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Sex Tourism in Digital Age, A Dark Side of
Paradise, Bali Indonesia

Ashikul Hoque ®, Mohammad Waliul Hasanat °, Ishtiaque Arif ® & Prof. Abu Bakar Abdul Hamid ©

Abstract- The research paper is aiming at identifying the dark
side of Bali and the reason behind the growth of its sex
tourism industry in this digital era. The main focus of this
research paper is the process by which the digitalization
supports stimulating sex tourism in Bali. The researcher is
focusing on executing the secondary form of research method
to collect necessary data. The data gathering process is
carried out with the help of news articles and journals of the
previous researches. With the help of the collected
information, the researcher can fulfill the research questions
with the help of representing the facts in the results and
analysis section. The research is also focusing on the
limitations of this research study and the conclusion section
provides stress on those limitations.

Keywords: sex tourism, child sex tourism, prostitution,
bali.

l. [NTRODUCTION

a) Background of the research

he tourism industry has witnessed a substantial
Tlevel of growth in the last few decades. The

globalization of this industry has stimulated
growth. In this context, the global tourists are exploring
many global tourism destinations. Currently, Bali in
Indonesia is regarded as one of the most popular tourist
destinations. The place is overwhelmingly well-liked for
its exotic locations and scenic beauty. However, the
discussed attraction of Bali is its nightlife. Bali is
becoming famous for its sex industry, which boosts the
tourism industry of this place. The sex tourism industry
in Bali has flourished day by day, and many male and
female sex workers are earning their living on this island
(Alcano, 2017). The sex tourism influences the growth of
prostitution, sex trafficking, and sexual violence in
society. The recognition as Sex Island hampers the
image of the Island and reputation of the citizens of the
island. In this context, it is significant to investigate the
influential factors, which fuel the sex industry in Bali to
control it.

b) Research Aims and Objectives

The study aims to identify the dark side of Bali
and the reason behind the growth of its sex tourism
industry and how the digitalization stimulates the island's
sex tourism. The objective of the study is to recognize
whether the sex tourism is the dark side of Bali or not.

c) Research Question
Is sex tourism a dark side of Bali in this digital age?

Author a: e-mail: ashikul.phd _mgt18@grad.putrabs.edu.my

1. LITERATURE REVIEW

Bali is very renowned for its Nightlife parties. In
these parties, numerous amounts of residents and
tourists came for entertainment purposes. Prostitution is
a sinful crime against moral ethics and civility. However,
in Bali, sex tourism is broadly practiced. The survey and
observation results show that some women are
becoming a part of sex tourism due to poor financial
conditions. Travel agencies and sex magazines are
significantly promoting sex tourism through brochures.
For sex tourism, the arrangers involve in the supply of
several facilities for the residents and tourists. Among
these arrangements, accommodation and transportation
are two important aspects of sex tourism (Bali, 2018).
The sex tourism network has been operated across
national boundaries also. The sex tourism industry tries
to integrate the numbers of institutions to expand their
activities. In Thailand, millions of tourists are coming
regularly. The main aim of sex tourism is to minimize the
uncertainties that can create dissatisfaction among
tourists. Female prostitution is a provision of sexual
services against payment. In a word, sexual services are
a part of the exchange relationship.

Sex tourism is using social media sites to attract
the attention of the clients. For serving the needs of the
clients, the sex tourism industry has taken this type of
initiative. However, the involvement of children in sex
tourism is creating a significant issue in Indonesia. The
people are entering in the sex tourism industry due to
earn quick money. Among the people of the sex
industry, most of them are from underprivileged,
deprived families and middle-class families. There are
several numbers of people exist who are involving in sex
tourism intentionally. But, several numbers of people are
becoming prostitute due to external forces. In most
cases of forced prostitution, the family members are
responsible. In Bali, by different genders, ages, and
sexes practice prostitution. In Bali, male sex workers are
referred to as the Kuta Cowboys (Lo, 2019). The male
sex workers are involving in providing sex services to
foreign tourists. The sexual orientation is a very
imperative factor that helps to understand the
activeness of the sex workers in Bali. The numbers of
heterosexual prostitution are highest among the sex
workers under the sex tourism industry. Apart from this,
gay and cross-dresser prostitutes are also available in
Bali. In this sex heaven, the sex workers are available in

© 2020 Globalournals
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karaoke rooms, massage parlors, and discotheques.
The clients can be able to book sex workers via
telephone (Putra & Hitchcock, 2017).

Child sex tourism is widespread in Bali. As per
the organization named ECPAT Indonesia is one of the
most popular nations for its sex tourism industry. Based
on the research carried out by this organization, it is
evident that the rules and regulations related to child sex
tourism in Indonesia are generally violated in this
country. The Child protection policies at the national
level are not appropriately maintained in Indonesia. Due
to this reason, the Indonesian government formulated
Anti Sex Crimes against children through the help of
establishing national movement. The child prostitutes
are available easily in the bars, cafes, nightclubs, hotels,
and spas present in Bali. Another emerging trend that is
related to this context is sexual transactions (Ecpat,
2015). Some of the dealers present in the Bali region in
Indonesia are involved in providing their apartments for
sexual entertainment. Online prostitution is also
practiced in this region. The sexual activities are day by
day increasing as the local government and the local
government officials are involved in this process.
Though the national government has developed strict
rules and regulations execution of those rules and
regulations is not appropriate due to the influence
established on the local government through the
prostitute dealers. The increasing rate in child sex
tourism is an alarming issue in the region of Bali. The
impact of the tourism environment on the city is
responsible for the creation of a negative image of this
city. The negative image of the city develops due to this
process. The tourists are reducing their visits to seeing
this process. As a result of child prostitution, the impact
drops on the children's education process. The impact
made on the childs growth environment and
surroundings (Ecpat, 2016).

[11. METHODOLOGY

The researcher is aiming at gathering the
secondary data for executing this research process. The
secondary data will be obtained with the help of
collecting the data from the previous researches carried
out by the researchers. The secondary data is tried and
tested data that was previously analyzed and filtered by
different researchers. The secondary form of the data
gathering process is a fast and easy process of data
collection. The researcher is aiming at gathering this
process to gain a broader understanding of the subject
matter. The secondary research is also a quick process
of data gathering. Hence, the secondary data is used by
the researcher to investigate and explore the gathered
data appropriately (Question Pro, 2018). Different steps
will be followed by the researcher for the collection of
the data. These steps are as following points:-

© 2020 Globalournals

Firstly, the researcher will identify the research topic.

The identification of the research topic will help the

researcher to provide the necessary focus on the

subject that needs to be researched. The enlistment
of the research attributes related to the topic will run
by focusing on the purpose of the research

(Question Pro, 2018).

o Secondly, the researcher will gather the resources
from the different journals, news and media articles
for gathering the relevant data for the research. The
information will be gathered by narrowing down the
information sources.

o Thirdly, the researcher will run the process of
collection of existing data. The data related to the
research will obtain from different newspapers,
public libraries, and journal sources. The
government and the non-government information
will be considered by the researcher to execute the
research.

o Lastly, the analysis of the data collected will run
based on the research question prepared by the
researcher. It will help the researcher to meet the
research objectives prepared at the initial stage
(Question Pro, 2018).

The researcher will use this process of
gathering data as it is less time consuming and less
expensive. It will be supportive for the researcher in
easily gathering the data. The minimum expenditure is
associated with obtaining the data needed for executing
the research.

IV. RESULTS AND DISCUSSION

Based on the question prepared by the
researcher, the data gathered by the researcher is from
ECPAT Indonesia and other journals. For the ECPAT
Indonesia, the researcher has gathered information
related to the sexual exploitation of children in the travel
and tourism industry in Indonesia. Based on the
collected data, it is reflecting the sex tourism is carried
out mainly in the form of child prostitution, boy
prostitution, and pedophilia. These forms of sex tourism
processes are common in Bali. The researcher also
identified the factors that are leading to the involvement
of prostitution. The participation of prostitution is
including the broken family, consumerism, and free sex.
The process of prostitution is carried out over mobile
phones, messaging services, and social media
processes (Suwung, 2017). The other forms of child sex
tourism identified by the researcher in Bali are
pedophilia. It is including the foreigners who are present
in this process. Initially, sex victims were between the
ages of eight to 15 years. The pedophiles preferred to
target the girls who are present in the stage of early
puberty or menstruation. The agents usually target the
pedophiles for having greater sexual gratification. The



pedophiles also prefer to have the boys by whom they
can recruit other boys by grooming them. These
processes are common in some areas such as
Karangasem, Buleleng, and Denpasar (Tajeddini &
Ratten, 2017). The child prostitute process is also
common in other areas such as Java Island,
Banyuwangi and Bandung. This evidence represented
by the researcher is helping in proving that sex tourism
is a dark side of Bali. Even the children are targeted for
continuing this process in this digital age. Due to this
reason, the secondary research undertaken by the
researcher is fruitful to a great extent as it is proving the
research objectives and the research question.

V. CONCLUSION

The overall research is focusing on the analysis
of sex tourism that is a dark side of Bali. The
investigation study is reflecting that prostitution cannot
be viewed solely from the perspective of tourism. The
study is also illustrating that sex tourism is becoming a
dark side for Bali in this digital era. Due to this reason,
the impacts on the trade processes are examined that is
due to the development of child sex tourism and other
processes of prostitution and this impacts the
international tourism processes. The analysis is focusing
on the views that child sex tourism is increasing in the
Bali region of Indonesia. The reason for becoming a
prostitute is explained in the results and analysis
section. It is extremely emphasizing on the activities that
are proving that how the children and other male and
females are dragged into the prostitution process
(Ecpat, 2016). The impact drops on the new generation,
and also the social environment is destroyed in Bali as
per the research showed. The limitations of this research
are that the qualitative and quantitative process of
conducting the research process does not undertake.
Without this process, the researcher is not able to
produce an in-depth analysis of the situation for proving
the research objectives.
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Factors Predicting the Effectiveness of Celebrity
Endorsement Advertising: HND Marketing
Students Perspective

Mohammed Majeed *, Ahmed Tijani ® & Abdulai Yaquob °

Absiract- Large amount of money is spent in contracting
celebrity endorser to promote firms' brands. The purpose of
this study was to reveal factors predicting the effectiveness of
celebrity endorsement advertising from HND marketing
student's perspective. The study utilized quantitative research
design, Correlational and descriptive analysis via SPSS. The
study collected both primary data via questionnaire and
secondary data via literature review. Convenient sampling
techniques were used. Questionnaire was employed by using
five-point Likert scale. The study found the important role of
choosing a celebrity that possesses trust, expertise, attractive
and overall credibility. The study concludes that the celebrity
endorsement is an effective tool for advertising. The
researchers suggest providing training to celebrity endorsers
by firms before using them for such purposes.
Keywords:  advertising, celebrity,
endorsement.

effectiveness,

l. [NTRODUCTION

dvertising as a promotional tool is a dedicated
influence that is certain to create understanding

what is being presented with ultimate goal to
providing information towards purchase intention. Since
the last decade, it has been proven that marketing
environment changed the connection of celebrities in
advertisement (Khan et al.,, 2016). Large amount of
money is spent in contracting celebrity endorser to
promote firms’ brands. The role of celebrity advertising
on firm’s products and services is crucial (Danesh vary
& Schwer, 2000; Kambitsis et al., 2002; Mistry, 2006).
Celebrities who are used for the promotion should
match with the right brand to the right level for the right
purpose at a right place, where the features and images
should match with the image of the celebrity (Saeed,
Naseer, Haider & Naz, 2014).

Endorsement is a mouthpiece of brand
message in which a celebrity is used as the brands’
representative and certifies the brand’s claim and
position by extending the personality, reputation, and
importance in the society or expertise in the field to the
brand (Shoeb & Khalid, 2014). In a market with a very
high large number of local, regional and international
brands, celebrity endorsement was considered to give a

Author o Tamale Technical University.

e-mail: tunteyal4june@gmail.com

Author o: University for Professional Studies, Accra.
Author p: Laweh Open University College.

distinctive differentiation (Roll, 2006). According to
Anjum, Dhanda, and Nagra (2012) found a positive and
significant impact of celebrity’s advertisement on sales
and consumer. According to (Anjum, Dhanda, & Nagra,
2012) celebrities’ endorsement has positive impact on
company as well as brand and customers and they
enhance the image of the product, Brand awareness,
recall, retention and for credibility. According to the
study celebrity approved advertisements have elevated
level of deliverance and sense of appeal than those
conveyed by non- celebrities. Focused celebrity
approval on global perspectives as it is communication
strategies that promote goods and services in the
society (Nelson & Gloria, 2012). Care should be taken to
choose celebrities for approving a brand, because
celebrity endorsement can positively or negatively affect
the image and productivity of an organization. Therefore,
the researchers concluded that celebrity endorsement
must be accompanied by powerful idea and effective
positioning to promote the brand (Khan & Lodhi, 2016).
In Sathiya, (2014) the use of celebrity in advertising is
like a double-edged bludgeon, thoroughly analysis and
appropriately implemented it may not be always
effective, as it depends on the celebrity, the product, the
message, the implementation and the media. The
current study therefore seeks to unearth factors
predicting the effectiveness of celebrity endorsement
advertising from HND marketing student’s perspective.

I1. LITERATURE

a) Advertising

At present roughly every business irrespective
of the industry uses advertising as a major means of
conveying information to firm’s general public in an
efficient and effective way. Advertising refers to “any
paid form of non-personal presentation and promotion
of ideas, goods or services through mass media by
identified sponsor” (Kotler, Wong, Saunders, &
Armstrong, 2005). The three major goals of advertising
are to give information of the products (Informative
advertising), to persuade consumers and build selective
demand (Persuasive advertising), and to remind
consumers to continue thinking about the brand
(Reminder advertising) (Ahmed, Seedani, Ahuja,
Paryani, 2015). In consumer buying intentions, adverting
was found to be vital for all firms, hence firms were
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tasked by Ahmed et al. (2015) to use advertising to
encourage and pursued customer towards its products.
Celebrity advertising is attached to demonstration
advertising. Demonstration  advertising refers  to
coherent appeal promotion, which is designed to catch
the attention of buyer by presentating the value, quality
and performance of the product (Kotler et al., 2005).
Pelsmacker, Geuens and Bergh (2007) proffered that,
demonstration advertising provides information about
product benefits and attributes. Celebrities as endorsers
are mostly used educate buyers on how to use the
product during demonstration advertising.

Tanu Sree Bhowmick (2012) opined that
celebrity advertisement provides a substitute to creative
advertisement. The marketer also has to be careful
about the reputation of the endorser and should prefer
to stay with a celebrity which has a stable image and not
that the image of the celebrity changes each few weeks
(Tanu et al., 2012). According to them a careful analysis
of the market situation indicates that celebrity
endorsement strategies can justify the high cost
incurred in advertising if used in the right circumstances.
Advertising through celebrity endorsements has
become a trend and a superficial attractive prescription
of product marketing and building firm’s reputation.
Celebrities have the potential of helping the
advertisements be noticeable from the surrounding
clutter (Gupta et al., 2015).

The involvement with the celebrity person's
name typically being the selling point of the campaign
(Priyankara et al., 2017). Celebrities are commonly used
in conservation marketing as a tool to create
understanding, engender funding, and effect behaviour
change (Duthie et al., 2017). Due to the competitive
environment in which companies are working on, doing
an effective communication is definitely one of the key
issues to catch the attention of the consumers and there
are a variety of communication strategies, which allow
the advertisers to reach their target. The use of
celebrities as spokespersons is becoming an
increasingly widespread approach in the advertising
amongst firms (Carvalho, 2012). There is a day after day
entrance of hundreds of television stars, sport athletes,
movies and other well-known celebrities through the five
major mass advertising media: television, radio,
magazines, newspapers, and internet (Azab, 2011).
Khan et al. (2016) disclosed that celebrities are well
sensitivity personalities having a powerful emergence
and touching power to pursue the audience either by
their attractiveness, trust with brand which leads in
conception of strong brand value in observer minds. It
becomes an essential thing to launch a product by well-
known and credible personality in a competitive
marketing environment (Gheysari et al, 2012).
Celebrities are cultural symbols who reflect the ideas
and worth of a particular culture (Hassan & Jamil,
2014).
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This type of advertising is used as a way of
understanding students” way of thinking toward the
consumer endorser in this study.

b) Celebrity

The definition of celebrity comes with several
perceptions. A celebrity is also defined as an individual
who has obtained recognition in the general public by
virtue the exclusive qualities (Choi & Berger, 2010).
According to Francis and Yazdanifard (2013) celebrities
are renowned individuals with qualities distinguishing
them from other individuals. Young and Pinsky (2006)
defined celebrity as “individuals who have achieved a
significant level of fame that makes them well-known in
society”. A celebrity is a person whose name can attract
public attention, ignite public interest, and create
individual values from the public (Kotler, Keller, & Jha,
2007). Silvera & Austad, (2004) defines a celebrity as an
individual who enjoys public appreciation by a large
share of a certain group of people and has unique
personality, such as attractiveness and trustworthiness.
The celebrity has risen to become an influential force in
the 21st century and hold a vital role in the modern-day
way of life (Koernig & Boyd, 2009; Lord & Putrevu,
2009). Several researchers have said that the existence
of celebrity in advertising promotion has an incredible
effect on the consumer’s state of mind (Usman et. al,
2010; Sertoglu et. al., 2014; Priyankara et al., 2017;
Adnan, Jan, & Alam, 2017).

c) Celebrity Endorsement

Celebrity endorsement are an admired form of
advertising improvement (Breen (2003; Premeaux, 2005;
Choi & Rifon, 2007). are of the view that, Celebrity
endorsement has the possibility of improving the
monetary achievement for firms that the use celebrities
in advertising campaigns (Farrell et al., 2000; Erdogan
et al.,, 2001). In addition, celebrities in universally are
seen as more trustworthy than non-celebrity endorsers,
bringing to bear greater influences on consumers’ brand
attitudes and purchase intent (Choi & Rifon 2007).
According to Seno & Lukass (2005), a celebrity endorser
has an affirmative influence on the overall attitude of the
consumer and purchase intention. A celebrity that
endorses a brand and scores high on expertise and
trustworthiness has the ability to alter the attitude and
purchase intention of the consumers (Liu & Teo, 2007).
Celebrity is a ubiquitous attribute of society, radiating
long-lasting impressions in the reminiscences of all who
cross its path (Kurzman, et al., 2007).

Celebrities are people who get pleasure from
public acknowledgment and who often have distinctive
attributes such as attractiveness and trustworthiness
(Silvera & Austad, 2004). Celebrity is an individual who is
well-known to the public, such as actors, sport figures,
entertainers and others for their accomplishments in
their respective areas other than the product endorsed
by them (Friedman and Friedman, 1979). Stafford et al.,



(2003) defining celebrity endorser as “a famous person
who uses public recognition to recommend or co-
present with a product in advertising”. The reason why
celebrity endorsement became very fashionable is
related with the facts that, this kind of advertisements
attract buyers’ interest effortlessly and generate a
superior chance for firms to deliver their circumspectly
planned ideas to buyers. It is considered that using
famous persons in ads make it easier for audience to
bear in mind the marketer's message and concurrently
the brand name which is endorsed by a celebrity, it also
allows to develop in mind a characteristics of the brand
to a reasonable level since whenever a famous person
is put together with the brand, it also helps to produce
their concept in audience’s mind (Zipporah & Mberia,
2014).

d) Effectiveness of Celebrity

Ibok (2013) carried out a study on factors
determining celebrity effectiveness in endorsing firm's
brand and it was revealed that using celebrity in
marketing communication has become an important
constituent almost for every variety of advertisements in
ongoing in  Nigeria  particularly in  Nigerian
Telecommunication sector. The drawback in using
celebrity endorsement includes using it per consumer’s
perspective or views (Ibok, 2013). Ibok (2013) found out
that  credibility,  expertise, attractiveness  and
trustworthiness were the most crucial factors
determining the effectiveness and persuasiveness of the
Celebrity Marketing. Ibok (2013) concluded that
Celebrity’s image could have respective effect on the
brand and suggested to consider it seriously.

Dix and Chowdry (2010) have done research on
factors influencing persuasiveness of sports celebrity
endorsements and to know the consumer’s attitudes
towards endorser and brand when the endorser is
actually a sportsman and is endorsing both sports and
non-sports products. It was also found that there is no
difference in consumer’s attitudes towards endorser or
brand (either non-sports brands or sports brands)
endorsed by the sportsmen (Bell, 2014; Dix & Chowdry,
2010). But Dix and Chowdry (2010) affirmed that the
study could be extended to more fields as their one has
some limitations e.g. convenience sampling or being
limited to the particular sample and field (Roy, 2012).
Many years of accomplishment practiced from using
celebrities and athletes as representatives of brand
images; marketers realized the power of public figures
and opened new endorsement ventures. Endorsements
were the source of firm's cultural obsession with
celebrities (Jones, 2007).

Celebrity  endorsement  improves  brand
message and creates  attentiveness  amongst
consumers. It helps them to recall the brands of the
endorsed products (Kaur & Garg, 2016). Celebrity
endorsement research discovered that among the

various media vehicles TV is the most influencing media
persuading consumers to buy the products (Kaur &
Garg, 2016). Consumer buying behaviour is greatly
impacted the quality of product rather than endorsement
factors, offers, discounts and pricing. Also, it was found
that movie celebrity is playing major task in creating an
impact than Sports personalities (Kaur & Garg, 2016).

Brands promoted by Celebrity endorsers are of
high-quality (Kaur & Garg, 2016). In India a study was
conducted by Manish (2017) to appreciate the effect of
celebrity endorsement on advertising effectiveness and
buying intentions. With a sample size of 212 in a
quantitative research, celebrity endorsement was found
to be effective in new product advertising, changing
brand reputation, brand appeal, brand quality and
purchase intention but was not effective in brand
credibility. Celebrity endorsement was found to be
effective in increasing brand acceptance by consumers
as well as familiarity with the brand (Handriana &
Wahyu, 2017). Also, multiple brand celebrity
endorsement will create a Dbetter attitude amongst
consumers towards the product than single celebrity will
generate (Handriana, 2017). With a sample size of 800,
a quantitative study was done to investigate the impact
of celebrity endorsement on mobile phone buyers’
intentions of female and male. The found attractiveness,
personality, expertise and likeability of the celebrity to be
most effective elements of celebrity endorser (Abbas et
al., 2018). Atay (2011) did a study on celebrity
endorsement and advertising effectiveness and the
relevance of value congruence and found that lower
wage celebrity endorsers are successful in creating
positive results.

Kumar and Hunda (2015), conducted a study
on “‘customer perception towards  celebrity
endorsement”, and found that celebrity endorsement
has become very popular element in the advertisement
nowadays. The rationale of that study was to explore
customer perception towards celebrity endorsement.
Authors described about nine factors were manipulated
in his research paper: attractiveness, trustworthiness,
physical appearance, popularity, image/goodwill,
aspiration, reliability, negative role of celebrity and brand
for result. The research also found out that consumer
buying behaviour is positively affected by product as
compare to celebrity endorsement. Authors also
concluded that attractiveness of a celebrity endorsing a
particular product robustly influences a customer
opinion and this impact of products is more positive on
the customer buying decision. Roozen and Claeys
(2010), researched on “the relative effectiveness of
celebrity endorsement for print advertisement” and
research confirmed the claim that celebrity endorsement
is not always effective.
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e) Selection of Appropriate Celebrity for Advertisement

The selection of appropriate celebrity for
advertisement is a convoluted matter that the attention
of several scholars and researchers at both academic
and practical fields (Banyté et al., 2011). The review of
systematic literature revealed that there are many
theories and methods for choosing of celebrity
endorsers (Eriksson & Hakansson, 2005; Bergstrom &
Skarfstad, 2004; Osorio, 2002). Four models on celebrity
endorsement strategy, which includes source attractive
model, source credibility model, meaning transfer
model, and product match-up hypothesis. There are
other factors which are essential for choosing celebrity
endorser, including industry and product type and
impacts of different cultural values on implementation of
celebrity endorsement (Wengian, 2006). Each of these
methods from special perspective examines the
selection process and identifies personality factors that
influence  selection  process. There are four
characteristics of the celebrity (attractiveness, credibility,
expertise and trustworthiness) factors predicting the
effectiveness of celebrity endorsement advertisements
(Shahrokh & Arefi, 2013).

) Predictors of Celebrity Effectiveness

Additionally, the level at which the endorsement
process occurs depends on the worth and character of
the endorser and the process of meaning movement
from the endorser to the consumers (Erdogan, 2013;
Erdogan, 1999; Shahrokh & Arefi, 2013). In the source
credibility model the effectiveness of an advertising
message is contingent on the evident degree of
trustworthiness and expertise of the celebrity (Armando,
2014). Dimensions of credibility are classified as
trustworthiness and expertise (Lafferty, Goldsmith, &
Newell, 2002). This study refers to the study of
Priyankara et al., (2017) as well as in Shahrokh & Arefi
(2013) which used attractiveness, credibility, expertise
and trustworthiness  (Source credibility) as the
dimensions of celebrity endorsement.

g) Credibility

According to Koekemoer (2012), credibility is
defined as the degree to which the source is perceived
to possess skills, expertise and knowledge appropriate
to the topic to be communicated. Credibility is the
extent to the consumer is aware and trusted the source
as possessing relevant knowledge, expertise, or
experience about the products as well as giving
unbiased information to consumers (Forouhandeh et al.,
2011). In view of that, source credibility also delivers
trust for the message source. Seemingly, credibility
characteristic is the mainly vital part of credibility given
that expert endorsers cannot be regarded credible if
they display deceitful behaviour or biased conduct
(Koekemoer 2014). In credibility, it is expected that the
endorser can provide the required information about the
product or service accurately (Solomon, 2002).
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This source attribute might be successfully
persuasive when clients have not got much information
or experienced and formed their belief in the products.
Credibility is principally significant when people have a
depressing feeling towards the product and influential
information are required to reduce the contradict
arguing and positively persuade the attitude towards the
product. Consequently, when celebrities are credible it
affects the acceptance and recognition of the
persuasion and the communication (Belch & Belch,
2001). An equivalent observation is the initiative of a
source that is direct, candid and dependable, yet having
inadequate  knowledge of the brand being
communicated. Koo et al. (2012) illustrates credibility as
how convincing the consumer sees the endorser’s
credibility to be. They simplify the point by saying it is
“the amount of knowledge the source has about the
product or topic that he/she is endorsing” (Koo et al.,
2012).

h)  Trustworthiness

Trustworthiness is  about the  sincerity,
believability integrity and of the endorser (Koekemoer
2012). Trustworthiness refers to buyer's opinion
concerning the sincerity and faithfulness of the celebrity
endorser when approving communication for a marketer
(Koekemoer 2012). Trustworthiness refers to the justice,
sincerity, and integrity of a celebrity (Erdogan, 2001).
Trustworthiness is one component of source credibility.
The features connected to a trustworthy source are
ethicalness, honesty, sincerity, faithfulness, and
reliability (Erdogan et al., 2001; Khatri, 2006). According
to Forouhandeh et al. (2011) both trustworthiness and
expertise are important elements in determining the
credibility of a message source. Trustworthiness of the
celebrity endorser depends principally on the perception
of the consumer (Shimp, 2000) with a propensity to
belief a source who shares some resemblance as them
(Erdogan, 2013). The influence of a source can
deteriorate or cast off, if buyers consider the celebrity
endorser to be unfair or has primary intention for
approving and endorsing a brand in providing the
information, such as being paid (Belch & Belch, 2009).
Biasness can happen as a result incorrect information
from the source (Solomon, 2002). A celebrity is
considered as trustworthy (Goldsmith et al., 2000) and
that trustworthiness is illustrated as an outline of ethics
that create positive features and enhance the
recognition of the message (Erdogan, 2001). Koo et al.
(2012) use Tiger Woods' marital recklessness as an
instance of someone losing trustworthiness.

i) Expertise

Expertise is the degree to which a source is
perceived as “a source of valid assertion” (Forouhandeh
et al., 2011). Expertise refers to the level at which buyers
perceive the celebrity to be an authoritative source,
while endorsing the product (Yilmaz & Ersavas 2005).



An endorser, who is viewed as knowledgeable and an
expert, is more persuasive than one with less expertise.
An expert celebrity endorser can influence the product
perception (Erdogan, 2013). It is confirmed that
celebrity is regarded as a proficient in a particular field,
resulting in an elevated product endorsement than a
celebrity with no expertise (Hoekman & Bosmans,
2010). Pham and Nguyen (2015) opined that celebrity
expertise has a significant and positive influence on
buyers’ attitude toward the advertising and the brand.
According Erdogan (2013; 1999), expertise of celebrity
endorsement refers to the degree at which an endorser
is professed to be a source of valid assertion. In Amos
et al. (2008), it was argued that the degree of celebrity
expertise establishes its effectiveness. The greater the
expertise of the celebrity, the additional effective it will
be. The expertise of a celebrity will not be altered by
negative publicity, but the believability and credibility will
be disapprovingly affected (Priyankara et al., 2017).

j) Altractiveness

Attractiveness refers to consumers’ opinions
concerning the tangible appeal of the athletic celebrity
endorser, including qualities and athletic abilities
(Koekemoer 2012). Attractiveness refers to the appeal of
a source, as a provider of communication messages

k) Research Model

Credibility

[1I.  METHODOLOGY

a) Theoretical Framework

The overall topic of the study is described using
theoretical framework, as it shows in the multiple
dimensions of celebrity. This study employs
attractiveness, credibility, trustworthiness, and expertise
dimensions from source credibility model. This is to
explain that a product’s image increases in the buyers
mind it has direct relationship with buying intentions
making the endorser effective (Ahmed et al., 2014).

Attractiveness

(Koekemoer 2012). Physical attractiveness transited via
a person’s weight, height, and facial magnificence is the
very foremost lexis perceived by another (Bardia et al.,
2011). This concept does not only mean physical
attractiveness. It also requires intellectual skills,
character, way of life, and art talents (Erdogan, 2013). A
celebrity is attractive when the celebrity builds up an
admired reputation among the public. Celebrity
attractiveness swells the expressiveness toward the
customers as they desire to be like the celebrity that
they adore (Cohen & Golden, 1972 and that Celebrity
attractiveness has a positive influence on customer’s
attitude toward the advertisement (Pham & Nguyen,
2015). Attractiveness in this context means mental skills,
personality properties, way of living, performances of
celebrity, and skills of endorsers (Erdogan, 2001).
Celebrities can be attractive if for instance the celebrity
established great sport performances and people have
gargantuan respect for their achievement and therefore,
they are attracted to them (Priyankara et al., 2017).
Source attractiveness includes sub-components such
as likeability, similarity and familiarity (Koekemoer 2014).
When a receiver perceives a source to be attractive,
persuasion could occur through a process referred to as
‘identification” (Koekemoer 2014).

Effectivenesss
of Endorser

b) Research Design

The study utilizes quantitative research design,
Correlational and explanatory research design. It has
also collected both primary data via questionnaire and
secondary data via literature review.

c) Sampling

Convenient sampling techniques were used.
The collection data was based on those who came to
class for three weeks in middle of the first semester. The
sample was 200 students taken from the Department of
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Marketing year 1, 2, and 3 from Tamale Technical
University. The precedent of the sample size was in line
with Radha and Jija (2013) and Saeed et al. (2014) who
used 200 each.

d) Research Instrument

Questionnaire was employed by using five-point
Likert scale (1 meaning Strongly Agree, 2 meaning
Agree, 3 meaning Neutral, 4 meaning Disagree, and 5
meaning Strongly Disagree).

e) Data Analysis

The collected from the respondents were
analyzed quantitatively via correlation and regression in
SPSS version 19.00 software. The correlation and

regression analyses were done to measure the
association dependent and independent variables.
Reliability test was also conducted via Cronach Alpha to
unveil the internal consistencies of the variables and to
understand whether the instruments were supposed to
be used for this study.

) Variables

The dependent variable was effectiveness and
the independent variables were trustworthiness,
credibility,  attractiveness, and  expertise.  The
researchers operationali zed the celebrity in four main
factors influencing celebrity effectiveness which were
measured using the following items in the table below:

Trustworthiness Credibility Attractiveness Expertise
Consumer’s attitude Celebrities in MTN ads are Consumer’s attitude whether the
Dependability about confidence of the celebrity has practical knowledge on his
. usually well known faces L
celebrity. or her specialized area.
Consumer's atitude Beautiful celebrities appear Whether the celebrity has sufficient
Honesty about moral courage of . . o )
celebrily. in MTN ads experience in his or her field or area.
Consumer’s attitude on Attractive celebrities Consumer’s attitude whether the
Reliability the sincerity of the endorse quality MTN celebrity has obtained a practical training
celebrity. services relevant to his or her field.
Consumer’s attitude of Sexv celebrities are Consumer’s attitude whether the
Trustworthy whether the celebrity is y . celebrity has power to influence others
endorsed in MTN ads . .
honest. action or behavior.
Celebrities that are
endorsed in MTN ads are
classy
Elegant celebrities appear
in MTN commercials
[V.  RESULTS
Table 1. Reliability of scale
Variables Cronbach’s Alpha | Mean | Standard Dev.
Trustworthiness 0.776 5.30 1.49
Credibility 0.773 3.34 1.31
Perceived expertise 0.778 3.68 1.77
Attractiveness 0.922 4.35 1.29
Table 1 clearly shows that the research  Cronbach Alpha ranged from 0.773 to 0.922. According

instrument was internally consistent and could be used
for this current study since data collected was reliable
(Leech, 2008). The coefficient of Alpha tested by

to Sekaran and Bougie (2013), a coefficient of alpha
between 0.80 and 0.90 is very good, 0.70 — 0.80 is
good, 0.60 —0.70 is fair and less than 0.60 is poor.

Table 2: Model Summary

Model R | R-square | Adjusted R-square | Std. Error of the Estimate
1 TN .620 591 25717
Predictors: Perceived Expertise, Trustworthiness, Attractiveness and Credibility

The dependent variable, celebrity effectiveness
is influenced by 59.1% by the independent variables:
perceived expertise, trustworthiness, Attractiveness and

© 2020 Globalournals

credibility. Therefore, it depicts that all these dimensions
are responsible for endorser's effectiveness in
advertising telecom products and services.



a) ANOVA

ANOVA analysis examined the significance of the overall model as shown in the table below.
Table 3: ANOVA Results

Model Sum of Squares | DF | Mean square F Sig
Regression 8.728 8 1.390 21.012 | .000*
Residual 6.085 95 .066
Total 14.813 98

The ANOVA table above makes obvious the
degree of significance. Table 3 shows that all the
dimensions  (trustworthiness, perceived expertise,
Attractiveness, and credibility) are related to the
effectiveness of an endorser. Therefore, the association
between independent and dependent variables is
absolutely significant when compared with the alpha
values above.

b) Correlation Analysis

The utmost  association is  between
trustworthiness and celebrity effectiveness, which 0.930,
this shows that there is a positive and significant
correlation  between trustworthiness and celebrity
effectiveness. Next highest is association is between

credibility and celebrity effectiveness which is 0.675 and
then followed by perceived expertise with a correlation
value of 0.667. The least but equally significant is
attractiveness and celebrity effectiveness with a
correlation value of 0.661. From the figures in table 4
below, it can be concluded that all the variables
(dimensions) have considerable association with each
other and strong with celebrity effectiveness.

Table 5 below is the correlation analysis which
depicts the association between variables in his study.
According to Statistikian (2017), a correlation value
close to zero (0) is very weak. See table 4 below for
details:

Table 4: Interpretation of Pearson Correlation

Correlation values

Meaning

0.80 - 1.00

Very Strong Category

0.60-0.79

Strong Category

0.40-0.59

Moderate Category

0.20-0.39

Weak Category

0.00-0.19

Very Weak Category

Source: Statistikian (2017)

Table 5: Correlation

Trustworthiness | Credibility | expertise | Attractiveness | Effective.
Pearson Correlation 1 0.668** 0.668** 0.634 0.930**
Trustworthiness Sig (1-tail) 0.000 0.000 0.000 0.000 0.000
N 200 200 200 200 200
Pearson Correlation 0.691 1 0.469** 0.656 0.675
Credibility Sig (1-tail) 0.000 0.000 0.000 0.000 0.000
N 200 200 200 200 200
Pearson Correlation 0.264* 0.593** 1 0.549** 0.667
Expertise Sig (1-tail 0.000 0.000 0.000 0.000 0.000
N 200 200 200 200 200
Pearson Correlation 0.507** 0.733** 751** 1 0.661
Attractiveness Sig (1-tail) 0.000 0.000 0.000 0.000 0.000
N 200 200 200 200 200
Pearson Correlation 0.930** 0.634 0.661 0.661 1
Effectiveness Sig (1-tail) 0.000 0.000 0.000 0.000 0.000
N 200 200 200 200 200
c) Regression Coefficient in the model together with their relevant p-values
The Regression Coefficient analysis the exposed in the below table.

coefficient of all the dimensions (variables) incorporated
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Table 6: Regression Coefficient

Coefficients
Model Understandized Coefficients | Standardized Coefficients t Sig.
B Standard Error Beta

(Constant) 1.137 0.261 4.519 | 0.000
Trustworthiness | 0.188 0.081 0.291 2.477 | 0.014
Credibility 0.229 0.082 0.288 2.748 | 0.007
Expertise 0.211 0.076 0.288 2.748 | 0.007
Attractiveness 0.188 0.087 0.269 0.223 | 0.028

Table 6 has demonstrated that all the 4
dimensions were positively and significantly associated
with celebrity effectiveness in the telecom sector in
Ghana. Hence, each factor studied is vital to the
celebrity in endorsing telecom products and services.
The standardized coefficient from the analysis depicts
that trustworthiness is the main and significant
dimension of endorsers with a coefficient of 0.291. The

second most important dimensions which measure the
effectiveness of an endorser are credibility and
perceived expertise with standardized coefficients of
0.288 respectively. Attractiveness was the least but
significant with coefficient of 0.291. Consequently, all the
hypotheses were accepted from the positive values,
which are significant at 0.05.

Hypotheses Correlation Values Result
Trustworthiness « Celebrity Effectiveness 0.930 Very Strong
Credibility < Celebrity Effectiveness 0.675 Strong
Attractiveness«< Celebrity Effectiveness 0.661 Strong
Expertise « Celebrity Effectiveness 0.667 Strong
Trustworthiness dimension has exhibited very The independent variables were four

strong effect on celebrity effectiveness in developing
advertisement, and contributes positively to the
formation of celebrity endorsement variable. Meanwhile,
attractiveness, expertise, and credibility have proven to
be strong and have contributed positively to celebrity
endorsement variable and celebrity effectiveness.

V. DISCUSSION

The present study is carried out to identify the
effectiveness of celebrity endorsement in advertising in
Ghana. For this intention this current study quantitative
research method is used to check the effectiveness of
the celebrity endorsements by certain observed and
universally accepted factors. The whole population was
from Marketing Department of the University from which
particular sample extracted. This sample was extracted
by the help of sampling calculator. Effectiveness of the
celebrity endorsement was a dependent variable and
the trustworthiness, credibility, attractiveness, perceived
expertise, dimensions were taken as the independent
variables. The analysis above demonstrates that all the
dimensions representing the independent variables
have relationship with the celebrity effectiveness. The
analysis found trustworthiness to have a strong
correlation with celebrity effectiveness with Pearson’s
correlation value of 0.930. The other variables have
strong correlation since they all fall within 0.661 to 0.675
correlation values. Also, the independent variables
correlate with each other since the correlation values are
within weak, moderate to strong categories.
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determinants, which all have a positive effect on the
attitude of consumers towards the brand making the
celebrity effective. Accessible literature on celebrity
endorsement aids businesses to generate a distinctive
representation of the product and bring about an
affirmative impact on sales and attitude intention
towards the product (Liu, 2007; Ranjbarian et al., 2010).
This ensues from the fact that celebrity endorsers
stimulate superior brand appreciation. Furthermore,
when a celebrity is positively perceived by the
consumer, a sentiment of trust will be involuntarily
developed towards the celebrity and the attitude of
consumers will increase, hence the study confirms the
findings of Friedman et al. (1979).

Celebrity Endorsement has an important effect
on endorser effectiveness such that using trustworthy,
credible, and attractive celebrity can assist a marketer to
increase consumers’ purchase intention for the
brand/product as also indicated in Gupta et al. (2015).
These findings are also in line with several previous
research, such as Pornpitakpan, (2004), and Chan et al.
(2013). The findings of Gupta et al., (2015) reveal that
celebrity endorsements can be a helpful marketing
communication strategy available to the firms as it is
anticipated to have a significant positive effect on
buyers purchase intentions. These positive purchase
intentions can be converted to purchase if other
elements in the marketing mix are well planned. Khan et
al. (2016) confidently said that celebrity endorsement is
a marketing communication used to advise an audience
to take and some action, and advertisement by



concentration of celebrities turn into aspect in modern
competitive marketing environment for high acceptance
and formation of strong product attention.

a) Management Implication

With the theoretical contribution being made
towards the advancement of existing knowledge, this
research also concurrently provides several managerial
implications. This study is expected to create awareness
among marketers on the importance of considering a
different celebrity attributes according to the different
product which is a celebrity is endorsed. The
promotional campaign should be vigilant in selecting the
suitable celebrity for the product, as it can affect the way
it is view by the customers. The positioning of the
product is directly affected by the celebrity endorsing it
(Pugazhenthi & Ravindran, 2013). Marketing managers
should consider several aspects before choosing a
celebrity to promote their brand and products or
services, particularly consider the background of the
artist associated with their attractiveness, expertise, and
trustworthiness.

VI. CONCLUSION

The study seeks to unearth factors predicting
the effectiveness of celebrity endorsement advertising
from HND marketing student’s perspective. The study
concludes that the celebrity endorsement is an effective
tool for effectively marketing firm’'s products. The
advertisers must consider all the important factors while
hiring the celebrity for firm advertisement as there was
very positive and strong relationship and reliance of the
effectiveness of the celebrity endorsement over
observed factors. To stay away from expensive mistakes
of selecting celebrities that do not possess the right
attributes for transmitting credible messages and
persuasiveness, it is imperative for firms and
management to have better understanding of the right
set of attributes to consider in choosing a representative
to market their products. The study found the important
role of choosing a celebrity that possesses trust,
expertise, attractive and overall credibility. It is vital for
firms to make sure the personality of the celebrity
endorser selected, match that of the product endorsed.
The researchers suggest providing training to celebrity
endorsers by firms before using them for such
PUrposes.
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Review of Literature on the Historical Evolution
of Luxury to ldentity the Factors Associated with
Consumer Attitude towards Luxury Car Brands in

an Emerging Country Setting

Sumith De Silva %, Ali Khatibi ° & Ferdous Azam ®

Abstract- Luxury is concept that has been viewed by different
scholars and industry experts in the brand marketing
evolutionary process. Many studies have found that a number
of factors affect the purchase of luxury goods and many
researchers have shown their interest in luxury consumption.
Because of globalization, global luxury products have gained
their presence in emerging nations such as Sri Lanka. Luxury
consumption involves reflection of the social class, lifestyle
and consumer's personality backed by the prestige
consumption mindset rooted in their financial power, individual
values, social values and attitudes. The perceived
luxuriousness is often identified and argued under different
dimensions such as quality, hedonism, prestige,
exclusiveness, uniqueness, conspicuous consumption and
tradition by many scholars. However, these dimensions have
not been tested, discussed and analyzed from consumer
behavior standpoint in an emerging country like Sri Lanka
which consists of a new consumer segment that wishes to
enjoy a luxurious living. This westernized, rich and famous
lifestyle is exhibited by owning luxurious car brands such as
Mercedes Benz, BMW, Bentley, Porsche, and Ranger Rover,
thanks to globalization. This paper discusses the historical
evolution of marketing research in a global luxury consumption
perspective to develop a conceptual model to evaluate the
consumer attitude towards global luxury car brands.
Keywords: attitude, luxuriousness, luxury car brands,
brand consciousness, brand love, sri lanka, hedonism,
conspicuous consumption.

. INTRODUCTION TO THE STUDY

level of conspicuous consumption activity of
consumers backed by the motive to exhibit a social
status (Vigneron & Johnson, 1999). As highlighted by
Shuckla (2010) and Tynan et al., (2010) the emerging
countries identified such as Brazil, Russia, China and

‘ uxury is viewed as a level of prestige to an extreme
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India have shown a greater interest for luxury
consumption. The consumers in these countries seem
to be showing more symbolic ownership of the brands
primarily influenced by both symbolic brand attributes
and the non-utilitarian brand attributes. Further, the
changes in the society need to be considered every time
Jelinek (2018). The behavioural patterns in the society
showcase the social distinctions among the consumers
and symbolic ownership of brands (Batra et al., 2000;
Akram et al.,, 2011). According to Sukla and Purani
(2012) the recent economic development in the
emerging markets fuels the growth of luxury brand
patronage that will lead the industry creating more
opportunities for brands. Sri Lanka is such a country
where the global luxury cars get a significant demand
backed by the increasing purchasing power of growing
high net worth individuals.

Jain, Roy and Ranchhod (2015) suggested that
the changing profiles of the Asian consumer have
significantly affected the inflow of luxury brands to the
South Asian countries such as India. Therefore, there is
a significant urgency for the luxury brand marketers to
study the consumer attitude and perception in these
parts of the world where different values, beliefs and
attitudes prevail towards global luxury car brands. The
global luxury spending has jumped up significantly and
it is expected to reach USD 40 Trillion by the year 2020
(Assochamorg, 2013).

Previous research studies conducted have
attempted to emphasize the role of a country’s culture
and its influence of demographical factors on luxury
brand consumption (Hung et al., 2011; Godey et al.,
2013). However, as Miller and Mills (2012) suggested
the meaning of luxury could vary from country to country
with its cultural uniqueness. Further, the consumer
motivations and their objectives which are behind the
purchase could be similar (Hennings et al., 2012).
Researchers have shown their interest conducting
research with the investigation perspective into the
luxury branding from the view of the practitioner’s
perceptive (Fiondaan Moore, 2009) and from the
conceptual point of view (Miller & Mills, 2012; Ghosh &
Varshney, 2013).
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Luxury has been discussed by many
researchers with respect to the luxury automobile
market. As the global millionaires grow and along with
the growth of discretionary income of mass consumers
who are identified as democrats, the luxury car market
has shown considerable growth (Barnier & Rodina,
2006; Wiedmann, Hennigs & Siebels, 2007; Husic &
Cicic, 2009). In addition to that, according to Lipovetsky
and Roux (2015) the democratization has fueled the
demand for prestige car brands and drawn the attention
of marketing practitioners as well as academic
researchers (Dubois, Czellar & Laurent, 2005; Vigneron
& Johnson, 2004). The literature shows that the term
luxury has been viewed differently by scholars.
Therefore, the literature presents an exploration on an
intellectual journey into the historical evolution of
marketing research in global luxury branding. This paper
attempts to explore the historical and theoretical
evolution of luxury consumption and develop a
conceptual model for luxury car brand purchasing
attitude.

[I. HISTORICAL EVOLUTION OF THE
CONSUMPTION OF LUXURY

Hume (1752, 1965) explained that luxury could
be identified as a word of uncertain meaning and be
considered both good and bad. Smith (1776) proposed
that to a certain degree, consumption has a relationship
towards the improvement of social standing or
maintenance. The history of research into the subject of
luxury goes to the 19" Century (John Rae, 1834;
Thorstein Veblen, 1899; & Keasbey, 1903). It was Veblen
(1899) who discussed luxury consumption as a status
symbol with social comparison. Veblen (1899) published
‘Theory of the leisure class’ and it was he who
pioneered research on luxury consumption. Veblen
(1899) suggested that lavishness in consuming
products exhibits distinction and status to others. This
concept was developed based on the premise that
consumers have a desire to exhibit higher social class
and represent particular economic groups. This was
named as conspicuous consumption. Weber (1930)
proposed that savings and investment are identified as
economic activities of an individual. The Veblen effect
was further reviewed from the work of Bourne (1957).
Leibenstein (1950) based on the Veblen’s theory, further
argued that interpersonal values such as snob effect
and the effect of band wagon are two variables to the
Veblen effect. Both Veblen (1899) and Leibenstein
(1950) argued on the value of status in luxury
consumption. Scholars furthermore found uniqueness
as the center of motivation for brands rousing their use
(Leibenstein, 1950).

Luxury has been viewed as the things that
people use to portray their personality to others through
the common ramifications that the things contain (Levy,
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1959). According to Yamey (1964), an anthropological
study conducted on saving, capital, and conspicuous
consumption, in several primitive societies they found
this process as a display of wealth which was
considered to be a wasteful activity. The luxury
definitions have been numerous (Davidson, 1898).
Therefore, the perplexity of the people is in many
occasions is excusable. Grossman and Shapiro (1988)
identified the luxury goods as the ones which are used
merely or displayed on a particular brand that confers
the value of prestige on theirs other than the utility
derived from the function. Luxury is an extravagant
living, over indulgence, luxuriousness, sumptuousness
and opulence Oxford Latin Dictionary (1992). Dubois
and Duquesne (1993) explain that motivation of the
consumer is to inspire the others. It is their ability to pay
high prices and this type of consumption is particularly
characterized by flamboyant exhibition of wealth.
Dubois and Paternault (1995) rather than the other
products, luxury goods are purchased for the meaning
beyond what these goods are. Kapferer (1997) defines
luxury as beauty and it is the art which is applied to the
product function. These products provide additional
pleasure to all the senses at one time. It is the
attachment of the classes of the society. There are other
values such as quality, creativity and craftsmanship etc.
(Kapferer, 1998). Further, this luxury consumption has
been reviewed as a consumption activity for the glory of
brands as explained by Mason (1981 & 1992); Bearden
& Etzel 1982). Kemp (1998) explains that luxuriousness
of a particular good is determined by the product’s
natural desirability. It is not simply determined simply as
an object for conspicuous consumption. Luxury
products are identified as the brands which have a low
ratio with its functionality to price, but the ratio of
intangibility to the situational utility compared with price
is high (Nueno and Quelch, 1998). An individual’s
functionality could be an another person’s luxury
(Bernstein, 1999). Exclusivity is evoked by the luxury
brands. They have well-reputed brand identity and have
high brand awareness as well as high perceived quality.
These brands retain their sales and keep customer
loyalty The important components of luxury products are
brand identity, perceived quality, awareness and
customer loyalty (Phau and Prendergast, 2000).

Luxury is defined as symbols of personal as well
as social identity (Vickers and Renand, 2003). Luxury
goods are the goods which enable the simple use or a
product that displays a branded product offer esteem of
the owner other than functional utility (Vigneron and
Johnson, 2004).

Atwal and Williams (2009) define luxury as a
concept traditionally associated with the terms
exclusivity, status and quality. Luxury has an individual

component too. What could be luxury to one person
may not be luxury to another. It could be irrelevant and

valueless to some other (Berthon et al., 2009). In luxury



consumption, one communicates to create a dream and
to recharge the product’s brand value. It is not to sell
(Kapferer and Bastien, 2009). Wiedman et al., (2009)
define luxury concept as a subjective and multi-
dimensional construct. It is a concept by definition that
should follow an integrative understanding. Luxury
goods are conducive towards pleasure and they give
comfort. They are difficult to obtain and bring the
esteem of the owner rather than its functional utility
(Shukla, 2011). Luxury is described as old luxury
together with consumer’s self-indulgent and motivators
of hedonism (Kapferer and Bastien, 2009; Shukla and
Purani, 2012).

[1I. THE NEW ERA OF LUXURY CONSUMPTION

Luxury is a concept that is very difficult to be

defined and it is based on subjective judgements that

could lead to different definitions (Vigneron and Johnson
1999; Yeoman, 2011). Luxury is an ambiguous concept
(Dubois, Laurent & Czellar 2001). This ambiguity is
related to the abstract and symbolic nature of luxury
(Roux & Boush 1996). Therefore, to understand luxury, it
is important to understand the dimensions of luxury and
the attitudes towards luxury. The BLI scale developed by
previous researchers: Vigneron and Johnson (2004),
Kim (2012), Kim and Johnson (2015) is widely accepted
by researchers on luxury to measure consumer attitudes
to evaluate global luxury car brands.

According to Dubois, Laurent, and Czellar
(2001) there are six main facets of luxury as presented in
Table 1.1.

Table 1.1: The Six Main Facets of Luxury

Facet

Example of the Facet

Excellent quality

Exceptional ingredients, components delicacy and expertise,

craftsmanship

Very high price

Expensive, elite and premium pricing

Scarcity and Uniqueness

Restricted distribution, limited number, tailor-made

Aesthetics and Poly-sensuality

Piece of art, beauty, dream

Ancestral heritage and personal history

Long history, tradition, passed-on to next generation

Superfluousness Uselessness, non-functional
Source: Dubois, Laurent, & Czellar (2001)
Keller  (1993) highlighted  studying the Dubois and Czellar (2002) added

consumer's behavior as a critical issue in order to make
some strategic decision. Dubois et al. (2005) developed
a concept with the traditional luxury view which states
the luxury should be only available for the elite (labeled
elitist) and modern luxury visionaries believe that
everyone needs to have accessibility to luxury. Further,
according to Dubois et al., (2005), the elitists indicated it
was inevitable that luxury products be priced very highly.
As noted, if luxuriousness diminishes, so does brand
equity. To prevent this decay in equity, prestige
businesses face a dilemma as they need to control
brand diffusion to enhance exclusivity while at the same
time maintain a high level of awareness (Phau &
Prendergast, 2000). Rarity is also an important concept
related to the equity of prestige brands (Dubois &
Paternault, 1995; Kapferer, 1998). Yet it also causes a
paradox (Roux & Floch, 1996). This contradiction results
because it is natural for prestige brand managers to
seek maximization of profits by selling as many products
as possible; however, following a rarity principle
suggests that to build equity, a prestige brand needs to
avoid the risk of commaoditization (Kapferer, 1998). Thus,
rarity suggests that sales must be limited since too
much distribution erodes being scarce, dilutes
desirability and exclusivity, and consequently erodes
brand equity.

self-
indulgence as a new luxury dimension. Further, it was
discussed on the importance of hedonism of luxury
brand consumption. Vigneron and Johnson (1999,
2004) proposed a theoretical framework for luxury brand
consumption value which included personal and non-
personal perceptions of value. Hedonism and quality
were identified as personal dimensions while
conspicuousness, social value and uniqueness were
identified as non-personal consumption. Wiedmann et
al. (2007, 2009) further extended the framework of luxury
with another variable by adding financial value as a
dimension. Tynan et al. (2010) further elaborated the
model by including variables such as relational value.
Truong and McColl (2011) added intrinsic and extrinsic
value aspirations.

As suggested by Camilo Koch and Davit
Mkhitaryan (2015) in a research study carried out in
China on consumers’ choice in luxury car brand
selection, consumers tend to expect benefits directly
derived from the attributes. Consumers can be identified
with respect to the products they buy and when the
income level goes up of these consumers they tend to
purchase more luxurious goods (Songer, 2014).
According to Vigneron and Johnson (1999); Engand
Bogaert (2010) and Ghanei (2013) the factors that could
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differentiate the terms luxury and non-luxury are in terms
of perceived conspicuousness, perceived uniqueness,
perceived quality, perceived hedonism and perceived
social value. Further, Vigneron and Johnson (2004)
suggested that if the amount of perceived luxuriousness
can be managed, it could be measured as well. Brand
Luxury Index (BLI) was developed in order to provide a
tool to estimate the amount of perceived luxuriousness
of a prestige brand based on the five components:
conspicuousness, uniqueness, quality, extended self,
and hedonism (Vigneron & Johnson, 2004).

[V. DIMENSIONS OF LUXURIOUSNESS AND
TERMS
Keller (1993) identifies luxury dimensions as

functional, experiential and symbolic expressions.
Vigneron and Johnson (1999) developed the

dimensions into conspicuousness, uniqueness, quality,
hedonism and extended-self. Vickers and Renand
(2003) suggest  functionalism, experientialism,
symbolism, and interactionism as luxury dimensions.
Berthon et al.,, (2009) defined luxury dimensions as
functional, experiential and symbolic expressions.
Further, Brakus et al., (2009) suggest behavioral,
feelings and cognition dimensions as luxury dimension.

Gofman et al., (2010) suggest luxury as Design,
style, Experience, Emotions and Exclusivity. Heine and
Phan (2011) suggest Price, Quality, Aesthetics, Rarity,
Extraordinariness and Symbolic meaning as key luxury
dimensions. Reyneke et al., (2011) identify objective
(material), subjective (individual) and collective (social)
as luxury dimensions.

Table 1.2: Presents an analysis of luxury dimensions discussed by various researcher across eleven studies.

Authors Dimensions
Conspicuousness | Uniqueness Quality Hedonism | Self-Extended |  Tradition
Veblen Conspicuous )
(1899) Consumption
Leibenstein Bandwagon
(1950) Veblen Effect Snob effect offect
Craftsman
Elitist Exclusivene |  Best quality lct?eg{i?/i;
Kapferer Extremely expensive -sslts Beauty of object Its sensualit Successful
(1998) Its price uniqueness | Excellence of lts magic Y
products
Vigneron & Uniqueness Emotional Social
Johnson Conspicuous Value d Quality Value . value/Extende
Value value/Hedonism
(1999) d-self
Price Superfluousness Quiality Aesthetic Refined
. Conspicuous Not mass- Pleasure people
LDUbOlS;& Elitist Uniqueness produced Aesthetics and Reveal who
zéurelrlwt Very high price Scarcity  |Rather like luxury | polysensuality you are
zellar Differentiate from Excellent quality Makes life Pleasing
(2001) others Good taste beautiful Few people
own
Wiedman, Materialistic Self-Identity
Hennigs & Presti . Uniqueness . Self-Gift Giving Self-Directed
. restige Value in Quality
Siebels Social Networks Usable Extravagance Pleasure
(2009) Life Enrichment
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Table 1.2: Evolution of Luxury Dimensions

Other People’s
Impression Exciting
Feel Successful Experi
Wang, Sun, Made of Good Xperience
Sgn g Irgre?ze Self- Materials Feel Different Wagg, Sun,
onfidence i i When | am i ong
2010 High Quality & Better Service
(2010) | want other people to | ik the Money | depressed, | buy (2010)
know that | own luxuries to make
expensive luxuries feel better
Vickers & , , Symbolic .
Renand Symbolic Interactive Interactive Functional Need |Experiential need | . Sym.bO“C
need interactive need
(2003) need
Vljgor;e;sgn& Perceived Perceived Perceived Qualit Perceived Perceived Self-
(2004) Conspicuousness Uniqueness Y Hedonism Extended
Kim (2012) Exclusiveness Quality Dominance Tradition
Quality
Kim & Attributes
Johnson Accessibility Material Hedonism Extended-self Tradition
(2015) construction
Aesthetic appeal

V. MODIFICATION OF PERCEIVED LUXURY

revised BLI scale.

Further, tradition was added as a

VALUE DIMENSIONS

The concept of consumer-based brand equity
(Keller, 1993) provides the rationale to investigate the
question of modifying perceived luxury value since the
concept emphasizes individual customers’ reactions to
the marketing mix elements.

Kim and Johnson (2012) found in their research
that price, distribution intensity, store image, brand
personality and innovativeness had a significant impact
on all components of perceived luxuriousness: quality,
dominance, exclusiveness, and tradition. However,
advertising expenditure did not influence perceived
luxuriousness. Also price promotions negatively
influenced participant’s perceptions of three of the four
dimensions of luxuriousness.

The modification for the Brand Luxury Index
(BLI) was carried out by Kim and Johnson (2012) based
on the BLI scale developed by Vigneron & Johnson
(2004). The four variables identified in the modified BLI
scale were quality, dominance, exclusiveness, and
tradition. This is in comparison to the previous model of
five dimensions; conspicuousness, uniqueness, quality,
hedonism, and extended-self. When compared with the
original BLI scale, in the revised scale the exclusiveness
dimension  was included instead of  the
conspicuousness and  uniqueness  dimensions.
Hedonism was also eliminated in the revised model.
However, the items included under the hedonism, have
been included under the other luxury dimensions of the

new dimension to measure the perceived luxuriousness
(Kim & Johnson, 2015).

V1. LUXURY PERCEPTION AND CONSUMER
BRAND ATTITUDE

Consumers as individuals identify the term
luxury with expressions such as upscale, good in taste,
quality, and class, etc. It is evident that people fulfil their
functional requirements through luxury but also the
psychological requirements (Dubois, Laurent & Czellar,
2001). Widemann, Hennigs and Siebels (2007) describe
that the luxury value has three fundamental dimensions:
functional value, social value, and individual value.
Luxury perception. According to Vigneron and Johnson
(1999), Eng and Bogaert (2010) and Ghanei (2013) the
luxury perception is linked with five values and that
could make a differentiation on luxury and the non-luxury
brands through perceived conspicuousness, perceived
unigueness, perceived hedonism, perceived quality and
perceived social value.

Perception is described as the way we see the
world around us and the identification and interpretation
are highly dependent upon the needs, values, and
expectations of an individual and it is individualized
(Schmitt, 1999).
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FACTORS ASSOCIATED WITH CONSUMER
ATTITUDE TOWARDS LUXURY

VII.

a) Hypotheses

Vigneron and Johnson (2004) concluded in the
brand luxury index that self-identity plays a significant
role towards the consumer attitude towards luxury.
Therefore, the following hypothesis is developed as;

H1: There is a relationship between Self Identity and the
Attitude Towards Luxury.

Consumers are driven by the consumer’s
experiential value gained (Brakus et al., 2014; Schmit et
al., 2015). Yeoman (2011) states that there is a positive
relationship between the consumer experiences and the
perceived value of luxury. Thus the below hypothesis is
developed as;

H2: There is a positive relationship between Experiential
Value and Attitude Towards Luxury.

According to Miler and Mills (2012) the
differences in culture impact the individuals to define
luxury. Further, Godey, et al. (2013) too confirmed the
relationship between differences in culture and luxury
consumption. Thus, the below hypothesis is developed
as;

H3: There is a relationship between
Differences and Attitude Towards Luxury.
Sproles and Sproles (1986), state that brand
consciousness act as one of the key decision making
styles. Brand love is the positive attitude a brand (Batra,
et al, 2012). Brand love has an impact on the
consumer’s attitude towards luxury. Luxury brands are
normally purchased by considering that they are not
necessities. A consumer with brand-conscious behavior
tend to perceive brands as symbols of status and
prestige (Liao and Wang, 2009; Giovannini et al., 2015).
Therefore, the following hypotheses are suggested as;

Individual

H4: There is a positive relationship between Brand
Consciousness and Attitude Towards Luxury.

H5: There is a positive relationship between Brand Love
and Attitude Towards Luxury Cars.

The  motivation of consumer’s  social
consumption states that consumers purchase brands
not only to acquire brand, but also for social status
aspect of consumption and meaning (Fitzmaurice and
Comegys, 2006; Gil et al., 2012). Social influence has
also been researched in the luxury brand consumption
behavior (Weidman, et al., 2009). Therefore, along with
these empirical findings, the following hypotheses are
developed as;

H6: There is a positive relationship between Social
Influence and Attitude Towards Luxury.

The desire for conspicuous consumption or for
gaining social status should directly affect the attitude

© 2020 Globalournals

toward luxury brands (Dittmar, 1994; Weidman et al,,
2009). Bearden and Etzel (1982) explained that the
luxury brands consumed in public tend to be more
conspicuous than luxury brands consumed in private.
Therefore:

H7: There is a positive relationship between
Consumption Type and Attitude Towards Luxury.

Combining the works of Vicker & Renard (2003)
and Vigneron & Johnson (1999), which looked at the
role of symbolic, hedonistic, materialistic and utilitarian
values on attitudes towards luxury brands, as well as
impacting feelings toward a particular brand, the
following two hypotheses were developed:

H8: There is a positive relationship between
Consumption Values and the Attitude Towards Luxury.

b) Proposed Conceptual Model for Factors Associated
with Consumer Attitude Towards Luxury Brands
The proposed conceptual framework s
presented in Figure 1.1. Self-Identity, Experiential value,
Individual Differences, Brand Consciousness, Brand
Love, Social influence and Consumption type are
identified as independent variables. Consumer Attitude
towards Luxury is taken as the dependent variable.



Self-1dentity

Experiential Value

Individual Difference

Brand Consciousness

Brand Love

Social Influence

Consumption Type

Consumption Value

Consumer Attitude
Towards Luxury

Figure 1.1: Proposed Conceptual Model for Factors Associated with
Consumer Attitude Towards Luxury Brands.

CONCLUSION AND MANAGERIAL
[MPLICATIONS

VIIIL

Global luxury spending has jumped up
significantly and it is expected to reach USD 40 trillion by
the vyear 2020. Previous research studies have
attempted to emphasize the role of a country’s culture
and demographics with luxury brand consumption
(Hung et al., 2011; Godey et al., 2013). However, as
Miller and Mills (2012) suggested, the meaning of luxury
could vary from country to country with its cultural
uniqueness. Further, consumer motivations and
objectives which are behind the purchase could be
similar (Hennings et al., 2012). Many luxury branding
studies have been conducted from the perceptive of the
practitioner (Fiondaan & Moore, 2009) and from the
conceptual point of view (Miller & Mills, 2012; Ghosh &
Varshney, 2013).

Consumer attitude has been a widely discussed
topic in research and it is important to study consumer
attitude in order to identify the consumer decision
making process. Luxury brand attitude towards a
product depends on the consumer’s perception of the
brand. The dimensions of luxury have been evolving
over in the past from among the researchers such as
Veblen (1899) to Leibenstein (1950), Kapferer (1998),
Vigneron & Johnson (1999), Dubois, Laurent & Czellar

(2001), Wiedman, Hennigs & Siebels, (2009) and Kim &
Johnson (2015). The modified Brand Luxury Index (BLI)
by Kim and Johnson (2015) is an important tool for
researchers to investigate further the concept of luxury.

Managing luxury dimensions successfully will
enable marketing managers to manage their brands
effectively by managing the consumer attitudes. It
facilitates the effective decision making of business
organizations and will benefit consumers as well. Luxury
could vary from country to country and culture to culture.
Marketing communication strategies could be effectively
managed with the careful identification of the target
audiences. Specially in designing the culturally sensitive
advertisements. Further research could be carried out to
study the effect of consumer attitude towards the luxury
car brand purchasing behavior.
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Pazarlamada Yeni Egilimler: Deneyimsel
Pazarlama Kapsaminda Bilecik Ili Osmanell
llcesinde Bulunan Sifali Su Icmeler Tesisi
Uzerine Bir Arastirma

Selin Pektas

Ozet- Bu galigmanin amaci deneyimsel pazarlamayla ilgili
kavramsal boyutlar ortaya koymak ve boyutlarin Sifall Su
Icmeler Tesisi kapsaminda Ornekleyerek agiklamaktr.
Bulunulan tesislerden iyi hizmet almak, istenilen kalitede vakit
gecirmek, kaliteli zaman gecirmek ve glzel duygularla
igletmeden aynimak hem masgteriler hem de Sifali Su igmeler
Tesisi agisindan 6nem arz etmektedir. Bu galigma masterilere
yagattiklan deneyimleri ve bu deneyimlerin  mdisteri
memnuniyetine etkisini belirlemeye ydnelik olarak yapilmigtir.
Caligma kapsaminda 320 kigiye ulagiimigtir. Katilimcilara anket
yoluyla sorulan sorularda, kigilerin %50,3 ‘U kadin, %49,6’sI
erkek ile tesisin en c¢ok tercih edildigi yas araligi ise%22,1
ile23-27'dir. Yapilan galigmada Sifali Su igmeler Tesisinin 4,29
ortalama ile tercih edilme sebebi saglik turizmi iken 4,10 oranla
doga turizminden dolayr tercih edilmektedir. Yagatlan
deneyimler algisal boyutta olup, gelecekieki galismalarda daha
genigs bir o6rneklemle farki mdagteri tipleri igin hangi
deneyimlerin 6n plana ¢iktidinin aragtinimasi faydali olacaktr.
Anahtar Kelimeler: deneyim, deneyimsel pazarlama,
sagdlik turizmi, iligkisel pazarlama.

Absiract- The aim of this study is to present the conceptual
dimensions of experiential marketing and to illustrate these
conceptual dimensions with the igcmeler facility.It is important
for both customers and the igmeler facility to get good service
from the facility, to spend and to enjoy time in the desired
quality then leave the enterprise satisfied.This study was
conducted in order to determine the experiences of the
customers and their effects on customer satisfaction. 320
people were reached within the scope of the study. In the
questions asked by the questionnaires, 50.3% of the
participants were female, 49.6% were male, and the most
preferred age range which has visited the facility was 22-27
with %22.1.Inthestudy, icmelerfacility has preferred for health
tourism with an average of 4.29 whilewith an average of
4.1thefacility has preferred for nature tourism.The experiences
are perceptual in this study with in it will be use ful to see
which experience comes to the fore front in studies with a
wider and different groups in future studies.

Keywords: experience, experiential marketing, health
tourism, relational marketing.

.  GIRIS

:)azarlamada musterilerin beklentilerini karsilamaya
odaklanan pazarlama faaliyetlerinin amaci musteri
memnuniyetlerini  sadlamaktir. Bu cercevede
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pazarlamacinin  hedefi tuketici istek ve ihtiyaclanni
belirlemek ve bu istekler dogrultusunda tlketicilerin

arzuladigi  degeri  Ureterek tUketiciye sunabilmektir
(Mucuk, 1999).
Gundmuazde artik pazarlarda  degismeye

baslayan bilingli tiketici profili ve olgunlasmig rekabetci
endustrilerde faaliyet gosterilmesi gibi nedenlerden
Otara isletmelerin tdketici tercihlerini, isletmelerin lehine
donusturmeleri Ustesinden gelinmesi gereken temel
sorun olarak belirmektedir  (Chou, 2009). Bu
sebeplerden dolay igletmeler, klasik fonksiyonel fayda
algisinin - Otesinde  tUketici/  muUsterilerine  kendl
isletmelerini secmeleri icin anlam ifade eden nedenler
sunmanin yollarini bulmaya calismaktadirlar. isletmelerin
musterileri ile iliskilerini uzun vadede devamliligini
saglamalarn icin ve bu sureci dogru yoénetebilmek icin
oncelikle isletmelerin de farklilagmasi yani farkli Grin ve
hizmet sunmalar  gerekmektedir. Bu kapsamda
isletmeler farklilik yaratma hususunda musterilerine yeni
deneyimler saglamaya calismaktadir. Bu minvalde
deneyimsel pazarlamada kapsaminda isletmeler,
musteri deneyimi yasatma konusunda &nemli roller
Ustlenmektedir. Yani, pazarlamanin ana konusu olarak
aran ya da hizmetin kendisi yerine tUketicilerin arin ya
da hizmet ile yasamis olduklar deneyimler neticesinde
hissettikleri duygular énemli hale gelmistir.

Pine ve Gilmore (1999) deneyimsel pazarlamayi
“ kigi bir hizmet aldigi zaman, Urinun tasidigi bir dizi
soyut aktiviteyi de satin alr.” seklinde
tanimlamaktadirlar. Deneyimsel pazarlama kavrami,
muUsterinin satin almig oldugu Urdn ya da hizmetin
yasamina sagladigi degisiklikve degisiklik yaratmasini
bekledigini anlayabilmek ve bu hedefe hizmet edecek bir
deneyimi musteriye yasatabilmekle ilgilidir. Bu noktada
isletmelerin goérevi, musteri ile temas ettigi her noktada
onun sadece aklina ve mantigina degil ayni zamanda
duygularina da hitap edebilmesi gerekir.

Bu calisma kapsaminda 6ncelikle Bilecik ili,
Osmaneli ligesinde bulunan Sifali Su igmeler Tesisindeki
deneyimsel pazarlama kapsaminda &zellikle iligkisel
pazarlama, tavsiye pazarlamasl, agizdan agdiza
pazarlama, yesil pazarlama ve etkinlik pazarlamasi gibi
pazarlamadaki yeni egilimlerin musteriler tarafindan ne
derece ve hangi araliklarda tercih edildigi aragtinimistir.
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Aragtirma  kapsaminda  Sifall  Su  igmeler
Tesisinde konaklayan musteriler ile gerceklestirilen anket
calismasi uygulanmigtir. Galisma kapsami son 3 ay (
Eylil, Ekim, Kasim) da tesislerde konaklayan
musterilerin - ortalamasi  alinarak  gerceklestirilmistir.
Ankette deneyimsel pazarlamanin boyutlari musterilerin
aldiklan hizmet, yesil pazarlama kapsaminda doga
turizmi ve saglik turizmi kapsaminda sorulan sorularda
iliskisel pazarlama kapsaminda da katki saglamistir.

[I.  CALISMANIN KAPSAMIYLA ILGILI
LITARATUR

Pazarlamada deneyim kavrami, isletmelerde
sunulan Urin ya da hizmetin 6tesinde mUsterilerin dogal,
kisisel, duygusal, saglik ve fiziksel ihtiyaclarini anlama ve
bu ihtiyaclar karsilayabilecek firsatlarin  belirlenmesi
Uzerine odaklanan deneyimsel bir yaklasimdir. Deneyim
ekonomisi sayesinde igletmelerin birer hizmet saglayici
olmalarinin yani sira, mugterilerin glizel anilarinin kaynagdi
olabilmesi durumu da séz konusu olmaktadir. ( Chen ve
Liu,2007)

Deneyimsel  pazarlamada  yeni  egilimler
yaklasimina gére artik insanlarin bir Urin ya da hizmet
satin alarak ondan faydalandiginda aslinda bu
deneyimin onlara yasattigl ve hissettirdiklerinin satin
alindigi  seklinde algllanmasi  séz konusu olarak
yorumlanmaktadir. Bu sebeple igletmelerin
muUsterileriyle kisisel yoldan iliskide bulunmasi gerektigi
kabul ediimektedir. ( Pine ve Gilmore, 1999). Deneyimsel
pazarlama sayesinde tesislerin sadik musterileri tereddt
etmeden daha sk ve daha cok satin alma karan
vermektedir. Bu sebeple arastirma icerisinde 6nemli
noktalardan biri de iliskisel pazarlamadir. Deneyimsel
pazarlama kapsaminda secgilen konu cercevesinde
eklenen yeni egilimler olmasina ragmen konu geregi en
6nemli unsur iligkisel pazarlama ve onun etkileridir.

a) Prof. Dr. Yunus Séylet Sifali su igmeler Tesisi

Prof. Dr. Yunus Soylet icmeler Tesisi, ilce
merkezine 8 km uzaklikta bulunan tarihi sifali sulardir.
Gorise goére, Emeviler istanbul'u fethe giderken bu
alanda askerler yorgunluklarnni gidermek, yaralarini ve
hastaliklarini tedavi etmek igin Allah’'in bahsettigi sifall
sulardan yararlanmiglar ve hastaliklarina sifa olduklarin
ifade etmiglerdir. (Anonim, 2018, Osmaneli Belediyesi)

Istanbul Universitesi tarafindan icmeler kaynak
suyunun mikrobiyolojik, kimyasal, fiziksel ve agir metal
analizleri ve dort mevsim takibi yapilmis, su numuneleri
alinmis, bu numunelerin analizi sonucunda icmeler
suyunun bdbrek, mide, safra kesesi ve cesitli deri
hastaliklarna iyi  geldigi  tespit  edilmistir.  Su
numunelerinin - kimyasal, fiziksel, agrr metal ve
mikrobiyolojik niteliklerini tespit etmek amaciyla * insani
Tldketim  Amach Sular Hakkinda Yonetmelik” esas
alinarak gerekli analizler yapilmistir. Mikrobiyoloji su
laboratuvarinda drnekler membranfiltrasyon yontemi ile
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caligiimigtir. Mevsimsel olarak incelenen Prof. Dr. Yunus
Séylet Sifall icmeler Tesisinin  su  numunelerinde
aliminyum, amonyum, demir, mangan, nitrit, normal
limit de@erinde bulunmustur.  Su  numunelerinin
hicbirinde agrr metal tespit edilmemigtir. Mineral
ybninden de cok zengin oldugu tespit edilen sifal
sularin, doktor kontrolinde kullaniimasinin detoks igin
cok faydall olacagr belirlenmigtir. (Anonim, 2018,
Osmaneli Belediyesi)

b) Deneyimsel Pazarlama

Deneyimsel pazarlama ( Experiential Marketing),
kavramini ilk olarak akla BerndSchmitt gelmektedir.
Schmitt  (2005:52) geleneksel pazarlamayi tlketiciyi
rasyonel karar verici kisiler olarak kabul ettigini ve
insanlarin  secim yapacaklari Urdnleri faydalarindan,
Ozelliklerinden somut olarak bilgi sahibi olarak kabul

edip fiyat kiyaslamasi yaparak karar verdikleri
varsayimina gére hareket ettiklerini  séylemektedir.
Deneyimsel  pazarlama  konusundaki  goéris ve

aciklamalar ile énctd durumda olan B. Schmitt'e gore
deneyim kavrami; yasanilan, maruz kalinan ve
karsilagilan seylerin sonucunda olusmakta ve pazarlama
tUketicileri icin  deneyimler yaratmayi amaclamaktadir.
(Odabasi, 200:12,13)

Lewis ve Chambers’e gére deneyimi ve ozellikle
tUketim deneyimini, musterinin satin almaya vakif oldugu
ve hizmetin gevre ile birlesiminin toplami olarak ifade
edilmektedir. Deneyim &zellikle konu ile ilintili olan
otelcilik ve turizm sektérinde ©Onemli bir firsat
yaratmasina ragmen, sektérde ¢ok fazla galigma mevcut
degildir.

Musterilere yasatilan deneyim hizmet sektoru
igin de ayri 6nem tasimaktadir. Bu sebeple unutulmaz
bir deneyim olusturma eski musterileri elde etmek ve
yenilerini gekmek icin dnemlidir. Deneyimsel pazarlama
geleneksel pazarlama ile kiyaslandiginda satin alma
oncesi, anin simdiki gercekligi ve satin alma sonrasi da
dahil olmak Uzere deneyim yaratma sureclerinde musteri
Uzerinde daha fazla odaklanmaktadir.

Deneyimsel pazarlama icerisinde bulunan 5 ayr
modul ile gerceklesmektedir. Bu stratejik deneyimsel
moduller deneyimsel pazarlama icin amaci degil
baslangic noktasini olusturmaktadir. TUum isletmelerin
kendi alanlarinda basarili olabilmesi icin bu bes ayr
deneyimi uyumlu ve ahenkli bir bicimde bir araya
getirmelidir. Bu stratejik deneyimsel moduller asagidaki
gibidir:

1. Algilamak: Bes duyu yolu ile duyusal deneyimlerin
yaratiimasina algilamak denir. Alginin yénetimi igin
pazarlama  yoneticilerinin, masterilerle  temasi
noktasinda algi deneyimlerini arttiracak ugrasilar
icinde olmasi gerekir. Ayni zamanda, musterilerin
algilama esigini  de anlamak ve arttirmak
gerekmektedir.



2. Hissetmek: Mdusteri ya da tuketicilerde guglu
duygular  yaratacak  duygusal  deneyimlerin
yaratiimasidir. Bu duygularn yaratmak icin de hangi
uyaricilarin hangi belirli duygular yarattigini anlamak
gerekmektedir.

3. Ddgsinmek:  Masterileri  yaraticiliga,  zihinsel
dusUncelere yonlendiren, bilissel ve problem ¢ézme
deneyimini yasatan zihinsel yondur. Masteri ya da
tuketicilere iletilen mesaj ile onlarin isletme marka ya
da kimlikler ile ilgili disunmesinin saglanmasi ve
isletmenin farkliiginin ortaya konulmasidir.

4. Faaliyette Bulunmak: Duyusal, biligsel ve iligkisel
deneyimlerin butunu iliskilendirmek ile baglantilidir.
Musterilerin nasil faaliyette bulundugunu incelemek
ve irdelemek, ayni zamanda  mdasterilerin
yasamlarina dokunmak igin mdasterilere  neler
verebilecegini tasarlamaktir.

5. lliskilendirmek: Duyusal, duygusal ve bilissel
deneyimlerin timi iliskilendirmek ile ilintilidir. Urdin
ile musteriyi iligkilendirmektir ancak bu iligkilendirme
bireyin kisisel 6zel duygulannin diginda aslinda
Kisinin olmak istedigi ideal benlik ile olmalidir.

Deneyimsel tUketimin  kuramcilart  Pine ve
Gilmore ‘ye gore deneyimsel tlketimi yasam deneyimi
haline getirmek icin yapilan, tuketicinin icinde aktif rol
aldigi, tUketiciyi olay ya da olaylar zinciri olarak
tanimlamaktadir. Tam girketler masterilerine Urln ya da
hizmet sunmakta fakat onlarin hafizalarinda yer edecek
ve silinmeyecek bir deneyimin eslik etmesini saglamak
oldukga zor bir unsurdur.

Tuketici kitlesi genelde fiyat ile ilgili kiyaslamada
bulunurken, kilit noktalarda duygulariyla hareket ettikleri
de gorulmektedir. Burada bahsedilen kilit nokta musteri
deneyimleri, ilgi alanlan, iliskisel  zaaflarindan
kaynaklanmaktadir. Bazi UrUnlere sahip olmanin ve
kullanma deneyiminin  sagladigi mutluluk  ve haz
duygular, kitlelerin duygusal yonlerine hitap etmektedir.
Gundmuzdeki Grin ve hizmetler arasinda fonksiyonel
Ozelliklerin, fayda ve maliyet farkliliklarinin giderek
azalmasi, deneyimsel ve duygusal 6zelliklerin dnemini
vurgulamaktadir.

Erin ve Kenny’e gore cogu kurum ya da marka
yoneticilerinin musterileri akilci ve fonksiyonel Grin ya da
hizmet &zelliklerini temel aldiklarindan &nceki yillarda
deneyimsel pazarlamayl dikkate almadiklarini ama
guinumuazde bunun vyeterli olmadigini ve deneyimsel
pazarlamanin énemli bir pazarlama amaci oldugunu
vurgulamaktadirlar.

Deneyim yaratma hususunda igletmelerin
oncelikle musteri memnuniyetini yeniden
tanimlamalarini, gercekte mdusteri ne istiyor sorusuna
yanit aramalarini, musterinin istedigini elde edemedigine
ne tir fedakérliklara  katlandigini  saptamalari,
musterilerin ~ katlandiklarnt  bu  fedakarlik  karsisinda
musterilere hi¢ beklemedigi yenilikler yaparak musterileri
sagirtarak memnun etmeleri gerektigini ifade etmiglerdir.

Deneyimsel pazarlama isletmelerin musterilerine essiz
ve unutulmaz deneyimler yasatarak musteri sadakatini
saglamasi olarak tanimlanmaktadir.

i. lliskisel Pazarlama

Musteri iligkilerinin  cezbedici  bir  hale
bdrdndurdlmesi, devamli hale getiriimesi ve sUreKli
olarak  gelistirimesi  olarak  tanimlanan iligkisel
pazarlama, Berry tarafindan 1983 yilinda kullaniimaya
baslanmistir (Berry, 1983:236).

lliskisel pazarlama; isletmelerin mal ve hizmet
tedarikgileri, rakipleri, kar amaci olmayan érgutler, kamu
kuruluslarn ve isletme icinden biri veya birkagiyla iyi
iliskiler kurulmasini, gelistiriimesini  ve bu iliskileri
koruyabilmek dogrultusunda gergeklestirilen  butdn
pazarlama faaliyetlerini kapsamaktadir.

lliskisel pazarlama genel kapsamda daha ok
hizmet ve sanayi mallan Ureten isletmelerde, musteri
sadakatini arttirarak igletmenin mevcut musterilerinden
daha fazla is almak, siparis hazirlamak ya da hizmet
sunmak i¢in tasarlanan bir pazarlama yonetimidir
(Haciefendiogluve Golular, 2008:109).

lliskisel pazarlamanin stratejik bakis agisi yeni
musteri arayisindan ziyade mevcut kapasitede bulunan
musteri profilini gelistirerek sadik bir musteri kitlesi
yaramayl amaglamaktadir. Yani tUketiciden ziyade
musteri olusturmay! amagclamaktadir.

lliskisel pazarlamanin bunyesinde bulunan ve
bulunmasi gereken faaliyetleri sdyle siralayabiliriz.
- lIsletme Kulttrinin her alanda misteriyi 6n planda

tutmasl gerekir.

- Musterilere  bulunulan vaatlerin  eksiksiz yerine
getirilmesi gerekmektedir.

- Eldeki mdusterilerin analiz yapilmasi ve bu analiz
sonuclarna  uygun  galismalarda  bulunulmasi
gerekmektedir.

- Pazarlama etkinliklerinin ihtiyag duyulan etkilesim
sureclerinin eksiksiz tamamlanmasi gerekir.

- Uzun vadeli zaman diliminde musteri odakli bir profil
olusturulmasi gerekir.

- Pazarlama faaliyetlerin isletmede bulunan tum
departmanlara eksiksiz empoze edilmesi
gerekmektedir.

Musteriyi temel alan yaklasimlarin

asamalarindan biri de yine musteriyi temel alan iligkisel
pazarlama yaklasimidir. Bu anlayistaki en énemli nokta
ise tuketici ile igsletme arasindaki kurulan guven iligkisinin
uzun vyillar devam ettirimesi gerektigidir. lliskisel
pazarlamanin bu arastirma baglamindaki en 6nemli
kismi ise kisa vadede elde edilecek kazanclardan
ziyade, tUketicilere glven ve mdsteri memnuniyetine
dayall uzun vadeli iligkiler kurup, iligkisel pazarlama
vasitasiyla uzun dénemli  karlar elde etmeyi
amagclamaktadir.
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ii. Tavsiye Pazarlamasi
Bireylerin  kullandiklarr  mal veya hizmetler
hakkinda edindikleri olumlu referans niteligi tasiyan
tecrUbelerin birbirlerine aktarilarak bunlarnn séz konusu
mal veya hizmetin tercihini dolayisiyla da satigini arttiran

pazarlama yaklasimina tavsiye pazarlamasi
denmektedir. ( Kasl vd. , 2009:86)
Isletme tarafindan hedef mugteri kitlesine

dogrudan ulasildi§i  bazi durumlarda da cesitli
sebeplerden dolayl hizmete ya da drlne karsi ényargi
olusabilmektedir. Bunda zaman, mekan, kisi, surec gibi
sebepler etken olabilmektedir. Bu Onyargilan bireylerin
yakin  cevresinden, guvendikleri kisilerden alinan
tavsiyeler ile asiimasi amaglanan tavsiye
pazarlamasinda, igletme ile mdasteri arasinda guven
problemi yasanan durumlarda araya musteride guven
unsuru barindiran tguncu diger kisiler dahil olmaktadir.

Bu yontem &zellikle hizmet sektérinde herkes
tarafindan bilinen, tescillenen kisi ya da kurumlar
tarafindan destekleniyor olusu da tavsiye pazarlamasinin
birer unsurudur. Konuyla ilintili olarak istanbul
Universitesi ile calisimis, su analizlerinin Gniversite
kapsaminda yapilmis olmasi ve ayni zamanda raporlar
ile destekleniyor olusu burada istanbul Universitesini ve
galismada yer alan &gretim gorevlilerini glven unsuru
olarak gosteren ayr bir segmenttir.

iii. Agizdan Agiza Pazarlama

Temelinde iletisim yatan agzdan agiza
pazarlamada iki ya da daha fazla kisi arasinda
dusUncelerin, fikirlerin  karsilikli - degisime ugradigs;
dranler, markalar ve hizmetlerin konusuldugu bir grup
olgusudur. insanlann bir mal veya hizmet ile ilgili
yasadiklari deneyimleri birbirleriyle paylasmasi ve bu
sayede igletmelere yeni musteriler kazandirmasi olarak
aciklanabilmektedir (Kutluk,2012:40).

Alici ile gbénderici arasinda ortaya cikan bir
kisilerarasi iletisim bicimi olup ayni zamanda alicinin
davraniglarn ya da tutumlarini degistirebilen bir kisisel
etkileme sureci olarak da tanimlanabilmektedir. Konuyla
baglantili olarak agizdan agiza pazarlama 6zellikle saglik
turizmi icin sikga rastlanan, kullanilan ve ciddi geri
doénlsgler saglanan bir yontemdir. Memnun kalinan doga
turizmi ile saglik turizminin bulustugu bir tesiste eksik
olan tam da agizdan agiza pazarlamadir. Konuyla
baglantill olarak konaklamak igin gelen ¢zellikle saglik
turizmi i¢in tercih eden musteriler memnuniyet dizeyleri
ilintisinde cevresindeki diger insanlar da etkilemektedir.

AgJizdan agiza pazarlamayla ilgili sonug olarak
¢ok cabuk yayllma ve guvenilir olma gibi 6zelliklerin yani
sira, agizdan agiza pazarlamanin etkili olmasinin bir
diger nedeni teknolojinin gelismesiyle birlikte tUketicilerin
birbirlerine birden fazla kanalla ulasabilmesinin mumkun
olmasidrr.

iv. Yesil Pazarlama
Gundmuzde musterilerin isletmelerden bekledigi
temel husus seffaf ve hesap verebilir olmalarindan
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gecmektedir. Tuketici kitleleri gnimuzde sadece mal
veya hizmetin niteliksel 6zelliklerine bakarak satin alma
karari vermeden 6nce UranU Ureten isletmenin cevre
bilincine ve sosyal sorumluluk kapsamindaki durusuna
da 6nem gdstermektedir.

Yesil pazarlama; musteri  gruplarinin  ve
toplumun gereksinimlerinin daha karli ve surdUrulebilir
olmas! yonunde tahminlerde bulunma ve uygulamalar
iceren butunlesik bir yonetim sUrecinin  ifadesidir.
Yalnizca tuketim mallarn ya da hizmetlerin yerine tim
endustriyel mal ve hizmetleri de iceren bir strateji
dahilinde vyalnizca Grinin degil bdtin pazarlama

bilesenlerinin  yesil dostu olmasi esastir (Ekinci,
2007:49).
Yesil  pazarlamanin  igletmelere  sundugu

faydalar; cevre bilincini 6nemseyen anlayis tarziyla
birlikte atk ve kirlilik yonetimi konularinda isletmelerin
karsilasabilecedi uzun vadedeki problemleri ortadan
kaldirmakta ya da yonetilebilir seviyeye indirmektedir.
Ayni zamanda igletmelerin sahip olduklan imaj ve
toplumla iligkileri agisindan cevre dostu olmak olumlu bir
Ozellik olmakla birlikte ayni zamanda sosyal biling
tuketiciler tarafindan goéz ardi edilmeyecekir.

Bu kapsamda konuyla baglantili olarak Sifall Su
Icmeler Tesisi yesil pazarlama kapsaminda dogda turizmi
ile birleserek konaklayan musterilerine sunulan drinlerde
doga dostu, el yapimi Urdnler ve cevre bilincine sahip
tedarikcilerle calistiklan kanisiyla birlikte hem musterileri
tarafindan hem de kapsami acisindan  yesil
pazarlamanin &zelliklerini barindirmakta ve yararlarni
musteri portfoyU ve geri dondsleriyle de saglamaktadir.

c) Konaklama [sletmelerinde Deneyimsel Pazarlama

Konaklama igletmeleri, bir insanin seyahati
boyunca gegcici konaklama, kismen ya da tamamen
beslenmek ihtiyacini karsilayan ve bunun karsiligi olarak
bir bedel 6denen isletmeler olarak tanimlanmaktadir
(Ogut vd., 2003:53). Maslow’'un ihtiyaclar hiyerarsisinde
bulunan annma ihtiyacini  turizm  sektord iginde
gerceklestiren konaklama isletmeleri sekitérde 6nem arz
etmektedir.

Herhangi bir bolgenin turistik amaclar tasiyan
musterileri  ziyaretci olarak kabul edebilmesi ancak
bdlgedeki konaklama imkanlarinin varligi ve gelismisligi
ile mdmkindur. Bu sebeple konaklama isletmelerinin
gerek nitelik gerekse nicelik bakimindan sahip olmasi
gereken Ozelliklerde turizm 6n plandadir (Gunel,
2009:11).

Konaklayan musterilerin  deneyim ve iligkisel
pazarlama kapsaminda aldiklan hizmet dogal olarak
gelecekte yapacaklarn seyahat planlamasinda yer
alacaktir. Dolayisiyla konaklama hizmeti adi altinda
personel, ortam, konum gibi unsurlann olusturulan
musteri profiline uygun icerikte ve musteri segmentinin
Ozelliklerine hitap eden bir konforda olmasi konaklama
isletmelerini dolayisiyla da turizmi etkilemektedir. Saglk
turizmi genel anlamda muUsterilerin asta gok secim sansi



bulunmadigini  didstndirse de jeopolitik konumuyla
Tarkiye'de saglik turizmi icin bircok yer mevcuttur. Bu
sebeple rakiplerin oldugu pazarda hangi segment olursa
olsun segim sansi musterinin oldugu igin kiresel bazda
muUsteri memnuniyeti saglanmalidir.

Talebin  6nceden  kestirilmesinin -~ glclagu
nedeniyle risk faktori yiksek olup, basari icin blyuk bir
is bolumU ve es gudume gereksinim duyulur. Hem i¢
hem de dis pazara hitap edildiginden satiglari ve Pazar

payini arttirabilmek adina, sikga verimliligi arttirma
yontemlerine basvurulur (Ozbayir, 2005:5).

[1I.  ARASTIRMANIN YONTEMI
a) Arastirmanin Kapsami

Arastirmada, glnumuzde pazarlamada

kullanilan yeni egilimlere deginilmis ve bu egilimlerden
biri olan deneyimsel pazarlama ele alinmigtr.
Deneyimsel pazarlama kapsaminda saglik turizmi ve
konaklama igletmesi olan Prof. Dr. Yunus Séylet igmeler
Tesisinde uygulanan deneyim boyutlan ile musterilerin
edindigi deneyim boyutlarn karsilagtirlarak deneyimlerin
musteri memnuniyet ve sadakatine etkileri incelenmistir.

b) Aragtirmanin Yontemi
Arastirmada veri toplama araci olarak anket

teknigi  kullanimistr. ~ Anket  bire  bir  olarak
doldurulmustur. Anket Prof. Dr. Yunus Soylet Icmeler
Tesisinde konaklama deneyimi yasamis Kisilere
uygulanmistir.  Anket  sorularinin  hazirlanmasinda

literatUrtaramasindan yararlanilmis ve uzman gorusu
alinarak ankete son sekli verilmistir. Elde edilen veriler
SPSS  kullanilarak ¢ézimlenmis ve tablolastinimistr.
Yapilan ¢alismanin anket sorulan icinde Prof. Dr. Yunus
Soylet icmeler Tesisinde yasadiklan deneyim ile ilgili
ifadeler bir araya getiriimis ve katiimcilara besli likert
Olgedi dogrultusunda belirlenen yargilara katilimlarini
Olgmek icin sorular sorulmustur. Katlimcilardan *
Kesinlikle katlmiyorum, katilmiyorum, ne katiliyorum ne
katilmiyorum, katiliyorum ve kesinlikle katiliyorum™
seklindeki  yargillart  secmeleri  istenmistir.  Katilim
derecesine, katilim derecesinin artisina gére 1’ den 5 ‘e
kadar puan veriimis ve bu kistasta yorumlar yapilmistir.
Arastirma sonucunda elde edilen veriler, arastirmanin
amacl kapsaminda cesitli istatistiki  ¢ozimlemeler
(frekans, aritmetik ortalama, yuzde, Anova ve bagimsiz
gruplar icin T testi ve korelasyon katsayisi) kullanilarak
yorumlanmistir. Anket iki bélimden olusmaktadir. Birinci
balim yas, cinsiyet, egitim durumu, aylik gelir, is gibi
kisisel bilgi formundan olusmakta olup ikinci bolum 5'li
likert ile 6lceklendirilmistir.

c) Evren ve Omeklem

Orneklem sayisinin hesaplanmasinda Yazicioglu
ve Erdogan’in  6rneklem  buyUklUklerini  g&steren
tablolarindan yararlanilmistir (Yazicioglu ve
Erdogan,2004:50). Bu yaklasimin ana kutlesi segilirken
Prof. Dr. Yunus Sdylet icmeler Tesisini son 2 ayda ziyaret

eden ziyaretgi sayisi baz alinarak 320 kisi ile arastirma
anketinin gerceklestirimesi gerektigi kanisina varimistir.
Calismadan elde edilen ve ¢6zUmlenen veriler normal
dagiim gbzlendigini  gostermektedir.  Arastirmada
orneklem yontemi olarak tesisi ziyaret edenlere ydnelik
kolayda orneklem yontemi segilmis olup 6rneklem
acgisindan 320 kisiye ulasilimis olmak arastirma icin yeterli
dlzeydedir. Ankette, bdlgenin algilanan degeri, tesis
hakkindaki memnuniyet, algilanan deger, hizmet kalitesi
ve katilimcilarin demografik ¢zelliklerinden olugmaktadir.
Ankette yer alan tum sorular, literatir ve arastirmada
hedeflenen ozelliklerin incelenmesi yargisina
dayanmaktadir. Genel algllanan degeri olcmek igin
katilimcilara ait demografik dzelliklerden yararlaniimigtir.

H,: igmeler Tesisi calisanlarnin tutum ve davraniglar,
gelen misafirlerin talebini pozitif ydbnde etkilemektedir.

H,: icmeler Tesisine yonelik algi, sadlik turizmi talebini
pozitif ydbnde etkilemektedir.

H,: igmeler Tesisinin ekonomik olmasi, talebi poxzitif
yoénde etkilemektedir.

Yukarida belirtilen G¢ hipotezinde ana konusu
gelen misafirlerin talebini élgmek icin olusturulmustur.
Saglik turizmine olan katkisini da disinddgumuzde
hipotezler arasi iliski mevcuttur.

d) Gegerlilik Ve Gavenirlik Analizi

Galisma kapsaminda 53 kigilik bir pilot
uygulama vyapilarak guvenirliligi test edilmigtir. Pilot
uygulama sonucu yapilan guvenirlik katsayisi 0.783 iken,
anket Uzerindeki iyilestirmeler ile daha anlagilir hale
getirilmistir. Ikinci  pilot uygulamasi ile guvenirlilik
katsayisinin  0,859° a yuUkseldigi gdzlemlenmigtir.
Galisma sonucunda anket Cronbach’s Alpha testine tabi
tutulmustur.  Anketin  gUvenirlik  katsayisinin  test
sonrasinda 0, 865 oldugu goruimastir. Anket istenen
duzeyde ve 0,80 ile 1,00 arasinda gikan sonug sebebiyle
de yuksek derecede guvenilir cikmistir. (Akgul ve
(Gevik,2005:436) calismada veriler icin gegerlilik ve
glvenirlik analizinde dogrulayici faktér analizinden
yararlanilmistir,

e) Verilerin Analizi Ve Bulgular

Arastirmanin evreni, 2018 yili Kasim ve Aralik
aylarindaProf. Dr. Yunus Soéylet igmeler Tesisinde
konaklayan musteriler tarafindan gerceklesmektedir.
Basit tesadufi 6rneklem ydntemi kullaniimistir. Hazirlanan
anketler 320 kisi ile gergeklestirimis ve hepsinden geri
dénus alinmigtir. Arastirma bulgulan tanimlayici bilgilere
iliskin  bulgular ile fonksiyonel degiskenlere yonelik
bulgular olarak elde edilen bilgiler sonuglar tablosunda
sunulup yorumlanmigtir.

Bu calismada uygulanan ankette basta
katiimcilarin cinsiyeti, yasi, ekonomik durumu, medeni
durumu, aylik geliri, egitim durumu ve icmeler Tesisini
tanimlayan G4¢ kelime ile anlatmalanni isteyerek
katilimcilarin igmeler tesisi hakkindaki genel cercevede
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bir kiimelemesi gergeklestirilerek aralarindaki iliski ve
kdlttre ait egilimler hakkinda caligiimistir.

Tablo 1: Katilimcilarin Profili:

Cinsiyet
Kadin
Erkek

Medeni Durumu
Evli
Bekar
Yas
18-22
23-27
28-32
33-37
38-43
44 ve Uzeri
Egitim Durumu
ilkogretim
Lise
On Lisans
Lisans
Lisans Ustl
is Durumu
Ozel Sektor
Devlet Kurumu
Ogrenci
Caligmiyor
Gelir Durumu
1000 TL ve alti
1000 - 2000 TL
2000-3000 TL
3000 TL ve Uzeri
Toplam Katilim

Yukarida katiimcilarin  demografik  profilleri

gOsterilmistir. Arastirmaya katilanlarin %50,3'G  kadin,
%49,6's1 erkektir. Ayni zamanda katilimcilarin %60,4’0
evli ve %39,6'sI ise bekardir. Yas gruplarina bakildiginda
%22,01'lik kisim ile en ¢ok 23-27 yas aralig fazladir.
Katiimcilann egitim durumu %5,6's! ilkogretim, %27,8'i
lise, %23,1'i &n lisans ve %32,1 lisans ile %11,4'luk kisim
ise lisansustl mezunlardan olusmaktadir. Katilimcilarin
% 43,7 ile en yuksek orani ile 6zel sektdrde calisanlarin
ziyaret etme sikligi daha fazladir. Bunu %30,7 ile kamu
takip ederken ayni zamanda %15,9’luk kismi esnaf ve %
9,7 ise emekli kesimden olusmaktadir. Gelir durumuna
bakildiginda ise %24,3'G 1000 TL ve daha az, %35,6's!

1000 ile 2000 TL gelire sahip, %14,2'si 2000 3000

Frekans Yizde
161 50,3
159 49,6
193 60,4
127 39,6
65 20,3
71 22,1
38 11,9
70 21,8
45 14,1
31 9,8
18 5,6
89 27,8
74 23,1
103 32,1
36 11,4
140 43,7
98 30,7
31 9,7
51 15,9
78 24,3
114 35,6
45 14,2
83 259
320

geliraraliginda, %25,9'u ise 3000 TL ve Uzerindeki gelir
grubu icerisinde yer almaktadir.

f) Model Testi

Veriler, SPSS (25,0) kullanilarak tanmlayici
istatistiki verileri analiz ederek ve temel varsayimlar icin
kontrol  edilmistir.  Guavenirlik analizi SPSS  (25,0)
kullanilarak, Reliablity Analysis kullanilip Alpha Modeli ile
analiz edilip degerlendiremeye alinmigtir. Prof. Dr. Yunus
Saylet igmeler Tesisi icin yapilan arastirmada anketin
guvenirlik katsayisinin test sonrasinda 0,865 oldugu
gbralmastar. Bulgular, élcegin  guvenirligi  acisindan
yeterli dizeyde oldugunu gostermektedir.

Tablo 2: Agiklayici Faktér Analizi Sonuclar:

Tutum ve Davraniglar
Calisanlar yardimseverdir.
Calisanlar naziktir.
Konaklama konforludur.
Tesisde sunulan hizmet kalitelidir.
Bulundugu bolge halki cana yakindrr.
Konaklama Ucreti uygundur.
Cekicilikler

© 2020 Globalournals

Ortalama Standart Sapma
4,3123 0,72059
4,2524 0,62594
4,612 0,5605
4,56205 0,64904
4,4006 0,68464
4,2429 0,63718



Konaklamada yéresel Grlinler mevcuttur. 4,4416 0,59046

Doga turizmine elveriglidir. 4,1009 0,65789

Saglik turizmine elveriglidir. 4,2902 0,62465
imkanlar

Saglik acisindan tatmin edicidir. 4,2618 0,67334

Arzu edilen tim hizmetlere ulasmak kolaydir. 4,1199 0,77018

Tesis hakkinda bilgilendirmeler faydalidir. 4,0915 0,66167

Acil ihtiyaglara ulagmak mumkundur. 4,2492 0,6397

Kisisel glvenlik saglanmistir. 4,4921 0,58793

Saglik turizmi deneyimimi kolaylastirir. 4,0662 0,74121

Ankete  katlanlarn  demografik  ozellikleri
konaklama tercihlerinde tutum ve davraniglarin, gekicilik
ve imkanlar Uzerinde anlamli bir iliski olup olmadigi
hususu T testi kullanilarak incelenmigtir.

H, Katiimcilann konaklama tercihlerinde tutum ve
davraniglarin, cekicilik ve imkanlarin cinsiyetlere gore
anlamli  bir farklilk gd&stermemektedir (alfa degeri
0,05'dir).

Significance degeri 0,834 oldugundan ve bu
deger 0,050 den kicUk oldugundan dolayr bu hipotez

kabul edilmektedir. Dolayisiyla cinsiyetlere gére anlamli
bir farklilik olmadigi gézlemlenmektedir.

Hs: Katlimeilann  konaklama tercihlerinde tutum ve
davraniglarinin, cekicilik ve imkanlarin medeni duruma
gbre anlamli bir farklilik gdstermemektedir.

Signifiance degeri 0,770oldugundan ve bu
deger 0,050 oldugundan bir onceki hipotez kabul
edilmektedir. Dolayisiyla medeni duruma goére anlamli
bir farklilik olmadidi da gérilmektedir.

Tablo 3: Korelasyon Analizine iligkin Bulgular:

Tutum ve Standart  Tutum ve
Sapma @ Davraniglar

Davranis Ortalama

Cekicilikler 4,39 0,6462
imkanlar 4,277 0,6243
Tesise
Olusan 4,213 0,679
Talep
Faktor
Degerleri
Faktrére Ait
Varyans 1,18
Degeri (%)
Crohback
Alfa
Aciklayic
Toplam
Varyans
Orneklem
Yeterliligi
Olgtima

4,296 0,6549

0,041

Degiskenlere iliskin ortalama ve standart sapma
degerleri ile degiskenler arasindaki kolerasyon deger
sonuclar  tabloda gdzlemlenmektedir. Deneyimsel
pazarlamada tutum ve davraniglar ile gelen talep
arasinda (r= 0,695), cekicilik ile talep arasinda ise (r=
0,728) ayni zamanda imkanlar ile talep arasinda
(r=0,397) pozitif yonlt ve yuksek degerli iliskiler
belirlenmistir. Deneyimsel pazarlamada tim boyutlar ile
talep arasinda pozitif yonld iligkiler belilenmistir.
Deneyimsel pazarlamadan ziyade konaklama
galismalarinda elde edilen bulgular, benzer olarak
yapillan calismalarda da ele alinmistir ( Kagh,2012:
Echtner ve Ritchie, 1991; Stabler, 1990). Yapilan

Cekicilikler imkanlar = Talep
p
0,04

0,178 0,039
0,695 0,397 0,728 1
1,001 0,817

0 0,03

72,7
0,63

calismalar birbirini destekleyen calismalar olmasina
ragmen deneyimsel pazarlama alaninda konaklama
isletmeleriyle ilgili daha kapsamli c¢alismalar ile
desteklenmelidir.

IV.  SONUC VE ONERILER

GuUndmuzde isletmelerin  basarili  pazarlama
stratejileri  uygulamayr  gergeklestirebilmeleri  icin
muUsterilerini daha yakindan ve daha detayli bir sekilde
takip etmeleri gerekmektedir. Boylelikle musterilerin
karar verme sUreclerinde ve bu sureci etkilemede olan
faktorlerin neler oldugunu anlayabilmek igletmeler igin
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baydk 6nem kazanmaktadir. Musteriler, ir GrdnU ya da
hizmeti satin alirken artik tamamiyla rasyonel nedenlerle
karar vermeyip isletmelerin kendisinde yarattigi duyguyu,
daha éncesinde yasadiysa deneyimi ya da cevreden
duyduklan agizdan agiza pazarlama dedigimiz kavram
ile deneyimsel pazarlamanin konusu olan psikolojik
faktorlere gore satin alma davranigi gdstermektedir.

Bu sebepler dolayisiyla, mdasteri deneyimi
gunumdz sartlarnnda drin ya da hizmet gibi ekonomik
bir faktor olarak gérilmektedir. Musteri deneyiminin
olumlu algllanmasi bahsettigimiz kosullar vasitasiyla
odak noktasi haline gelmektedir. isletmeler, misterilerin
ilgisini cekecek, onlara unutulmaz deneyimler yasatacak
rekabet avantajl kazanabilmeyi amaclamaktadir.
isletmeler, sunmus olduklarn ekonomik degerlerin
arttinimasi konusunda farklilik yaratmakta ve musteri
memnuniyeti ile orantili olarak muasteri sadakatinin
olusturulmasina odaklanmaktadir. Bu yaklasimlar ile
deneyimsel pazarlamanin temelleri olusturulmakta olup
isletmelerin, masterilerini meraklandiracak ve satin alma
davranigina yoénlendirecek uygulamalari planlamalari
gerekmektedir.  Olumlu izlenim saglayabilmek igin
muUsterileri anlamak, masteri profillerini iyi analiz etmek
gerekmektedir. Konuyla baglantili olarak saglik turizmi ile
yesil pazarlama konusu ele alinip musterilerin profilleri,
izlenimleri, istek ve arzulan olusturarak deneyimsel
pazarlama alaninda gelisme saglanabilir.

Degisen yasam tarzlar sonucunda insanlarin da
egilimleri ve talepleri kendi surecin iginde bulunduklari
sisteme dogru ilerliyor. Bu sebeple igmeler Tesisinin
doganin iginde, sifall sulanyla bilinmesi mdasterilerin
deneyimlemesine hem de surece dahil olmasinda etkili
bir faktorddr. Musteriler konaklamada sadece konfor
degil, hizmet alanlarin yéresel ezgiler bulunduran,
yaratici bakis acisiyla yansitan  keyifli  ortamlar
istemektedirler.  Bu  sebeple igmeler  Tesisinde
bulundugu bdlgenin  ydresel UrUnlerine  ulasmak
mUmkUn iken ayni zamanda doga yurayUgleri ve doga
sporlarina katilabilir, saglk agisindan da konaklamada
bulunulabiliyor. Bu yaklasimla faaliyet gdsteren birgok
tesis gecmisten gindmize ragbet gérmeye devam
ediyor.

Konaklamali  tesisler ~ konusunda  hizmet
sektérinde  Ulkemizde bircok alanda  jeopolitik
konumumuz sebebiyle de zengin getiriye sahiptir.
Dolayisiyla ekonomik getiri ve istihdam saglamasi
agisindan 6nem tasimaktadir. Deneyimsel pazarlama
kapsaminda yapilan bu g¢alismada hizmet sektériande
Ozellikle U¢ boyut olan tutum- davranig, cekicilik ve
imkanlarin degerlendirilebilecedi gdzlemlenmistir.
Arastirma sonucunda konaklama hizmetlerinde tutum ve
davraniglarin  bulunulan alanin  cekicilik ve sundugu
imkanlar ile talep arasinda pozitif yonlu bir iliski oldugu
kanisina varlmistir. Belirlenen bu U¢ alt boyutun
varyanslari toplaminin %72’sini acikladigi
gdzlemlenmigtir. Genel olarak konaklama ve talep
arasinda pozitif yonlu bir iliski bulundugu da arastirma
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bulgulan ile ortaya c¢ikmistir. Gozlenen bu sonuclar
literatlre bakildiginda da uyum gOsterdigi
gbzlemlenmistir.

Talebi etkileyen cekiciligin  ve imkanlarin
artirimasi ve tanitlimasi konusunda yapilabilecekler
genis  perspektifte  giderek  arttmimaldir.  Bunun
sonucunda Prof. Dr. Yunus Soylet icmeler tesisine de

talep artacaktir.
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Socially Responsible Consumption in
Developing Countries in Sub-Saharan Africa,
Myth or Reality?

Consommation Socialement Responsable Dans Les Pays En
Développement d’Afrique Subsaharienne, Mythe Ou Réalité ?

Pierre Emmanuel Ndebi * & Isaac Bernard Ndoumbe Berock °

Résumeé- Cette réflexion méne une exploration sur la capacité
des consommateurs en contexte de pauvreté a étre co-
créateurs de valeur. Des entretiens semi-directifs réalisés
apresd’ un échantillon de trente consommateurs, il ressort que
le concept de consommation socialement responsable (CSR)
dans l'environnement camerounais n'est que partiellement
pergu dans la mesure ou trés souvent les décisions d'achat et
de consommation du consommateur n'intégrent pas des
préoccupations sociales et/ou environnementales, mais sont
dictées par les mécanismes de survie. Il ne peut donc pas agir
comme un acteur social engagé capable d'influer sur les
comportements opportunistes des entreprises. Certaines
conditions sont donc nécessaires pour que ce consommateur

développe des comportements militants dans cet
environnement.
Motscles: consommation socialement responsable,

pauvreté, acteur social engage, partie prenante, RSE.
Absitract- This paper sets out to explore the ability of
consumers in a context of poverty to be co-creators of value.
Of the semi-structural interviews that were conducted with a
sample of 30 consumers, it appears that the concept of
socially responsible consumer is only partially perceived
inasmuch as very often the purchasing and consumption
decisions of consumers do not take into account social and/or
environmental concerns, but are dictated by survival
mechanisms. It cannot therefore act as a socially committed
actor capable of influencing the opportunistic behaviors of
companies. Some conditions are therefore necessary for this
consumer to develop activist behaviors.

Keywords: socially responsible consumption, poverty,
committed social actor, stakeholder corporate social
responsibility.

L. [NTRODUCTION

epuis quelques décennies, la flambée de
Dpréoccupations sociales et environnementales

dans le monde, initiée et encouragée par les
organisations internationales, la montée en puissance
des mouvements écologistes, des mouvements de
défense et de protection des consommateurs, etc., ces
derniers militant & montrer les dangers du

Author a: Enseignant chercheur, Marketing, ESSEC Université de
Douala- Cameroun. e-mail: ndepie@yahoo.fr

Author o: Enseignant Chercheur, Management Stratégique, ESSEC,
Université de Douala- Cameroun. e-mail : beroch2003@yahoo.fr

consumérisme tant pour I'environnement que pour
I'individu, ont mis en évidence plusieurs dimensions de
la consommation et l'influence que le consommateur
peut avoir dans sa relation avec l'entreprise et son
environnement vital.

La sociologie de la consommation dont les
travaux précurseurs remontent a Veblen (1899) montre
que la consommation est un phénomeéne qui résulte a la
fois d'un processus économique, social et
psychologique. La fameuse pyramide de Maslow édifie
davantage sur le fait que les besoins peuvent étre a la
fois physiques et psychologiques. La consommation est
donc un phénomene économique et social. C'est a
I'intérieur de ces deux construits que se meuvent les
économistes, les sociologues, les gestionnaires et
chercheurs en marketing pour indiquer que la
consommation est polymorphe, elle est a forte valeur
d’enjeu social (Gonzalez, Korchia, Menuet, Urbain,
2009). Les comportements de consommation des
individus manifestent leur volonté de se satisfaire
individuellement, mais de s’intégrer dans le tissu social
tel gu’ils se le représentent et tel qu’ils aspirent a ce qu’il
soit (Halbuwachs, 1912, Francois-Lecompte, 2005 ;
Gonzalez et Al, 2009). Le consommateur socialement
responsable est ainsi appelé a étre un acteur du
développement et développe pour ainsi dire des
relations de pouvoir avec son environnement suscitant
des résistances.

Si les débats sur la consommation socialement
responsable proliferent depuis longtemps en Occident,
ils tardent a s’insérer dans les pays pauvres ou dans les
environnements pauvres, en Afrique particulierement,
zone dans laquelle la responsabilité sociale est plus
considérée comme spécifique a I'entreprise et non au
consommateur. Beaucoup d’auteurs s’y sont investis
pour montrer que les pratiques de RSE par les
entreprises sont bien présentes en Afrique, en Afrique
subsaharienne et pour le Cameroun, elles constituent
une véritable «vague déferlante » (Kamdem et lkellé,
2013 ; Moskolai et al, 2016, Etoundi Eloundou, 2010 ;
2014).
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Les réflexions ici sur la consommation
socialement responsable sont presque inexistantes
alors que celles sur la RSE se multiplient au point que
méme les chercheurs semblent convenir tacitement que
c'est un environnement peu  propice  aux
comportements de consommation militants. Tant le
contexte de précarité matérielle et informationnelle ne
semble pas imposer aux entreprises  des
comportements responsables. Certains auteurs pensent
que les pratiques de RSE ne sont identifiables que dans
un contexte ou les consommateurs font preuve
d’attention, ce qui n'est pas le cas dans les pays sous-
développés ou les consommateurs «sont souvent
ignorants » de la réalité des pratiques menées par les
entreprises (Arli et Lasmono, 2010). Néanmoins, dans le
cas camerounais, les aspects de la perception de la
RSE des entreprises par les consommateurs
commencent a intéresser les chercheurs (Nyemb
Ntoogue, 2019). Ces travaux sont encore marginaux
dans I'ensemble, mais indiquent limportance que
I'attitude des parties prenantes en général et des
consommateurs en particulier présente pour les
entreprises y compris dans un environnement de
pauvreté.

En realité, les entreprises se satisfont des
pratiques de RSE a dominantes conformistes, pour étre
en phase avec la loi et quelques associations de
défense des droits des consommateurs, elles-mémes
impuissantes face a des lobbys politiques et financiers
faisant du consommateur un laissé-pour-compte. Dans
le cas camerounais par exemple, le conformisme des
pratiques de RSE dans le secteur forestier profite plus
aux entreprises et aux responsables politiques locaux
gu’aux populations touchées par I'exploitation forestiere
(Ndoumbe, Ndebi, Kemn, 2016). Or, «la sagesse
conventionnelle des milieux d’affaires » (Stark, 1993) ne
peut étre porteuse de développement que si toutes les
parties prenantes s’investissent dans la relation, car
c'est finalement I'ensemble des relations entre pouvoirs
publics, citoyens et entreprises qui est ici en question.

Une pluralitt de préoccupations sur la
consommation socialement responsable montre qu’elle
peut g'intégrer dans plusieurs  problématiques,
notamment celles des parties prenantes, ou de la co-
construction du développement par les parties
prenantes, etc.

Le présent article se situe dans le méme sillage
et s’interroge sur les conditions a réunir pour que le
consommateur africain en général et camerounais en
particulier s’intéegre dans la logique de co-construction
de son bien-étre et du développement, alors qu'il est
placé dans une posture d’ignorance constatée sur les
véritables comportements des entreprises. En outre, il
se penche, sur ce qu'il consomme, et mé,me sur les
droits qu'il a vis-a-vis des entreprises et de I'Etat quant a
la qualitt de ce qu'il consomme (Arli et Lasmono;
op.cit).

© 2020 Globalournals

Cette problématique qui s’integre donc dans la
logique de la co-construction du développement, est
d'autant importante a notre sens que I'élément
spécifique pour ce consommateur est sa situation de
pauvreté tant matérielle que non matérielle. Car, ce
consommateur est encore aujourd’hui moins informé
sur ce qu'il consomme, et ne dispose pas des mémes
moyens et possibilités de choix et d'action que son
homologue européen, par exemple.

Dans quelles conditions peut-il étre co-acteur
de ce développement au regard de la perception
actuelle que le consommateur a de sa capacité a influer
sur le développement a travers ses comportements de
consommation ? Il est question en réalité de voir si en
I'état actuel, les préoccupations sociales,
environnementales et économiques déterminent les
comportements de consommation des Africains pour en
faire un levier de développement durable. Si non,
quelles sont les conditions pour que le consommateur
africain devienne un véritable acteur du jeu et des
stratégies des entreprises en Afrique ? Les travaux sur le
sujet sont rares au Cameroun, toutefois, ce
questionnement est important pour les entreprises dans
la mesure ou malgré leur faiblesse actuelle, et méme
quelquefois leur inféodation aux lobbys politiques et des
entreprises  (Ndoumbe, Ndebi, Kern, op.cit), les
consommateurs a travers les organisations de défense
de leurs droits se multiplient, les entreprises devraient
pouvoir anticiper sur les réactions des consommateurs
vis-a-vis de leur attitude sur les problémes socio,
écologiques, environnementaux et méme économiques
afin d’adapter les variables dans le choix des stratégies
RSE par exemple (BiwoléFouda, 2014). Pour répondre
aux préoccupations évogquées, des entretiens semi-
directifs ont été réalisés sur un échantillon de trente (30)
personnes, toutes dipldbmées de I'enseignement
supérieur, cadres d'entreprise, étudiants, commergants,
etc. suivis d’'une analyse de contenu. Ainsi nous tentons
briecvement dans un premier temps de situer
théoriguement le  concept de  consommation
socialement responsable dans I'ensemble pour enfin
l'intégrer dans un contexte de pauvreté. Dans un
deuxieme temps nous discutons de la perception que
les consommateurs ont de son contenu en contexte
camerounais. Enfin, dans un troisieme temps, nous
mettons en exergue les conditions dans lesquelles la
consommation  socialement responsable  pourrait
constituer un  levier de  co-construction  du
développement entre diverses parties prenantes en
I'occurrence les consommateurs et les entreprises dans
un contexte de précarité.



[I. CONSOMMATION SOCIALEMENT
RESPONSABLE : UN ECLAIRAGE
THEORIQUE DANS UN
ENVIRONNEMENT DE PAUVRETE.

a) Concept de consommation socialement
responsable: définition et dimensions (CSR)

La consommation selon Gonzales et al. (2009),
se présente comme un épiphénomeéne a la fois
individuel et collectif ou les RSE s'imbriquent avec les
représentations sociales (RS) de [I'économie. Ces
auteurs révelent d'ailleurs que la consommation est un
phénomene essentiellement polymorphe ayant une
valeur d’enjeu social tres élevée. En effet, les travaux
précurseurs menés par Veblen, (1899) relatifs a la
sociologie de la consommation soutiennent que ce
phénoméene émane des processus a la fois
économiques, sociaux que psychologiques. Pour
Baudrillard (1970), on «manipule toujours les objets
comme des signes qui vous distinguent soit en vous
affiliant a votre propre groupe pris comme référence,
soit en vous démarquant de votre groupe par référence
a un groupe de statut supérieur ». Poursuivant dans le
méme ordre d'idées, Bourdieu (1979) va intégrer la
notion de «style de vie » associé a leur systématicité
faisant de la consommation un élément au centre des
relations entre champs d’action et habitus. Richins
(1994) souligne que le management et plus précisément
le marketing semble trés préoccupé par cette notion de
consommation qui est en outre considérée non pas
seulement comme une expérience, un jeu, mais
également comme un élément identitaire et de
discrimination sociale.

Certains auteurs, notamment Lai (1995), Aurier
et al.(2004) dans leurs travaux, se sont essentiellement
appesantis sur la valorisation de I'expérience de
consommation. Sur la base de ces recherches, la valeur
de la consommation se décline en cing composantes,
précisément esthétique, émotionnelle, épistémique,
fonctionnelle et sociale

L’émergence du concept de consommation
socialement responsable a été quant a lui favorisée par
plusieurs facteurs qualifiés d’éléments de contexte tels
que les mouvements de contestation spécifiques a la
consommation des années 70 (Rochefort, 1973). Par la
suite on a assisté pendant plusieurs décennies a
I'intensification des préoccupations d’ordre écologique,
éthique et social (Commenne, 2006). C'est une forme
de consommation qui intégre a la fois la rationalité et la
citoyenneté dans le comportement du consommateur,
avec pour objectif d’espérer avoir un impact sur la
protection de I'environnement, notamment sur les plans
sociaux, écologiques et environnementaux. Elle impose
donc aux entreprises et pour I'ensemble des acteurs
politiques, sociaux et économiques ce que Stark (1993)
appelle «la sagesse conventionnelle des milieux
d’affaires ».

Une littérature foisonnante s'est attelée a
proposer une définition au concept de CSR (Roberts,
1995 ; Webb, Mohr et al. 2007). Pour Lecompte (2005),
auteur prolifigue dans le domaine, la CSR est « le fait
d’acheter des biens ou des services pergus comme
ayant un impact positif (ou moins mauvais) sur son
environnement et d’utiliser son pouvoir d’achat pour
exprimer ~ ses  préoccupations  sociales  et/ou
environnementales ». Gonzales et al. (2009) font
remarquer que dans le contexte frangais, les recherches
se sont plus intéressées a proposer une échelle de
mesure dans une logique globale du concept de CSR.
Les travaux de Roberts (1995) mettent essentiellement
en perspective deux dimensions de la CSR, notamment
la dimension environnementale (sanctionner les produits
réputés négatifs sur I'environnement) et la dimension
sociétale (boycott des produits des entreprises qui
n’integrent pas le bien-étre de la société). Francgois-
Lecompte (2005) identifie pour sa part cing dimensions
de la CSR, a savoir le comportement de I'entreprise (ne
pas acheter aux entreprises jugées comme ayant un
comportement irresponsable), I'achat de produits-
partage (privilégier l'achat des  produits dont un
pourcentage du prix est destiné aux bonnes causes), la
volonté d'aider les petits commerces (encourager les
petits commergants en limitant ses achats dans les
grandes surfaces), la prise en compte de lorigine
géographique des produits (intégrer en priorité dans
ses achats les produits de sa communauté), enfin la
réduction du volume de consommation (privilégier
I'esprit de créativité du consommateur pour limiter ses
consommations en l'encourageant a faire certaines
choses lui-méme). Webb et al. (2007) integrent dans
ces dimensions identifiées la notion de comportements
de recyclage associé aux modes de consommation
essentiellement respectueux de I'environnement (utiliser
des vélos en milieux urbains, favoriser les produits
biodégradables et non polluants, etc.).

Cette émergence du concept de CSR,
notamment son analyse comme concept
pluridimensionnel a orienté les recherches vers la
compréhension  des  consommateurs et  leur
positionnement comme ayant des  pratiques
socialement responsables.

Ainsi, une étude réalisée par le CREDOC en
2006 a identifie six groupes d'individus en les
différenciant essentiellement en fonction de leur
sensibilité aux valeurs citoyennes des entreprises
(Croutte et al. 2006). Bien avant, Lecompte et al. (2004)
avaient déja identifié sur la base de leurs engagements
a la CSR quatre grands groupes de consommateurs,
notamment les « socialement responsables », les «
vigilants », les « peu socialement responsables » et les «
traditionalistes ». On peut ici comprendre que la CSR
nécessite de la part du consommateur au moins deux
attitudes, la premiere est la sensibilité aux valeurs
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citoyennes et la seconde concerne I'engagement a se
conformer a sa sensibilité aux valeurs citoyennes.

En fait, la CSR revét une dimension volontariste
de la consommation qui nécessite d'avoir les moyens
de ses choix qui eux, sont en méme temps matériels
que psychologiques. Les asymétries informationnelles,
de méme que les colts financiers constituent entre
autres de véritables freins a des choix de consommation
socialement responsables, notamment dans un
contexte de pauvreté du consommateur.

b) Les enjeux de la CSR en contexte de pauvreté :
changer lordre des choses et exprimer la
personnalité du consommateur

Exprimer sa personnalité et changer I'ordre des
choses semblent étre les principaux enjeux d'un
comportement militant de la part d’'un consommateur.

Un consommateur militant est celui qui, a notre

sens, attribue a son comportement de consommation
un objectif de contribution a sa maniere de bétir le
monde en défendant les causes sociales et/ou
environnementales. Plusieurs actions semblent sous-
tendre cette volonté, a savoir la participation au boycott
(Friedman (1991) et Klein et al., (2004)) ou encore la
volonté de changer les choses (Lecompte, 2009). Ainsi,
les individus vont sanctionner en essayant d'infléchir les
attitudes irresponsables des entreprises en décidant de
boycotter (non-achat) leurs produits ou leurs marques
afin de les contraindre a revoir leur comportement. La
consommation percue sous cet angle représente une
arme redoutable et efficace pour tout consommateur
dans ses relations avec les entreprises. C'est I'approche
instrumentaliste de la consommation. En effet, il ressort
que les individus qui pratiquent la CSR sont plus
stimulés « par le fait que leur comportement va permettre
d’agir en faveur de la cause qui leur tient a cceur »
(Francoise-Lecompte, 2009). Leurs achats,
contribueraient donc fondamentalement a « changer
l'ordre des choses ». Méme si les consommateurs
préjugent souvent de linefficacité des actions
individuelles, ils reconnaissent néanmoins que leur
contribution personnelle est d’'une utilité indéniable. De
méme ils estiment pour autant que la cohérence avec
leur personnalité et leur facon de penser est plus
importante des lors que [l'action individuelle est
inefficace sur la fagon de I'entreprise de se comporter.

Une autre argument incitant a pratiquer la CSR
réside également dans une volonté manifeste d’'agir en
étant en parfaite harmonie avec ses valeurs. Le
consommateur engagé se place inéluctablement dans
une vision individuelle et instrumentaliste de la CSR.

Kozinets et Handelman (1998) soutiennent que les

achats de ce consommateur représentent non pas

seulement une facon de s’affirmer voire de se valoriser
personnellement, mais aussi il se différencie ou se
démarque vis-a-vis des autres consommateurs. Dans le
méme ordre d'idées, Klein et al. (2002) révelent que le
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consommateur en s’engageant sur la voie de la CSR
cherche a avoir les « mains propres ». En d'autres
termes, il cherche a étre « bien dans sa téte », a étre en
paix avec sa conscience afin d’éviter de se culpabiliser,
notamment en ce qui concerne ses achats. La sanction,
exprimer sa personnalité, changer I'ordre des choses,
étre utile, se démarquer, semblent étre quelques enjeux
importants des comportements de CSR.

En contexte de pauvreté, il est important,
comme c’est le cas en Afrique, de vérifier la perspective
pour un individu de contrbler sa consommation et de
participer a la co-construction de son développement.
On peut tout de méme supposer la difficulté a le faire,
tant ses capabilités contraignent son comportement
(Ndebi, 2011), ainsi que la disponibilité de I'information,
la différenciation des prix, la commodité des produits et
le dilemme du bon comportement.

c) Problemes de contingence a l'idée de la CSR (la
pauvreté comme contingence a I'idée de CSR)

De maniere générale, de nombreux individus ou
consommateurs ont un acces limité aux informations
sociales et environnementales des entreprises. Cette
situation constitue un facteur contingent a I'engagement
de certains dans la consommation socialement
responsable. L’'absence de connaissances sur le
comportement des entreprises, associée au mangue de
confiance dans l'information freinent les individus dans
leur volonté dopter pour une consommation
socialement responsable (Frangois-Lecompte, 2005).
L'importance de l'information dans la prise de décision
en général et notamment son influence sur les pratiques
de consommation responsable n’est plus a démontrer
(Carrigan et Attalla, 2001 ; Mohr et al., 2001). De
maniere générale, il apparait que, les informations mises
a disposition des individus sont tres insuffisantes et par
conséquent créent des biais dans la décision de
consommation de ces derniers (Mohr et al., 2001 ;
Auger et al., 2003). Les études révelent d’ailleurs que la
majorité des consommateurs ne connaissaient pas
dans quelles conditions les produits gu’ils achétent sont
fabriqués. La passivitt de ces consommateurs est
renforcée sur ces questions puisqu’ils ont tendance a
ne faire aucun effort pour chercher les informations.
Bien plus, quand bien méme les pratiques socialement
responsables des entreprises sont disponibles, les
individus ou consommateurs font tres difficilement
confiance aux informations mises a leur disposition. S'il
est vrai que l'information doit apparaitre aux yeux des
consommateurs comme étant crédibles, il n’en demeure
pas moins vrai que cette information doit étre accessible
au grand public, ainsi, les labels sociaux et/ou
environnementaux, les simples discours de gestion
durable et éthiques des entreprises ne suffisent pas a
rendre les consommateurs confiants.

D’un autre coté, la CSR est encore aujourd’hui
susceptible d'engendrer des colts supplémentaires



compte tenu de la rareté et des conditions de
fabrication et de distribution liées aux produits labélisés
bio ou du commerce dit « équitable ». Les écarts de prix
entre les produits étiquetés bio et donc « éthiques », et
ceux qui ne Iétaient pas sont considérables et
atteignent parfois les 50 %. Certains auteurs (Duong et
al., 2004 ; Bouquet et Hénault 1998 ; Lecompte, 2009)
soulignent que ce supplément ou cette différenciation
de prix est un aspect non négligeable qui limite
considérablement les comportements responsables de
nombreux consommateurs. Ces suppléments de prix
sont par conséquent considérés comme étant
exorbitants et tres lourds a supporter quotidiennement
(Roberts, 1996).

Les colts plus élevés des produits éthiques sur
le marché peuvent étre expliqués par le manque de
disponibilité, voire la rareté sur le marché des produits a
présentés comme étant responsables ou éthiques
(Carrigan et al., 2003). Les produits qualifiés
d’équitables ou de bio ont des points de distribution tres
limités, notamment dans les grandes surfaces. On les
rencontre tres difficilement dans les points de vente de
proximité, obligeant ainsi les consommateurs
socialement responsables a faire un  d'effort
supplémentaire  pour s'informer du lieu de la
disponibilité des produits et a se rendre dans les points
de vente spécialisés. Pourtant, selon Francgois-
Lecompte (2009), de nombreux consommateurs, pour
des raisons multiples, ne sont pas disposés faire ces
efforts supplémentaires compte tenu, pour certains, des
contraintes de temps qui, ici, limitent les mouvements
des individus lorsque ces derniers sont occupés et se
limitent a leurs comportements habituels d’achat. Il est
évident qu'un bon nombre de consommateurs
pergoivent globalement la CSR comme étant tres
contraignante. L'engagement sur le chemin des
comportements ou pratiques de CSR nécessiterait
inéluctablement des modifications dans le mode de vie.

Un autre frein a la consommation socialement
responsable concerne la difficulté des consommateurs
a identifier le bon comportement du mauvais
comportement en la matiére. En effet, la consommation
socialement responsable prend en compte tres souvent
la notion d’éthique, ce qui n'est pas tres aisé a identifier
ou a cerner par les consommateurs. Cette complexité
les plonge inéluctablement dans un dilemme. La
présence des arguments contradictoires crée trés
souvent le doute dans I'esprit du consommateur sur ce
qui est bon a faire (boycotter une entreprise ou acheter
local ?) et par conséquent il préfére se résigner.

A la lumiére de ce qui précéde, on peut
prétendre que dans un contexte de pauvreté, la
consommation socialement responsable peut étre
difficile a réaliser pour le consommateur pauvre. S'il est
vrai que le courant utilitariste de la pauvreté (Morduch,
1999, 2000 ; PNUD) postule la rationalité des ménages

en matiére de choix de consommation, il suppose aussi
que l'individu doit étre en pleine possession de ses
capacités basiques, ce qui est loin d’étre le cas pour le
pauvre.

Ce dernier étant soumis au diktat de sa
situation de précarité tant matérielle que psychologique
qui ne lui laisse aucune solution de préférence, ni pour
maximiser sa fonction d'utilité, ni pour rendre sa
décision méme satisfaisante, tout au plus |l
s’accommode du possible. Quelle que soit I'approche
par laquelle on aborde la pauvreté et donc le
consommateur pauvre dont on pourrait citer en plus du
courant utilitariste évoqué plus haut, le courant
institutionnaliste (Sen, 1987, 1999; Nussbaum, 2002,
Bertin et Leyle 2007; Favarque et Robeyns, 2005), il
apparait que le consommateur pauvre est «un
consommateur nécessiteux, pas ou mal informé,
incapable de traitement rationnel de I'information émise
par les canaux qu’il consulte, ce qui le place dans une
situation de manque de lucidité et d’acteur dominé»
(NDEBI, 2011). Ainsi les incapacités matérielles et
psychologiques de ce consommateur ont tendance a
écarter toute résistance a l'achat dun produit
quelconque, ce qui lincitera a saisir tout ce qui
constitue une opportunité de réduction de la pauvreté.
La pauvreté du consommateur n'est pas liée a un
environnement spécifique, tout comme elle n'est pas
mesurée de la méme fagon selon les environnements,
elle s’apprécie selon les standards de la société a
laquelle on appartient (Bacin et Villa, 2009, P.3).

[1I. DU MYTHE A LA REALITE : CONDITIONS
POUR UNE VERITABLE EMERGENCE DE LA
CONSOMMATION SOCIALEMENT
RESPONSABLE EN AFRIQUE

a) Une méthodologie qualitative Le contexte

Le contexte de recherche ici est un pays pauvre
trés endetté en Afrique, le Cameroun. Cela signifie que
des implications sur des choix de consommation sont
trés influencées par la pauvreté ambiante et I'absence
d’alternative lorsqu’il s'agit de faire des achats compte
tenu de la précarité des moyens financiers. Néanmoins,
I'importance des enjeux de développement durable
dans I'ensemble et leur influence sur les comportements
de consommation justifient qu'on s’y attele en Afrique,
et spécifiquement dans le bassin du Congo qui est le
deuxieme massif forestier de la planete apres
'Amazonie. Ce bassin est donc l'un des dermniers
réservoirs écologiques et environnementaux de la
planete, mais c’est aussi I'endroit ou les populations
sont parmi les plus pauvres et dans cette zone, les
besoins de développement sont les plus élevés. La
problématique de développement durable trouve ici
toute son importance, et réfléchir sur la possibilité que
I'ensemble des parties prenantes puissent y contribuer
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est tout aussi important. Le choix du consommateur
dans ce contexte se trouve judicieux en méme temps
pour comprendre s'il est conscient de son potentiel de
négociation ou d'influence sur le comportement des
entreprises et, 'l est capable d'exploiter les
mécanismes et les moyens dont il dispose pour que ces
dernieres développent des attitudes responsables dans
leur environnement. Ainsi, les consommateurs
socialement responsables sont ceux qui sont
conscientisés, c'est-a-dire qu’ils sont susceptibles
d’acheter des produits fabriqués selon les normes
sociales et environnementales (voir rapport 2009 sur le
consommateur responsable de BBMG. Disponible sur
bbmg.com). Il apparait donc que le consommateur
conscientisé est dabord informé du devoir de
responsabilité de I'entreprise, ensuite son
comportement d’achat est motivé par cet état de chose,
au point qu'il il est prét a adapter son comportement
envers une entreprise en fonction du niveau de
responsabilitt pergu de I'entreprise. Par exemple,
dépenser plus pour un produit qu'il juge fabriqué de
facon responsable ou par une entreprise responsable.
Or la contrainte de comportement responsable de la
part des entreprises dans I'environnement africain n’est
que tres peu le résultat des pressions nationales des
Etats qui pourtant encouragent comme dans le cas du
Cameroun le respect des normes environnementales,
mais impliquent trés peu les populations. Mais ces
dernieres n'ont leur véritable salut que par I'effet des
législations et autres influences supranationales
(NdoumbeBerock, Ndebi et Kern, 2016).

b) La collecte de données : I'entretien semi-directif
Pour collecter les données, des entretiens semi-
directifs ont été réalisés auprés de trente personnes
ayant toutes un dipldbme de I'enseignement supérieur,
hommes ou femmes ayant moins de 50 ans, exercant
ou non un meétier, dans le secteur formel ou dans
l'informel. Ce choix a été dicté par le niveau de
sensibilisation aux préoccupations environnementales et
écologiques censé étre élevé de cette population. En
effet, les problématiques de [I'environnement, de
I'écologie et du développement durable sont de plus en
plus médiatisées en Afrique, elles font méme déja I'objet
des enseignements dans les universités africaines et
camerounaises plus particulierement. Sur un autre plan,
les autorités camerounaises tentent depuis au moins
une dizaine d’années de contraindre les entreprises a
des comportements responsables vu le nombre de

textes et de regles édictés, méme si leur efficacité reste
encore a prouver.

c) Le guide d’entretien

Le guide d’entretien était subdivisé en plusieurs
grands themes dont les repéres sont empruntés a
Lecompte (2005). Les dimensions de Lecompte nous
ont paru simples et surtout pertinentes pour commencer
a explorer le concept et les comportements dans le
contexte africain.

La premiere porte sur la connaissance du
concept de consommation socialement responsable. |l
était question de savoir si la cible a entendu parler de
CSR et par quel canal de communication. Deux
préoccupations sur ce theme évaluent la notoriété et le
canal par lequel le répondant s’est informé.

Le deuxieme théme s'intéresse a la perception
que les répondants avaient du concept et leur attitude
vis-a-vis des entreprises censées avoir un
comportement responsable ; pour cela un aspect
consistait a mesurer I'attention du répondant vis-a-vis
de ces entreprises et la connaissance des actions de
responsabilité percues. Une interrogation importante a
consisté a sonder auprés de notre échantillon la
signification de I'expression consommation socialement
responsable

Le troisieme theme avait pour but d'identifier
dans le mesure du possible les potentielles tendances
a la CSR et les pratiques conscientes ou non de
consommation supposées étre socialement
responsables des répondants. Une question dans ce
theme a permis de mesurer la conscience d'avoir
acheté un produit fabriqué par une entreprise jugée
respecter les engagements de citoyenneté pergus par le
répondant.

Le quatrieme théme devait ressortir les
potentiels moyens de contrainte des entreprises a
travers le comportement de consommation, leur
pertinence pour pouvoir en déduire si dans ce cas on
pourrait conclure de la réalit¢ de la CSR dans un
contexte de pauvreté du consommateur.

Les entretiens ont duré en moyenne 40 minutes
chacun, cela en partie par la capacité des répondants a
saisir rapidement I'objet de la discussion étant entendu
qu'ils étaient tous diplémés de I'enseignement supérieur
et certains exergant dans le monde professionnel formel
et d’autres dans l'informel. Les informations qui ont été
enregistrées et retranscrites ont fait I'objet d’une analyse
de contenu autour des themes identifiés et indiqués
dans le guide d’entretien.

Tableau 1: Présentation de I'échantillon

Identification Dipléme spécialité profession
Ernest, 35 ans ; Master 1 Marketing Libraire du poteau
Fidele, 30 ans ; Master 2 Finance comptabilité Cadre, 4 ans
Alex ; 40 ans, Master 2 Lettres bilingues Enseignant
Moise, 25 ans, Master 1 Management Sans emploi
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Guy, 35ans. Master 1 Géographie Cadre d’entreprise
Solange, 30 ans ; Master 2 Droit privé Cadre d’entreprise
Jacqueline, 25 ans, Master 1 Histoire sans
Marie, 30 ans, BTS Marketing commerce vente Commergante
Jeannette, 25 ans Master 2 Economie Fripier (commergant)
Sylvie, 35 ans, DIPET 2 TQG enseignant
Etienne, 32 ans DIPET 2 Techniques commerciales enseignante
Collette, 43 ans Master 1 Lettres bilingues cadre d’entreprise
Benjamin, 25 ans, ingénieur Mécanigue navale Sans emploi
Didier, 25 ans Licence Gestion Etudiant
Mireille, 45 ans, Master 1 Economie Sans emploi
Simplice, 37 ans, DEPA communication Commergant
Florian, 42 ans, DESC Finance comptabilité Employé de banque
Joseph, 25 ans Licence Droit privé Etudiant
Jean -Jacques, 30 ans Licence Economie Etudiant
Patrick, 25 ans Licence Sciences Cadre
Charles, 35 ans Licence Mathématiques Chef d’entreprise
Jean-Pierre, 40 ans Ingénieur Mécanique Chef d’entreprise
Chantal, 35 ans Master Communication Enseignante
Ghislaine, 30 ans BTS Sténographie Assistante de direction
Gabriel, 25 ans Master 1 GRH Sans emploi
Nadine, 27 ans Licence Commerce international Communicatrice
Paul, 23 ans Licence Lettres Commercant dans I'informel
Georgette, 30 ans Master Economie Sans emploi
Emmanuel, 28 ans Ingénieur Génie civil Cadre
Georges, 32 ans Licence Gestion Sans emploi
Victor, 36 ans BTS Banque Cadre d’entreprise
Hamadou, 30 ans Licence Gestion Commercant

d) Présentation et discussion des résultats

i. Une relative connaissance du concept de
consommation socialement responsable
Il nous revient que 56 %, soit 17 répondants ont
entendu parler du concept de consommation
socialement responsable. Les principaux canaux
d'information exploités sont par ordre: la télévision
(27,5%) ; la lecture (18%); linternet (18%); le BAO
(15%) ; la radio (13,5%). Si le concept est moyennement
connu dans la population, cette derniere n’est pas
suffisamment sensibilisée pour le moment. Il apparait ici
que méme pour la population intellectuelle, le concept
semble encore nouveau et pas connu. « A ['université,
on nous parle davantage de ['entreprise socialement
responsable, lorsqu’on évoque la responsabilité sociale
ou sociétale de l'entreprise » (Didier, 25 ans,
étudiant). « On parle de la Responsabilite sociétale de
I'entreprise dans les médias et un peu dans le milieu
universitaire, la consommation socialement responsable
n'est pas toujours abordée, peut-étre dans les écoles
comme I'ESSEC» (Paul, 23 ans, Commercant dans
I'informel). A I'évidence, les consommateurs ne font pas
de lien entre le concept de RSE et celui de CSR, mais
étant pour la plupart des diplémés de I'enseignement
supérieur, ils parviennent a donner la perception qu'ils
ont du concept, qui soit proche des définitions
proposées dans la littérature.

Source : enquétes de terrain

i.  Unconcept insuffisamment bien percu.

Le contenu donné a la CSR reste dans
plusieurs cas bien imprécis, lorsqu’on fait allusion a la
norme environnementale sans apporter d'éclairage sur
la notion de norme environnementale. Certains pensent
que «la CSR consiste a acheter les produits respectant
les normes de notre environnement naturel » (Nadine, 27
ans, Communicatrice).

De méme, quelle démarcation faire entre
normes environnementales et réalités sociales lorsque
la CSR, «c’est acheter et consommer les produits qui
respectent les réalités sociales de notre environnement »
(Hamadou, 30 ans, commercant). Néanmoins, la
dimension protection de la société et la sanction
apparaissent dans le contenu du concept. En effet, la
CSR : « C’est, on peut dire, ne pas acheter les produits
nocifs et mauvais pour la population » (Solange, 30 ans,
cadre d’entreprise) ; « pour moi ce serait une espece de
sanction par son achat et sa consommation les
entreprises qui ont des mauvaises pratiques telles que
maltraiter les employés, enrbler les gens dans la mafia
ou prendre des positions politiques » ( Mireille, 45 ans).
Un seul répondant chaque fois a fait allusion a I'achat
encourageant I'entreprise  locale, ou le petit
commercant, deux ont fait allusion a I'encouragement
des « emplois et métiers traditionnels de la région ».
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D’autres contenus donnés au concept de CSR
concernaient le volume de consommation, notamment

«consommer  avec  modération»  OU  encore
«consommer sans abus ». Bien que parcellaire, il existe
globalement une certaine sensibilité des

consommateurs au contenu lié au concept

il. Les tendances a la consommation socialement
responsable identifiées
L'engagement de I'entreprise a protéger
I'environnement, la participation volontaire a la lutte
contre la pauvreté et I'action sociale de I'entreprise sont
les comportements des entreprises susceptibles de
susciter des réactions favorables pour ces entreprises.

Choisir une entreprise qui protége I'environnement
«Pour moi si une entreprise ne pollue pas mon
espace de vie, qu'elle sengage a protéger cet
espace en plantant les arbres, en curant nos
caniveaux, ¢a peut m’amener a avoir une attitude
positive pour cette entreprise » (Benjamin, 25 ans,
sans emploi) ;

« Globalement une entreprise  doit  protéger
I'environnement, mais nos entreprises forestiéres par
exemple détruisent nos essences y compris celles
interdites par la loi sans en planter d’autres et surtout
sans conséquences de la part des pouvoirs publics »
(Jeannette, 25 ans) ; « Je crois qu'il serait normal de
préférer acheter les produits d’une entreprise qui
montre qu'elle s'integre dans son environnement
lorsque c’est possible, en tout cas je pourrais le faire
lorsque j'ai des moyens pour » (Jean -Jacques, 30
ans).

La lutte volontaire et évidente contre la pauvreté

«Une entreprise doit contribuer au développement
de la cité par ses actions sur le terrain, cela passe
par son apport dans le domaine social en insérant
pour les protéger, les plus faibles tels que les
handicapés, les jeunes, les vieux, bref I'entreprise
doit lutter contre la pauvreté dans son
environnement » (Didier, 25 ans) ;

«Dans un environnement de pauvreté comme le
nbtre, une entreprise doit lutter contre des fléaux
sociaux comme le tabac, la drogue qui de plus en
plus infestent nos écoles, ['alcool, ces choses
détruisent la jeunesse, développent l'insécurité dans
le pays » ( Chantal, 35 ans, enseignante);

« En tout cas je ne pourrais pas acheter les produits
d’'une entreprise qui fait travailler au vu et au su de
tout le monde les enfants; une entreprise qui
construit des infrastructures telles que les centres de
santé, les forages et les salles de classes est
forcément une entreprise qui lutte contre la pauvreté

et participe au développement de la cite, c’est clair
que Si j'ai les moyens je pourrais davantage acheter

les produits de cette entreprise » (Moise, 25 ans).
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« Certaines entreprises au Cameroun développent
des ceuvres humanitaires, mais je crois toujours que
c’est pour attirer les clients, ga m’intéresse méme si
Jje n‘achete jamais pour ¢a, mais je pourrais le faire un
jour » (Emmanuel, 28 ans).

Les consommateurs  camerounais  sont
sensibles a la lutte contre la pauvreté des entreprises
lorsque cela est évident a leurs yeux, méme s’ils ne
croient pas a I'honnéteté des entreprises

L’éthique d’entreprise

« J'apprécie le comportement éthique de certains
dirigeants surtout ceux qui traitent bien les salariés en
protégeant leur avenir de retraite, en proposant de
bons salaires et surtout de meilleures conditions de
travail, lorsque c’est connu, cela peut influencer le
client a la préférence des produits de I'entreprise »
(Guy, 35ans) ;

«Moi je suis un conservateur et défenseur de la
nationalité  africaine, le made in Cameroun
m’intéresse tout comme j'apprécie toute entreprise
qui respecte et promeut la culture camerounaise et
africaine en général ; malheureusement, il n'y en a
pas dans notre environnement ,; chacun veut gagner
de l'argent et point ; du coup j'achete parce que j'en
ai besoin, pas parce que lentreprise fait quelque
chose d’extraordinaire dans le sens de ma culture »
(Sylvie, 35 ans).

Au total, I'engagement de I'entreprise a la
protection de I'environnement, 82,5 % d’occurrences ;la
participation volontaire a la lutte contre la pauvreté (76,5
%) ; La contribution au développement de la cité (73
%) ;la dimension sociale de I'action de I'entreprise (la
construction des infrastructures sociales telles que les
forages, les aires de jeux ; les centres de sante, etc. 75
%), la lutte contre les fléaux sociaux comme, le tabac,
l'alcool, la drogue)linsertion et la protection des
personnes  physiques en  difficulté  (marginaux,
handicapés, les enfants),; le non-recours au travail des
enfants ; la participation a des actions humanitaires sont
ce qui peut déterminer le comportement socialement
responsable des consommateurs.

On observe que la protection et la défense du
«made in Cameroon » ne semble pas intéresser les
répondants, néanmoins 52,5 % des occurrences
évoguent cet aspect.

iv. Les facteurs déterminants de la consommation
socialement responsable

Dans I'environnement camerounais, il ressort
que par rapport au comportement de consommation et
d'achat des interviewés, les pratiques des
consommateurs sont déterminées par les moyens dont
ils disposent (77 % d’occurrences), par leur pouvoir
d’achat (77 % d’occurrences) et a I'occasion, a ce dont
ils ont besoin (78 % d'occurrences). L’aspect



socialement durable ou citoyen de leur comportement
de consommation reste marginal.

Toutefois un peu plus de la moitié d’entre eux
reconnaissent qu’il leur arrive de temps en temps de
tenir compte des engagements des entreprises pendant
leurs achats méme si la plupart doute de la sincérité de
ces engagements. « Parfois, je ne sals pas trop ce que
vous appelez entreprises citoyennes, mais il m-arrive
d’acheter chez un commergant parce que je pense que
quelquefois il faut encourager les petits commergants de
chez nous. Dans la majorité des cas, je n'ai pas les
moyens de ma politique, jachéte donc en fonction des
moyens que [sic] je dispose et je cherche en priorité
celui qui vend moins cher » (Emmanuel, 28 ans).

Les consommateurs n'étant pas préts a
supporter un supplément de prix le justifient en
invoquant des raisons telles que: « [L]a politique de prix
des entreprises ne tient pas compte du niveau de vie
des citoyens » ; « les entreprises ne respectent pas leurs
engagements de citoyenneté, ces entreprises exploitent
et transforment nos matiéres premiéres, je ne sais pas
pourquoi j'acheterais plus cher a l'une delles »
(Ghislaine, 30 ans), etc.

D’ailleurs, certains, et ils sont majoritaires,
doutent des engagements dits «citoyens» des
entreprises et cela constitue un frein important a leur
choix de produits ou d’entreprise. «Les entreprises
citoyennes n’existent pas au Cameroun, leurs
engagements de citoyenneté sont de la poudre aux
yeux, elles ne sont pas sincéres,,; sinon comment
expliquer le traitement non éthique de leurs salariés ,
licenciements abusifs, niveau de salaire tres bas,
tribalisme des dirigeants, corruption des élites politiques,
en plus il n’existe pas pour le moment un systeme
d’évaluation de Ientreprise citoyenne dans notre
environnement, j'achéte ce qui est nécessaire et qui
correspond a mes moyens sans réfléchir a tout ca»
(Florian, 42 ans).

Néanmoins lorsgu’on évoque la possibilité de
changer d'attitude en cas d'amélioration du pouvoir
financier, la majorité (80 % d’occurrences) seraient préts
a acheter un produit plus cher parce qu'il est fabriqué
ou commercialisé par une entreprise« jugée citoyenne ».

v. Un potentiel de contrainte tres faible sur les
entreprises

Accepter une hausse de prix de 5 % et plus,
participer au boycott des produits des entreprises,
participer aux mouvements de résistance des
consommateurs, accepter un augmentation de prix de
plus de 10 %, reconnaitre n’avoir aucun moyen de
pression sur les entreprises, ont été quelques aspects
retenus lors de I'exploration de terrain et des lectures
faites sur le sujet. Sur ces éléments, il ressort que 70 %
des répondants ne sont pas préts a accepter un un
relevement de prix de 5 %, et 25 % ne le feront jamais;

90 % n’accepteraient pas une hausse de prix de plus de
5 % dont pres de 50 % ne le feraient jamais; 95 %
n'accepteraient pas une augmentation de prix de plus
de 10 % et 65 % ne le feraient jamais.

La position de Georges (32 ans) est édifiante a
ce sujet: « Je ne pense pas pouvoir payer plus, un
produit en dehors de mes convictions personnelles sur
la qualité et l'origine du produit, d’abord je n’ai pas les
moyens pour ¢a, en plus qu'est ce que ¢a changerait,
les entreprises sont toutes puissantes, méme si c'est
pour encourager une entreprise pour son action ce serait
difficile pour moi. Donc, un supplément de 5 % ou de 1
%, honnétement ce n’est pas mon affaire ! »

Concernant la participation a un mouvement
populaire de protestation passive, 36 % affirment ne
pouvoir jamais participer a un mouvement de boycott
des produits d'une entreprise contre 10 % qui
certainement le feraient, tandis que 24 % ne
participeront jamais a un autre mouvement de
résistance des consommateurs, mais environ 15 %
affirment pouvoir certainement participer a ce genre
d’action.

Par ailleurs, 20 % des répondants estiment ne
jamais avoir de moyen de pression sur les entreprises,
contre 17 % qui estiment qu’ils pourraient certainement
avoir des moyens de pression sur les entreprises. Le
boycott ne semble pas non plus constituer une stratégie
efficace qui rencontrerait’ adhésion de beaucoup de
consommateurs dans I'environnement africain. La
population de notre étude ne semble pas consciente de
sa capacité a agir sur le comportement citoyen des
entreprises, notamment étre co-acteur de la protection
de I'environnement a laquelle elle est par ailleurs tres
sensible.

vi. Les entreprises jugées citoyennes et les actions
percues comme citoyenne nes dans
I'environnement Camerounais

Plus d'une vingtaine d’entreprises ont été citées
spontanément au moins une fois par les répondants.
Les entreprises les plus citées au Cameroun sont celles
du secteur de la téléphonie mobile (Orange, 12 fois
citée ; MTN, 11 fois citée), suivies du secteur brassicole
(Guinness, 7 fois citée; Société Anonyme des
Brasseries du Cameroun, 5 fois citée). Aucune autre
entreprise n'a récolté un score de citations ayant atteint
trois personnes sur les trente interrogées ; nous n'avons
pas retenu celles-la.

Plusieurs actions considérées comme de
citoyenneté par les entreprises ont été évoquées, mais
les plus fortes occurrences ont été globalement: la
construction de forages (41 %); la construction et
I'aménagement des écoles (27 %); I'assistance aux
orphelins et malades (17 %); la préservation de
I'environnement et le reboisement (13 %); I'organisation
des activités culturelles (13 %); le sponsoring des
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activités sportives (13 %); la distribution de bourses
d’études, 12 %); les dons de bacs a ordures (10 %).
D’autres actions citées sont: les primes de départ a la
retraite pour les employés, la construction des routes,
les primes dexcellence, le financement des
microprojets, le recrutement des stagiaires, les dons de
matériel agricoles, le recyclage et le ramassage des
plastiques. Il apparait que les actions les plus percues
comme de citoyenneté des entreprises sont celles liées
a la dimension sociale, la santé, I'environnement, la
culture, le sport et I'éducation.

V. DiscussioN ET CONCLUSION
Le contenu des entretiens avec les
consommateurs ressort le fait central que le

consommateur actuel ne se considere pas comme
disposant, par ses actes de consommation, d’'un
pouvoir de négociation certain dans sa relation avec
I'entreprise. Il ne se percoit pas comme une véritable
partie prenante dont le comportement peut a plusieurs
égards contribuer a I'amélioration de ses conditions de
vie dans le sens gu'il pourrait contribuer a impulser le
développement dans son environnement.

Notre population d'étude étant I'une des plus
sensibilisées, sinon la plus sensibilisée  aux
préoccupations de développement dans les pays
pauvres, compte tenu de son niveau d'éducation, on

constate a I'observation que cette frange
supérieurement scolarisée n'est pas suffisamment
motivée quant aux possibilités d'action sur le

fonctionnement des entreprises.

Plus d’'un quart des répondants de notre étude
estiment d'ailleurs ne jamais pouvoir participer a un
mouvement, de boycott, ft-il passif, des produits d’une
entreprise.

Les entreprises détiennent donc beaucoup de
marge de manoceuvre dans leur relation avec certaines
des parties prenantes. Elles vont continuer a poser des
actes de responsabilité parce que contraint par la loi
associé au fait que c’est un acte loyal (Ndoumbe
Berock, Ndebi et Kern, 2016), et pas par les
comportements de responsabilité des consommateurs
ou précisément par des comportements militants. Par
exemple, l'acte dachat peut contribuer au
développement d’'une cause commune ou méme que
I'achat doit étre cohérent avec sa personnalité et ses
valeurs tel que cela ressort des recherches faites en
Occident par exemple.

De méme qu'il ne percoit pas son acte de
consommation comme un acte citoyen dans le sens de
contribuer au développement local (achat des produits
fabriqués par la communauté riveraine, acheter pour
encourager les petits commergants, protéger les
emplois et métiers traditionnels de la région. Le revenu,
le pouvoir d’achat et la survie déterminent donc en
priorité le comportement d’achat du consommateur
dans un contexte de pauvreté.
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Méme lorsque les entreprises s'investissent
dans des actes de citoyenneté, la confiance des
consommateurs est tres relative pour ne pas dire que
les consommateurs interrogés ne font pas confiance
aux entreprises.

L’image du consommateur passif (Badot et
Cova, 2008) remise en question par certains auteurs en
marketing (Vargo et al/, 2008) trouve toute sa pertinence
dans un contexte de pauvreté. Le consommateur dans
un contexte de précarité n’est capable, ni de co-créer la
valeur, ni de participer au développement durable
comme co-acteur avec les entreprises par des
comportements de responsabilité dans les pratiques
d’achat. La recherche sur les processus de co-création
de la valeur se présente sous plusieurs aspects dont
trois ressortent fondamentalement, notamment: le
courant du comportement du consommateur, celui des
services et celui de la gestion de I'innovation (Leclercq,
Hammedi et Poncin, 2016). La conscience de
I'importance de son implication dans le processus de
co-production de la valeur et des conséquences qui
pourraient en découler est un préalable majeur de la
CSR. Le courant des services ou de la gestion de
I'innovation constitue un aspect important lorsque le
consommateur est conscient des enjeux de
développement lies a son comportement de
consommation, de son pouvoir d’action, et surtout de
ses aptitudes a interagir avec les entreprises pour
orienter leurs actions vers des actes de responsabilité.
Dans le cas actuel, le consommateur dans le contexte
de pauvreté va développer son extréme ingéniosité a
trouver des produits et services nécessaires a sa survie
et son bien-étre, ce qui devrait néanmoins sensibiliser
les entreprises a une potentielle capacité tacite de
nuisance de ce consommateur et les amener a s'investir
davantage dans le sens des comportements de
responsabilité envers ce dernier.

Il apparait ainsi que dans des environnements
potentiellement riches mais spécifiques par la qualité
des acteurs de I'offre opportunistes, ce qui induit des
relations de pouvoir déséquilibrées aux dépends des
plus faibles (ici les consommateurs), dépourvus dans
'immense majorité de capacités financieres, la CSR
devient marginale. Le fait que méme une population
hautement éduquée ne soit pas suffisamment
sensibilisée sur le réle de co-acteur de la production de
la valeur qu’elle pourrait jouer dans I'amélioration de
I'offre des entreprises sur le marché nécessite qu’on s'y
attele par une meilleure communication notamment en
contexte africain. L'applicabilitt du concept de
consommation socialement responsable en I'état actuel
reste donc a venir dans notre contexte d’étude, méme si
on a pu constater les prémisses. S'il est vrai que la
théorie des parties prenantes qui est celle qu'on a
exploré ici montre que globalement [I'entreprise
développe des relations avec un certain nombre
d’acteurs susceptibles d'influer sur son fonctionnement,



il est clair qu’elle s’attélera davantage dans un premier
temps a répondre aux différents acteurs (Acquier, 2007),
mais elle sera plus contrainte par les acteurs les plus
influents sur elle (Aggeri et Acquier, 2005). Ce qui n'est
pas le cas pour le consommateur en situation de
précarité.

L’exploration du concept de CSR a été faite ici
sur une frange de la population pas représentative de
I'ensemble, mais son choix nous a paru judicieux par
son niveau de sensibilisation supposé étre plus élevé
que I'ensemble de la population. Les résultats mettent
qguand méme en évidence le fait qu’'en situation de
pauvreté, mais aussi d’'absence d’information, certains
des interviewés étant par leur profession des gens de la
classe moyenne, les achats sont déterminés par des
préoccupations strictement individuelles de survie et
d’économie. Toutefois, il est difficile a I'état actuel de
pouvoir généraliser les résultats, cela nécessite déja un
approfondissement dans 'analyse et surtout on devrait
interroger d’autres perspectives que celles présentant la
CSR dans une perspective instrumentale. Par exemple,
le boycott ne semble pas non plus constituer une
stratégie efficace qui rencontrerait 'adhésion de
beaucoup de consommateurs dans I'environnement
africain.
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2. Authors must accept the privacy policy, terms, and conditions of Global Journals.

Ensure corresponding author’s email address and postal address are accurate and reachable.
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address, name, phone number, and institution), figures and illustrations in vector format including appropriate
captions, tables, including titles and footnotes, a conclusion, results, acknowledgments and references.

5. Authors should submit paper in a ZIP archive if any supplementary files are required along with the paper.

Proper permissions must be acquired for the use of any copyrighted material.

7. Manuscript submitted must not have been submitted or published elsewhere and all authors must be aware of the
submission.
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PoLiCY ON PLAGIARISM
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Plagiarized content will not be considered for publication. We reserve the right to inform authors’ institutions about
plagiarism detected either before or after publication. If plagiarism is identified, we will follow COPE guidelines:

Authors are solely responsible for all the plagiarism that is found. The author must not fabricate, falsify or plagiarize
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AUTHORSHIP POLICIES

Global Journals follows the definition of authorship set up by the Open Association of Research Society, USA. According to
its guidelines, authorship criteria must be based on:

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

Changes in Authorship

The corresponding author should mention the name and complete details of all co-authors during submission and in
manuscript. We support addition, rearrangement, manipulation, and deletions in authors list till the early view publication
of the journal. We expect that corresponding author will notify all co-authors of submission. We follow COPE guidelines for
changes in authorship.

Copyright

During submission of the manuscript, the author is confirming an exclusive license agreement with Global Journals which
gives Global Journals the authority to reproduce, reuse, and republish authors' research. We also believe in flexible
copyright terms where copyright may remain with authors/employers/institutions as well. Contact your editor after
acceptance to choose your copyright policy. You may follow this form for copyright transfers.

Appealing Decisions

Unless specified in the notification, the Editorial Board’s decision on publication of the paper is final and cannot be
appealed before making the major change in the manuscript.

Acknowledgments

Contributors to the research other than authors credited should be mentioned in Acknowledgments. The source of funding
for the research can be included. Suppliers of resources may be mentioned along with their addresses.

Declaration of funding sources

Global Journals is in partnership with various universities, laboratories, and other institutions worldwide in the research
domain. Authors are requested to disclose their source of funding during every stage of their research, such as making
analysis, performing laboratory operations, computing data, and using institutional resources, from writing an article to its
submission. This will also help authors to get reimbursements by requesting an open access publication letter from Global
Journals and submitting to the respective funding source.

PREPARING YOUR MANUSCRIPT

Authors can submit papers and articles in an acceptable file format: MS Word (doc, docx), LaTeX (.tex, .zip or .rar including
all of your files), Adobe PDF (.pdf), rich text format (.rtf), simple text document (.txt), Open Document Text (.odt), and
Apple Pages (.pages). Our professional layout editors will format the entire paper according to our official guidelines. This is
one of the highlights of publishing with Global Journals—authors should not be concerned about the formatting of their
paper. Global Journals accepts articles and manuscripts in every major language, be it Spanish, Chinese, Japanese,
Portuguese, Russian, French, German, Dutch, Italian, Greek, or any other national language, but the title, subtitle, and
abstract should be in English. This will facilitate indexing and the pre-peer review process.

The following is the official style and template developed for publication of a research paper. Authors are not required to
follow this style during the submission of the paper. It is just for reference purposes.
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Manuscript Style Instruction (Optional)

e  Microsoft Word Document Setting Instructions.

e  Font type of all text should be Swis721 Lt BT.

e Pagesize: 8.27" x 11", left margin: 0.65, right margin: 0.65, bottom margin: 0.75.

e  Paper title should be in one column of font size 24.

e Author name in font size of 11 in one column.

e  Abstract: font size 9 with the word “Abstract” in bold italics.

e  Main text: font size 10 with two justified columns.

e Two columns with equal column width of 3.38 and spacing of 0.2.

e  First character must be three lines drop-capped.

e The paragraph before spacing of 1 pt and after of 0 pt.

e Line spacing of 1 pt.

e Large images must be in one column.

e The names of first main headings (Heading 1) must be in Roman font, capital letters, and font size of 10.
e The names of second main headings (Heading 2) must not include numbers and must be in italics with a font size of 10.

Structure and Format of Manuscript

The recommended size of an original research paper is under 15,000 words and review papers under 7,000 words.
Research articles should be less than 10,000 words. Research papers are usually longer than review papers. Review papers
are reports of significant research (typically less than 7,000 words, including tables, figures, and references)

A research paper must include:

a) Atitle which should be relevant to the theme of the paper.

b) A summary, known as an abstract (less than 150 words), containing the major results and conclusions.

c) Up to 10 keywords that precisely identify the paper’s subject, purpose, and focus.

d) Anintroduction, giving fundamental background objectives.

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.
f)  Results which should be presented concisely by well-designed tables and figures.
g) Suitable statistical data should also be given.
h) All data must have been gathered with attention to numerical detail in the planning stage.

Design has been recognized to be essential to experiments for a considerable time, and the editor has decided that any
paper that appears not to have adequate numerical treatments of the data will be returned unrefereed.

i)  Discussion should cover implications and consequences and not just recapitulate the results; conclusions should also
be summarized.

j)  There should be brief acknowledgments.

k) There ought to be references in the conventional format. Global Journals recommends APA format.

Authors should carefully consider the preparation of papers to ensure that they communicate effectively. Papers are much
more likely to be accepted if they are carefully designed and laid out, contain few or no errors, are summarizing, and follow
instructions. They will also be published with much fewer delays than those that require much technical and editorial
correction.

The Editorial Board reserves the right to make literary corrections and suggestions to improve brevity.
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FORMAT STRUCTURE

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

All manuscripts submitted to Global Journals should include:
Title

The title page must carry an informative 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) where the work was carried out.

Author details
The full postal address of any related author(s) must be specified.
Abstract

The abstract is the foundation of the research paper. It should be clear and concise and must contain the objective of the
paper and inferences drawn. It is advised to not include big mathematical equations or complicated jargon.

Many researchers searching for information online will use search engines such as Google, Yahoo or others. By optimizing
your paper for search engines, you will amplify the chance of someone finding it. In turn, this will make it more likely to be
viewed and cited in further works. Global Journals has compiled these guidelines to facilitate you to maximize the web-
friendliness of the most public part of your paper.

Keywords

A major lynchpin of research work for the writing of research papers is the keyword search, which one will employ to find
both library and internet resources. Up to eleven keywords or very brief phrases have to be given to help data retrieval,
mining, and indexing.

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

Choice of the main keywords is the first tool of writing a research paper. Research paper writing is an art. Keyword search
should be as strategic as possible.

One should start brainstorming lists of potential keywords before even beginning 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 a
research paper?” Then consider synonyms for the important words.

It may take the discovery of only one important paper to steer in the right keyword direction because, in most databases,
the keywords under which a research paper is abstracted are listed with the paper.

Numerical Methods

Numerical methods used should be transparent and, where appropriate, supported by references.

Abbreviations

Authors must list all the abbreviations used in the paper at the end of the paper or in a separate table before using them.
Formulas and equations

Authors are advised to submit any mathematical equation using either MathJax, KaTeX, or LaTeX, or in a very high-quality
image.

Tables, Figures, and Figure Legends

Tables: Tables should be 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. Authors must submit tables in an editable
format and not as images. References to these tables (if any) must be mentioned accurately.
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Figures

Figures are supposed to be submitted as separate files. Always include a citation in the text for each figure using Arabic
numbers, e.g., Fig. 4. Artwork must be submitted online in vector electronic form or by emailing it.

PREPARATION OF ELETRONIC FIGURES FOR PUBLICATION

Although low-quality images are sufficient for review purposes, print publication requires high-quality images to prevent
the final product being blurred or fuzzy. Submit (possibly by e-mail) EPS (line art) or TIFF (halftone/ photographs) files only.
MS PowerPoint and Word Graphics are unsuitable for printed pictures. Avoid using pixel-oriented software. Scans (TIFF
only) should have a resolution of at least 350 dpi (halftone) or 700 to 1100 dpi (line drawings). 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: Authors are advised 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. Also, you can email your editor to remove the
color fee after acceptance of the paper.

TIPS FOR WRITING A GOOD QUALITY MANAGEMENT RESEARCH PAPER
Techniques for writing a good quality management and business research paper:

1. Choosing the topic: In most cases, the topic is selected by the interests of the author, but it can also be suggested by the
guides. You can have several topics, and then judge which you are most comfortable with. This may be done by asking
several questions of yourself, like "Will | be able to carry out a search in this area? Will | find all necessary resources to
accomplish the search? Will | be able to find all information in this field area?" If the answer to this type of question is
"yes," then you ought to choose that topic. In most cases, you may have to conduct surveys and visit several places. Also,
you might have to do a lot of work to find all the rises and falls of the various data on that subject. Sometimes, detailed
information plays a vital role, instead of short information. Evaluators are human: The first thing to remember is that
evaluators are also human beings. They are not only meant for rejecting a paper. They are here to evaluate your paper. So
present your best aspect.

2. Think like evaluators: If you are in confusion or getting demotivated because your paper may not be accepted by the
evaluators, then think, and try to evaluate your paper like an evaluator. Try to understand what an evaluator wants in your
research paper, and you will automatically have your answer. 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.

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

4. Use of computer is recommended: As you are doing research in the field of management and business then this point is
quite obvious. Use right software: Always use good quality software packages. If you are not capable of judging good
software, then you can lose the quality of your paper unknowingly. There are various programs available to help you which
you can get through the internet.

5. Use the internet for help: An excellent start for your paper is using Google. It is a wondrous search engine, where you
can have your doubts resolved. You may also read some answers for the frequent question of how to write your research
paper or find a model research paper. You can download books from the internet. If you have all the required books, place
importance on reading, selecting, and analyzing the specified information. Then sketch out your research paper. Use big
pictures: You may use encyclopedias like Wikipedia to get pictures with the best resolution. At Global Journals, you should
strictly follow here.
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6. Bookmarks are useful: When you read any book or magazine, you generally use bookmarks, right? It is a good habit
which helps to not lose your continuity. You should always use bookmarks while searching on the internet also, which will
make your search easier.

7. Revise what you wrote: When you write anything, always read it, summarize it, and then finalize it.

8. Make every effort: Make every effort to mention what you are going to write in your paper. That means always have a
good start. Try to mention everything in the introduction—what is the need for a particular research paper. Polish your
work with good writing skills and always give an evaluator what he wants. Make backups: When you are going to do any
important thing like making a research paper, you should always have backup copies of it either on your computer or on
paper. This protects you from losing any portion of your important data.

9. Produce good diagrams of your own: Always try to include good charts or diagrams in your paper to improve quality.
Using several unnecessary diagrams will degrade the quality of your paper by creating a hodgepodge. So always try to
include diagrams which were made by you to improve the readability of your paper. Use of direct quotes: When you do
research relevant to literature, history, or current affairs, then use of quotes becomes essential, but if the study is relevant
to science, use of quotes is not preferable.

10. Use proper verb tense: Use proper verb tenses in your paper. Use past tense to present those events that have
happened. Use present tense to indicate events that are going on. Use future tense to indicate events that will happen in
the future. Use of wrong tenses will confuse the evaluator. Avoid sentences that are incomplete.

11. Pick a good study spot: Always try to pick a spot for your research which is quiet. Not every spot is good for studying.

12. Know what you know: Always try to know what you know by making objectives, otherwise you will be confused and
unable to achieve your target.

13. Use good grammar: Always use good grammar and words that will have a positive impact on the evaluator; use of
good vocabulary does not mean using tough words which the evaluator has to find in a dictionary. Do not fragment
sentences. Eliminate one-word sentences. Do not ever use a big word when a smaller one would suffice.

Verbs have to be in agreement with their subjects. In a research paper, do not start sentences with conjunctions or finish
them with prepositions. When writing formally, it is advisable to never split an infinitive because someone will (wrongly)
complain. Avoid clichés like a disease. Always shun irritating alliteration. Use language which is simple and straightforward.
Put together a neat summary.

14. 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 for your topic. You may also maintain
your arguments with records.

15. Never start at the last minute: Always allow enough time for research work. Leaving everything to the last minute will
degrade your paper and spoil your work.

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

17. Never copy others' work: Never copy others' work and give it your name because if the evaluator has seen it anywhere,
you will be in trouble. Take proper rest and food: No matter how many hours you spend on your research activity, if you
are not taking care of your health, then all your efforts will have been in vain. For quality research, take proper rest and
food.

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

19. Refresh your mind after intervals: Try to give your mind a rest by listening to soft music or sleeping in intervals. This
will also improve your memory. Acquire colleagues: Always try to acquire colleagues. No matter how sharp you are, if you
acquire colleagues, they can give you ideas which will be helpful to your research.

20. Think technically: Always think technically. If anything happens, search for its reasons, benefits, and demerits. Think
and then print: When you go to print your paper, check that tables are not split, headings are not detached from their
descriptions, and page sequence is maintained.
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21. Adding unnecessary information: Do not add unnecessary information like "I have used MS Excel to draw graphs."
Irrelevant and inappropriate material is superfluous. Foreign terminology and phrases are not apropos. One should never
take a broad view. Analogy is like feathers on a snake. Use words properly, regardless of how others use them. Remove
quotations. Puns are for kids, not grunt readers. Never oversimplify: When adding material to your research paper, never
go for oversimplification; this will definitely irritate the evaluator. Be specific. Never use rhythmic redundancies.
Contractions shouldn't be used in a research paper. Comparisons are as terrible as clichés. Give up ampersands,
abbreviations, and so on. Remove commas that are not necessary. Parenthetical words should be between brackets or
commas. Understatement is always the best way to put forward earth-shaking thoughts. Give a detailed literary review.

22. Report concluded results: Use concluded results. From raw data, filter the results, and then conclude your studies
based on measurements and observations taken. An appropriate number of decimal places should be used. Parenthetical
remarks are prohibited here. Proofread carefully at the final stage. At the end, give an outline to your arguments. Spot
perspectives of further study of the subject. Justify your conclusion at the bottom sufficiently, which will probably include
examples.

23. Upon 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 for 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 of your research.

INFORMAL GUIDELINES OF RESEARCH PAPER WRITING
Key points to remember:

e Submit all work in its final form.
e Write your paper in the form which is presented in the guidelines using the template.
e  Please note the criteria peer reviewers will use for grading the final paper.

Final points:

One purpose of organizing a research paper is to let people interpret your efforts selectively. The journal requires the
following sections, submitted in the order listed, with each section starting on a new page:

The introduction: This will be compiled from reference matter and reflect the design processes or outline of basis that
directed you to make a study. As you carry out the process of study, the method and process section will be constructed
like that. The results segment will show related statistics in nearly sequential order and direct reviewers to similar
intellectual paths throughout the data that you gathered to carry out your study.

The discussion section:

This will provide understanding of the data and projections as to the implications of the results. The use of good quality
references throughout the paper will give the effort trustworthiness by representing an alertness to prior workings.

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 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 avoid:

e Insertion of a title at the foot of a page with subsequent text on the next page.

e Separating a table, chart, or figure—confine each to a single page.

e  Submitting a manuscript with pages out of sequence.

e In every section of your document, use standard writing style, including articles ("a" and "the").
e Keep paying attention to the topic of the paper.
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e Use paragraphs to split each significant point (excluding the abstract).

e Align the primary line of each section.

e Present your points in sound order.

e Use present tense to report well-accepted matters.

e Use past tense to describe specific results.

e Do not use familiar wording; don't address the reviewer directly. Don't use slang or superlatives.
e Avoid use of extra pictures—include only those figures essential to presenting results.

Title page:

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

Abstract: This summary should be two hundred words or less. It should clearly and briefly explain the key findings reported
in the manuscript and must have precise statistics. It should not have acronyms or abbreviations. It should be logical in
itself. Do not cite 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 approaches 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. Use comprehensive sentences, and do not sacrifice readability
for brevity; you can maintain it succinctly by phrasing sentences so that they provide more than a lone rationale. The
author can at this moment go straight to shortening the outcome. Sum up the study with the subsequent elements in any
summary. Try to limit the initial two items to no more than one line each.

Reason for writing the article—theory, overall issue, purpose.

e Fundamental goal.

e To-the-point depiction of the research.

e Consequences, including definite statistics—if the consequences are quantitative in nature, account for this; results of
any numerical analysis should be reported. Significant conclusions or questions that emerge from the research.

Approach:

0 Single section and succinct.

An outline of the job done is always written in past tense.

Concentrate on shortening results—limit background information to a verdict or two.

Exact spelling, clarity 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.

O O o

Introduction:

The introduction should "introduce" the manuscript. The reviewer should be presented with sufficient background
information to be capable of comprehending and calculating the purpose of your study without having to refer to other
works. The basis for the study should be offered. Give the most important references, but avoid making a comprehensive
appraisal of the topic. Describe the problem visibly. If the problem is not acknowledged in a logical, reasonable way, the
reviewer will give no attention to your results. Speak in common terms about techniques used to explain the problem, if
needed, but do not present any particulars about the protocols here.

The following approach can create a valuable beginning:

0 Explain the value (significance) of the study.

0 Defend the model—why did you employ this particular system or method? What is its compensation? Remark upon
its appropriateness from an abstract point of view as well as pointing out sensible reasons for using it.

O Present a justification. State your particular theory(-ies) or aim(s), and describe the logic that led you to choose
them.

0 Briefly explain the study's tentative purpose and how it meets the declared objectives.
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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 for every section. If you make the four points listed above, you
will need at least four paragraphs. Present surrounding information only when it is necessary to support a situation. The
reviewer does not desire to read everything you know about a topic. Shape the theory 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 soundly written procedures segment allows a
capable scientist to replicate 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 to give the least amount of information that would permit
another capable scientist to replicate 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 section, mention the specific item describing the way,
but draw the basic principle while stating the situation. The purpose is to show 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:
Materials may be reported in part of a section or else they may be recognized along with your measures.
Methods:

0 Report the method and not the particulars of each process that engaged the same methodology.

0 Describe the method entirely.

0 To be succinct, present methods under headings dedicated to specific dealings or groups of measures.

0 Simplify—detail how procedures were completed, not how they were performed on a particular day.

0 If well-known procedures were used, account for the procedure by name, possibly with a reference, and that's all.
Approach:

It is embarrassing to use vigorous voice when documenting methods without using first person, which would focus the
reviewer's interest on the researcher rather than the job. As a result, when writing up the methods, most authors use third
person passive voice.

Use standard style in this and every other part of the paper—avoid familiar lists, and use full sentences.
What to keep away from:

0 Resources and methods are not a set of information.
0 Skip all descriptive information and surroundings—save it for the argument.
O 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 as 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. Use statistics and tables, if suitable, to
present consequences most efficiently.

You must clearly differentiate material which would usually be incorporated in a study editorial from any unprocessed data
or additional appendix matter that would not be available. In fact, such matters should not be submitted at all except if
requested by the instructor.

. © Copyright by Global Journals | Guidelines Handbook

XVIII



Content:

0 Sum up your conclusions in text and demonstrate them, if suitable, with figures and tables.

0 Inthe manuscript, explain each of your consequences, and point the reader to remarks that are most appropriate.

0 Present a background, such as by describing the question that was addressed by creation of an exacting study.

0 Explain results of control experiments and give remarks that are not accessible in a prescribed figure or table, if
appropriate.

O Examine your data, then prepare the analyzed (transformed) data in the form of a figure (graph), table, or

manuscript.
What to stay away from:

0 Do not discuss or infer your outcome, report surrounding information, or try to explain anything.

0 Do notinclude raw data or intermediate calculations in a research manuscript.
0 Do not present similar data more than once.
0 A manuscript should complement any figures or tables, not duplicate information.
0 Never confuse figures with tables—there is a difference.
Approach:

As always, use past tense when you submit 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 section.
Figures and tables:

If you put figures and tables at the end of some details, make certain that they are visibly distinguished from any attached
appendix materials, such as raw facts. Whatever the position, each table must be titled, numbered one after the other, and
include a heading. All figures and tables must be divided from the text.

Discussion:

The discussion is expected to be the trickiest segment to write. A lot of papers submitted to the journal are discarded
based on problems with the discussion. There is no rule for how long an 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 implications of the study. The purpose here is to offer an understanding of your results
and support all of your conclusions, using facts from your research and generally accepted information, if suitable. The
implication of results should be fully 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 the prospect, and let it drop at that. Make a decision as to whether each premise is supported or 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.

0 You may propose future guidelines, such as how an experiment might be personalized to accomplish a new idea.

0 Give details of all of your remarks as much as possible, focusing on mechanisms.

0 Make a decision as to whether the tentative design sufficiently addressed the theory and whether or not it was
correctly restricted. Try to present substitute explanations if they are sensible alternatives.

0 One piece of 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?

0 Recommendations for detailed papers will offer supplementary suggestions.
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Approach:

When you refer to information, differentiate data generated by your own studies from other available information. Present
work done by specific persons (including you) in past tense.

Describe generally acknowledged facts and main beliefs in present tense.

THE ADMINISTRATION RULES
Administration Rules to Be Strictly Followed before Submitting Your Research Paper to Global Journals Inc.

Please read the following rules and regulations carefully before submitting your research paper to Global Journals Inc. to
avoid rejection.

Segment draft and final research paper: You have to strictly follow the template of a research paper, failing which your
paper may get rejected. You are expected to write each part of the paper wholly on your own. The peer reviewers need to
identify your own perspective of the concepts in your own terms. Please do not extract straight from any other source, and
do not rephrase someone else's analysis. Do not allow anyone else to proofread your manuscript.

Written material: You may discuss this with your guides and key sources. Do not copy anyone else's paper, even if this is
only imitation, otherwise it will be rejected on the grounds of plagiarism, which is illegal. Various methods to avoid
plagiarism are strictly applied by us to every paper, and, if found guilty, you may be blacklisted, which could affect your
career adversely. To guard yourself and others from possible illegal use, please do not permit anyone to use or even read
your paper and file.
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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

CRITERION FOR GRADING A RESEARCH PAPER (COMPILATION)
BY GLOBAL JOURNALS

decision of Paper. This report will be the property of Global Journals.

Abstract

Introduction

Methods
Procedures

Result

Discussion

References

XXI

Grades

A-B

Clear and concise with
appropriate content, Correct

format. 200 words or below

Containing all background
details with clear goal and
appropriate  details, flow
specification, no grammar
and spelling mistake, well
organized sentence and

paragraph, reference cited

Clear and to the point with
well arranged paragraph,
precision and accuracy of
facts and figures, well

organized subheads

Well organized, Clear and
specific, Correct units with
precision, correct data, well
structuring of paragraph, no
grammar and
mistake

spelling

Well organized, meaningful

specification, sound
conclusion, logical and
concise explanation, highly
structured paragraph
reference cited

Complete and correct

format, well organized

C-D

Unclear summary and no
specific data, Incorrect form

Above 200 words

Unclear and confusing data,
appropriate format, grammar
and spelling errors with
unorganized matter

Difficult to comprehend with
embarrassed text, too much
explanation but completed

Complete and embarrassed
text, difficult to comprehend

Wordy, unclear conclusion,
spurious

Beside the point, Incomplete

No specific data with ambiguous
information

Above 250 words

Out of place depth and content,
hazy format

Incorrect  and unorganized

structure with hazy meaning

Irregular format with wrong facts
and figures

Conclusion is not cited,
unorganized, difficult to

comprehend

Wrong format and structuring
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