
 

0.262* 2.36*** -1.873***   

 
(0.237) (0.527) (0.230) 

 
(0.016) (0.002) (0.724)   

Primary 0.5078*** 14.381*** 0.549*** 
 

0.0678 0.024** -2.42***   

 
(0.168) (0.373) (0.166) 

 
(0.019) (0.004) (0.722)   

Sec_high 
 

Omitted 
 

     

 
 

  

Hhsize -0.043* -0.031 -0.039* 
 

-0.058 0.028 0.015   

 
(0.017) (0.040) (0.017) 

 
(0.006) (0.019) (0.013)   

 
Poorest 0.9692*** 1.302* 1.077*** 

 
0.8807** 1.1555*** 1.908*** 

  

 
(0.259) (0.782) (0.251) 

 
(0.105) (0.074) (0.288)   

Poor 0.7465** 0.7649 0.793*** 
 

0.655** 0.532** 1.714**   

 
(0.248) (0.805) (0.241) 

 
(0.104) (0.099) (0.293)   

Middle 0.4203* 0.2426 0.431* 
 

0.984 0.609 1.104***   

 
(0.244) (0.810) (0.239) 

 
(0.111) (0.162) (0.291)   

Rich 0.198 0.044 0.185 
 

-0.583 0.269 0.192   

 
(0.213) (0.723) (0.208) 

 
(0.118) (0.077) (0.297)   

Richest Omitted 
      

  
 
Insurance 0.144 -14.073*** 0.103 

 
-0.233 -0.0207 -0.268 

  

 
(0.256) (0.280) (0.257) 

 
(0.145) (0.127) (0.286)   

 
Never_married 0.864*** 0.836* 0.855*** 

 
0.056 -0.036 -0.581 

  

 
(0.255) (0.868) (0.251) 

 
(0.015) (0.021) (0.593)   

Married -1.274*** -1.129* -1.255*** 
 

-0.064** -0.019*** 0.051   

 
(0.199) (0.578) (0.198) 

 
(0.017) (0.022) (0.110)   

Divorced/widow Omitted 
      

  
 
Unemployed -0.516 0.328 -0.692 

 
0.523** 0.325* 0.445* 
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(0.935) (0.886) (0.865) 

 
(0.142) (0.021) (0.453)   

Agriculture -0.018 -0.399 -0.005 
 

0.556* 0.155 0.387   

 
(0.182) (0.684) (0.178) 

 
(0.099) (0.074) (0.395)   

Domestic/unskilled 0.225 -1.26 0.185 
 

0.609*** 0.984*** 0.798*   

 
(0.202) (0.120) (0.201) 

 
(0.162) (0.111) (0.400)   

Skilled/service Omitted 
      

  
 
Constance -8.378*** -26.794*** -7.935*** 

 
-6.713** 9.003** -7.308*** 

  

 
(1.343) (3.099) (1.259) 

 
(0.799) (2.501) (1.181)   

Pseudo-Rsquared 0.1537 0.1602   0.1472 0.159   
Observation 2524 2527   12779   12779   

       Note: ***, **, * represents significance level at 1%, 5% and 10% respectively. 

Table 4: Probability table for logit regression model 

Male    Female 

Probability Frequency Percent   Probability Frequency Percent 
0.05 535 21.17 

 
0.05 10924.77 85.49 

0.1 277 10.96 
 

0.1 1536.03 12.02 

0.15 277 10.96 
 

0.15 283.69 2.22 

0.2 286 11.32 
 

0.2 20.45 0.16 

0.25 280 11.08 
 

0.25 8.95 0.07 

0.3 281 11.12 
 

0.3 3.83 0.03 

0.35 185 7.32 
 

- - - 

0.4 150 5.94 
 

- - - 

0.45 115 4.55 
 

- - - 

0.5 56 2.22 
 

- - - 

0.6 34 1.35 
 

- - - 

0.7 27 1.07 
 

- - - 

0.8 22 0.87 
 

- - - 

0.9 2 0.08 
    Total  2527 100   Total 12779 100 

Mean 0.1982     0.0244 

                                                                                         Source: Author’s Calculation 

Table 4 shows that the probability decreases 
substantially with the increase intensity of tobacco use in 
Tanzania. As for males, 535 out of 2527 have 0.05 
probability of using Tobacco while for females, 10924 
out of 12779 have a 0.05 probability of using tobacco in 
Tanzania. The mean values show that if a male 
individual is chosen at random, there will be a 19.82 
percent that he a tobacco user, whereas for females the 
percentage is relatively low at 2.44.  

V. Conclusion 
Tanzania is a developing country with a high 

prevalence of tobacco use with respect to other SSA 
countries. In the recent years young people as well as 
adults have been highly involved in tobacco 
consumption. This might be attributed to the fact that 
Tanzania is one of the highest producer and exporter of 
tobacco in Africa (second after Malawi). Even though 
Tanzania ratified the WHO Framework Convention on 
Tobacco Control (FCTC) like many SSA countries, the 

government does not have strong legal framework to 
reduce tobacco use. Smoking is still allowed in public 
areas. People can smoke almost everywhere. This 
increases the harms of the second-hand smoke on 
health. 

Understanding the factors affecting smoking is 
helpful for policies on tobacco reduction in Tanzania. 
This paper examines how socio-economic 
characteristics can affect individual tobacco use using 
2010 DHS data. Using the multinomial model and logit 
model, the paper finds age, no education, primary 
education; poorest and poor individuals are the most 
crucial determinants of tobacco use for both male and 
female individuals where as unemployment and working 
in the domestic or unskilled labour are also crucial 
determinants of tobacco use for female individuals. 
Household size, age squared and being married are 
negatively correlated with tobacco use. Therefore, being 
married reduces the probability of smoking significantly. 
The finding on household size is interesting but further 
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in-depth studies would be needed to find out how 
household composition can affect tobacco use 
decisions of household members.  

VI. Limitations 

The age truncation used in the DHS data (15-49 
years) limited the ability to provide an overall picture of 
adult tobacco use in Tanzania. Even though the choice 
of the explanatory variables for the study was informed 
by the existing literature, it was simultaneously 
constrained by information available in the DHS dataset 
and analyses were based on the structure of the data. 
One of the variables of importance (religion) was not 
included in the analysis to better inform policies 
because it is a sensitive issue and consequently not 
included in the survey. This study was cross-sectional in 
nature, which limited the ability to make any causal 
inferences. Nevertheless, the study provided a 
comprehensive investigation into tobacco use in 
Tanzania that could assist the government, public health 
community and policy makers to target their efforts to 
reduce the high level of tobacco use and consequently 
reducing the effects of second-hand smoking. 
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Shedding the Light on Guerrilla Marketing and 
Purchase Intention 

Naglaa Mohamed Diaa 

Abstract- Marketers are seeking the attention of customers 
through eye-catching advertising messages as customers are 
becoming more interested of new unconventional advertising 
approaches. Guerrilla marketing is one unique way to achieve 
this need.  Guerilla marketing is a flourishing marketing 
approach that uses unconventional methods for promoting 
goods and services.  The study aims at examining the effect of 
guerrilla marketing on purchase intention as well as the effect 
of selected demographic variables in relation to purchase 
intention. Quantitative approach was used and a sample of 
400 respondents was surveyed in Egypt. Simple linear 
regression, ANOVA and T-test were used to test the 
hypotheses.  Results showed that advertisement creativity, 
emotional arousal, clarity, humor, and surprise have a positive 
effect on consumer purchase intention. Females were found to 
have a higher effect than males to purchase intention. 
Additionally, the research showed that there is no significant 
effect of age on consumer purchase intention. 
Keywords: guerilla marketing, purchase intention, 
demographic variables, creativity. 

I. INTRODUCTION 

reativity is becoming the name of the marketing 
game. Organizations seek to introduce their 
products and services in a creative at a low-cost 

approach. Guerrilla marketing is a recent technique that 
booms with creative fads to attract consumers’ 
attention. The advancement in technology and the 
popularized use of social media led many companies to 
advertise their products and services via the internet. 
However, the proliferation of advertising leads to 
advertising clutter which reduces consumer’s attention, 
attitude toward the brand and lessens its memorability 
(Dinh & Mai, 2016). Therefore, the use of guerrilla 
marketing is an effective way in comparison to 
traditional marketing to achieve advertising effectiveness 
and influence consumer behavior (Shakeel & Khan, 
2011). 

Guerilla Marketing has a broad range and 
variety of advertising tactics that identify closely the 
target customers. It strikes them by surprise, creating a 
lasting impression in a way that can affect consumer 
buying behavior (Farouk, 2012).Thus, allowing improved 
opportunities to gain customer attention (Shakeel & 
Khan, 2011).  

Revolutionary marketers have changed the 
conventional  environment  of  the  advertising  scene  in 
 

  
 

Egypt in recent years. The broadly-defined background 
of the Egyptian market   as well as the interest of the 
Egyptian consumer in exciting, humor, and creative 
advertisements can lead to a full spectrum of user-
generated ideas applied into action. 

This research aims to investigate the effect of 
guerrilla marketing on purchase intention through an in-
depth- analysis for both constructs. 

II. LITERATURE REVIEW 

Guerrilla marketing concept was developed by 
Jay Conrad Levinson, the father of guerrilla marketing 
(Kelpek, 2014;Tam & Khuong, 2015). The term 'guerrilla' 
appeared in the eighteenth century or earlier, and it has 
a Spanish root with the meaning of ‘small war’. The term 
was then used in England to describe the term ‘fighter’ 
in the beginning of the nineteenth century. In most 
languages, guerrilla means a type of warfare and 
denotes a disagreement as it is associated with the 
battleground (Levinson, 1984). 

The first-time guerrilla marketing formally used 
was in 1984, in Jay Conrad Levinson's book. The 
development of Guerrilla marketing was first defined by 
him in his book ''Guerrilla Marketing" as the act of 
executing an unusual or unexpected marketing activity 
in a common, everyday place in order to generate a 
buzz for products or services. Levinson describes 
Guerrilla marketing as an instant result of limited 
resources that focuses on creativity (Levinson, 1984). 

Guerrilla marketing is an unconventional 
marketing approach that is based on a small budget 
that leads to astonishing and unusual results. Levinson 
(1984) describes guerilla marketing as being fancy, 
uncommon, authentic, flexible, humorous, innovative 
and creative tactics. He believes that all eye-catching 
and innovative advertisements belong to guerilla 
marketing (Isaac, 2014); it has gained a lot of 
importance among marketing tactics and strategies. 
“Guerrilla” means Battle; meaning an attack strategy 
based on the surprise effect tactics (Behal & Sareen, 
2014). 

Making a tremendous social Buzz, surprise 
factor and executing tactics that create undeniable 
impressions are of the few factors that distinguish 
Guerrilla marketing from traditional marketing 
approaches. These types of communications create a 
more valuable impression with minimal sources than 
other traditional forms of traditional advertising and 

C 
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marketing communications. This is related to the main 
aim of guerrilla marketing is to strike the consumer at a 
deeper more personal level. (Horky, 2009) 

Guerrilla marketing uses common, everyday 
places for the execution of unusual or unexpected 
marketing communication in order to generate a buzz 
for normal products and services. Putting the name of 
the brand using a small budget in front of as many 
customers as possible is the main point of guerrilla 
marketing (Manker, 2012)  

Although there are several definitions of GM, its 
basic concept remains in the unconventional methods 
and unusual locations that enables to reach customers 
unpredictably in an innovative and unusual relevant 
ways so the impact will be enduring and unforgettable 
(Tam & Khuong, 2015).  

Similarly, Dahlen , Granlund, & Grenros(2009) 
describe Guerrilla marketing as funny humorous and 
unexpected advertising campaigns that can be easily 
memorized. Guerilla marketing is one of the flourishing 
marketing methods which are used by advertisers to 
make use of the non-traditional means of promoting 
products (Nawarz, et al., 2014). It aims to get maximum 
results from minimum resources (Farouk, 2012; Behal & 
Sareen, 2014). Therefore, it follows a path of the 
weapons that hit the target, look at every possibility in 
order to have the best mix of marketing activities which 
can increase the efficiency of utilizing the marketing 
budget (Nawarz, et al., 2014). 

In (Nawarz, et al., 2014) study, the results 
showed that Guerrilla advertising had a significant 
impact on consumer buying behavior (Nawarz, et al., 
2014).According to Prevot (2009), guerrilla marketing 
can have positive effects on brand equity through the 
positive experience associated in the consumers’ mind 
and consumers can be impressed by the creativity of 
GM which in turn increase the value of the brand. He 
argues that it can have a negative effect as GM relies on 
the element of surprise which can endanger its effects if 
the ad. is inconvenient for potential customers. 
Moreover, he contends that the effect of GM will depend 
on the medium used by the campaign not only how the 
consumers perceive it (Prevot, 2009). 

Shakeel & Khan (2011) confirmed the effect of 
the GM on consumer perecpetion with respect to 
celebrity marketing. 

Guerilla marketing brings strong competitive 
advantage to small and medium enterprises (SME) 
(Navratilova & Milichovsky, 2015). It was used previously 
by SME because of their limited budget (Isaac, 2014) as 
its main goal is to increase customer awareness and 
interest about products through a low-cost budget. It 
can undermine competitors with small surprising attacks 
by using creativity and imagination (Ay, Aytekin, & 
Nardali, 2010). Nowadays, large companies use 
Guerrilla marketing because of financial crises. They try 
to reduce their marketing budget (Isaac, 2014) in the 

same way as a complementary tool to achieve a 
competitive advantage. One of the many reasons why 
guerrilla marketing communication has been so warmly 
welcomed by businesses is that it is not complex and it 
is very straightforward. Keeping it simple is often a 
desired goal of a guerrilla marketing campaign and 
similar tactics can often generate a powerful competitive 
advantage, in other words, less is more (Levinson, 
1984). 

An ad must be unique and appeal to the 
customers and attract their attention to purchase the 
products.  Guerilla marketing uses unconventional and 
unusual techniques of promoting products and services.  
It has a broad range and variety of advertising tactics 
that identifies closely the target customers as it drives to 
strike them by surprise in unconventional and 
unexpected places. Most ideas are simple and 
inexpensive with a lasting impression in a creative and 
positive approach that is expected to affect consumer 
buying behavior (Farouk,2012).  

Nowadays, Guerrilla marketing is viewed as a 
complement to the traditional marketing mix. It tries to 
lessen the usual marketing monotony and acquire 
consumers at the time where traditional marketing 
abandons them. (Nufer, 2013) 

a) Principles of Guerrilla Marketing 
Some of the principles upon which Guerrilla is 

defined are that Guerrilla is geared especially for small 
business to help them gain publicity from minimal 
sources. Guerrilla relies on psychology rather than 
experience, judgment, and guesswork. Money is not the 
main tool for the successful use of Guerrilla; rather it is 
time, energy and imagination that are the main 
determinants of success. In guerrilla marketing, profit is 
the statistic to measure a business, not sales. Guerrilla 
focuses on gaining more transactions with existing 
customers and larger transactions rather than on 
gaining new customers. Guerrilla is not as competitive 
as it seems, it also suggests cooperating with other 
businesses to gain benefits for all. It uses current 
technology to empower a business (Levinson, 1984). 

Researchers are able to identify the most 
important principles of guerrilla marketing which 
includes the unexpected factor, unexpected situations 
and surprise element are two principles upon which the 
strategy is based, and it catches the attention of the 
customer by putting unusual objects in unusual places 
or using unusual objects in unusual time. Another 
principle is creativity and innovation, Guerrilla marketing 
strategy is based on imagination, creative idea, and 
innovative design rather than a big marketing budget. 
Drastic is defined as having a strong or far-reaching 
effect, guerrilla marketing works in a drastic way in order 
to reach the maximum number of target customers. The 
humorous effect breaks the barrier between the 
customer and the brand; it can also significantly 
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increase the number of receivers. Simplicity is the key in 
guerrilla marketing, guerrilla is also considered a one-
shot game, meaning that the campaign is performed in 
a limited period of time and is temporary and should not 
be used again in the same market. The guerrilla strategy 
is based on low cost compared with traditional 
strategies and has an immediate impact on consumers 
(Farouk, 2012). 

b) Dimensions of Guerilla Marketing 
Based on the study of Tam & Khuong, 2015, the 

researcher examines the effects of guerilla marketing 
dimensions: Creativity, surprise, humor, clarity, and 
emotional arousal on the consumer purchase intention. 

i. Creativity 
Creativity is regarded as an effective tool in 

advertising to get through the media clutter, attract 
consumers’ attention, create an impression and lead to 
more effectiveness of an advertising campaign (Till & 
Baack, 2015).There are different perspectives on 
advertising creativity at one hand, people viewed that ad 
is creative if it sells the product, others viewed the ad. is 
creative if it wins awards, rather than achieve sales. The 
ad creativity is usually defined in terms of two 
determinants: divergence and relevance. According to 
Smith and Yang (2004), divergence refers to the extent 
to which an ad contains elements that are novel, 
different, or unusual (Smith, Chen, & Yang, 2008).  
Whereas relevance refers to the extent to which ad 
elements are meaningful, useful, or valuable to the 
consumer (Smith, Chen, & Yang, 2008). Smith (2007) 
indicated that relevance can be achieved in two ways: 
Ad-to-consumer relevance: “where the ad contains 
execution elements that are meaningful to consumers 
"and Brand-to-consumer relevance: “refers to situations 
where the advertised brand (or product category) is 
relevant to potential buyers” (Smith, Chen, & Yang, 
2008). It is important that companies differentiate 
themselves from competitors to attract the right 
consumers at an unexpected time and unconventional 
location in an original but relevant way to achieve a 
long-lasting and unforgettable effect. 

ii. Surprise 
Surprise stimulates sensation and results in 

more information processing when there is 
inappropriateness between the ad. and the expectation 
of the ad. (Dinh & Mai, 2016) From this aspect, surprise 
is considered a crucial element in guerrilla advertising; it 
catches the attention of the customer by putting unusual 
objects in unusual places or using unusual objects at 
unusual time (Farouk, 2012). The unexpectedness of the 
advertisement reaches consumers through the 
sensational feeling that makes them "WOW” (Dinh & 
Mai, 2016). Furthermore, when the ad. message 
perceived in a different way than what is expected, it will 
lead to more favorable attitudes toward the brand and 

as result increase consumer purchase intention (Nagar, 
2015). 

iii. Humor 
Humor plays a vital role in advertisements. It 

helps marketers to attract audience ‘attention towards 
both the ad. and the brand. Humor advertisements 
result in more positive attitude and increase customer 
attention before they take any interest in the products 
(Eistend, Plagemann, & Sollwedel, 2014). Consequently, 
it increases consumer perception, liking and generates 
better results in comparison to non-humor ads 
(Venkatesh & Senthilkumar, 2015; Mehmood & Masood, 
2016). According to Mehmood & Masood (2016) humor 
advertising has a significant impact on consumer 
purchase Intention. Although Humor in advertising 
enhances the intention to purchase, it can decrease the 
credibility of the source company if it is not executed 
attractively or in an acceptable way (Christensen & 
Skoggård, 2017). The humorous effect breaks the 
barrier between the customer and the brand; and can 
also significantly increase the number of receivers 
(Farouk, 2012).  

iv. Clarity 
Clarity of message is a key to any successful 

communication. Otherwise the consumer will be 
confused and will not understand the intended meaning 
of the advertising message. In guerilla marketing, 
whereas it relies on unusual and unconventional ways of 
carrying advertisements. The more complex the 
message is, the more cognitive efforts the audience 
needs to understand it (Tam & Khuong, 2015). 
Therefore, clarity of the message has to be considered 
otherwise companies will wasting budget and losing 
sales.  

v. Emotional Arousal  
According to Aaker and Bruzzone (1981) 

Emotional responses are significant to consumers’ 
perceptions of and reactions to advertisements (as cited 
in Williams, 2000, p. 4). (Previous studies (Stayman and 
Aaker 1988, Edell and Burke 1987, Burke and Edell 
1989) showed that emotional responses can also 
directly impact brand attitudes and purchase intention 
(as cited in Williams, 2000, p. 4). Emotions perform a 
key role in decision-making and marketers exert efforts 
in order to target consumers' emotions so as to 
consumers give ultimately an emotional response to the 
product. (Shahid, Bilal, & Majid, 2016). 

Previous research has shown that positive 
moods have a positive relationship with good evaluation 
of unexpected stimuli while negative moods have an 
inverse relationship (Dinh & Mai, 2016).The emotional 
content in creative advertisements leads to increased 
arousal (Erik, 2012) which in turn may affect consumer 
purchase intention. Consequently, and according to the 
above discussion, the emotional content in an 
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advertisement may affect consumer purchase 
intentions. 

c) Purchase Intention 
The consumer buying decision is a complex 

process. While advertising practitioners undertake a lot 
of different ways to reach consumers, it is ultimately the 
consumers' decision to purchase a particular product. 
Whereas purchase intention of consumers can be 
affected in numerous ways (Fischer, 2002).Purchase 
intention is the willingness to buy a particular product or 
service.  Shah, et al. (2012) described purchase 
intention as a kind of decision-making that studies the 
reason to buy a certain brand by consumer (Mirabi, 
Akbariyeh, & Tahmasebifard, 2015).Spears and 
Singh(2004) defined purchase intention as "an 
individual’s conscious plan to make an effort  to 
purchase a brand in the future" (p. 56). On the other 
hand, Morinez et al. (2007) defined purchase intention 
as “a situation where the consumer tends to buy a 
certain product in certain condition"(as cited in 
Parengkuan, 2017, p. 11).  

According to Mirabi, Akbariyeh, & 
Tahmasebifard( 2015), purchase intention is usually 
related to the perceptions, attitudes and behavior of 
consumers. kotler & Armstrong (2016) have proposed 
six stages before deciding to purchase the product, 
which are awareness, knowledge, interest, preference, 
persuasion, and purchase. Mirabi, Akbariyeh,& 
Tahmasebifard(2015) examined the effect of advertising 
on the purchase intention and results showed that it has 
significant impact on purchase intention and is 
considered to be a powerful device to affect consumer 
behavior. Mirabi, Akbariyeh, & Tahmasebifard( 2015) 
emphasize that when consumers pay attention to 
advertising, form a feeling towards the ads that lead to 
brand promotion. As such, those who have favorable 
feeling toward brand develop favorable attitudes     
toward it.  

Gogoi (2013) contends that purchase intention 
may be altered under the influence of price or perceived 
quality and value. Moreover, consumers are affected by 
internal or external motivation during the buying 
process. 

Additionally, the consumer purchase intention is 
based on beliefs and attitudes and can be highly 
influenced by the advertisement of the company (Belic & 
Jonsson, 2012). As a result, when consumers perceive 
the advertisement with certain attitude; the more creative 
the ad, the higher the purchase intention which in turn 
will predict his buying behavior. 

III. METHODOLOGY
 

a)
 

Research Objective
 

The study aims at analyzing the effect of 
guerrilla marketing on purchase intention as well as the 

effect of demographic factors (Gender and age) in 
influencing purchase intention. 

b) Research Hypotheses 
Previous research didn’t fully investigate the 

effect of guerrilla marketing and purchase intention 
especially in the middle East region. Through the review 
of previous literature (Tam & Khuong, 2015; Belic & 
Jonsson, 2012) reported a positive relationship between 
guerilla marketing and purchase intention. The 
researcher agrees with these findings as guerrilla 
marketing helps in arousing the motivational desires of 
the customers thus inspiring their intention towards the 
product or service. Accordingly, the research hypothesis 
is posed as: 

H1: It is expected that guerrilla marketing will have a 
positive effect on purchase intention.   

In previous studies, that are explained 
thereafter; the relationship between the demographic 
factors and purchase intention was investigated. 
According to Mahdi & Sukati(2012) Gender, age and 
race significantly influence purchase intention. It was 
found that whenever the age group increases, the effect 
of consumer purchase intention will decrease. Omar, 
Narzi,Osman,&Ahmad (2016) investigated the effect of 
demographic factors towards purchase intention of 
organic foods.  Five demographic variables gender, 
age, level of income, level of education and presence of 
children in the household were examined.  The results 
showed that gender, age, level of education have 
significant impact on consumer intention. Irianto (2015) 
reported a difference of attitude and intention to buy 
organic food between male and female. As a result, the 
second and third hypotheses are developed as:  
H2: It is expected that gender will have a positive effect 
on purchase intention  
H3: It is expected that age will have a positive effect on 
purchase intention 

c) Survey Instrument 
Questionnaire was used as the instrument that 

was adapted from Tam & Khuong (2015). The 
questionnaire was divided into two parts. The first part of 
the questionnaire was consisted of 33 items where the 
guerilla marketing was measured using 5 sub 
dimensions (creativity, surprise, clarity, emotional 
arousal and humor) as the independent variable in 
addition to the purchase intention as the dependent 
variable. The 33 items were measured by a five-point 
Likert scale ranging from “strongly disagree=1” to 
“strongly agree=5”. The second part of the 
questionnaire was consisted of the demographic data of 
the respondents. 
d) Validity and Reliability 

The questionnaire was pre-tested on 50 
participants to check the validity and reliability of the 
scales. Results showed that the Cronbach Alpha of the 
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sub-dimensions of the Guerilla marketing ranged 
between (0.717-0.965) whereas for the Purchase 
intention construct Cronbach Alpha (0.852). According 
to these results, the scales are suitable to be used for 
the study. 

e) The Chosen Advertisement 
A pilot questionnaire that listed the names of 

four different ads. namely Coca cola, Mountain View, 
Careem and Garhi Steel (From the viewpoint of the 
research) was conducted. A number of 100 respondents 
received the questionnaires over the emails through a 
specialized marketing research organization. It was 
taken into consideration that the respondents belonged 
to different age groups, gender and occupation. The 
email included a link to the four ads. Respondents were 
asked to rank the ads. based on the guerilla marketing 
dimensions (creativity, clarity, humor, emotional arousal 
and surprise) whereby the guerilla marketing 

dimensions were fully explained in simple language and 
examples to them. Results shows that 65 respondents 
rated the Coca Cola ad. as an ad. that meets the 
guerrilla marketing criteria.  

f) The Study Sample 
Convenience sampling was selected and 450 

questionnaires were distributed among the participants. 
The participants of this study were the members of the 
three biggest sports clubs in Cairo and Giza 
governorates, Egypt. Participants were asked to join the 
club media room to watch the Coca cola ad. and to 
respond to the questionnaire following the ad. displayed 
to them. The duration of the study took around two 
months. A number of 400 questionnaires were complete 
and valid for the purpose of statistical analysis with a 
response rate of 88.9%. It is worth mentioning that thank 
you certificate were handed to those who accepted to 
participate in the study. 

IV. STATISTICAL ANALYSIS AND RESULTS 

a) Demographic Characteristics of the Sample 

Table 1:
 
Demographic characteristics of the respondents (N=400)
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Table 1 shows the demographic profile of the 
respondents, almost 64.5% of the respondents are male 
and 35.5 % of the respondents are female. The 
frequency of the male respondents is more than female 
respondents. Majority of the respondents belong to the 
age group   25-35 (54%) most of them are 
undergraduate students (53.3%).

b) Testing Hypotheses
Simple linear regression was used to test the 

first hypothesis and the following scatter diagram    
(figure 1) shows the relationship between Guerrilla 
marketing and purchase intention.

Demographic Variables Details Frequency %

Gender
Male 258 64.5

Female 142 35.5

Age Groups

18- 57 14.3

25- 218 54.5

35- 94 23.5

50+ 31 7.8

Education Level 

Undergraduate 214 53.3

University Graduate 144 36

MBA Holder 28 7

DBA Holder 14 3.5



Figure 1:
 
Relationship between Guerrilla marketing and purchase intention

 Results from the above diagram indicate a positive linear relationship (R2= 81.1%) Further analysis are shown in 
 Table (2).

 Table 2:
 
Model

 

                                      ** F-test at 0.01 level of significance  

Table 2 shows positive relationship between 
Guerrilla marketing and purchase intention, the above 
simple regression goodness of fit shows the value of R² 
as 0.811which means that 81.1% of total variance in 
consumer purchase intention has been explained by the 
model. 

i. Detailed Analysis 
The researcher conducted an in-depth analysis 

for the five dimensions of guerilla marketing and 
purchase intention. 

a. Creativity and Purchase Intention 
Table 3: Creativity and purchase intention 

Table 3 shows a positive relationship between 
creativity and purchase intention. Simple regression 
goodness of fit shows the value of R² as 0.806 which 

means that 80.6% of total variance in consumer 
purchase intention has been explained by the model.

 

b.

 

Clarity and Purchase Intention

 

Table 4:
 
Clarity and purchase intention
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Estimated Parameters Y = -0.098 +1.239 Xtt

Parameter Test (T-test)   (0.944)    (41.266)**

Model Test 
F-ratio = 1702.895**, d.f= (1,398)

Sig = 0.000, p<0.01, R² = 81.1%,  S.E. = 0.277

Creativity

Estimated Parameters Y = 0.073 +0.980 X1t

Parameter Test (T-test)   (0.726)    (40.729)**

Model Test F-ratio = 1658.823**, d.f= (1,398)

Sig = 0.000,p<0.01, R² = 80.6%,  S.E. = 0.279

Clarity

Estimated Parameters Y = 0.576+0.862056 X2t

Parameter Test (T-test) (5.266)**    (33.010)**

Model Test 
F-ratio = 1089.647 , d.f= (1,398)

Sig = 0.000,p<0.01, R² = 73.2%,  S.E. = 0.329



As shown in table 4 there is positive relationship 
between clarity and purchase intention, the simple 
regression goodness of fit shows the value of R² as 

0.732 which means that 73.2% of total variance in 
consumer purchase intention has been explained by   
the model. 

c. Humor and Purchase Intention 

Table 5: Humor and purchase intention 

It is shown that there is positive relationship 
between humor and purchase intention, the value of    
R² = 0.511 which means that 51.1% of total variance in 

consumer purchase intention has been explained by the 
model. (Table 5) 

d. Emotional Arousal and Purchase Intention 
Table 6: Emotional arousal and purchase intention 

Table 6 shows that emotional arousal highly 
contributes to purchase intention, the above simple 
regression goodness of fit shows the value of R² as 

0.739 which means that 73.9% of total variance in 
consumer purchase intention has been explained by the 
model. 

e. Surprise and Purchase Intention 

Table 7: Surprise and purchase intention 

Gender and Purchase Intention 
The second hypothesis examines the effect of 

gender on purchase intention. The researcher used the 
T-test for two independent groups to test this 
hypothesis. As shown in Table 8, there is a significant 
difference between males and females toward purchase 
intention. Females possessed a higher level in relation 
to purchase intention. This hypothesis was supported.  

              Table 8: Gender and purchase intention 

 

Age and Purchase Intention

 

The third hypothesis examines the effect of age 
on purchase intention. The researcher used one way 
ANOVA to test this hypothesis. As shown in Table 9, 
there is no significant difference between respondents in 

terms of age toward purchase intention. This hypothesis 
was not supported.  

                Table 9:  Age and purchase intention 

 

1: denotes mean value

 

2: denotes standard error 

 

V.

 

DISCUSSION

 

The study contributes to the existing literature of 
Guerrilla marketing and purchase intention as it explores 
a new domain (Egypt) thus, fulfilling a market gap. 
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Humor

Estimated Parameters Y = 0.866+ 0.780 X3t

Parameter Test (T-test) (5.341)**    (20.406)**

Model Test F-ratio = 416.417**, d.f= (1,398)
Sig = 0.000,p<0.01, R² = 51.1%,  S.E. = 0.444

Emotional 
Arousal

Estimated Parameters Y = 0.748+ 0.829 X4t

Parameter Test (T-test) (7.301)**    (33.551)**

Model Test F-ratio = 1125.693, d.f= (1,398)

Sig = 0.000,p<0.01, R² = 73.9%,  S.E. = 0.325

Surprise

Estimated Parameters Y = 1.442+ 0.641 X5t

Parameter Test (T-test) (8.809)**    (16.701)**

Model Test F-ratio = 278.940**, d.f= (1,398)

Sig = 0.000,p<0.01, R² = 41.2%,  S.E. = 0.487

Gender

Descriptive Statistics

Mean S.E

C.I for mean with 95%

L.L U.L

Males 4.076 0.042 3.992 4.159

Females 4.269 0.043 4.184 4.354

T-Value = 3.190, d.f=361, Sig=0.002, , p<0.01

Age 
Groups

Age Groups

18- 25- 35- Above 50

18-
4.231₁

(0.074)₂

25-
4.160₁

(0.040)₂

35-
4.142₁

(0.067)₂

Above 
50

3.882₁

(0.157)₂

F-ratio= 2.188, d.f=(3.396) Sig=0.089, N.S, p >0.05



The results indicate a positive effect of the 
Guerilla marketing to the consumer purchase intention. 
This result was consistent with (Tam & Khuong, 
2015).These findings follow a process – outcome 
perspective in which creative advertisement attract the 
consumer attention, leading to emotional arousal which 
in turn lead to cognitive processing and consumers 
seek information about the product and finally attitudinal 
change (a willingness to purchase the product), this 
sequence of effects follows the hierarchy of effects 
model. A detailed analysis of all sub-dimensions of 
guerrilla marketing indicates that creativity contributed 
most to the purchase intention which reveals that 
consumers value creativity and it is a key factor in 
affecting the consumer purchase intention followed by 
emotional arousal, clarity, humor and the least but also 
significant variable is surprise. 

Contrary to previous studies (Tam & Khuong, 
2015) surprise and humor significantly affected 
purchase intention which confirms the importance of 
surprise as a dimension of guerilla advertising, it has the 
least effect in comparison to other variables. Due to the 
age of technology, people are adapted to changes 
making people expectation driven not surprised driven.  

In the second hypothesis, the focus was on the 
effect of gender on purchase intention. The results 
indicated that the hypothesis is supported. Females 
were found to have a higher effect on purchase intention 
rather than males reflecting the reality that females are in 
general and especially in the Egyptian domain are the 
real customers and consumers. In general, females are 
more interested in shopping especially grocery items 
and are engaged in impulsive buying than males. Once 
they identified their needs, women seek detailed 
information about the product in comparison to men. 
Furthermore, women have multiple criteria to evaluate 
alternatives to make the purchase decision. They spend 
more time in shopping and to reach a decision to make 
their purchase. Moreover, women are more loyal than 
men (Goya, n.d.).Additionally, Man's motives towards 
shopping are different than women. Yet, they tend to 
follow a utilitarian approach based on logic, whereas 
shopping motives for women tend to be hedonic 
motives based on intrinsic and emotional responses 
(Aswegen, 2015)This finding was consistent with the 
literature (Iqbal, Ghafoor, & Shahbaz, 2013;Irianto, 2015)  
However, the effect of age on purchase intention was 
not significant, demonstrating that age differences are 
not affecting purchase intention. The finding is different 
from previous studies (Mahdi & Sukati, 2012; Omar, 
Narzi, Osman, & Ahmad, 2016) One reason to explain 
this finding is that the type of the product advertised on 
the ad was a convenience good / low involvement 
product which requires less thought and less planning 
to purchase and it appeals to large target market at the 
same time its price is not too high. Respondents held 
indifferent views towards the ad. Instead, respondents 

intend to buy the product because of the guerrilla 
marketing campaign that attracts consumers through 
the creativity and the novelty of product that surprise 
them, as a result, they intend to purchase it. 

VI. CONCLUSION 

marketing on purchase intention as well as the effect of 
demographic factors (gender and age) on purchase 
intention. The results showed that advertisement 
creativity, emotional arousal, clarity, humor and surprise 
have a positive effect on consumer purchase intention. 
females were found to be highly affected than males. 
The research showed that there is no significant effect of 
age on consumer purchase intention.  

VII. MANAGERIAL IMPLICATIONS 

The key to an effective marketing strategy is to 
think out-of-the-box and make use of the opportunities 
offered by the new media. Guerrilla marketing is more 
than just a trend, but rather a strong instrument that is 
used by companies of all sizes. Marketers can strongly 
differentiate their marketing efforts as opposed to their 
competitors using different Guerrilla tactics as it proved 
to have an impact on consumer purchase intention. 

 

Brand managers and advertising practitioners 
should consider the creativity in their advertisements as 
consumers value creativity not only because it belongs 
to advertising effectiveness but also, it had a high 
impact on purchase intention. Also, the inclusion of 
surprise proved to have an effect on purchase intention, 
the marketers should take into account the surprise 
effect of the distinguishing product and the promotional 
campaign that leads up to consumer purchase 
intention. 

 

Moreover, Guerrilla marketing has a strong 
rebating impact on the advertising budget, drastically 
cutting costs and being more creative in performing the 
promotional practices.

 

Lastly, a combination between Guerrilla 
marketing and traditional marketing practices is 
advocated and encouraged to further maximize the 
profitable opportunities presented by influencing 
consumer purchase intention.
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I. Introduction 

usinesses are increasingly concerned about 
deriving actionable insights from data they 
obtained either from primary or secondary 

sources. One aspect that has been neglected in this 
discussion is the importance of using the right measure 
for the intended subject (or what academics refer to as 
constructs). Many in the industry either rely on marketing 
research companies or internally generated 
questionnaires to collect consumer’s evaluation about 
their consumption experience. More often than not, 
questions used in consumer surveys are single-item 
measures which are not only prone to error and bias, 
they are also not sufficient for more stringentstatistical 
analyses. Following the well-established scale 
development methods developed in the field of 
business research (c.f., Churchill 1979; Gerbing and 
Anderson 1988), the objective of this paper is to provide 
a step-by-step guideline to demonstrate how accurate 
and effective measures are developed. Moreover, it also 
provides a sound and comprehensive measure for 
experiential value (i.e., consumer value derived from a 
consumer experience).  

Creating and managing consumer experience 
has become one of the central objectives for companies 
(Verhoef et al 2009). Practitioner-oriented publications 
have advocated that some companies or brands (i.e. 
Starbucks) achieved business successes because of 
the distinctive consumption experience they delivered to 
consumers (Michelli 2007). An IBM report claimed that 
customer experience is essential to building loyalty to its 
brands, channels and services (Badgett, Boyce, and 
Kleinberger 2007).But most companies solely rely on 
customer satisfaction survey or qualitative reviews and 
testimonies to assess consumer experience. The current 
study argue that consumer experience essentially 
consists of internal responses that consumer have 
during their interaction with the company at all 
touchpoints. As a result, in order to gain a better 
understanding about a consumer experience, it is 
important to ask questions which can reflect internal 
emotion and cognition of an individual. In this paper, 
these internal emotion and cognition are collectively 
defined as experiential value. 
 
Author: Assistant Professor, Ecolehôtelière de Lausanne, HES-SO // 
University of Applied Sciences Western Switzerland, Route de Cojonnex 
18, 1000 Lausanne, Switzerland. e-mail: elisa.chan@ehl.ch 

In the remainder of this paper, I will first present 
a literature review and conceptual development of the 
experiential value construct. Following that, in the 
methodology section, an elaborative, step-by-step 
discussion is provided to illustrate how accurate and 
proper scale measures should be developed to yield 
better knowledge and insight for businesses.  

II. Literature Review 

a) Experiential Value  
 Based on review of past literature, experiential 
value in consumption in this study is defined as the 
psychological benefits (i.e. thoughts and feelings) 
resulted from a consumer’s interaction with the 
environment related to consumption which are only 
assessable by the individual. Consumption here is 
referred broadly to different stages in the whole 
consumption process: from anticipatory consumption to 
product or service acquisition, as well as from post-
purchase possession to the actual usage of the product 
or service (Richins 1997). Experiential value is derived 
directly from the interplay of the consumer, product, 
service, and environment. This conceptualization is in 
line with that for art consumption which is “characterized 
as emotional and mental pulling” (Belk, Ger, and 
Askegaard 2003). Interestingly, researchers of 
contemporary painting have extensively admitted that 
the consumption of such ‘requires the intellectual and 
affective participation of consumers’ (Chen 2009; 
Moureau 2000). The current study extends this 
contention about contemporary art to include any 
experience in consumption. Specifically, the value which 
consumers gain from an experience in consumption 
would possess an emotional and an intellectual aspect. 
In addition, the current study also includes interaction 
among consumer, product, service, and environment as 
potential sources for experiential value rather than solely 
from an object (i.e. a piece of artwork) as suggested by 
researchers of art consumption (Chen 2009; Sherry and 
Joy 2003).  

b) Emotional Value 
Emotional value referred to the utility acquired 

as a result of a product’s [or a service’s ability] to 
arouse feelings or affective states (Seth, Newman and 
Gross 1991). Specifically, this value reflects the 
emotional outcome of a person’s interaction with the 
immediate surroundings, which is an emotive internal 
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experience. Emotion has a prominent role in consumer 
behavior research and is an important component in 
consumer responses (Cohen and Areni 1991). Different 
consumption context may derive a diversified, distinctive 
set of emotion which is likely to differ in intensity. Two 
consumptions that are perceived to possess emotional 
values could have aroused different specific emotions, 
but still bear on the same underlying emotional states. 
For example, a theme park or an art museum visitor can 
both experience pleasure as a result of different 
activities and interactions. For example, a study 
examined the emotional components of eight specific 
consumption experiences, one in each of the followings: 
esthetics, athletics, entertainment, dining, hobbies, 
fashion, religion, and security (Halvena and Holbrook 
1986). The authors measured emotional experience of 
the different consumption contexts aforementioned with 
two emotion typologies: the pleasure- arousal-
dominance (PAD) paradigm developed by Mehrabian 
and Russell (1974) and the eight basic emotion indices 
established by Plutchik (1980). The former is found to be 
a more useful framework for capturing consumption 
related emotional experience. Despite its adequacy and 
generaliability in manifesting consumption related 
emotional experience, the PAD scale is not without 
shortcoming. The scale was intended for measuring 
“emotional responses to environmental stimuli such as 
architechtural space [; therefore] its validity in assessing 
emotional responses to the interpersonal aspects 
of…consumption cannot be assumed” (Richins 1997).  

c) Intellectual Value 
Intellectual value referred to the utility acquired 

as a result of a product’s, a service’s or experience’s 
ability to arouse exercise of the intellect. The word 
intellectual is defined as something that is given to 
activities or pursuits that require exercise of the intellect 
(i.e. ability to learn and reason; capacity for knowledge 
and understanding) and something that is associated 
with or requiring the use of the mind rather than 
emotions (The American Heritage Dictionary). Moreover, 
cognitive activities such as cognition, memory, 
convergent thinking, divergent thinking and evaluation 
are referred to as intellectual operations (Guilford 1959). 
The intellectual value reflects the cognitive outcome of a 
person’s interaction with the immediate surroundings, 
which is a cognitive internal experience. This value has 
not been conceptualized by past literature. But 
examples of intellectual value are ample in the 
qualitative account of experience-rich consumption: 
museum goers getting information of a piece of art or 
the history of art (Chen 2009; Joy and Sherry 2003), 
river-rafting participants gaining a sense of personal 
growth through learning new jargons of the boatmen 
(Arnould and Price 1993), and shoppers gaining general 
knowledge about fashion (Haytko and Baker 2004), just 
to name a few. Nevertheless, intellectual value has not 

been formally introduced as an experiential outcome 
that consumer would gain from consumption. The one 
exception is that Arnould and Price (1993) implicitly 
reported in their findings that personal growth, which is 
measured by items such as learning new things and 
mastering new skills, is an important determinant for an 
extraordinary experience (i.e. river-rafting). The construct 
of personal growth, however, is specific to river-rafting 
and may be to other extreme sports. The intellectual 
value suggested in the current study is intended to be 
generalizable to a variety of consumption. 

d) Existing Experiential Value Scale 
 Mathwick, Malhotra and Rigdon (2001) came up 
with the EVS to describe the perceived value associated 
with virtual shopping experience (i.e. catalog and 
internet shopping). They typified experiential value into 
four types along two of the three dimensions proposed 
by Holbrook (1999). They are source of value (intrinsic 
versus extrinsic) and degree of individual participation 
(active versus reactive). Subsequently, four distinct types 
of experiential values are identified: playfulness (intrinsic 
and active), aesthetics (intrinsic and reactive), consumer 
return on investment (extrinsic and active), and service 
excellence (extrinsic and reactive).  
 Note that both consumer return on investment 
and service excellence seem to be along the line with 
functional value obtained from the experience. As a 
result, the experiential aspect this study accounted for is 
tied to the context of the consumption (i.e. virtual 
shopping) as opposed to the kind of value (i.e. 
experiential versus functional) obtained from the 
consumption experience. For instance, the aesthetics 
value has two dimensions, namely visual appeal and 
entertainment. The items measuring visual appeal (i.e. 
“The way XYZ displays its products is attractive,” “XYZ’s 
Internet site is aesthetically appealing,” and “I like the 
way XYZ’s Internet site looks”) and entertainment value 
(i.e. “I think XYZ’s Internet site is very entertaining,” “The 
enthusiasm of XYZ’s Internet site is catching, it picks me 
up,” and “XYZ doesn’t just sell products-it entertains 
me”) seemed to be assessing the playfulness and 
aesthetics value of the website, but not the internal 
response that the individual had while browsing or 
shopping through the it. Arguably, visual appeal of the 
website is an assessment of the external factors. These 
external factors would in turn lead to an internal 
response of an individual that consist of emotive and 
cognitive components.  
 Likewise, the playfulness construct is proposed 
to be having an escapism and intrinsic enjoyment 
dimension. Items measuring escapism (i.e. “Shopping 
from XYZ’s Internet site “gets me away from it all,” 
“Shopping from XYZ makes me feel like I am in another 
world,” and “I get so involved when I shop from XYZ that I 
forget everything else”) reflected a kind of consumption 
experience that would bring about complete immersion. 

20

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
II 

Is
su

e 
IV

 V
er

sio
n 

I
Ye

ar
  

 (
)

20
17

© 2017   Global Journals Inc.  (US)1

G
A Tutorial on Scale Development: The Experiential Value Scale



What it does not tell us is how does this sense of 
escape arise? For instance, was it the information 
provided by the website that got the person “away from 
it all”? Or was it the graphic design that led to the 
immersion? Finally, while intrinsic enjoyment (i.e. “I enjoy 
shopping from XYZ’s Internet site for its own sake, not 
just for the items I may have purchased” and “I shop 
from XYZ’s Internet site for the pure enjoyment of it”) can 
manifest the value of the activity, it could also be 
reflecting the individual’s motivation or purpose of the 
activity. As a result, what this construct is measuring is 
somewhat ambiguous.  

III. Methodology 

In this section, the process used to develop the 
content of each dimension and to validate the scale 
psychometrically is elaborated in detail. The procedure 
employed is based on accepted methods of scale 
development in psychology and consumer research 
(Churchill 1979; Gerbing and Anderson 1988). The aim 
is to establish a useful and practical scale that is 
parsimonious and generalizable across consumption 
domains.

 

a)
 

Step 1: Item Generation and Selection
 

 
To generate items which will capture the 

experiential value in consumption, two steps as 
suggested by

 
Churchill (1979) were followed: 1) a 

literature review and 2) a focused group.
 

i.
 

Literature Review
 

 
A literature review on past studies which 

examined and or identified emotional or cognitive 
consequences consumers regarded to as preferential 
was carried out. In the initial emotional value set, there 
were 1 item from Chen (i.e. access value, 2009), 24 
items from Havlena and Holbrook (i.e. consumption 
emotions, 1986), 3 items from Mathwick, Malhotra and 
Rigdon (i.e. entertainment value, 2001), 3 items from 
Shoham, Rose and Kahle (i.e. thrill, 1998), and 5 items 
from Sweeney and Soutar (i.e. emotional value, 2001). In 
the initial set of intellectual value, there were 6 items 
from Arnould and Price (i.e. personal growth and 
renewal, 1993), 4 items from Chen (i.e. 3 for access 
value and 1 for possession value, 2009), 12 items from 
Novak, Hoffman and Yung (i.e. 4 for challenge and 8 for 
exploratory behavior, 2000), 6 items from Shoham, Rose 
and Kahle (i.e. 3 each for curiosity-arousal and 
adventure, 1998), and 8 items from Unger and Kernan 
(i.e. 4 each for mastery and arousal, 1983). Altogether, 
72 items were obtained.

 
 

First, all items were re-written in a first-person, 
past tense form because both emotional value and 
intellectual value are self-experienced value obtained 
from consumption. Second, redundant items from both 
the emotional and intellectual value sets were removed. 
Finally, those items that can not be generalized to 

different consumption contexts or were not describing 
benefits from consumption were also taken out from the 
list. For examples, the item “This product would make 
me want to use it” which measures emotional value in 
Sweeney and Soutar (2001) is a product-related value. 
The experience-related value proposed in the current 
study, however, does not necessarily involve a product. 
Similarly, the item “Surfing the Web to see what’s new is 
a waste of time” is intended to measure exploratory 
behavior in Novak, Hoffman and Yung (2000) but it 
pertains to the attitude toward the behavior of “surfing” 
for something new rather than describing some value 
obtained. After this screening, 32 emotional value items 
and 25 intellectual value items were included in the set 
for further analysis.  

ii. Focus Group 
 A focus group was also engaged to tap the 
experiential value consumers are getting out of their 
consumption activities. A group of 8 undergraduate 
students (50% female) from one university in Hong Kong 
were recruited to attend a one hour discussion session. 
Participants were first divided into four groups (i.e. 2 in 
each group) and each group was given a picture of 
either a local, non-chained restaurant or an upscale 
hotel restaurant. They were then asked to imagine 
themselves going to the respective restaurant and 
express in turn what value they would obtain from 
dinning there. The purpose of using the two types of 
restaurant is to ensure that items generated to 
characterize experiential value would capture 
consumption contexts with different price range, 
patronage frequency, familiarity, and company 
reputation. Then, participants were asked to respond to 
the question: “What values do you get from shopping in 
different contexts (i.e. in street markets or shopping 
malls)?” Again, each participant was first given time to 
share their opinions followed by an open discussion. 
 From the focus group, 8 additional items were 
generated - 2 for emotional value and 6 for intellectual 
value – and were added to the aforementioned set of 
items for the next phrase of analysis. 

b) Step 2: Item Reduction and Dimensionality of the 
Scale 

 Altogether, 65 scale items were gathered from 
the literature review and focus group (see Table 1). Four 
judges (including two faculty members and two doctoral 
students) evaluated the items for representativeness of 
the scale dimensions. Each judge was provided with a 
definition of both emotional value and intellectual value. 
Emotional value was defined as “the utility acquired as a 
result of a product’s, a service’s or an experience’s 
ability to arouse feelings or affective states. It reflects the 
emotional outcome of a person’s interaction with the 
immediate surroundings, which is an emotive internal 
experience.” Intellectual value was defined as “the utility 
acquired as a result of a product’s, a service’s or 
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experience’s ability to arouse the exercise of the 
intellect. This value reflects the cognitive outcome of a 
person’s interaction with the immediate surroundings, 
which is a cognitive internal experience.” Judges were 
asked to categorize each item into one of three groups, 
namely emotional value, intellectual value, or neither. 
First, 21 emotional value items and 10 intellectual value 
items were classified as their intended category by all 
four judges. These were kept for further analysis. 
Second, those items (6 for emotional value and 7 for 
intellectual value) that were agreed on by at least three 
judges were also retained because this met the 
acceptable agreement index of 75% (Hinkins 1985). 
Thus, a total of 44 items, 27 representing emotional 
value and 17 representing intellectual value, were 
included and submitted to further pscychometric 
analyses (see Table 2). 

i. Scale Purification with Exploratory Factor Analysis 
Initial quantitative analyses were conducted to 

purify the measures and provide an initial examination of 
the scale’s psychometric properties. Respondents were 
undergraduate students in three universities in Hong 
Kong. They were given one of two versions of the survey 
in which they were either asked to write a brief 
description about their most recent theme park visit or 
their most recent shopping mall visit. Then, they 
responded to the 44 experiential value items. The 
objective of the description was to refresh the 
respondents’ memory about their theme park or 
shopping experience before assessing the scale items. 
A total of 384 surveys were collected. 

Respondents who missed out any one of the 44 
experiential value items were eliminated from the 
sample. This resulted in a final sample size of 378 of 
which 184 recalled a theme park experience and 194 a 
shopping mall (51% female).  
 A factor analysis using Varimax rotation was 
conducted. The factor analysis revealed a seven-factor 
solution with eigenvalues greater than 1 (eigenvalues 
were 14.96, 6.07, 3.55, 1.49, 1.15, 1.02, and 1.01; 
variance explained = 66.5%, see Table 3a), but only the 
first three factors were significant based on a scree plot 
(variance explained = 47.5%). Incidentally, 30 items 
(68.2%) had a loading greater than .4 on at least one of 
the three factors. The three-factor analysis on the 30 
items revealed two factors that were easy to interpret: 
Factor 1 (emotional value) and Factor 2 (intellectual 
value). Factors 3, however, included a mix of emotional 
and capability-related items (see Table 3b). 
 To assess whether the three-factor solution is 
stable across groups and contexts, factor analyses were 
conducted by splitting the sample up according to the 
following criteria: by gender (male vs. female) and by 
context (theme park vs. shopping). According to the 
scree plot tests, a three-factor solution was resulted 
across groups. A close inspection revealed, however, 

that only the first two factors were consistent. 
Specifically, Factor 1 contained items that tapped 
emotional value and Factor 2 consisted of those that 
reflected intellectual value. Factor 3 varied from arousal-
related statements such as “I was excited” and “I had an 
adrenalin rush” among male to capability-related 
statements such as “My capabilities were stretched” and 
“I was tested of my skills” among female. Likewise, 
whereas the theme park visitors sample yielded a Factor 
3 that included arousal-related statements such as “I 
had an adrenalin rush” and “I was frenzied”, the 
shoppers sample had negative emotional statements 
such as “I was unhappy” and “I was melancholic” for 
that factor.  
 The forgoing analyses provided empirical 
evidence to support the followings: although experiential 
values are largely context-specific, the two fundamental 
experiential values would reflect the cognitive and 
emotive aspects of the interactive outcomes of people 
and their surroundings; thus, these very components 
should be evident and persistent across individual 
differences (i.e. gender) and contexts (i.e. type of 
entertainment). A direct interpretation of the 
aforementioned analyses is that the emotional (Factor 1) 
and intellectual (Factor 2) values, which are consistent 
across groups, are the fundamental experiential values 
people obtained from their interaction with the 
environment in spite of the type of activities or individual 
differences. On the contrary, a particular activity or 
individual may encompass distinctive aspects of 
experiential values, such as capability-related or 
negative affective-related values, which contribute to the 
overall assessment of the experience.  

Since the objective of the current study is to 
identify the components of experiential values that can 
be generalized across domains, a two-factor structure is 
adopted for further analysis. Moreover, to further reduce 
the number of items, a stricter loading criterion of 
greater than .7 (as opposed to greater than .4) was 
used to filter items representative of each factor (see 
Table 3c). Sixteen items fulfilled this criterion for the two 
factors together. Precisely, nine items characterizing the 
emotional value (Factor 1) were retained. Likewise, 
seven items depicting the intellectual value (Factor 2) 
were kept.  

ii. Initial Confirmatory Factor Analysis 
 Next, an initial confirmatory factor analysis (see 
Table 4a and 4b) using the 16 items in two dimensions 
produced a chi-square of 403.43 (df = 103, p< .001), a 
goodness-of-fit statistic (GFI) of .88, a root-mean-
square-error of approximation (RMSEA) of .09. Further, 
the normed fit index (NFI = .96) and comparative fit 
index (CFI = .97) indicate a significant fit compared to 
the null model (χ2 = 11397.80, df = 120). A two-factor 
solution also represented a significant improvement in fit 
compared to a one-factor solution (χ2 = 1557.94, df = 
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104) (see Table 4c for model fit comparison). In 
addition, the t-value for each loading estimate is 
significant (p< .001) and the ratio between the chi-
square statistic and the number of degrees of freedom 
was 3.92 (lower values are more desirable; Thomson, 
MacInnis, and Park 2005). All of the statistics and fit 
indices reported above indicated that the two-factor 
model has an adequate fit. 

iii. Scale Reliability and Validity 
Discrimination in a two-factor solution is also 

evident. In particular, the average of the variance 
extracted in each factor (0.68 for emotional value and 
0.60 for intellectual value) clearly exceeds the squared 
of the estimated correlation between the two factors 
((0.46)2 = 0.21). Moreover, items remaining in each 
factor were submitted to a reliability test. Cronbach’s 
alphas of both factors were acceptable, r =.95 for 
emotional value and r =.91 for intellectual value, 
compared to the Nunnally’s (1978) criterion of r =.70 for 
satisfactory scale reliability. Finally, the composite 
scores for emotional and intellectual value were 
computed. These scores were then correlated with 
consumer behavioral constructs including satisfaction, 
word-of-mouth, and re-visit intention (see Table 5a and 
5b). Both the emotional and the intellectual value were 
positively correlated to each of the three behavioral 
measures, ranging from 0.31 to 0.65 significant at        
p< .05, which support the existence of criterion-related 
validity to the experiential value scale.  

c) Step 3: Convergent and Discriminant Validity 
Analysis 

 A new set of data was collected for confirmatory 
and construct validity analysis. Moreover, to provide 
evidence of consistency across populations, 
respondents of this study were selected from a 
nonstudent population - employees at a large university 
in Hong Kong. A total of 250 questionnaires were 
distributed and 187 were returned. The questionnaire in 
this study was conducted within the context of 
consumer’s shopping mall experience. Similar to the 
previous study, respondents were asked to recall and 
write briefly about their most recent shopping mall 
experience at the onset to refresh their memories. They 
then responded to the 16 experiential value items (9 on 
emotional value and 7 on intellectual value). To test for 
construct validity, items from the experiential value scale 
(EVS hereafter) developed by Mathwick, Malhotra and 
Rigdon (2001) were also included. Since the original 
EVS was established for the internet and catalog 
shopping environment, only items that could be 
generalized to the shopping mall experience context 
were used. One item each from the visual appeal (“I 
think the way XYZ’s Internet site looks”) and 
entertainment value (“The enthusiasm of XYZ’s Internet 
site is catching, it picks me up”) dimension were 
removed. Specifically, participants responded to 

measures on the aesthetic dimension (2 items each on 
both visual appeal and entertainment value); the 
playfulness dimension (3 items on escapism and 2 
items on intrinsic enjoyment); and the customer return 
on investment dimension (3 items on efficiency value) 
(see Table 6a). Respondents also responded to two 
measures of satisfaction (“I was satisfied with the 
company” and “I was satisfied with the experience”). 
After eliminating those with missing information, the 
effective sample size was 178. 

IV. Results 

 
Discriminant validity. The discriminant validity of 

emotional value and intellectual value scales proposed 
by the current study and the EVS established by 
Mathwick, Malhotra and Rigdon (2001) were examined 
by two methods.

 
 

First, an exploratory factor analysis was 
conducted for emotional and intellectual value on this 
new set of data. It revealed

 
that two factors have 

eigenvalues greater than 1. Together, they explained 
69.6% of the variance. After Varimax rotation, a clean 
factor structure emerged (see Table 6b). Specifically, 
the respective items loaded on the factor they were 
intended for.

 
 

Next, the variance extracted and correlation 
estimates were examined. According to Fornell and 
Larcker (1981), discriminant validity is evident when the 
proportion of variance extracted in each construct 
exceeds the square of the correlation coefficients 
representing its correlation with other factors. Table 6c 
presents all the correlation estimates. The scale with the 
highest correlation with both emotional value and 
intellectual was entertainment value (φ

 
= 0.69, φ2

 
= 0.48 

and φ
 
= 0.61, φ2

 
= 0.37 respectively, see Table 6c). The 

average variance extracted (AVE) estimates for 
emotional value was 0.68, that for intellectual value was 
0.64 and that for entertainment value was 0.50. In other 
words, the proportion of variance extracted in each 
construct is larger than the correlation coefficients 
squared, which is indicative of discrimant validity. 
Incidentally, the Cronbach’s alphas for emotional and 
intellectual value are 0.94 and 0.92, respectively.

 
 

Convergent validity. Mathwick, Malhotra and

 

Rigdon (2001) included both intrinsic and extrinsic value 
identified by Holbrook (1992) in EVS. The experiential 
value proposed in the current study, namely emotional 
and intellectual value, are both construed as a form of 
intrinsic value. As a result, both emotional and 
intellectual value should be correlated more strongly to 
the intrinsic value dimensions in the EVS (i.e. visual 
value, entertainment value, escape value and intrinsic 
value). On the contrary, both emotional and intellectual 
value should be

 

correlated modestly to the extrinsic 
value dimension in the EVS (i.e. efficiency value).
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 Again, the variance extracted and correlation 
estimates were examined. The correlation estimates of 
emotional value and each dimension in the EVS are as 
follows: visual value (φ = 0.57), entertainment value       
(φ = 0.69), escape value (φ = 0.49), intrinsic value        
(φ = 0.54), and efficiency value (φ = 0.36). In a like 
manner, the correlation estimates of intellectual value 
and each dimension in the EVS are as follows: visual 
value (φ = 0.53), entertainment value (φ = 0.61), escape 
value (φ = 0.50), intrinsic value (φ = 0.50), and 
efficiency value (φ = 0.29). These results (see Table 6c) 
revealed that both emotional and intellectual value have 
higher correlations with each of the four dimensions of 
intrinsic value (i.e. visual value, entertainment value, 
escape value and intrinsic value) in the EVS than those 
with extrinsic value (i.e. efficiency value). Thus, 
convergent validity of the experiential scale of the two 
dimensions – emotional and intellectual value – is 
established. 
 Comparison of the Two Experiential Value 
Scales. Recall that the experiential value scale 
developed in the current study is intended for assessing 
intrinsic value that are characterized by its internal and 
subjective nature. As a result, it is only appropriate to 
include dimensions in the EVS by Mathwick, Malhotra 
and Rigdon (2001) that tapped the same type of value. 
At the outset, efficiency value was removed because of 
its extrinsic, functional nature. A close inspection of the 
four dimensions of intrinsic value (i.e. visual value, 
entertainment value, escape value and intrinsic value) 
further revealed that visual value may not be relevant for 
the purpose of the current analysis. Visual value 
included two items: “The decor/display of this shopping 
mall was attractive” and “This shopping mall was 
aesthetically appealing.” Arguably, these two items are 
measuring the facilities or the environment where the 
experience happened rather than the experience felt by 
the individual as characterized by the other dimensions 
(see Table 6a for the complete list of items of both 
experiential value scales). In view of this, visual value 
was not included in the comparison analysis. 
 To compare the effectiveness and performance 
of the two experiential value scales, the following steps 
were taken: 1) the relevant dimensions in the EVS 
developed by Mathwick, Malhotra and Rigdon (2001) 
were regressed on customer satisfaction; 2) emotional 
and intellectual value developed by the current study 
were regressed on customer satisfaction; 3) a 
hierarchical regression analysis on customer satisfaction 
was conducted where the relevant dimensions in the 
EVS (Mathwick, Malhotra and Rigdon 2001) were 
entered first, followed by the emotional and intellectual 
value developed by the current study. 
 Results (Table 6d) showed the regression 
analysis of the three models described above. Model 1 
was the regressions analysis of the relevant dimensions 

in the EVS developed by Mathwick, Malhotra and 
Rigdon (2001) on customer satisfaction with an R2 of 
.38. Model 2 was the regression analysis of the 
emotional and intellectual value developed by the 
current study on customer satisfaction with an R2 of .46. 
This suggested that the experiential value scale 
established by the current study, which consisted of the 
emotional and intellectual value dimensions, explained 
customer satisfaction almost 10% better than the EVS 
by Mathwick, Malhotra and Rigdon (2001). 

Besides that, Model 3 showed the result for the 
hierarchical regression analysis on customer satisfaction 
where the relevant dimensions in the EVS (Mathwick, 
Malhotra and Rigdon 2001) were entered first, followed 
by the emotional and intellectual value developed by the 
current study. The change in R2 when emotional value 
and intellectual value were added to the model was .16. 
This indicated that the experiential value proposed by 
the current study explained an additional 16% of 
variance on customer satisfaction. Note that there exists 
no a priori reason to the hierarchy of effects as stated in 
Model 3. That is, there are no theoretical or empirical 
grounds to suggest that dimensions proposed by 
Mathwick, Malhotra and Rigdon (2001) would precede 
the emotional and intellectual value hypothesized by the 
current study in their effects on customer satisfaction. 
Model 3 was simply included to demonstrate the 
effectiveness of the experiential value scale proposed 
here and its ability to explain consumer behaviors over 
and beyond that of the existing EVS by Mathwick, 
Malhotra and Rigdon (2001). 

V. General Discussion 

 The goal of this paper is twofold: 1) to provide a 
step-by-step process on how to develop multi-items 
measures that can improve the quality of data collected 
and the accuracy of results from more complexed 
analyses and 2) to develop a comprehensive scale that 
can capture the internal emotional and cognitive 
responses derived from consumer experience. To 
summarize, to ensure precision of a measure, the 
construct (i.e., subject) must be well defined. As it is 
illustrated in the literature review section of this paper, 
the best way to define any construct is to review relevant 
existing academic and even practitioner publications. 
Moreover, consumer interviews and focus groups can 
also be used to verify and complement any important 
aspects missing from past studies. In addition, with the 
advancement in technology, consumer are changing 
more frequently than ever. Any measures concerning 
consumers may also need to be revised more often and 
using interviews and focus groups would be a good way 
to identify improvement for existing scales. 
 The methodological discussion requires some 
knowledge about factor analysis and structural equation 
modeling. But the basic idea is that an accurate 
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measurement scale needs to be valid. Internal validity is 
established by asking different questions that will tap the 
same (i.e., construct). External validity is achieved by 
making sure that each set of questions tap distinct 
subjects. In other words, there should be very little 
overlap between two different subjects. Finally, to 
examine the usefulness of measurement scales, the 
scales must be able to predict outcomes which are 
important. For example, in business research, customer 
satisfaction, loyalty, and even market performance are 
all important outcome measures. If the measurement 
scale for a subject does not predict these important 
outcomes, it is also not going to provide anything useful 
for the company.  
 Finally, the experiential value scale developed in 
this paper fills a research gap. Extant literature on 
consumer experience and consumer value has 
acknowledged that people do not only derive emotional 
responses but also cognitive ones when they interact 
with their surroundings. Yet past research which 
addresses the cognitive aspect of experience have not 
provided any psychometrically sound measures to 
empirically examine its effects on key consumer 
outcomes. The experiential value scale presented in this 
paper captures both the emotional and cognitive 
dimensions of value derived from experience and 
showed that they are related to key consumer 
outcomes, namely, satisfaction, word-of-mouth, and re-
visit intention. 
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Table 1: List of Initial Scale Items Generated and Their Origins 

Adopted from Construct (No. of Items) Item 
Emotional Value (34) 
Chen (2009) Access Value (1): 

 
I was inspired to relax 

Havlena & Holbrook (1986) 
 

Pleasure (8): 
 
 
 
 
 
 
 
 
Arousal (8): 
 
 
 
 
 
 
 
 
Dominance (8): 
 

I was unhappy 
I was happy 
I was melancholic 
I was contented 
I was annoyed 
I was pleased 
I was unsatisfied 
I was satisfied 
 
I was sluggish 
I was frenzied 
I was calm 
I was excited 
I was relaxed 
I was stimulated 
I was unaroused 
I was aroused 
 
I was controlled 
I was controlling 
I was guided 
I was autonomous 
I was influenced 
I was influential 
I was submissive 
I was dominant 
 

Mathwick, Malhotra & 
Rigdon (2001) 
 

Entertainment Value (1) 
 

I was entertained 

Shoham, Rose & Kahle 
(1998) 

Thrill (2): 
 
 
Arousal (1): 
 

I was thrilled 
I was not thrilled (R) 
 
I felt adventurous 
 

Sweeney & Soutar (2001) Emotional Value (3): I felt relaxed 
I felt good 
I felt pleasure 
 

Focus Group (2) I felt delighted 
I felt joy 

 

 

 

 

 

 

 

 

 

© 2017   Global Journals Inc.  (US)

27

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
II 

Is
su

e 
IV

 V
er

sio
n 

I
Ye

ar
  

 (
)

20
17

G

A Tutorial on Scale Development: The Experiential Value Scale



Table 1: (continued) List of Initial Scale Items and Their Origins 

Adopted from Construct (No. of Items) Item 
Intellectual Value (31) 
Arnould & Price (1993) Personal Growth and 

Renewal (6): 
 

I had a sense of adventure 
I was personally challenged 
I had an adrenalin rush 
I learned new things 
I mastered new skills 
I tested my limits 
 

Chen (2009) Access Value (3): 
 
 
 
Possession Values (1) 
 

I was inspired to imagine 
My ideas were changed 
My mind was opened 
 
I preserved something important 

Novak, Hoffman, & Yung 
(2000) 

Challenge (4): 
 
 
 
 
 
Exploratory Behavior (1): 
 

I was challenged 
I was challenged to perform to the best of my 
ability 
I was tested of my skills 
My capabilities were stretched to my limits 
 
I enjoyed the unfamiliarity 
 

Shoham, Rose & Kahle 
(1998) 

Curiosity-Arousal (3): 
 
 

I knew more 
I found out how I felt after I participated 
I was interested 
 

Unger & Kernan (1983)  Mastery (4): 
 
 
 
 
Arousal (3): 
 

I felt like I was conquering the world 
I had a sense of risk 
I felt like a real champion 
I felt that I have been thoroughly tested 
 
My sense of curiosity was satisfied 
I had novel experiences 
I felt like I was exploring new worlds 
 

Focus Group (6) 
 

I observed something new 
I obtained some important information 
I obtained some interesting information 
I saw something new 
I tried something new 
I widened my knowledge 
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Table 2: Items Retained for Exploratory Factor Analysis 

Construct (No. of items) 

Emotional Value (27) Intellectual Value (17) 
 
I felt adventurous I felt like I was exploring new worlds 

I felt delighted I had novel experiences 

I felt good I knew more 

I felt joy I learned new things 

I felt pleasure I mastered new skills 

I felt relaxed I observed something new 

I had a sense of adventure I obtained important information 

I had an adrenalin rush I obtained interesting information 

I was annoyed I preserved something important 

I was aroused I saw something new 

I was calm I was inspired to imagine 

I was contented I was tested of my skills 

I was entertained I widened my knowledge 

I was excited My capabilities were stretched to my limits 

I was frenzied My ideas were changed 

I was happy My mind was opened 

I was inspired to relax My sense of curiosity was satisfied  

I was melancholic  

I was not aroused  

I was not thrilled  

I was pleased  

I was relaxed  

I was satisfied  

I was stimulated  

I was thrilled  

I was unhappy  

I was unsatisfied  
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Table 3a: Initial Exploratory Factor Analysis I (Varimax Rotation) Total Variance Explained

Component
Initial 

Eigenvalues
Extraction Sums of Squared 
Loadings

Rotation Sums of Squared 
Loadings

Total
% of 

Variance
Cumulative 
% Total

% of 
Variance

Cumulative 
% Total

% of 
Variance

Cumulative 
%

1 14.96 33.99 33.99 14.96 33.99 33.99 8.62 19.59 19.59

2 6.07 13.79 47.79 6.07 13.79 47.79 7.37 16.74 36.33

3 3.55 8.06 55.84 3.55 8.06 55.84 4.92 11.18 47.51

4 1.49 3.38 59.22 1.49 3.38 59.22 3.30 7.49 55.00

5 1.16 2.63 61.85 1.16 2.63 61.85 2.41 5.48 60.48

6 1.02 2.32 64.17 1.02 2.32 64.17 1.41 3.21 63.69

7 1.01 2.30 66.47 1.01 2.30 66.47 1.22 2.78 66.47

Extraction Method: Principal Component Analysis.
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Table 3b: Initial Exploratory Factor Analysis II (Varimax Rotation)

Component

1 2 3 4 5 6 7

I felt joy 0.85

I was happy 0.81

I felt relaxed 0.80

I was pleased 0.79

I felt good 0.78

I felt pleasure 0.77

I felt delighted 0.75

I was contented 0.72

I was satisfied 0.72

I was inspired to relax 0.68

I was entertained 0.64

I was aroused 0.56 0.55

I obtained interesting information 0.81

I learned new things 0.80

I widened my knowledge 0.79

I knew more 0.78

I saw something new 0.74

I observed something new 0.74

I obtained important information 0.72

My sense of curiosity was satisfied 0.69

My mind was opened 0.68

I had novel experiences 0.68

I felt like I was exploring new worlds 0.57

I mastered new skills 0.55

My ideas were changed 0.47 0.45

I felt adventurous 0.79

I had a sense of adventure 0.74

My capabilities were stretched to my limits 0.73

I was tested of my skills 0.69

I was thrilled 0.54 0.52

I was stimulated 0.46

I was inspired to imagine 0.42

I was not thrilled 0.67

I was excited 0.47 0.64

I had an adrenalin rush 0.62

I was not aroused -0.44 0.58

I was frenzied 0.43 0.50

I was melancholic 0.73

I was unhappy 0.71

I was annoyed -0.42 0.59

I was unsatisfied -0.45 0.51

I preserved something important 0.56
I was calm 0.80
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Table 3c: Initial Exploratory Factor Analysis III (Varimax Rotation)

i. Rotated Component Matrix

Component
1 2 3 4 5 6 7

I felt joy 0.85
I was happy 0.81
I felt relaxed 0.80
I was pleased 0.79
I felt good 0.78
I felt pleasure 0.77
I felt delighted 0.75
I was contented 0.72
I was satisfied 0.72
I obtained interesting information 0.81
I learned new things 0.80
I widened my knowledge 0.79
I knew more 0.78
I saw something new 0.74
I observed something new 0.74
I obtained important information 0.72
I felt adventurous 0.79
I had a sense of adventure 0.74
My capabilities were stretched to my 
limits 0.73
I was melancholic 0.73
I was unhappy 0.71
I was calm 0.80

Loadings > .70; Rotation converged in 8 iterations.

ii. Component Transformation Matrix

Component 1 2 3 4 5 6 7

1 0.65 0.55 0.37 0.34 -0.12 0.10 -0.02

2 -0.57 0.44 0.49 -0.06 0.44 0.18 0.09

3 0.00 0.66 -0.56 -0.48 -0.11 -0.03 0.10

4 0.41 -0.21 -0.13 -0.20 0.59 0.39 0.47

5 0.09 -0.12 0.51 -0.55 -0.39 -0.23 0.46

6 0.14 0.07 -0.01 0.05 0.48 -0.86 0.04

7 0.23 -0.08 0.21 -0.55 0.20 0.08 -0.74
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Table 4a: Confirmatory Factor Analysis: Two-Factor Model

Construct Items
Standardized 
factor loadings 
(t-value)

Reliability
Item R 2

(POVEI)
Correlation 
Estimate φ
(φ2 )

Emotional 
Value

0.95 0.46*
(0.21)

I felt relaxed 0.69* 0.48

I was contented 0.81* 0.65

I was happy 0.86* 0.74

I felt joy 0.91* 0.82

I felt good 0.80* 0.64

I was pleased 0.86* 0.73

I felt pleasure 0.85* 0.72

I was satisfied 0.81* 0.66

I felt delighted 0.83* 0.68

(0.68)

Intellectual 
Value

0.91 Same as 
above

I observed something new 0.70* 0.49

I widened my knowledge 0.80* 0.63

I obtained important 
information

0.71* 0.50

I learned new things 0.83* 0.69

I saw something new 0.71* 0.57

I knew more 0.84* 0.71

I obtained interesting 
information

0.80* 0.64

(0.60)

                                                                  *p< .001  Note: All coefficient values are standardized.

Table 4b: Model Fit Indices for a 2-factor Model

Table 4c: Confirmatory Factor Analysis Model Fit Comparisons
a null versus one-factor model; b one-factor model versus two-factor model

Index Index
χ2

χ2/df
RMSEA

403.43 (df = 103)
3.92
0.09

NFI
CFI
IFI
SRMR

0.96
0.97
0.97
0.05

Model Chi-Square d.f. ∆χ2
, ∆df, p-value

Null
One-factor
Two-factor

11397.8
1557.94
403.43

120
104
103

----
9839.86a, 16, p< .001
1154.51b, 1, p< .001
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Table 5a: Correlations of Factor Scores with Behavioral Measures

Satisfaction WOM Re-visit Intention
Emotional Value
Intellectual Value

0.65**
0.40**

0.48**
0.31**

0.42**
0.36**

**p< .01

Table 5b: Items Used for the Behavioral Measures

Items
Cronbach’s 
Alpha

Satisfaction

WOM
(Brown et al 2005)

Re-vist Intention
(Kim & Moon 
2009)

1. I am satisfied with the company
2. I am satisfied with the experience
3. I would say that it was an excellent shoppingexperience

I would recommend this shopping mall to other people
I would talk favorably about this shopping mall to others
I would tell family and friends to go to this shopping mall

1. I would re-visit this shopping mall in the near future
2. I have a strong intention to bring family and friends to visit this 

shopping mall again
3. This shopping mall would be my first choice over other shopping 

malls

0.84

0.91

0.70

1.
2.
3.
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Table 6a:

List of Items for Experiential Value and EVS

Emotional Value 1: I was happy

Emotional Value 2: I felt good

Emotional Value 3: I felt joy

Emotional Value 4: I was pleased 

Emotional Value 5: I felt delighted

Emotional Value 6: I was satisfied 

Emotional Value 7: I felt relaxed

Emotional Value 8: I was contented

Emotional Value 9: I felt pleasure

Intellectual Value 1: I observed something new

Intellectual Value 2: I obtained some interesting information

Intellectual Value 3: I knew more  

Intellectual Value 4: I widened my knowledge

Intellectual Value 5: I obtained some important information

Intellectual Value 6: I learned new things

Intellectual Value 7: I saw something new

Entertainment Value 1: This shopping mall was not just for shops to sell products - it entertained me

Entertainment Value 2: I think this shopping experience was very entertaining

Visual Value 1: The decor/display of this shopping mall was attractive  

Visual Value 2: This shopping mall was aesthetically appealing  

Intrinsic Value 1: I shopped at this shopping mall for the pure enjoyment of it

Intrinsic Value 2: I enjoyed shopping at this shopping mall for its own sake, not just for the items I may have 
purchased

Escape Value 1: I got so involved at this shopping mall that I forgot everything else

Escape Value 2: Shopping at this shopping mall made me feel like I was in another world

Escape Value 3: Shopping at this shopping mall “got me away from it all”

Efficiency Value 1: Shopping at this shopping mall was an efficient way to manage my time

Efficiency Value 2: Shopping at this shopping mall fitted my schedule

Efficiency Value 3: Shopping at this shopping mall made my life easier
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Exploratory Factor Analysis (Varimax Rotation)

Component

1 2

I was happy 0.89 0.19

I felt good 0.88 0.20

I felt joy 0.86 0.19

I was pleased 0.81 0.25

I felt delighted 0.84 0.18

I was satisfied 0.74 0.26

I felt relaxed 0.74 0.25

I was contented 0.71 0.38

I felt pleasure 0.70 0.22

I observed something new 0.21 0.85

I obtained some interesting information 0.23 0.81

I knew more 0.30 0.81

I widened my knowledge 0.20 0.81

I obtained some important information 0.13 0.80

I learned new things 0.25 0.77

I saw something new 0.30 0.71

Notes: Bold values indicate the factor on which each item predominantly loads.

Table 6b:

Table 6c: Disciminant Validity of Experiential Values and the EVS

Correlation Estimates φ
(φ2)

POVEI

Construct 1 2 3 4 5 6 7
1. Emotional Value 1.00 0.68

2. Intellectual Value 0.56**
(0.31)

1.00 0.64

3. Visual Value 0.57**
(0.32)

0.53**
(0.28)

1.00 0.72

4. Entertainment Value 0.69**
(0.48)

0.61**
(0.37)

0.77**
(0.59)

1.00 0.50

5. Escape Value 0.49**
(0.24)

0.50**
(0.25)

0.53**
(0.28)

0.55**
(0.30)

1.00 0.59

6. Intrinsic Value 0.54**
(0.29)

0.50**
(0.25)

0.61**
(0.37)

0.76**
(0.58)

0.81**
(0.66)

1.00 0.43

7. Efficiency Value 0.36**
(0.13)

0.29*
(0.08)

0.24*
(0.06)

0.31*
(0.10)

0.41**
(0.17)

0.20ns

(0.04)
1.00 0.50

*p<.05; **p<.001
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Table 6d: Comparison of the Two Experiential Value Scales

R 2 ∆ R 2

Model 1
EVS (Mathwick, Malhotra & Rigdon 2001)

Model 2
Experiential Value (current study)

Model 3: Hierarchical Regression Analysis
Step 1 – EVS (Mathwick, Malhotra & Rigdon 2001)
Step 2 – Experiential Value (current study)

.38**

.46**

.38**

.55** .16**

**p<.001
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The Defy of Entrepreneurship to Vocational and 
Technical Education in Nigeria 

Joseph U.B. α, Amuchie A.A. σ, Abraham B. ρ & Kemdirim, M.N. Ѡ 

Abstract- Entrepreneurship has been recognize as an 
instrument for Nigerian youth to acquire basic managerial skills 
and to use that skilled acquired to be sustainable self-
employment and to the Nation Development. This paper 
examines the challenges of entrepreneurship to vocational and 
technical Education. However, its vision the need to 
emphasize entrepreneurship at the phases of education as 
this will go extra miles in improving the socio-economic as well 
as socio-political problems such as unemployment, poverty 
among others that are threat to the nation security. 
Entrepreneurship is introduce to less socio-economic 
problems and will aid to job creation, poverty alleviation, 
reduction in unemployment, developing youth enterprise and 
technological development to Nigerian education. Those who 
have less education but have more practical experience and 
training, enter into the industry early, leaving the educated 
once with little or no experience patterning skill acquisition 
behind. However, in such cases less education restricts the 
growth and development of the enterprise. It is however 
recommended that entrepreneurship should be taught well in 
all phases of education especially vocational and technical 
education as a tool to transformation agenda to the nation and 
the world at large. 
Keywords: entrepreneurship, vocation, technical 
education, job creation, youth. 

I. Introduction 

he prosperity and progress of a nation depends on 
the quality of its people. If they are enterprising, 
ambitious and courageous enough to bear the 

risk, the community/society will develop quickly. Such 
people are identified as entrepreneurs and their 
character reflects entrepreneurship. Entrepreneurship is 
no monopoly of any religion or community, Business 
Times (1995) entrepreneurial potential can be found and 
developed anywhere irrespective of age, qualification, 
experience or socio-economic background, only efforts 
are required in the right direction. Entrepreneurship may 
not be regarded as a sufficient condition for growth 
activity but is surely a necessary condition. (Destipancle, 
1984) hence it must be given top priority in the national 
programmes of a country. It is widely acknowledged in 
entrepreneurship literature that entrepreneurship is 
about people who realize new opportunities. 
Entrepreneurs are persistent, passionate adaptable and 
able to take risks. As a result entrepreneurship can 
occur  in  a   range  of   environments.  However,  at   the 
 
 
Author α: e-mail: austin_source@yahoo.com 
 

centre of entrepreneurship lies the creation of new 
business ventures by individuals or teams. 

Entrepreneurship is the lifeblood of the Nigerian 
economy. It is the cradle of job and wealth creation in 
the most innovative ways. It is therefore imperative that 
we recognised contribution that the entrepreneur makes 
to our economy and development. 

A small business unit, is, thus an enterprise, its 
owner, an entrepreneur and his activities are the 
entrepreneurship. Entrepreneurship is a human activity 
development. It indicates to the spirit of enterprise such 
as spirit transforms the man from a nomad to a cattle 
rearer, to a settled agriculturist, to a trader and an 
industrialist Murthy (1989). 

This call for the federal government of Nigeria to 
develop and empower the Nigerian youths through 
vocational and technical education to enable them 
contribute to the development of the nation today and 
take over the leadership of the country tomorrow as they 
are the future leaders, especially in considering the 
persistent and consistent uprising of the issue of 
unemployment. It is in this regard this paper sought to 
find out how Nigerian government has fared in engaging 
youth unemployment with youth development and 
empowerment packages. And the paper make series of 
findings among which is that unemployment in Nigeria 
which is real and alarming; that youth development and 
empowerment can curb youth unemployment through 
the introduction of entrepreneurship in vocational and 
technology education 

According to Aminu (2009), Nigeria is a country 
blessed with abundant resources in human and material 
resources that has not be properly manage but there 
was fear from many scholars about the future economy 
with respect to unemployment. Unemployment became 
worsen by the rate of crime committed by the 
unemployed youth and retrenchment becomes the 
order of the day in both private and public sector of the 
economy, the unemployment situation if aggravated by 
the political instability and high cost of running 
enterprise among the youth without adequate 
infrastructure which government are expected to provide 
job for teeming Nigerian population had made many top 
government functionary to ay ‘‘Government alone’’ 
cannot provide job for Nigerians and that should learn 
self reliant by becoming job creators rather than job 
seeker. However, government has started to assist 
entrepreneurs who opt for self employment by giving 

T 
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them all the necessary incentives for the development 
and promotion of small and medium term enterprise. 

II. Conceptualization Review 

The concept of entrepreneurship as an 
organized knowledge came into being about hundred 
years ago. Though the economists from Adam Smith to 
Marshall were talking about it but without assigning the 
name of entrepreneurship. They used the terms as 
employer, the master, the merchant and the undertaker 
for carrying out different entrepreneurial activities now 
comprising of entrepreneurship. It was Cantillon who 
first brought out the term entrepreneur (Murthy, 1989) 
and entrepreneurship was recognized in economic 
literature. 

Considerable attention has focused on the 
definition of the term “entrepreneur”. Schumpeter (1959) 
considered the entrepreneur as an innovator. He writes 
that entrepreneurship is the “carrying out of new 
combination we call enterprise”; the individuals whose 
function is to carry them out we call entrepreneurs. The 
new combination focuses on five aspects (Schumpeter, 
1934): The introduction of new goals, new methods of 
production, opening up of new markets, new sources of 
supply of raw material and new industrial organizations. 
Say (1964) uses the term entrepreneur to refer to 
someone who creates and then, perhaps, operates a 
new business firm, whether or not there is anything 
innovative in those acts. Baumol (1993) sees the 
“Schumpeter” type as an innovating entrepreneur and 
the “Say” type as the firm-organizing entrepreneur 
people who get ideas for creating a new business, bring 
that business into existence and then carry on the work 
of the enterprise, are entrepreneurs (Jena 1989). 
Precisely, an entrepreneur is one who undertakes to 
organize, manage, and assume the risks of a business. 
Even a small business unit is an entrepreneur and his 
activities are the entrepreneurship. 

Entrepreneurship is a human activity which 
plays a major role in economic development its history 
is as old as human history it indicates to the spirit of 
enterprise. Such a spirit transform the man “from a 
nomad to a cattle rearer, to a settled agriculturalists, to a 
trader and an industrialist” (Muhy 1989).  

An entrepreneur is a person while 
entrepreneurship is the process of its actual working. 
Entrepreneurship is also consistently equated with the 
establishment and management of small business 
enterprise. In United States, the entrepreneur is often 
defined as one who starts his own, new and small 
business (Drucket, 1985). 

According to Adeyemi (2013) Says the role 
played by entrepreneurship in the development of 
western countries has made the people of developing 
countries very much conscious of its importance in the 
programme of rapid economic development. People 

have begun to realize that for achieving the goal of 
development it is necessary to increase both the 
quantitative and qualitative entrepreneurship in the 
country. The qualitative entrepreneurship implies the 
stress on innovating and the quantitative implies the 
stress on imitating entrepreneurship. Both of them 
contribute stimulus for development. It is also known 
that even though a country has resources - labour, 
technology, capital and raw material etc, but these 
remain under-explored in the absence of the active and 
enthusiastic entrepreneurs, who have the ability to 
organize the various factors of productions. 

III. Vocational and Technical 
Education 

The Naona1 Policy on Education (2004) defines 
vocational education as the type of education which led 
to the acquisition of applied skill and basic scientific 
knowledge. The policy further sited that vocational 
education aims at imparting the necessary skills that 
leads to production of technical man power which 
enhance enterprises and self-reliant. Olaitan (2007) also 
agrees with the view that vocational education implied 
as technical education, since skill development is the 
intent of its instructional programme, when he referred to 
it as “every area of specialization can be regarded as 
vocational if the ultimate objective is to provide the 
student with requisite skills to enable them function in 
work situation” this explanation serve well to those who 
try to divorce vocational education from being part of the 
total technical education programme. 

Osuala (2007) viewed the term vocational 
technical education as “vocational technical training 
which is given in school or classes under public 
supervision and control” it refers to the systematic 
learning experiences which are designed to fit individual 
for gainful employment in recoganized occupations as 
semi-skilled workers or sub-professionals. It includes 
guidance and counseling in connection with the training 
other instruction directly related to an occupation. 

IV. Aims of Vocational Technical 
Education 

Osuala (2007) and National Policy on Education 
(2004) are of the view to see the aim of vocational and 
technical education as the following: 
• To meet the manpower of the society 
• To serve as a motivational force to enhance all type 

of learning 
• To enable the learner to wisely select a career 
• To prepare the learner for employment and 

advancement in his or her choice of career 
• To increase the option available to each student 

From the aim of vocational technical education 
define from Osuala (2007) and National Policy on 
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Education (2004), all these definition exclude 
programme designed to fit individuals for, employment 
in occupation, which are considered professional, 
requires Nigeria Certificate in Education (N.CE) or 
National Diploma (O.N.D) are designed primarily as 
general education. Hence, the presenter view vocational 
education is required, for which there is societal need, 
and which cannot appropriately be done in the schools. 
Vocational technical education also is well concerned 
with the whole of occupation from those requiring 
relatively short-period of specialization in preparation, 
such as clerk, typist, to occupation requiring two or 
more years of specialized education such as 
paramedics including the whole spectrum of the labour 
force from semi-skilled workers to technicians 
professional and sub- professional whose occupation 
require less than NCE or Diploma by acknowledgement 
that every individual is unique and that uniqueness 
contribute to self-actualization of other individuals, we 
are in this effect of creating for our self and environment 
that fosters generational sustainability and heading 
towards National Empowerment (Nwosu, 2010). 

According to Osuala (2007), says vocational 
graduates can easily get paid employment In their 
private of public sector as the demand for their skills 
continue to rise, It is therefore a lot easier for vocational 
education graduate to get office paid job than others 
because there is no area of work that does not in one 
way or the other that does not rely on vocational 
education to survive. 

According to Falusi (2010), Vocational 
Education also provides increase productive power to 
supplement remedial or rudimentary apprenticeship in 
any given Nation. Manpower development is the training 
of skilled labour force for the public services, business 
industrial development and self employment. To this 
end, it is a strategy to meet the increased demand. 

Better trained workmen who will be in the 
position to improve the quality and quantity of goods 
and services available for National empowerment. 

Balutu in Ighalo (2011) listed major 
occupational areas that must be taken by graduate for 
National empowerment through the following 
programmes:  
1. Practical skill acquisition in Agricultural Science 

which includes: animal husbandry-poultry, piggery, 
goat, fishery, snail farming, etc. 

2. Practical skill acquisition in Business which 
includes: sales of goods and services, running 
business centers, video services etc. 

3. Practical skill acquisition in Hone Economics which 
include: weaving, catering services, day-care 
centers, making of meat pie etc. 

4. Practical skill acquisition in computer Education 
which includes: word processing and desktop 
publishing, spread sheet, computer graphics, 
establishing cyber cafes etc. 

5. Practical skill acquisition in Fine & Applied Arts 
which includes: graphics, ceramics, textile designs, 
sculpture and painting, etc. 

6. Practical skill acquisition in technical Education 
which includes: air conditioning, maintenance, 
automobile skills services, construction skills etc. 

V. Problems Mitigating of 
Entrepreneurship to Vocational and 

Technical Education 

The challenges or problems mitigating the 
training of technical education or vocational education 
are: 
1. Funding: tertiary institution in Nigeria are owned and 

funded by the Federal Government, state 
government and private individuals. Over the years, 
government subventions to universities have never 
been adequate but at the same time governments, 
maintain he policy that these institution should not 
charge fees it deemed adequate to complement the 
financial effort of the government. In Nigeria, the 
allocation to education as a share of the GDP is 
quite minimal. Till date, government funding of 
vocational and technical education programmes 
have not been impressive (Daso, 2012). 

2. Facilities: Oriya (2005) indicated that only 40% of 
institutions of Higher Education in Nigeria have 
laboratory or workshop space for technical 
education programmes. Most technical education 
departments in Nigerian tertiary institutions do not 
have laboratories or workshops space let alone 
usable equipment and facilities and where they 
exist, they are not inadequate to contain the 
numbers of student in the class, even some of the 
facilities are obsolete or out-dated. 

3. Brain Drain: According to Daso (2012), In the 
context of this paper, brain drain refers to the 
movement of lecturers of technical education which 
are needed for the socio-economic and 
technological advancement of Nigeria from one 
university to other universities or to other 
professionals (including politics) calling for better 
conditions of service Akintunde (1989) identified five 
different components of brain drain: 

i. Experts in academics who moved to the industry 
where they get better pay for their services. 

ii. Lecturers and students who leave the country to 
acquire more knowledge and skill but later refused 
to return. 

iii. Lecturers who move from one country for other 
conditions of service. 

iv. Skill professionals who abandon the practice of 
technical education in favour of other more lucrative 
economic activities and political appointments 
which are not related to their training. 

© 20 17   Global Journals Inc.  (US)
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v. Skilled professionals, although in their field of 

training who do not devote their full attention to their 
job because of their effort to supplement their 
earnings through other unrelated economic 
activities. 

Bassi (2004) reported that: 
i. About 45% of all Nigerian professionals including 

technical educators have left the Nigerian shores 
over the decades since colonization. 

ii. Between 1997 and 2007 alone. Nigeria lost over 
10,000 middle level and high- level managers to 
the western economies. 

iii. About 500 lecturers from Nigerian universities 
continue to emigrate each year, particularly to 
Europe, America and other African countries 
where the condition of service is relatively better. 
These Nigerians in Diaspora contribute 35 times 
more wealth to Europe, America and other African 
economy. 

4. Staff training: The training of academic staff is 
ordinarily a continuous exercise to ensure consistent 
improvement in the quality of their outputs. The 
training is two-fold: training to acquire minimum 
qualification (Ph.D) to teach and continued 
professional training. Both types of training can he 
acquired either locally or overseas. 

5. Staff situation: Many universities across the country 
are inadequately staffed both qualitatively and 
quantitatively. In most departments especially in 
technical education programme, the proportion of 
staff without Ph.D out numbers those with Ph.D. 
Daso in Uwaifo (2005) asserted that it is difficult to 
get people trained to the level of Ph.D because 
academic is not as attractive and commensurate to 
the effort, commitment and finances put in to 
acquire it whereas a first degree graduate can 
function well in the industry and politics etc and earn 
good money. 

6. The apathy of political office holders/law makers: 
Education generally, including technical education 
programmes has been grossly neglected in Nigeria. 
Technical educators have the greatest challenge of 
convincing the law makers on why they should give 
priority to the programme in allocating resources. 
Many options of getting positive results have been 
advocated at different for a, namely, lobbying, 
participation of technical educators in governance, 
wooing etc. Yet the government is playing a 
lopsided attitude to the proper development of the 
programme in Nigeria. Thus, Nigeria will ever remain 
a technologically backward and dependent nation if 
this attitude and trend is not reversed. 

VI. Conclusion 

Jimngang (2004) posited that there is need for a 
total overhauling of the educational system and that in 

many fields, course work available only lead to rising 
unemployment, poverty and misery. He concluded that 
the situation could only be curbed if syllabuses were 
innovated, re-engineered or re-designed to include 
disciplines that build up the fighter-spirit needed for 
today’s intellectual battles of life. For progress to be 
made in Nigeria the challenges confronting technical 
education must be recognized and fought vigorously. 
Adequate resources should he allocated to the 
programmes in order to achieve positive outcomes. A 
comprehensive reform towards technical and vocational 
education and a deliberate attempt to uplift the 
programme is the only panacea to a technological 
enderado in this country. 

VII. Recommendations 

1.
 

That the general school curriculum should be 
remodeled to inculcate technical skill acquisition 
which will help even secondary school graduates to 
have employable skills

 

2.
 

Government should embark upon massive youth 
development programmes in all the states in the 
country with entrepreneurial skills acquisition and 
entrepreneurship development.

 

3.
 

Funds should be raise to remodel or buy new 
equipment for skill acquisition.

 

4.
 

There is a dearth of teaching materials especially 
case materials that are suitable for teaching 
entrepreneurship in Nigerian Universities. It is 
suggested that entrepreneurship teachers in the 
various institutions should embark on producing real 
cases, projects of entrepreneurs, and exercises that 
are suitable for experiential learning among students

 

5.
 

The salary and service benefits paid to technical 
education teachers in Nigeria should be encourage. 
This leads them not to migrate to other countries.
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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.

© Copyright by Global Journals Inc.(US) | Guidelines Handbook

XI



 

 
 

 

 

 

 

 

 

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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