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Abstract- As a result of a rapid increase in inventory management and the time required to
manage inventory management, many organizations have resulted to the tracking of inventory.
Due to this, there should be some means of accurately tracking inventory. Due to this, there
should be some means of accurately tracking inventory in order to ease the management of
inventory. Some of the most useful methods of tracking inventory are barcodes where every item
carries a label that gives information on the items, stock books and the Kanban system. It is
against this background that the main endeavour of this project is to investigate if inconsistent
tracking has an impact of inventory management with specific objective being to find out the
impact of documentation on inventory management. From these objectives the following
questions were asked; what impact does inconsistent tracking have on inventory management.
The theories adapted to back this work were; The Just In Time theory by Taiichi Ohno (1984), The
Wilson’s Model for Inventory Management by R.H Wilson (1934) and the Theory of Constraints by
Dr Eliyah Goldrath (1984). The methods of data collection included primary and secondary
sources. Conclusions were drawn from the data collected and recommendations were made
such as making proper use of the available tracking software.
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The Impact of Inconsistent Tracking on Inventory
Management Case Study Societe Buns -
Cameroon

Dr. Eyong Ako

Abstract- As a result of a rapid increase in inventory
management and the time required to manage inventory
management, many organizations have resulted to the
tracking of inventory. Due to this, there should be some means
of accurately tracking inventory. Due to this, there should be
some means of accurately tracking inventory in order 1o ease
the management of inventory. Some of the most useful
methods of tracking inventory are barcodes where every item
carries a label that gives information on the items, stock books
and the Kanban system. It is against this background that the
main endeavour of this project is to investigate if inconsistent
tracking has an impact of inventory management with specific
objective being to find out the impact of documentation on
inventory management. From these objectives the following
questions were asked; what impact does inconsistent tracking
have on inventory management. The theories adapted to back
this work were; The Just In Time theory by Taiichi Ohno (1984),
The Wilson’s Model for Inventory Management by R.H Wilson
(1934) and the Theory of Constraints by Dr Eliyah Goldrath
(1984). The methods of data collection included primary and
secondary sources. Conclusions were drawn from the data
collected and recommendations were made such as making
proper use of the available tracking software.

Keywords: inconsistent, tracking, inventory and inventory
management.

[. INTRODUCTION

he lifeblood of any business is getting your
products to your customers on time. And

according to (Abby J. 2022), staying on top of your
inventory and controlling it effectively and efficiently
helps you meet demand and satisfy customers.
Inventory control is a daunting task. The process and
results impact every aspect of your business.

According to (L. Tundura al. 2016), Inventory
control is one of the essential management areas in
organizations because it plays an internal role in the
organizations such as facilitation of continuous
production,  smoothening  of  operations and
enhancement of customer service. Inventory control is
an integral aspect of the inventory management process
(Abby J. 2020). It is the daily routine of managing stock
within the warehouse. Inventory control activities include
receiving, storing and transferring stock, as well as
tracking and fulfilling orders and returns.

Author: Department; Organisational Sciences University of Bamenda.
e-mail: akorolly87 @yahoo.com

a) Some Common Techniques of Inventory Control

FIFO (First in, First out) — The oldest inventory is used
first to fulfill customer orders.

LIFO (Last in, First out) — The inventory received most
recently is used to fulfill customer orders.

FEFO (First expiring, First out) —The inventory closest to
its expiration date is used to fulfill customer orders.

b) Statemment Problem

Inventory tracking is very vital in most
organizations as it helps in enhancing business
operations. Tracking and traceability should be easily
done but that is not always the case. Taking SOCIETE
BUNS as case study, some project directors are
adamant to change and do not follow the company’s
stated procedures for inventory management making
tracking difficult. Also, the fact that most store keepers
do not send all documents used at the sites back to the
central store keeper makes inventory recording and
tracking difficult. Base on the above challenges, the
main reasons for carrying out this research was to
investigate the impact of inconsistent tracking on
inventory control and specifically we have-To find the
impact of documentation on Inventory Management.

— To investigate if inventory tracking software’s have
an impact on inventory management.

— To find out if coding has an impact on inventory
management.

[I. LITERATURE REVIEW

a) Theoretical Review

Theories are assumptions formulated to better
explain concepts. In the context of Inventory
Management, we shall be expatiating on the theories
mentioned in chapter one of this work.

b) The Justin Time Theory by Taiichi Ohno (1984)

Just in Time (JIT) is a Japanese management
philosophy which has been applied in practice since the
early 1970's in many Japanese manufacturing
organisations. It was first developed and perfected
within the TOYOTA manufacturing plants by Taiichi
Ohno as a means of meeting customer demand with
minimum delays.

© 2022 Global Journals
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The JIT method is an inventory strategy where
materials are only ordered and received as they are
needed in the production process. The goal of this
method is to reduce costs by saving money on
overhead inventory expenses. This allows the auto
company to save on storing inventory and reduce
waste. A JIT strategy eliminates overproduction, which
happens when the supply of an item in the market
exceeds demand and leads to an accumulation of
unsalable inventories. These unsalable products turn
into inventory dead stock, which increases waste and
consumes inventory space.

c) The Wilsons Model for Inventory Management by Rh
Wilson (1934)

The Wilsons Model also known as the EOQ
(Economic Order Quantity) system is a very widely used
stock management model to reduce inventory costs in a
warehouse. It is one of the simplest stock management
models to implement which is why it is so widely used. It
focuses on calculating the appropriate quantity of each
product or raw material order of a company to reduce its
inventory costs to a minimum.

This model became popular in 1934 with the
publication of an article by R.H. Wilson, after whom the
model is named, but it was developed originally by the
engineer Ford Whitman Harris when he worked in the
company Westinghouse corporation.

The model was created with the clear objective
of systematising the goods that are periodically held in
the warehouse and defining the quantity and date on
which orders must be placed with suppliers. Although
this system is commonly used to systematise the
purchase of raw materials, it is applicable to optimising
the purchase of any product required by the company
provided purchasing costs can be determined in order
and storage terms.

The method is simple and based on a formula
that helps to determine when and in what quantity
company orders must be placed, taking into account
demand and the company minimum safety stock is.

In order to develop this model, some basic
assumptions were made which are as seen below

» It is based on the assumption that the company’s
demand is known and independent and without
major fluctuations during the year, so it is therefore
constant.

» The unit cost of each product or purchase must also
fulfil these conditions, being known and fixed
throughout the year. It is not valid therefore for
seasonal products.

» Storage costs are also known and depend on the
level of stock.

» Potential purchase or order volume discounts are
not considered.

» The supplier's supply and loading times are also
considered constant and are known.

© 2022 Global Journals

» It is assumed that there is no stock depletion and
that at any time any product quantity can be
requested from the supplier.

d) The Theory of Constraints by Dr Eliyah Goldratt
(1984)

The Theory of Constraints (TOC) first surfaced
in 1984, in a book written by Dr Eliyah Goldratt. In “The
Goal” that is geared to help organizations achieve their
goals. This theory geared towards eradicating
bottlenecks and other issues clogging up the supply
chain, can be a major boon for lean manufacturing
efforts. Like so many other theories, strategies and
practices, the TOC s intended to improve
manufacturing processes so production can flow more
smoothly and result in better efficiency. But before you
can employ it in your factory you will need to know what
TOC is and its benefits and the issues it can reduce and
prevent.

i. Whatis the Theory of Constraints?

The TOC is an organizational change method
that is focused on profit improvement. The essential
concept of the TOC is that every organization must have
at least one constraint. A constraint is any factor that
limits the organization from getting more of whatever it
strives for, which is usually profit. The goal focuses on
constraints as bottle-neck processes in a job-shop
manufacturing organization. However, many non-
manufacturing constraints exists, such as market
demand, or a sales department’s ability to translate
market demand into orders.

The theory of constraints defines a set of tools
that change agents can use to manage constraints,
thereby increasing profits. Most businesses can be
viewed as a linked set of processes that transform
inputs into saleable outputs. TOC conceptually models
this system as a chain and advocates the familiar adage
that a chain is only as strong as its weakest link,

Goldratt defines a five-step process that a
change agent that a change agent can use to
strengthen the weakest link. The five steps of the Theory
of constraints include:

» ldentify the system constraint

The part of the system that constitutes its

weakest link can be either physical or a policy.
» Decide how to exploit the constraint

Goldratt instructs the change agent to obtain as
much as capability as possible from a constraining
component, without undergoing expensive changes
or upgrades.

An example is to reduce or eliminate the down
time of bottleneck operations.

» Subordinate everything else.

The non-constraint components of the system
must be adjusted to a “setting” that will enable the
constraint to operate maximum effectiveness. Once
this has been done, the overall system is evaluated



to determine if the constraint has been eliminated,
the change agent jumps to step five.

» Elevate the constraint

Elevating the constraint refers to taking

whatever action is necessary to eliminate the
constraint. This step is only considered if steps two
and three have not been successful. Major changes
to the existing system are considered at this step.

» Return to step one, but beware of “inertia”

Finished goods are items that are ready to sell.

— Maintenance, Repair and Operations (MRO)
Goods

MRO is inventory often in the form of supplies
that supports making a product or the maintenance of a
business.

i. The Relationship Between Inventory Tracking and
Inventory Management
Inventory tracking as the name suggests refers
to the tracking of stock levels throughout a business’
operations. These are continually influx as customers
make purchases and new stocks are brought in,
whether to replace items that have been sold to those
customers or in anticipation of changing demand
patterns (as in the run up for Christmas, for example).
Inventory Management is the process of
ordering, storing and using a company’s inventory. This
includes the management of raw materials, components
and finished products, as well as warehousing and
processing such items.

Inventory tracking has a direct relationship with
inventory management because proper and consistent
inventory  tracking results to better inventory
management which goes a long way to reduce cost,
promote accountability and for better decision making.

Review by Objectives
There are some objectives which will be
analyzed in the paragraphs below

ii. The Impact of Inconsistent tracking on Inventory
Management
Inventory tracking as the name suggests refers
to the tracking of stock levels throughout a business’
operations. These are continually influx as customers
make purchases and new stocks are brought in,
whether to replace items that have been sold to those
customers or in anticipation of changing demand
patterns (as in the run up for Christmas, for example).
Tracking has a significant impact on inventory
management as accurate inventory tracking allows
brands to fulfill orders on time and accurately. It also
permits warehouse managers to know exactly where
goods are found at a given point in time in the supply
chain.  Inconsistent  tracking makes inventory
management more complex and accountability very
difficult.

Here the researcher finds out the various
impacts inconsistent tracking has on inventory
management with the case of Société BUNS SA.

This situation of inconsistent tracking comes
from the fact that most store keepers at the various sites
do not send the various documents necessary for
tracking at the appropriate time. They do not send their
bon de receptions and bordereaux de livraisons back to
the store keeper at the head quarter for tracking and
accountability. It is also due to the fact that most Project
directors at the various project sites do not respect of
the Company’s inventory procedures. Some even
mishandle the company’s.

iv. The Impact of Documentation on
Management
Documents are a very vital part of Inventory
Management. These documents are used for actions
and transactions related to inventory items, whether the
transactions affect the quantity of the stock or the value
thereof  (transit, Internal transit, consumption,
composition, production, destruction, shortage, surplus.
Documentation is a very sensitive part of
inventory management and needs to be seriously looks
upon by BUNS. Documentation influences inventory
Management in the company positively when all the
necessary documents needed to control inventory are
available. It facilitates the central storekeeper’s work. But
with Société BUNS, the central storekeeper doesn’t have
all the documents needed to record and keep track of
inventory making it difficult to manage inventory from the
various construction sites. This goes a long way in
influencing inventory management negatively.

v. The effects of Inventory Tracking software’s on
Inventory Management
Inventory tracking software have a significant
impact on inventory Management. With Inventory
tracking software inventory management is carried out
easily.

Inventory

With the Case of Société BUNS, software is not
used for all their inventory operations even though they
have a common software in all sites and at the base to
record the flow of material. It is therefore very difficult for
the central storekeeper to easily predict the number of
materials which have been received at a given site and
the quantity of goods which have left one site for
another. This makes inventory recording and
accountability difficult.

vi. The effects of coding on Inventory Management
The obijective of coding is to identify goods in a
unique way (there can’t be two products with the same
code. Coding has significant effects on inventory
management as seen in the case of Société Buns SA.
The company has a practice of creating codes
for every new item or equipment purchased by the
company and are placed as tickets on the equipment
such as computers, photocopying machines and other

© 2022 Global Journals
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machines used at the various sides. Some Project
directors and storekeepers at the construction site do
not follow this inventory procedure. When new company
items are purchased at the sites, some of them are not
given codes and tickets making tracking and traceability
difficult for those items. At the end of the construction
projects, some workers throw some of the company
materials and equipment's with the codes making
traceability difficult.

[11.

a) Presentation and Analysis of Data

e) Methodology

The research design used in the course of this
study at Société BUNS was the non-experimental design
through the use of questionnaires and interview. The
sources of data collection are divided into the primary
and secondary sources of data collection. The
researcher used the descriptive analysis where in, tables
and charts will be used in order to have the various
percentages upon which conclusions will be made with
respect to the research.

DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF FINDINGS

Table 01 shows that the workers present in the company are mostly made up of males as seen from the
analysis from SPSS with a valid percent of 60%. This implies that the decision of inconsistency tracking inventory are

SECTION A GENDER DISTRIBUTION OF THE RESPONDENT
Table 1: Gender of Workers

Frequency | Percent | Valid Percent | Cumulative
Percent
Females 30 40.0 40.0 40.0
Valid Males 50 60.0 60.0 100.0
Total 80 100.0 100.0
gender of workers
M fermales
M males

Figure 1: Showing Gender of Workers

mostly determined by the male workers.

Table 2: Age of Workers

Frequency | Percent |Valid Percent| Cumulative
Percent
20-25 11 36.7 36.7 36.7
26-30 1 3.3 3.3 40.0
Valid 31-40 11 36.7 36.7 76.7
Above 40 7 23.3 23.3 100.0
Total 30 100.0 100.0

© 2022 Global Journals




age of workers

[ Jeli el
Ezs 30
C31-40
W =bove 40

Figure 2: Age of Workers

Analysis from SPSS shows that most of the workers are in the range 20-25 and 31-40 with valid percent of
36.7%. This analysis explains that the workers are not really verse with the inventory system thus making them to be
inconsistent in their reports and work.

Table 3: Marital Status

Frequency | Percent | Valid Percent | Cumulative
Percent
Married 30 30.0 30.0 30.0
Single 34 20.0 20.0 50.0
Valid Widow 8 26.7 26.7 76.7
Widower 8 23.3 23.3 100.0
Total 80 100.0 100.0
marital status
W rmarried
M single
Ol wicow
B widower

Figure 3: Showing Marital Status
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Figure 3 and table 3 explains the marital status of the workers. This can be seen from statistics that most of
the workers the company employs are married thus will not really affect the output of the company as they will be full

concentration at jobsite.

Table 4: Educational Level

Frequency | Percent | Valid Percent | Cumulative
Percent
Diploma 5 16.7 16.7 16.7
HND 20 16.7 16.7 33.3
Valid Degree 25 26.7 26.7 60.0
Master 30 40.0 40.0 100.0
Total 80 100.0 100.0
ecucational level
M diploma
E HrD
Cdegree
W master

Figure 4: Showing Educational Level

Here, that statistics shows that most of the workers that been employed by the company are qualified
workers with high certificate as shown in table 4. The company has most of its workers with master’s level.

Global Journal of Management and Business Research ( E ) Volume
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Table 5: Duration of Workers

Frequency | Percent | Vaiid Percent | CUmUative
Percent
Less than 2 yrs 20 26.7 26.7 26.7
3-5yrs 20 46.7 46.7 73.3
Valid
Above 6 yrs 40 26.7 26.7 100.0
Total 80 100.0 100.0
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duration of workers

M iess than 2yrs
[ 3-5Syrs
[ above Gyrs

Figure 5: Showing Duration of Workers

Analysis from SPSS and response from respondent shows that most of the workers employed by the
company have working experience between the range of 3-5 years with valid percent of 46.7%. Therefore, it
indicates that most of the workers at the company have no clear cut mastery of inventory system.

SECTION B; TRACKING (TR)

Table 6: TR 1
Frequency | Percent | Valid Percent | Cumulative
Percent
SA 25 33.3 33.3 33.3
A 25 16.7 16.7 50.0
Valid SD 15 133 133 63.3
D 15 36.7 36.7 100.0
Total 80 100.0 100.0
TR1
Hsa
EHa
Oso
[ 3]

Figure 6: Showing Inventory Tracking Methods

Figure 6 shows that respondent disagree with the fact that the organization practices good inventory
tracking methods as this can be from the percent given which is 36.7%. this therefore affirms the inconsistency in
inventory management system.
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Table 7: TR 2

Frequency | Percent | Valid Percent | Cumulative
Percent
SA 20 23.3 23.3 23.3
A 20 23.3 23.3 46.7
Valid SD 30 43.3 43.3 90.0
D 10 10.0 10.0 100.0
Total 80 100.0 100.0
Hsa
Ha
Osbo
| [»]

Figure 7: Showing Inventory Procedures

Global Journal of Management and Business Research ( E ) Volume

From data collected and analysis from the software SPSS, we can clearly see that respondent to this
question strongly disagree to the fact that inventory Procedures are followed to the latter by project directors and
store keepers. This can be seen above from figure 7 as it shows that 43.3% of the respondent affirms the fact of
inventory procedures not followed to the latter.

Table 8: TR 3
Frequency | Percent | Valid Percent | Cumulative
Percent
SA 25 20.0 20.0 20.0
A 11 16.7 16.7 36.7
Valid SD 11 16.7 16.7 53.3
D 33 46.7 46.7 100.0
Total 80 100.0 100.0

© 2022 Global Journals
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TR3

Hsa

Os=o
[ [8]

Figure 8: Showing Tracking Procedures are Flexible

Indications from analysis shows that the respondent disagree with the fact that the company Tracking
procedures are flexible as this can be seen from the table with a valid percent of 46.7 and same with figure 8
portraying a great section of the disagree respondent.

SECTION C: SOFTWARES (SW)

Table 9: SW 1
; Cumulative
Frequency | Percent | Valid Percent Percent
SA 11 20.0 20.0 20.0
A 47 40.0 40.0 60.0
Valid SD 11 20.0 20.0 80.0
D 11 20.0 20.0 100.0
Total 80 100.0 100.0
SW1
Hsa
EHa
Oso
[ [

Figure 9: Showing Inventory Tracking Software’s for Inventory Management
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SPSS analysis and data imputed from respondent indicates that the organization uses inventory tracking
software’s for inventory Management as we can see from the above table having valid percent of 40 % as the agree

to the fact.

Table10: SW 2

Frequency | Percent | Valid Percent | Cumulative
Percent
SA 18 23.3 23.3 23.3
A 14 20.0 20.0 43.3
Valid SD 30 33.3 33.3 76.7
D 18 23.3 23.3 100.0
Total 80 100.0 100.0
Hsa
Hea
Oso
HD

Figure 10: Showing how Software’s are Properly used
Analysis shows that the respondents strongly disagree with that aspect that the organizations software’s are
properly used by all company store keepers as we can see that they have a valid percent of 33.3 of the total percent
and total respondent who actually responded to the question.

Table 11: SW 3

Global Journal of Management and Business Research ( E ) Volume
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Frequency | Percent | Valid Percent | Cumulative
Percent
SA 50 40.0 40.0 40.0
A 10 20.0 20.0 60.0
Valid SD 10 20.0 20.0 80.0
D 10 20.0 20.0 100.0
Total 80 100.0 100.0




Hsa

Cso
[ [o]

Figure 11: Showing Software’s are Efficient in the Tracking of Inventory

Table 11 shows that the respondent strongly agree to the fact that the company’s software’s are efficient in
the tracking of inventory as this gives us a valid percent of 40% out of the total respondent. This can also be seen
from figure 11 showing a greater portion of those who strongly agree to the fact that the software’s are efficient in the
tracking of inventory.

Table 12: SW 4

Frequency | Percent [Valid Percent Cumulative
Percent
SA 7 23.3 23.3 233
A 6 20.0 20.0 433
Valid SD 13 433 433 86.7
D 4 13.3 13.3 100.0
Total 80 100.0 100.0
sSW4
Wsa
Ha
Cso
Iy

Figure 12: Showing Organization Practices Good Inventory Tracking Methods
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Respondent to this question strongly disagree to the fact that the organization practices good inventory
tracking methods as figure 12 from SPSS analysis show us a valid percent of 43.3% of the total percent.

SECTION D: DOCUMENTATION (DC)

Global Journal of Management and Business Research ( E ) Volume XXII Issue III Version I E Year 2022

Statistics from SPSS shows that the respondent made up of 30 with a valid percent of 100, 46.7 % strongly
agree that documents play a vital part in inventory management as we can also see from figure 13 indicating portion

Table 13: DCI
Frequency | Percent | Valid Percent | Cumulative
Percent
SA 40 46.7 46.7 46.7
A 15 20.0 20.0 66.7
valid ~ SD 15 23.3 233 90.0
D 10 10.0 10.0 100.0
Total 80 100.0 100.0
DCI
Esa
EHa
Cso
Mo

Figure 13: Documents Play a Vital Part in Inventory Management

of strongly agree respondent.
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Table 14: DC 2

Frequency | Percent | Valid Percent | Cumulative
Percent
SA 10 16.7 16.7 16.7
A 40 46.7 46.7 63.3
Valid SD 20 20.0 20.0 83.3
D 10 16.7 16.7 100.0
Total 80 100.0 100.0




[HE IMPACT OF INCONSISTENT TRACKING ON INVENTORY MANAGEMENT CASE STUDY SOCIETE BUNS - CAMEROON

DC2

Hsa

Oso
Ho

Figure 14: Showing Incomplete Documents Disturb the Inventory Management Process

Analysis shows that respondents agree to the fact that incomplete documents disturb the inventory
management process as we can see from the statistics from SPSS table which gives us a valid percent of 46.7%
and figure 14 showing a greater proportion of those who agree to the aspect of incomplete document disturb

inventory management process.

Table 15: DC3

Frequency | Percent | Valid Percent | Cumulative
Percent
SA 12 20.0 20.0 20.0
A 14 16.7 16.7 36.7
Valid SD 40 46.7 46.7 83.3
D 14 16.7 16.7 100.0
Total 80 100.0 100.0
DC3
Msa
Ha
Cso
[

Figure 15: Showing too Many Documents Required in Recording Inventory
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Here, analysis from SPSS indicate that the respondent strongly disagrees to the fact that too many
documents required in recording inventory as we can see from the table showing us a valid percent to this question

of 46.7%.
Hypothesis Testing

One-Sample Statistics

N

Std. Error

Mean Std. Deviation
Mean

Documentation has a significant
impact on inventory 12
management

Inventory tracking software’s
have a link with inventory 12
management

Coding has a significant impact

12
on inventory management

1.50 674 195

1.75 .866 .250

2.00 .853 2496

One-Sample Test

Test Value = 5

tailed)

Sig. (2. Mean 95% Confidence Interval of the

Difference Difference

Lower Upper

Documentation has a
significant impact on
. -17.983 11 .000
inventory
management
Inventory tracking
software’s have a link
-13.000 11 .000
with inventory
management
Coding has a
significant impact on
-12.186 11 .000
inventory

management

-3.500 -3.93 -3.07

-3.250 -3.80 -2.70

-3.000 -3.54 -2.46

Significance level = 0 which is below 0.05
which means we reject the null hypothesis of the mean
being equal to 5 which therefore implies the mean is not
equal to5. Better still, we are 95% sure that the level of
tracking on inventory management is not equal to 5.

© 2022 Global Journals

[V. DiscussioNs, CONCLUSIONS,
RECOMMENDATIONS

a) Discussion of Findings and Implications

The main focus of this study was to verify if
inconsistent tracking has an impact on inventory
management of Société BUNS, if documentation has an
impact on inventory management in BUNS SA, if



inventory tracking software’s have an impact on
inventory management and if coding has an impact on
inventory Management and equally if inventory
procedures are respected. These four hypotheses
resulting from the four objectives which were formulated.

i. Documentation has a Significant Impact on
Inventory Management

From the statistics from SPSS table, we have a

valid percent of 46.7% who strongly agreed showing a

greater proportion of those who agree to the aspect of

incomplete document disturb inventory management

process. This therefore shows that documentation plays

a vital role in inventory management. This implies that

every organization has to pay special attention to
documentation for accountability and for traceability.

ii. Inventory Tracking Software’s have an impact on
Inventory Management
Analysis shows that Inventory tracking software
have an impact on inventory management. In the case
of Société BUNS, it is more of a negative impact the
respondents strongly disagree with that aspect that the
organizations software’s are properly used by all
company store keepers as we can see that they have a
valid percent of 33.3 of the total percent and total
respondent who actually responded to the question.
These responses go a long way to show that inventory
tracking software have an impact on inventory
management and its more of a negative impact in the
case of Société BUNS since it's not properly used. This
implies that the company has to take all measures to
make sure that the storekeepers and controllers use the
inventory tracking software properly.

ii. Coding has a Significant Impact on Inventory
Management
From the analysis above. It shows that
respondent strongly agree to the fact that coding has a
significant impact on inventory management as most of
the respondents strongly disagree to the fact that
coding and its procedures are respected by the
employees in charge as the percentage is at 43%.

b) Conclusions

After investigations on this research study, we
can conclude that the purpose of the study was to
educate on the Impact of inconsistent tracking on
inventory management and the necessity to accurately
track inventory in order to carry out inventory
management properly. It should be noted that most
organisations do not pay much attention to assessing
their levels of inventory tracking. According to the first
hypothesis, it can be seen that documentation has a
significant effect on inventory management as the
statistics show that 46.7% of the respondents strongly
agree. It impacts inventory management negatively at
Société BUNS as incomplete documentation disrupts

inventory recording and tracking. Also, it is very
important for the organization to ensure that the tracking
software be used properly and in case of any issue it
should be arranged. It is also important for the
organization to constantly check and make sure
storekeepers and controllers use the software properly.

In addition, it is also important that workers
respect the coding procedures so it remains easy for the
storekeepers to track inventory. Therefore, in a nut shell,
it is but normal that Inconsistent tracking will have an
impact on inventory management.

c) Policy Implications

Société BUNS SA should use both long term
and short-term measures to implement new policies
which will solve the inconsistency in Inventory tracking in
order to ease inventory management and increase
organizational performance.

d) Recommendations

After carrying out this research, the following
recommendations were made to help the organization
reshape her Inventory tracking methods and inventory
management method.

1. The Company should use more of inventory
software so that it can ease traceability of inventory.

2. Management should try to arrange the existing
software used by the company in such a way that all
the storekeepers at the various sites will be able to
record

Material flows in the system making it visible to
all other storekeepers and controllers.

3. The company should sanction employees who do
not submit the necessary documents needed to
record inventory after 48hours.

4. Management should sensitize workers especially
project directors on the importance of codes and
the importance of respecting inventory procedures.

5. The Central storekeeper should give good estimates
for the purchase of office equipment’s in order to
avoid constantly running out of stock.
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Contribution of Mobile Banking Informational
Service on Customer Satisfaction in Tanzanian
Commercial Banks

James Daniel

Abstract- This study examined the contribution of mobile
banking Informational Service on customer satisfaction. Three
elements of mobile banking i.e., information service was
assessed to find out the role they play on customer
satisfaction at CRDB Chamwino Branch bank. The study
adopted a cross sectional survey study design where data
was collected at one point in time. In addition to that, both
qualitative as well as quantitative approaches were employed
in collecting data for triangulation. Quantitative data was
collected from 99 CRDB- Chamwino Branch customers
through survey, whereas, the qualitative data were collected
from CRDB officials through interviews. Quantitative data was
analyzed through SPSS, where, descriptive statistics as well as
inferential and Logistic Regression model were used.
Furthermore, the relationships between variables were
established through binary Logistic Regression. The qualitative
data also were analyzed through Thematic Analysis technique.
Findings how there is positive significant relationship is also
established between mobile banking information service and
customer satisfaction with P- Value 0.002. The study
concludes that mobile banking enhances customer
satisfaction in commercial banks. The study recommends for
more efforts to be made in making sure mobile banking
technology is enhanced. Also, more investment should be
made in making sure that challenges associated with mobile
banking technology are minimized.

Keywords: commercial banks, customer satisfaction,
informational service, mobile banking, tanzania.

[. INTRODUCTION

obile banking also recognized as m-banking is
I\/la recent innovation in the mobile scientific

discoveries. It is a new service delivery channel
which followed the already established traditional
banking means such as “automated teller machines,
telephone, and internet banking” (Amiri & F, 2012)
Various terms are used to mean mobile banking
comprising “m-banking Kahandawa & Wijayanayake
(2014) “branchless banking (Balogun, Ajiboye, &
Dunsin, 2013) “m-payments”, “m- transfers”, “m-
finance” Yousuf (2017)and “pocket banking” (Amin,
2006). These terms associated with mobile banking
unambiguously suggest that this innovative service is
conducted using a portable or mobile device such as
mobile phone or tablet (Sakhaei, Afshari, & Esmaili,
2014). It offers customers an opportunity to cooperate

Author: e-mail: chindengwikejames@gmail.com

with a bank through a “portable device” (Gomachab,
2016).

Three devices are mentioned to qualify to
provide mobile banking service: mobile phone, smart
phone, and tablet in a bid to distinguish mobile banking
from electronic banking that is accessed through a
different user interface, a laptop or desktop PC (Yousuf,
2017). The first mobile banking service was thrown at
the end of the 1990s by Pay box in association with
Deutsche Bank, both Germany institutions. In the
beginning it was introduced and verified in some
European nations: Germany itself, United Kingdom,
Austria, Spain, and Sweden. In the category of the
unindustrialized countries, Kenya took the lead by
introducing an m-banking service based on text, M-Pesa
(Workuet al., 2016).

Mobile banking is used to offer a variety of
financial and non-financial services. The services offered
are divided into transaction and information services.
Transaction services includes but not limited to payment
of bills (LUKU, TAXES, TV subscriptions), payments
between users, transfer of funds, remittances, shopping
and contributions, and mobile balance recharge while
information services include inquiring balance, brief
bank statements, changing PIN, Check book request,
due alerts for expenses, and locating ATMs (Shaikh &
Karjaluoto, 2015).The introduction of mobile banking
technology was meant to offer variety of services to the
customers to enhance customer satisfaction. Customer
satisfaction (CS) has become essential in marketing
originating from the 1960s when it was viewed as
“satisfying the needs and desires of the consumer”
although the word was already in use in English from the
13th century (Keith, 1960; Parker & Mathews, 2001).
Customer satisfaction then has become to be viewed in
two approaches, first as an outcome of consuming
something and secondly as process, which suggests an
evaluation of what one received against their
expectation (Parker & Mathews, 2001).

The rapidly developing  Statistics and
Communication Technology (ICT) consumes many
changes in the society, including on ways of which
service providers communicate to customers. With the
technological revolution in this century the world is
becoming a village through the process of globalization.
At the end of the last century, the Global System for
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Mobile Communications (GSM) was advanced, this
revolutionized on how mobile devices are used
(Hillebrand, 2002; Mouly, Pautet, & Haug, 1992;
Scourias, 1995). With the development of GSM and its
improvements, the need for mobile banking in the
finance industry arose where users could conduct all
financial and non-financial transactions via their mobile
devices and reducing the need to physically visit
branches. Mobile banking was preceded by web-based
banking or internet banking where users accessed their
accounts and carried out transactions through banks*
web pages.

II. LITERATURE REVIEWS

a) Kano’s Model of Customer Satisfaction

In this model, Kano (1984) the model deal deals
the least values that clienteles expect from a facility or
product., regarding the cost of services, the Kano's
model discusses on the attractive requirements of
customer satisfaction where the cost of services could
be looked as one of them.

Satisfacticon

Fumncticomality

Source: Literature Review, 2022

Figure 1: Kano’s Model of Customer Satisfaction

Must-be requirements (Must be): If these desires are not
achieved, the consumer will be particularly
disappointed. On the other hand, as the client receipts
these desires to be settled, their fulfilment which does
not increase satisfaction. The must-be requirements are
elementary measures of an invention. Satisfying the
must-be requirements on individually lead to a state-
owned of “unhappy". The client respects the must-be
requirements as basics, he receipts them for decided
and hence does not openly. Here the bank customers
seem to be happy with the mobile banking services
although it seems to be happy even before the mobile
banking launched at NCBA the customer were happy
with the services given at NCBA bank. Hence the Mobile
banking adds more satisfaction to customers is now
customer transacts at their own remote’s areas.

One-dimensional requirements (Attractive): With respect
to these necessities, buyer gratification is comparative
to the equal of satisfaction - the advanced the level of
self-actualization, the advanced the consumer’s
gratification and vice versa. Basic provisions are usually
openly obligatory from the purchaser. Attractive
requirements (indifferent): These desires are the
invention dealings which must exciting effect on how
fulfilled a client with assumed product. Smart desires are
neither apparently stated nor assessed by the
purchaser. Sustaining this necessity leads to more than
comparative fulfillment. If they are not met, though, there
is no sensation of displeasure.

In the relation to the subject the Kano model
help the use of the categories to measure the levels
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satisfaction of the customer on the performance, basic,
excitement, indifferent and reverse. Kano“s model
helped on identifying the satisfying customers and the
dissatisfying customers through the products or
services given by the NCBA bank. Weather its basic to
them or performed are the categories for satisfaction.

b) Disconfirmation Theory

Disconfirmation theory developed by Oliver
(1977 and 1980) argues that satisfaction is connected
to the scope and way of the disconfirmation involvement
that happens as a consequence of linking service
routine beside prospects. Szymanski and Henard start
in the meta-analysis that the disconfirmation model is
the best analyst of consumer fulfillment. Ekincietal
(2004) cites Oliver*s modemized meaning on the
disconfirmation model, which shapes “Fulfillment is the
guest“s self-actualization reaction. It is a decision that
an invention or facility feature, or the creation or facility
itself, delivered (orisiff an agreeable level of
consumption-related gratification, counting heights of
below-or over-fulfillment.

[1I. RESEARCH METHODOLOGY

To attain this objective qualitative and
quantitative research approaches were used whereby
survey research design techniques of data compilation
method were used. Both primary data and secondary
data were involved in the form of interviews, document
reviews and survey. Systematic and unsystematic
random sampling and purposive sampling was used as
sampling procedures in the study, this study involved



with the sample size of 99 respondents from customers
in CRDB Chamwino Branch.

N

T ENGe)?

Whereby n = Sample size, N = Targeted
population, e = Level of precision or confidence interval
i.e., 10%. The reasons of adopted 10% and not 5% or
1% is due to the coefficient variation of the population
within the researcher interest.

Log(0dd ratio)Log

IV. FINDINGS AND DISCUSSION

Therefore, internal reliability of the 18-item scale
was assessed. Results indicated a reliability alpha value
of 0.965. This indicates that the internal consistency of

(High)
(Low

12,670 12,670

= = = 99 Cust
M= T ¥ 1267000002 ~ 127.7 ustomers

a) Econometric Model Specification

The study used binary logistic regression model
to approximate the chances of the binary variable with
two probable result events such as pass/fail, win/lose,
high/low as recommended by (Ozsari and Food, 2016).
The customer satisfaction is the discrete random
variable and dummy in scenery that could be measured
through binary logistic regression or logit model.

Yi=1 _,
og (w:o)Xi B oo e

L (1

items is to the extent of 0.965 out of 1 indicating a very
high and reliable consistency of the items. Table 1.
indicates the findings.

Table 1: Reliability Statistics for All ltems

Variable

Number of ltems Alpha Value

Cronbach s Alpha Value
Source: Research Findings (2022)

a) Binary Logistic Regressions Analysis

A binary logistic regression analysis was carried
out to estimate the logit model. Since the responses of a
dependent variable (Customer Satisfaction) had 5-point
Likert scale responses; then a cutoff point of was
created where all the mean values of 3.5 and above
represented customers who are satisfied and were
given a value of one.

18 0.965

1. while the rest represented unsatisfied and were
assigned a value of zero (0) to make binary logistic
regression possible.

b) Binary Logistic Regression Goodness of Fit Test

The Hosmer and Lemes how test were used to
run the goodness of fit test for the model. Therefore, the
Hosmer & Lemeshow test (Table 2) of the goodness of
fit proposes the modelisa good fit to the data as
p=0.279 whichis greater than 0.1.

Table 2: Hosmer and Lameshow Goodness of Fit Test

Step Chi-square

Df Sig.

1 9.810

8 0.279

Source: Research Findings (2022)

c) Omnibus Test of Model Coefficients

The omnibus test of model coefficients tests
whether the model is statistically significant and can
further be interpreted. From the fact that the model has
a p-value of 0.000 (Table 4.2.2) which below 0.05 this

suggests that the model is statistically significant and
can further be used for estimations since the overall
model is statistically significant; x2(3)=59.465, p
<0.05as indicated on table 4.

Table 3: Omnibus Test of Model Coefficients

Step Chi-square

Df Sig.

1 9.810

8 0.279

Source: Research Findings (2022)
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d) Logistic Regression Model Summary

Table 4.4 explains the variance in the model; in
this case the model explains 71.2% (Nagelkerke R
Square) of the variations in customer satisfaction while

28.8% variations of customer satisfaction are explained
by other variables than mobile banking. Results areas
indicated on Table 4 below;

Table 4: Logistic Regression Model Summary

Step 2Log Cox & Snell R Nagelkerke R
likelihood Square Square
! 40.166 0.452 0712

Source: Research Findings (2022)

Table 5: Logistic Regression Results on the influence of Information Service and Customer Satisfaction

Variable B S.E. Wald df Sig. Exp(B)
Bank balance 2.354 0.504 21.817 1 0.001 10.530
inquiry(IS1)
Bank statement 1.587 0.744 4.550 1 0.033 4.887
request(IS2)
Cheque deposit 0.211 0.077 7.448 1 0.005 1.235
inquiry (IS3)
Receipts and 6.185 2.333 7.031 0.008 4102
Payments
confirmation(IS4)
Constant -8.873 2.648 11.233 1 0.001 0.001

Source: Research Findings (2022)
The study obtained similar findings from  after the introduction of mobile money services, all the

interviews, findings of the study revealed that apart from
transaction services through mobile money services, the
platform also offers information service on whatever is
happening from the customer's bank account.
Likewise, a customer is able to inquire anything from the
account through a mobile phone. One of the
respondents commented;

“Mobile money doesn't offer transaction services only, it
also offers information services; the registered
customers are able to see anything happening in their
bank accounts; they can also inquire anything they wish
to know from their bank accounts at anytime and
anywhere without visiting the banking all” ...... (CRDB-
Chamwino Branch, January, 2022).

Findings also reveal that customers may inquiry
about the balances at their bank accounts, unlike those
who are not using mobile banking services where they
have to visit the bank. Customers can also get their
bank statements through their mobile phones. Other
services such as confirmation of receipts and payments
are also available through mobile money services. One
the respondent responded;

“Before the introduction of mobile money services
customers had to visit the bank for information from their
bank accounts. However,
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information services can be obtained through a mobile
phone. Customers may inquire about their bank
balances; bank statements and they can confirm various
transactions through their mobile phones” (CRDB-
Chamwino Branch, January, 2022).

“l can check my account balance in any place any time
wherever aim especially on salary session without
visiting the banking hall.”

Findings are not far from other researchers
where (Yousuf, 2017) piloted a study on the impact of
electronic banking on customers" satisfaction in
Ethiopian banking industry (The Case of Clients of
Dashen and Wogagen Banks in Gondar City). The study
revealed that mobile banking services such as
transactions (saving)and information.

According to Khot (2019), whose study address
on customer’s satisfaction to wards mobile banking
services. The Reserve Bank of India has made Mobile
banking services accessible to all bank customers
regardless of the mobile network. Through mobile
banking customers can now add as many receivers in
the list as they poverty for fund transfer (Amiri & F,
2012). Also, the investigator found that mobile
speculation blackboard is very casual to understand
and circle, mobile banking delivers earlier services, it is



informal to make broadcast funds, it is informal to make
an equilibrium appraisal and less grade of risk in
practice of mobile investment group it results. Mobile
investment that influences customer gratification the
most, as well as smallest making it informal to transact
deprived of delays hence limits of time limits.

V. CONCLUSION AND RECOMMENDATIONS

Mobile banking transaction service are found to
have a positive effect on the customer satisfaction and
therefore the research establishes that the transaction
services provided (convenient funds transfer, bills
payment, funds withdrawal) by mobile banking
technology positively contributes to the level of
customer satisfaction. It can also be established that
there are convenient transaction services through
mobile banking service and positively enhances the
satisfaction of customers (Balogunet al., 2013).

Tanzanian Commercial banks should
accommodate customers who frequently wire money
transfers across countries and therefore increase their
satisfaction. Consequently, the challenges for mobile
banking information services (such as network
problems) should be observed and dealt with so that
customers enjoy the services perfectly.
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Study of Consumers Satisfaction Regarding
Fast-Food Restaurants in Cameroon

Bomi Juliet Sama

Absiract- The main objective of this research is to investigate
the consumer satisfaction in the context of booming fast-food
industry of Cameroon. More precisely, we break the
satisfaction concept into different constructs, atmosphere
satisfaction, menu satisfaction and global satisfaction, based
on the different drivers of satisfactions; we then evaluate the
influence of atmosphere satisfaction and menu satisfaction on
global satisfaction as well as the impact of the three
dimensions of satisfaction on consumers loyalty. The
researcher also evaluated the moderator role of global
satisfaction on the relationship linking atmosphere and menu
satisfaction to loyalty. The study results indicated that fast-
food menu and the atmosphere satisfaction have a positive
effect on global satisfaction. As well, out of the three
dimensions of satisfaction, global and menu satisfaction
proved to have a positive impact on consumer loyalty, but
effect of the atmosphere satisfaction proves to be not
determinant. In addition, the mediator role of global
satisfaction proved to be relevant.

Keywords: consumers satisfaction, fast-food, cameroon.

[. INTRODUCTION

here have been abundant researches investigating
consumer satisfaction in services industry. For
over forty years, an increasing interest aroused on
consumers satisfaction with regard to services. Many
authors have contributed to the advancement of the
research; namely Howard and Sheth (1969), Ltifi, M. and
Ghardi, J.E. (2012). Ekinci, and Sirakaya, (2004), Cadotte
and Turgeon (1988) or more recently the work of
Bartikowski, and Llosa, (2004) highlighted the different
interactions  affecting the degree of customer
satisfaction, (Camelis, et al, 2017).

The attention directed to service industry such
as fast-food is due to the improvement in the level of
consumer satisfaction, driven by the increasing
importance of that sector. It is worth mentioning that, in
that industry, differentiation is required in order to gain
market shares, as the industry products are highly
homogeneous and the firms can only compete through
service quality maximization.
many studies have directed their attention on the
importance of service quality on consumers satisfaction
and loyalty. However, most of these studies were based
on developed and emerging countries, but not on sub-
Saharan African countries; furthermore, these works did
not consider the different components of satisfaction.
(Soriano 2012; Ladharai et al, 2017; Ajina et al, 2015).

Author: e-mail: samajuliet24@gmail.com

Hence, this research investigates the consumer
satisfaction in the context of booming fast-food industry
of Cameroon.

More precisely, we break the satisfaction
concept into different  constructs, atmosphere
satisfaction, menu satisfaction and global satisfaction,
based on the different drivers of satisfaction; we then
evaluate the influence of atmosphere satisfaction and
menu satisfaction on global satisfaction as well as the
impact of the three dimensions of satisfaction on
consumers loyalty. The researcher also evaluated the
moderator role of global satisfaction on the relationship
linking atmosphere and menu satisfaction to loyalty.

The study result indicated that fast-food menu
and the atmosphere satisfaction have a positive effect
on global satisfaction. As well, out of the three
dimensions of satisfaction, global and menu satisfaction
proved to have a positive impact on consumer loyalty,
but effect of the atmosphere satisfaction proves to be
not determinant. In addition, the mediator role of global
satisfaction proved to be relevant.

The remaining of this document is as follow.
After presenting a brief literature review on the
satisfaction construct, we developed the hypothesis and
the conceptual model. The methodology is then
presented, before moving to the results presentation.
Finlay, a conclusion and recommendations are
proposed.

[I. LITERATURE REVIEW

Research on consumers satisfaction has made
significant progress in recent years in terms of insightful
results produced. The subject is even considered as
been the cornerstone of marketing (Peterson and Wilson
1992, cited in Bourgeon-Renault, Cova and Petr, 2006).
If originally, the construct of satisfaction emanated from
the labor field and was defined as "a way of rewarding
an individual for a job" (Homans 1961), it is above all the
work of Howard and Sheth (1969) or even Oliver (1980)
who introduced this construct to the marketing field.
From now on, satisfaction can be glimpsed from
different points of view.

Hence, some researches have defined
satisfaction as a result of a consumption experience
(Cardozo 1965; Oliver, 2014; Evrard, 22016). Other
studies have related the concept of satisfaction more
closely with consumer behavior (Mihaela, O.0.E., 2015).
Finally, Oliver (2010), meanwhile, suggests a four-step
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process leading to satisfaction. According to that author,
satisfaction is related to three constructs: performance,
expectations and disconfirmation. This last contribution
gives the construct of satisfaction an emotional
dimension and makes its theoretical contribution one of
the first explanatory models of this dimension in
marketing.

a) The Transactional Approach of Satisfaction

Many studies have defined satisfaction from the
transactional perspective. In that approach, satisfaction
is considered as “a subsequent state inherent to a
specific transaction, limited in time” (Audrain-Pontevia
2016). A similar definition was already proposed by, Lee
and Kim (2017) by including perception and stating that
"customer satisfaction measures the perception of what
he actually enjoys from goods or service consumption,
in comparison with his expected satisfaction when
consuming a similar goods or service. In other words,
the proponents of this approach suggest that the
consumer assesses goods or services from the
experience gained from their consumption; the latter
measuring satisfaction by the difference between the
experience and its initial expectations Javed. and
Cheema, (2017).

Faced with this static approach, which only
considers the consumer experience toward the product
or service provider; another perspective is based on the
relational approach. According Ngobo (2017), the
measurement of satisfaction in a relational perspective is
defined as been a “continuous global evaluation of the
ability of the company or the brand to provide the
benefits sought by the customer”. Hence many
viewpoints need to be accounted when defining
satisfaction. This is what Garbarino and Johnson (2008)
highlighted when defining satisfaction as “a cumulative
construct, summing up satisfaction gained from specific
products or services of the company”. This is a more
recent approach to measure the consumer satisfaction
construct.

b) Satisfaction in the Restaurant Industry

There have Dbeen abundant research
investigating consumer satisfaction in the restaurant
industry. Among them, the study by Soriano (2019)
based on a sample 3,872 consumers, concluded that
the most important determinants of the consumer choice
of a restaurant were the food quality, namely freshness
of the product, shape, variety of menus and quantity of
food served; as well as the service quality, price and the
atmosphere of the restaurant. These dimensions provide
insight on the most relevant factors of consumer loyalty
in relation to their degree of satisfaction.

Suhartanto et al, 2019. also revealed the
relationship between the traditional constructs on which
satisfaction is defined, namely; food quality,
atmosphere, quality of facilities and the likelihood of
visiting the restaurant by consumers. The food quality

© 2022 Global Journals

was found to significantly influence the respondent
behavior toward returning to the restaurant in the same
study.

In a cross-cultural analysis applied on a sample
of 5136 consumers from 4 different countries (Scotland,
Jamaica, United States and Wales), Omar et al (2016)
evaluated the satisfaction of fast- food restaurant chains
(McDonald's, Burger King, KFC, etc.). Their study
finding revealed that, the consumer satisfaction was
mainly driven by the relationship with the restaurant staff
as well as the quality of the facilities. Menvielle (2006),
meanwhile, evaluated the different variables of
satisfaction and the consumer loyalty, using a sample of
262 consumers in the Quebec region, the study finding
revealed that, food quality explains the consumer's
likelihood of returning to the restaurant. The results are
in line with the finding by Tripathi, G., (2017) that the
food quality is an important determinant explaining
consumer satisfaction in restaurant.

Jalil et al, (2016) made a ranking of the key
factors influencing the consumer satisfaction of in the
hospitality industry. Their study results indicate that the
critical factors determining the consumer satisfaction
was found to be the courtesy of staff, the price and the
food quality, however, their study did not provide
evidence of impact of the environmental factors.

From the above development, we can conclude
that the consumer satisfactions are apprehended by
many variables that we will be including in our
conceptual framework.

I1I. HyrOTHESIS AND CONCEPTUAL MODEL

Our conceptual model is based on the relational
approach, which aim is to understand which dimensions
of satisfaction matters the most to consumers and
motivate them to eat in a fast food. . To this end, we
have divided the relationship between a consumer and
the service provider into three stages:

— A pre-transactional stage based on consumer
choice and decision-making criteria,

— A transactional stage during which there is an
exchange between the two parties and an
assessment of tangible aspects by the consumer,

— A post-transaction step, allowing the consumer to
make an assessment of their experience and to
estimate the degree of frequentation of the
restaurant in the future.

The pre-transaction stage refers to the initial
approach that a consumer follows in the purchasing
relationship with a company. Before any relationship, the
consumer assesses the value he can benefit from the
relationship that links him with the service provider. Thus,
the consumer identifies some key elements that will
allow him to assess the quality of the product that will be
offered to him later in the relationship. This is how the



sound environment or the decoration come into play at
this level. According to some authors, they even
constitute a fairly significant element of differentiation
from the competition (Belman 2004; Pratminingsih, et al
2018). Finally, the waiting time before being able to sit
down to eat, is as well, according to Soriano (2002), a
critical factor for choosing a restaurant or not.

Regarding the transactional stage, the
consumer must make choices of the menus while
considering the best quality/price ratio in order to
properly evaluate the service provided by the fast-food.
The food quality and the freshness are crucial elements
determining the consumers return to the restaurant
(Nadzirah, S, et al 2013). Although many of the studies
conducted in the hospitality industry have been
emphasizing indoor restaurant service quality, it is also
worth mentioning that the delivery service quality is also
a major factor determining the consumer satisfaction in
the fast-food restaurant. Hence, similar to Soriano
(2002) we also consider that dimension in this stage.
Finally, the other aspects that we can consider in this
transactional stage concern the price-quality ratio of the
menu. Offering a quality menu is not enough to achieve
the consumer satisfaction, this needs to be in line with
the price, the restaurant atmosphere or the cleanliness
(Soriano 2002). Consumers are looking for value and
constantly desire higher value for their desired menu
(Klara 2012).

We thus formulate the hypothesis that:

H 1: consumer satisfaction toward the fast-food menu
positively influences the global satisfaction

As already said, the consumer assesses the
value of the benefit he will enjoy from eating in the fast-
food restaurant. This allows him to make an idea of the
quality of the product that will be offered to him. This is
how the restaurant atmosphere; decoration plays a key
role at this level. According to Liljander and Strandvik
(2020) the emotional variables associated to the
restaurant atmosphere creates an emotion on the
consumer that will affect its satisfaction level. Some
researches claim that, they even constitute a fairly
significant  element of differentiation from the
competition (Belman, 1996; Chen, Y., 2014). Hence, we
posit that.

H 2. Satisfaction toward the restaurant atmosphere
positively affect the global satisfaction

Similar to the relational approach to satisfaction,
we measured the effects of satisfaction on loyalty. More
precisely, we refer to the work of Soriano (2002), Sulek
and Hensley (2004), Gilbert et al. (2004), Menvielle
(2006) and Andaleed and Conway (206). These works
provide evidence supporting that, the more consumers
are satisfied with the service provider, the more likely
they will come back to him. This long-term relationship
has been also proven in the marketing empirical literature
(Anderson and Sullivan, 1993; Tanveer, Zoyia, and Rab

Nawaz Lodhi (2016); Yi, 1997). We also consider these
elements in the post-transaction stage and two
dimensions were thus proposed, namely the probability
of returning to the restaurant and the probability of
recommending the restaurant. These considerations
allowed us to formulate the following set of hypotheses:

H 3: Satisfaction toward the menu positively influence
loyalty

H 4. Satisfaction toward the restaurant atmosphere has
a positive influence on loyalty

H 5: Global satisfaction has a positive influence on
loyalty

Finally, we also consider the possible
moderating role plays by the overall satisfaction on the
relationship between consumer satisfaction, and loyalty,
Namely, we posit that:

H 6.a: Global satisfaction is a mediator in the
relationship between satisfaction toward the menu and
royalty

H 6.b: Global satisfaction is a mediator in
relationship  between  satisfaction regarding
company atmosphere and loyalty

From the above development, we provide the
representation of both the transactional approach
representation as well as the conceptual model.

the
the
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Pre-transactional

)

- Waiting time
- Cleanliness
- Decoration

- Background
music

- Attendance

- Atmosphere

—

Our research model therefore considers all these dimensions from a relational approach and is presented

as follow:
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Transactional

- Helpfulness

- Variety of
menus

- Health
aspects

- Product
presentation

- Product
freshness

- Food
quality

- Food
guantity

- Value for
money

- Offers

—

Figure 1: The Transactional Approach Representation

Post transactional

)

Probability
to return
to
restaurant

Likelihood
to
recommen
d
restaurant

—
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IV. EMPIRICAL ANALYSIS

Our study objective was achieved using data
collected from a survey. Precisely, we used a self -
administrated questionnaire online and offline to collect
data from some college students in Cameroon. The
selection of students as target population was driven by
the fact that, they constitute one of the major segments
in the fast-food in Cameroon. From this data collection
process, the researcher was able to test the conceptual
model using a sample or 621 students.

The measuring scales were designed following
the procedure of Churchill (1979). For our exploratory
phase, we generated a set of items by referring to the
existing literature, namely pre- existing scales taken from
the literature on consumer satisfaction and loyalty in the
fast-food industry. The measurement scales used in this
research are similar to those adopted by Gilbert et al.
(2004) who investigated the consumer satisfaction in the
fast-food industry.

Prior to testing the hypothesis, we first
performed the internal consistency analysis using the
Cronbach test, we also applied the exploratory factor
analysis. The objective of this analysis was to investigate
how closely related are the set of items found in each
construct, and to reduce the data into a smaller set of
summary variables, prior to making the regression
analysis. The Varimax rotation based on the
maximization of the correlation coefficients of the most
correlated variables was suitable in our case since the
regression assumes the independence of the explanatory
variables (Hair et al.., 1998). We refer to the Kaiser’s rule

(1958) to determine the number of factors to extract.
Hence, only the factors whose eigenvalue was greater
than 1 were retained. The percentage of explained
variance ensures that the factors explain a minimum of
variance. In social sciences, the minimum percentage
variance should be 60% (Hair et al., 1998). As for the
explanatory factor analysis, the minimum variance
threshold for interpreting the factors is 0.3. (Gorsuch
1974; Leary 1995).

In the tables presenting the loadings of the
items on each factor, we only presented the loadings
greater than 0.30 for the sake of reliability. We retained
the items strongly correlated with a single factor and
whose factorial weight was greater or equal to 0.5,
ltems with commonality less than 0.5 were eliminated
by successive iterations.

Regarding the different dimensions of
satisfaction and overall satisfaction, the respondents
were asked to give the opinion on their satisfaction
regarding the fast-food. based in the Likert scale of 1 to
5 (1-not satisfied at all, 5-very satisfied). As well,
concermning the behavioral intentions, the respondents
were asked to give their opinion on the likelihood of
returning in the fast-food or recommending the fast food
to someone in the near future, we also used the Likert
scale of 1to 5 (1-not at all likely, 5-very likely).

The internal consistency analysis of the model
was validated by the Cronbach’s alpha test. The results
of this internal consistency (ACP, Cronbach test and
Varimax) are shown in the bellow (table 1)

Table1: Internal Consistency Analysis Results

ltems F1 F2
- Waiting Time ,693
- Helpfulness ,610
-Variety Of Menus ,539
- Food Quality 941 479
- Health Aspects
-Product Freshness 372 ,566
Menu Presentation ,683
Food Quantity 617 ,387
- Menu Price Ratio ,676

514

-Promotions
-Music 715
- Cleanliness ,505 413
- Cleanliness
- Decoration 773
Frequentation ,751
Global Atmosphere 675
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Eigen Value 5,148 1,611
Variance 34,918 10,681
Alpha De Cronbach 0,692 0,693
The alpha value must be at least 0.7 for (loyalty) was also performed through successive

confirmatory factor analysis (Hair et al.,, 1998). In the
case of exploratory factor analysis, it is considered
acceptable if it is between 0.5 and 0.7 (Nunnally 1978).
We have therefore adopted a minimum threshold of 0.5.

The principal component analysis of the different
dimension of satisfaction, performed using SPSS 13.0,
revealed a two-dimensional structure, accounting for
more than 45% of the total variance at the global level.
Precisely, the analysis suggests that, the satisfaction
coming from the restaurant menu account for (34.988%
of total explained variance), while the satisfaction due
the restaurant atmosphere represents (10.671% of total
explained variance).

Similarly, the internal consistency of the
constructs related to global satisfaction and reliability

iterations scales. From this process, we retain one-
dimensional structure of each of the scales considered.
However, this approach has led to the removal of many
items with poor loadings. the constructs related to the
overall satisfaction and loyalty have also been
represented by two items.

We also examined the possible relationship
between the different dimensions of satisfaction, global
satisfaction as well as loyalty, in this case, the internal
consistency was evaluated through the computation of
rho proposed by Joéreskog (1971). As well the
exploratory factor analysis also supports the reliability of
our constructs with indices pj greater than 0.65 (Table
2).

Table 2: Reliability of the Constructs

glr%ﬁl)achde Ao de

. Joresko

(nb d’items) 9

Menu. Sat 01662 (4 0,673
items)

Atmosphere. Sat OJ691 (3 0,664
items)

Globalsat | ©7%2@ | 0754

items

0,809 (2

Loyal ’ 0,727
oyalty items)

a) Hypothesis Testing

From our conceptual model we were supposed
to investigate two issues: the influences of the different
dimensions of satisfaction on the overall satisfaction and
loyalty, as well as the possible moderating role of overall
satisfaction on the relationships between the
dimensions of post- transaction satisfaction and loyalty.
The results of the regressions analysis indicates that,
there is a positive and significant impact of the two
dimensions of pre-transactional satisfaction (satisfaction
coming from the menu offered and the restaurant
atmosphere) on overall satisfaction. This is in line with
the assumptions made that, overall satisfaction is mainly
explained by pre- transaction satisfaction with attributes
related to the menu proposed and the fast-food
atmosphere. Hypotheses H1 and H2 are therefore
validated.

The analysis results also show a significant
positive influence of overall satisfaction on loyalty, which
supports the results of the existent literature. Finally, the
research outcome revealed some influence of the

components of pre-transaction satisfaction on loyalty.
Precisely, the results indicates that, the satisfaction
resulting from the restaurant atmosphere has no
significant influence on loyalty.

— while the satisfaction resulting from the menu
offered positively and significantly affectsloyalty.
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Table 3: Results of Hypothesis Test

Independent Influence de | Coeff. T Sig. | Concl.
Variables
Global Satisfaction Sat menu 0,386 6,909 | 0,019 S
. . Sat
Global Satisfaction Atmosphere 0,193 3,867 | 0,021 S
Global
Loyalty Satisfaction 0,717 | 14,418 | 0,022 S
Sat
Loyal - -
oyalty Atmosphere 0,045 |-1,0664 | 0,246 NS
Loyalty Sat Menu 0,244 4,806 | 0,013 S

In order to expand our analysis, we sought to
understand the possible moderating nature of overall
satisfaction on the relationships between the
dimensions of satisfaction and loyalty.

The literature indicated that satisfaction has
proven to be considered a good predictor of loyalty
(Mencarelli et al 2010).( Orji, O., 2013) Howard and
(Huang, Q., 2010) Newman and Werbel (1973), Engel,
Blackwell and Kollat (1978), Walters, Achour, suggest a
theoretical positive relationship between satisfaction and
loyalty. Achour (2006) also provides evidence
supporting that there is a link between satisfaction and
loyalty. Regarding the hospitality industry. Dimitriades
(2006) and Gilbert et al. (2004) demonstrates the
existence of the relationship between satisfaction and
loyalty.

Therefore, the mediating role of global
satisfaction was tested using the three-step procedure
of Baron and Kenny (1986), which uses three
independent regression analyses. This approach proves
the existence of mediation by demonstrating that:

— The independent variables affect the mediator,

— The independent variables have significant effect on
the dependent variables,

— The mediator influences the dependent variable.

In other words, the path between the
independent and dependent variables should be less
significant than the path between the mediator and the
independent variables. Mediation is considered total
when the influence of the independent variable on the
dependent variable disappears completely in the
presence of the mediating variable and that between the
mediator and the dependent variables remains highly
significant.

When the influence of the mediator on the
independent variable is simply insignificant, we are then
in the case of partial mediation. In cases of partial
mediation, only part of the effect of the independent
variable on the dependent variable is exerted through
the mediating variable and the other part is exerted
directly on the independent variable, or possibly, through
another variable not taken into account in the model.

© 2022 Global Journals

From the previous analysis, we established that
the two dimensions of satisfaction significantly and
positively influence overall satisfaction, our mediating
variable. The latter has a positive and significant
influence on loyalty, that stands for the dependent
variable.

Concerning the direct influences of the
dimensions of satisfaction on the dependent variable,
we previously observed differentiated effects according
to the explanatory variable considered; namely,

— The satisfaction deriving from the restaurant
atmosphere have not significant influence on loyalty,
hence we can conclude that, there is a total
mediating role of global satisfaction on the
relationship  linking  satisfaction towards the
atmosphere and loyalty:

— Satisfaction coming from the menu have a
significant and positive influence on loyalty, we
therefore proceeded to test a possible partial
mediation, via overall satisfaction. The results of the
test revealed that overall satisfaction is therefore a
partial mediator in the atmosphere satisfaction—
loyalty relationship.

According to Fornell, Lorange and Roos (1990),
the total effect of one variable on another is the sum of
the direct effect and the indirect effect. The analysis of the
total effects revealed that overall satisfaction is the
variable that exerts strongest influence on loyalty. It is
also worth mentioning that satisfaction coming from the
menu has a strong positive influence, both directly and
indirectly, via overall satisfaction, on loyalty.



Table 4: Direct, Indirect and Total Effect

Impact on Direct
loyalty Effect

Sat Menu 0,243

Sat Atmosphere -0,044
Global Satisfaction| 0,716

Indirect Total
Effect Effect
0,277 0,520

0,13725 0,093

0,716

b) Goodness of the Fit

The size of our overall sample (621 individuals)
allows us to use the structural equation method to test
our hypotheses of direct links between variables. With
this in mind, we used the Amos 4.0 software, with
estimation by the maximum likelihood method and
bootstrap procedure on 200 replications, to ensure the
robustness of the results obtained.

Confirmatory ~ factor analysis leads to
confronting empirical data with hypotheses on the
relationships between observed variables and latent
variables (Evrard, Pras and Roux 2009). With this in
mind, we selected certain indices that reflect the extent of
the adjustment (adjustment indices) or the lack of
adjustment (residuals) of the model (N'Goala 2003).

Given the size of our sample (n= 621), and
based on the recommendations of the literature, we
used the following indices to perform the goodness of fit
analysis.

— NFI, NNFI, ILI, CFl and TLI. It is generally desirable
that they be greater than 0.9 when the sample size
exceeds 250 (Bollen and Long, 1993; Hu and
Bentler, 1995).

We also rely on Gamma 1, Gamma 2, RMR and

RMSEA and Chi-square/ degree freedom indices to

check the adjustment of the models tested. We decided
not to retain neither the Chi-square, which is too
sensitive to the size of the sample, nor the GFI and AGFI
indices, considered less reliable than the Gammal and
Gammaz2 indices, because they are too sensitive to the
number of parameters to be estimated (Roussel and
2002).

The Chi2 value adjusted according to the
number of degrees of freedom (Chi2/d of) must generally
be less than 5. It is advisable to carefully observe the
residuals and especially the RMSEA in order to have a
more precise indication of the degree of freedom.
adjustment between the theoretical model and the data
(Browne and Cudeck 1993, Hu and Bentler 1995). The
RMSEA is considered suitable when it is close to 0.05,
acceptable below 0.08 and unacceptable above 0.1
(Browne and Cudeck 1993). These elements are
presented in Table 6 below.

Table

On the sight if these thresholds, the fithess the
model is satisfactory. Indeed, the adjustment indicators
(NFI=0.988, NNFI=0.979, CFl = 0.966; IFI= 0.976;
TLI = 0.948) all exceed the threshold of 0.9 and the
RMSEA value is also very suitable (0.043) as indicate the
below table 5.

Table 5: Post Estimation Analysis

Chi~ Square Gamma 2| RMR | RMSEA | NFI |NNF!|Chizzdd 1| IFI TLI | CFI
Threshol d >0,9 >0,9 < 0,1 | <0,08 >0,9 | >0,9 <5 >0,9 | >09 | >0,9
0,98 0,04 0,94 0,94 0,97 | 0,94 0,96

’ ) 0,043 ’ : ’ , ,

Results 124,78 8 0,979 9 8 9 3,299 6 8 6
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V. CONCLUSION

Through this research, we wanted to study the
consumer satisfaction with regard to the fast-food
industry in Cameroon and precisely, the dimensions that
can explain consumer satisfaction when visiting a fast-
food type restaurant. The study result indicated that fast-
food menu and the atmosphere satisfaction have a
positive effect on global satisfaction. As well, out of the
three dimensions of satisfaction, global and menu
satisfaction proved to have a positive impact on
consumer loyalty, but effect of the atmosphere
satisfaction appeared to be not determinant. In addition,
the mediator role of global satisfaction proved to be
relevant. As for the factors affecting satisfaction in
general, food appeared to be the most crucial
dimensions when consumers evaluate the satisfaction
attached to the meal, over the others factors. Our
contribution is innovative insofar as it extrapolates the
studies on consumer satisfaction that we mentioned in
our literature review. We brought to light new
dimensions, in particular the importance of the
atmosphere of the fast- food, and validated almost all of
the hypotheses evoked. Therefore, we can affirm that
our contribution should be useful for other studies which
will, at least, corroborate our assertions. These results
deepen the conclusions of some previous studies (in
restaurants with service), by insisting more on the
concepts attached to food (quality, quantity of food).

Finally, regarding loyalty, we confirmed that it
was strongly linked to overall satisfaction. Moreover,
loyalty is explained more by attitudinal loyalty
(recommendation of the restaurant) than by behavioral
loyalty (return to the restaurant).

Be that as it may, in light of these results,
consumers seem to have become aware of an important
and rapidly expanding phenomenon in Africa, the search
for quality food is now becoming a major dimension.
Therefore, fast-food companies in Cameroon need to
sharpen their services quality in order to improve the
consumers satisfaction in all aspects and guarantee by
the way their royalty.
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Determinants Impacting Impulse Buying of
Green Beauty Products

Takrima Jannat

Absiract- In Bangladesh growing environmental
consciousness has caused a substantial shift in the green
product market during the past few years. Today's consumers
are "thinking green" and are prepared to pay more for
ecologically friendly goods. Impulse buying is one of the many
diverse purchasing habits that consumers have. Impulse
purchase or buy is any unplanned purchase made by a
consumer. The research aims to discover and analyze the
elements that influence consumers' impulsive purchases of
green beauty products. The researched constructs were
adjusted and confirmed by exploratory and confirmatory factor
analyses. With the help of the statistical program Smart PLS
2.0, the study’s paradigm was applied to the perspectives of
214 respondents in the city of Dhaka. According to the study's
findings, perceived product benefits, environmental concerns,
sales promotion, and peer pressure are all significantly
positively associated with impulsive purchase behavior.
Surprisingly, however, the notion of green trust and packaging
has shown adverse effects. The study’s result also assists past
research studies in this field by validating the findings. The
study will also aid green cosmetics marketers in creating
successful marketing strategies by enabling them to
understand better regarding many factors influencing
consumers' perceptions and impulsive purchasing behavior.
Keywords: impulse buying, green beauty products,
green perceived value and green trust.

I. INTRODUCTION

angladesh has experienced a significant change
3 in the market for green products over the past few

years because of growing environmental
awareness. Both customers' attitudes about desire to
buy organic cosmetics and their opinions of the natural
goods are favorable(Nguyen, Nguyen, & Vo, 2019).
Organic skin care products have grown in popularity in
Bangladesh as customers have become more aware of
the benefits of self-care. Today's consumers are
"thinking green" and are prepared to pay more for
ecologically friendly beauty products. Knowing how
customers behave is one of the critical goals for every
organizational successes in today's challenging
business market (Mubarak, 2020). Impulse buying is a
fundamental consumer trait to research. Any purchase
done on the spur of the moment is referred to as
sudden and is unexpected and immediate (Chowdhury,
2020). Impulsive purchases might include everything
from new products (both conventional and organic) to

Author: Lecturer, Department of Business Administration in Marketing
Faculty of Business Studies Bangladesh University of Professionals.
e-mails: xtakrima@gmail.com, takrima.jannat@bup.edu.bd

samples, and existing products. A lot of factors are
responsible for impulse buying. Today, the majority of
decisions regarding purchases are produced at the time
of sale (around 70%) (Heilman, Nakamoto, & Rao,
2002).

Bangladesh has been developing considerably
quicker recently, with an average annual GDP growth of
more than 6.0 percent ($2,948 in 2013 in terms of PPP-
adjusted GDP per person). The country's consumer
behavior pattern has changed because of increased
urbanization, rising family income, rising employment of
women, and foreign direct investment (FDI) inflow.
Bangladeshi consumers are more inclined to be willing
to make purchases (Munir, Muehlstein, & Nauhbar,
2015).

Products that are used to enhance and improve
one's appearance are known as green cosmetics/beauty
products. Due to their greater availability and lack of
side effects, herbal substances are preferred over
chemical ones (Kaur, Singh, Singh, & Kaur, 2021).
Powders, creams, face packs, moisturizers, lotions,
shampoo, hair oils, hair conditioners, nail paint, and
other items fall under the category of beauty products.
Green products routinely feature  environmental
attributes, which are beffieial to humanity and the
planet (Usrey, Palihawadana, Saridakis, & Theotokis,
2020).These green beauty products captivate and
arouse the curiosity of both male and female
consumers.

The market for skin care products in
Bangladesh is anticipated to improve from $1.23 billion
(in the year2020) to $2.12 billion in 2027, with an
average yearly rate of 8.1 percent between 2021 and
2027. The market for skin care products will gain $960
million in revenue between 2020 and 2027. "Meena
Herbal" (a derivative of Bengal Herbal Garden Limited of
Gemcon Group) was released in the market in 2007. In
2016, Neem Laboratories (Pvt.) introduced "Neem
Original," which ACI acquired, and "Lever Ayush" by
Unilever Bangladesh, which was launched in late 2018.
The most recent release of "Aarong Earth" from Aarong,
a brand owned by BRAC Bangladesh, with the motto
"Come Back to Nature," confirms the sector's enormous
potential.

In  compliance with  global  sustainable
development trends, an environmental movement is
underway in the current consumer market. Conscious
customers are choosing more ecologically friendly
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items, a sign that the trend toward conscious
purchasing is growing. (Driessen, Hillebrand, Kok, &
Verhallen, 2013). Therefore, we can generate the study
research questions as follows:

RQ17: What Factors do Contribute to Impulse Buying
Regarding Green Beauty Products?

RQ2: What Considerations should Marketers Consider
when Developing Tactics for Impulse Purchases of Green
Beauty Products?

The objective of this study is to identify and rank
the determinants affecting customers' impulse
purchases of green beauty products. In addition, this
paper also aims to discover the degree of influence of
factors to impulse buying of green cosmetics in Dhaka
City.

II. LITERATURE REVIEW

An impulse purchase is a rising idea that is
crucial to boosting sales, particularly in supermarkets. In
this competitive era, businesses must comprehend
consumer behavior (Akyuz, 2018). Impulse shopping is
defined as shopping for products or items without
making a list before visiting a store (Talukdar & Lindsey,
2013).When buyers have an unexpected, frequently
strong need to buy something instantly, which is known
as impulse buying. To comprehend the elements
affecting impulse purchases, academic researchers and
professionals have performed several studies (Lim &
Yazdanifard, 2015). A variety of factors, including
consumer  characteristics, shopping  experience,
environmental factors, and cultural factors, have positive
impact on impulsive shoppers (Muruganantham &
Bhakat, 2013). Once more, the shopper's unplanned
purchasing behavior is inspired by a various variable
that may be connected to the retail setting, customer
characteristics, product features, diverse demographic,

and sociocultural dimensions.
Consumers may prefer sustainable products

because they perceive products with green attributes to
be more effective than conventional alternatives. Due to
the importance of green characteristics in evaluating the
overall performance of products, there exist numerous
studies exploring the role of such characteristics in
affecting consumer preferences as well as purchase
intention (Luchs & Kumar, 2017). Consumers have
positive sentiments about environmentally friendly items
and even report being willing to pay more for them since
moral behavior benefits everyone in society (Berger,
2019).

Humans have a tendency toward utilizing and
purchasing products that are natural and organic, such
as food, clothing, and toiletries. Product attributes are
associated with a consumer's propensity to make an
unplanned buy during grocery shopping and retail
characteristics. Products with comprehensive label
explanations and nutritional value are more well-liked by

© 2022 Global Journals

impulsive consumers (Kozup, Creyer, & Burton, 2003).
Customers have positive attitude toward the desire to
purchase organic cosmetics. Additionally, consumer
awareness, product knowledge, safety considerations,
and environmental protection consciousness all play
significant roles in influencing consumers' favorable
attitudes toward green cosmetics (Nguyen et al., 2019).

Due to their lack of toxins and ease of
decomposition, green beauty products are viewed as
environmentally beneficial items (Wu, Zhou, & Chien,
2019). To develop organic consumption, environmental
concern is therefore seen as the first step. Green
cosmetic goods are more likely to be bought
immediately and repeatedly by consumers whose
attitudes are positively influenced by environmental
concerns (Nguyen et al.,, 2019). A significant factor
influencing purchasing behavior is the consumer's level
of trust in eco-brands (Sewwandi & Dinesha, 2022). A
vital indicator for the intention to buy green goods is the
green trust (Tarabieh, 2021).Furthermore the packaging
has a significant influence on the consumer's choice to
buy (Cahyorini & Rusfian, 2012).

Consumer  purchasing behavior is also
influenced by promotional tactics, including discounts,
gifts, coupons, different schemes, price promotions,
loyalty programs, gift packages, competitions, and prize
packs. Sales promotion uses many incentive tactics,
most of which are short-term, to encourage customers
and, or retailers to complete their purchases faster or to
make more sales (Kotler & Armstrong, 2010). On the
other sides, the likelihood of purchase can also rise
when several people are present (Luo, 2004). For
instance, people tend to make more purchases in a
group. Peer influence is significant in explaining green
behavior, according to research on green purchasing
(Khare, 2015).

Consumers' impulsiveness toward green beauty
products is high not only in Bangladesh but also
worldwide. Green products are becoming more popular,
and demand for them is expanding. The main factors
driving spontaneous purchases of green cosmetics
include product benefits, pricing value, promotions, and
health benefits. Considering the current situation, this
research is crucial for both green cosmetics
manufacturers and retailers to understand the elements
that influence consumers' impulse buying behavior.

I1I. RESEARCH GAP

This study is crucial for both companies that
manufacture green beauty products and retailers that
sell them to consumers. Even though there have been
numerous studies in this field, most of the study has
concentrated on impulse purchases of foods, groceries,
clothing, and other consumer goods rather than green
beauty products. Additionally, we also identified gaps in
the conceptual frameworks of several studies. There



have been no studies that particularly looked at these
six factors (Perceived Product Benefits, Environmental
concern, Green Trust, Packaging, Sales Promotions,
and Peer Influences) to investigate customers' impulse
buying tendencies for green beauty products as a
group. As a result, there is a genuine empirical gap in
the literature in this field.

IV. CONCEPTUAL FRAMEWORK

Impulse buying
consumer behavior,

is a prevalent aspect of

a substantial

accounting for

Perceived Product
Benefits

Environmental
Concern

proportion of sales across various product varieties

(Chowdhury & Mehjabeen, 2021). Over the years,
although the impulse purchasing phenomenon has
caused research interest, it is since the 1980s, that
researchers have related impulse purchases with a
focus on consumer characteristics, traits, and behavioral
dimensions (Stern, 1962).

Packaging

Sales
Promotions

Peer
Influences

Impulse Purchase
Behavior

Figure 1: The Study’s Conceptual Framework

a) Perceived Product Benefits

Product benefits are the values customers get
by using a product to satisfy their needs minus
associated costs. Many businesses are searching for
methods to "fine-tune" their product mix with preserving
diversity and unique products (Grocer, 2011). Some
marketers now portray their goods as being healthy
(Bublitz & Peracchio, 2015). Thus, humans have a
tendency toward utilizing and purchasing products that
are natural and organic. Customers have a positive
attitude toward the desire to buy green cosmetics, as
well as a positive perception of the environment.
(Nguyen et al, 2019). Therefore, the study’'s first
hypothesis is:

H1: Perceived Product Benefits are Positively Associated
with Impulse Purchase of Green Beauty Products.

b) Environmental Concern

Individuals concerned about the environment
tend to focus more on the ingredients in products and
the production method (Nguyen et al., 2019). Due to
their non-toxicity and ease of decomposition, green
cosmetics are viewed as environmentally beneficial
goods (Van Loo, Diem, Pieniak, & Verbeke, 2013). To
foster green consumerism, environmental concern is
therefore considered as the first step. Ecological
awareness is a fundamental step that leads to the
purchasing of natural items with the aim of
environmental protection (Smith & Paladino, 2010).
Consumer attitudes about purchasing and repurchasing
organic cosmetic goods are positively influenced by
environmental concems. In sum we can hypothesize
follows:
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H2: Environmental Concern is Positively Associated with
Impulse Purchase of Green Beauty Products.

c) Green Trust

The best way to define trust is as "the ordinary
person's willingness to believe in the product's capacity
to achieve its purpose"(Chaudhuri & Holbrook, 2001).
Trust suggests that customers are inclined to think
favorably of the product. When evaluating trust in an air
of expectation, the buyer wants to believe that the item
is knowledgeable, responsible, and fair (Tarabieh, 2021).
Trustis a psychological condition characterized by a
willingness to embrace receptivity and a focus on
constructive intentions (Foroudi, Nazarian, & Aziz, 2020).
The definition of "green trust" is "a desire to rely on a
commodity as a result of expectations regarding its
environmental friendliness  attributes"(Chen, 2010).
Furthermore there is a strong correlation between the
intention to make green purchases and green trust
(Tarabieh, 2021). Therefore, our third hypothesis is:

H3: Green Trust is Positively Associated with Impulse
Purchase of Green Beauty Products.

d) Packaging

Product marketing and distribution depend on
packaging in many ways. According to (Deng, 2009).
Customers scrutinize the packaging of food products,
and it has been found that there is a direct link between
packaging and consumer buying intent. Additionally,
there was a clear association between packaging,
customer loyalty, and buyer desire to make an instant
buy (Khraim, 2011).The shopper's buying decision at the
time of sale is significantly influenced by packaging
design. It has been demonstrated that consumers'
judgments of the product's visual heaviness are
influenced by where the product image is placed on a
package front. The impacts of package form on volume
perception, packaging preference, choice, and
consumption have recently been the focus of marketing
researchers (Deng, 2009). In summary, the study's
fourth hypothesis is:

H4: Packaging is Positively Associated with Impulse
Purchase of Green Beauty Products.

e) Sales Promotion

A strategy that acts as a direct enticement is
sales promotion, providing customers, salespeople, or
resellers with additional benefits or incentives for a
product (Nagadeepa, Selvi, & Pushpa, 2015). Sales
promotions have a favorable impact on consumer
behavior (Kotler & Armstrong, 2010). When
supermarkets offer discounts and promotions, it
becomes more affordable for customers. Products
offered at a discounted price are incorporated in sales
promotions during events and activities (Nagadeepa,
Selvi, & Pushpa, 2015).
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H5: Sales Promotion is Positively Associated with
Impulse Purchase of Green Beauty Products.

) Peer Influence

Peer effects, as it is commonly called in the
research on economics and marketing, is a general
phrase that illustrates how an individual's views, values,
or behaviors are impacted by those of others in their
peer group (Hernandez-Julian & Peters, 2018).
Shopping with friends increases shoppers’ willingness
to purchase. The likelihood of buying a product rises by
more than 60% due to peer influence (Bapna &
Umyarov, 2015). According to research, a shopper's
relationships with their companions can have a
substantial impact on their decision to make a green
buy (Y. A. Kim & Srivastava, 2007). Therefore, the
study’s last hypothesis is:

H6: Peer Influence is Positively Associated with Impulse
Purchase of Green Beauty Products.

V. RESEARCH METHODOLOGY

The present research has conducted to identify
the factors affectingimpulsepurchasing of green beauty
products in Dhaka City. The study used a quantitative
research approach. The population in this study were all
customers in Dhaka who purchase green beauty
products from various superstores, retail chains,
shopping malls, and departmental stores. A simple
random sampling technique is used to collect data. This
research uses a research sample that amounted to 214
respondents. Any sample size greater than 200 is
adequate for a practical data analysis (Hoe, 2008). For a
sophisticated path model, 200 samples or even more
are desirable (Kline & Rosenberg, 2010). A self-
administrated structured questionnaire was provided to
the respondents. All the constructs were measured by 5
points Likert scale (1- Strongly Disagree, 2 — Disagree, 3
— Neutral, 4 — Agree, 5 — Strongly Agree).



Table 1. Variable Names, the Number of Indicators and Research Adopted

The Number of
No. Variable Indicators Research References
1 Perceived Product Benefits (PB) 3 (Nguyen et al., 2019)
2 Environmental Concern 4 (Van Loo et al., 2013)
3 Green Trust 2 (Tarabieh, 2021)
4 Packaging 3 (Deng, 2009)
5 Sales Promotion 3 (Nagadeepa et al., 2015)
6 Peer Influence 3 (Bapna & Umyarov, 2015)
7 Impulse Buying behavior 3 (Rook & Fisher, 1995)
(Sharma, Sivakumaran, & Marshall, 2010)

Impulse Buying Behavior serves as the only
dependent variable in a structural model that is
estimated and measured using SmartPLS 2.0 software
(Henseler, Ringle, & Sinkovics, 2009). This software
completes two tasks: it first establishes the relationships
between the constructs and, second, it identifies the

specific ways that each measuring construct influences
impulse buying. It also computes the non-parametric
bootstrap procedure's statistical validity of the factor
loadings and path coefficients (Davison, Hinkley, &
Young, 2003).

VI. DATA ANALYSIS

a) Descriptive Data Analysis

Table 2: Demographic Profile

Description Frequency | Percentage Description Frequency Percentage
Gender Occupation
1. Male 105 49.1 1. student 93 43.4
2. Female 2. Businessmen
109 509 3. service holders 38 178
Total 214 100 4. housewife 73 341
5. others
Age 6 2.8
2. 20-30
4. 41-50 58 27 1 Income
5. above 50
17 7.9 1. below 15000 60 280
2. 15001-30000
! 5 3. 15100-30000 62 29.0
Total 214 100.0 4. 30100-45000 60 28.0
5. 45100-60000
Education 27 12.6
1. below SSC 12 5.6 5 23
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2. SSC 13 6.1 Total 214 100
3. HSC 74 34.6
4. Bachelor 76 355
5. Masters 39 18.2
Total 214 100

Source: Questionnaire Data, 2022

Table 2's demographic profile lists the
respondents' gender, age, level of education,
occupation, and income. Male respondents made up
49.1% (n = 105) while female respondents made up
50.9% (n = 109), as shown by the frequency distribution
in Table 2. In addition, 53.3% of respondents were
between the ages of 20 and 30 (n = 114), whereas
27.1%were between the ages of 31 and 40 (n = 58).
These findings would suggest that younger age groups
are more likely than older ones to engage in impulsive
purchasing. 43.5% of respondents are students (n = 93)
and 34.1% are service members (n = 73). Most

respondents (34.6%) had a high school diploma, 35.5%
had a bachelor's degree, and 18.2% had a master's
degree (n = 74). The respondents’ gender, age,
education level, occupation, and income are listed in the
demographic profile in Table 2. This result suggests that
the respondents to the survey are well educated.

b) Multicollinearity Testing

The variance Inflation Factor is used to evaluate
multicollinearity (VIF). A VIF score of larger than 5
indicates construct collinearity. Hence the value should
be lower than 5.

Table 3: Multicollinearity Testing

Construct Name and Items VIF
Perceived Product Benefits (PB)
PB1: | favor organic cosmetics because there are no adverse effects. 1.105
PB2: | think there are many health advantages to using green cosmetics that are made with 1.295
the environment in mind.
PB3: | prefer green cosmetics because they don't contain synthetic coloring. 1.213
Environmental Concern (EC)
EC1: Because organic cosmetics are better for the earth, | buy them. 1.375
EC2: | like using disposable organic cosmetics since they are convenient. 1.820
EC3: Green items, in my opinion, do not hurt the environment. 2.087
EC4: | think using green items reduces pollution. 1.811
Green Trust (GT)
GT1: Green products' environmental commitments are, in my opinion, largely trustworthy. 1.010
GT2: In my experience, this product's environmental performance is generally reliable. 1.010
Packaging (PCK)
PCK1: | think colorful packaging encourages me to buy 1.473
PCK2: | buy green beauty products since | can reuse the attractive containers of the 1.624
products.
PCK3: I'm tempted to buy by the attractive container of green cosmetics. 1.679
Sales Promotion (SP)
SP1: Price reductions, in my opinion, persuade me to buy green cosmetics. 1.469
SP2: When presents are provided, | like to purchase green cosmetics. 1.445
SP3: When shopping organic cosmetics, | like Buy One Get One Free (BOGOF). 1.129
Peer Influence (PI)
PI1: | frequently discuss eco-friendly cosmetics with my friends. 1.874
P12: | frequently hear from friends about their familiarity with and first-hand knowledge of 1.591
green products.
PI3: | frequently go shopping with my friends for green products. 1.821
Impulse Buying behavior (IBB)
IBB1: | prefer to make impulse purchases. 1.789
IBB3: | prefer impulse purchases on a regular basis. 2.019
IBB2: impulse purchases make me happy. 1.934

Source: Statistical Data Processing using PLS
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According to the findings of the multicollinearity
test presented in Table 3, there exists no collinearity
inany of the construct because every itemunder each
construct in the study model has a VIF value of less than
5.

c) Scale Validity, Reliability, and Assessment
Each construct, and the visual elements used in
this study, were developed via examinations of the

literature, and changed in response to the impulse
buying habits of many consumers in Dhaka City.
Exploratory factor analysis (EFA) and confirmatory factor
analysis were used to enhance and validate the
measurement scale (CFA). Before using the factor
analysis, it has confiirmed that the conditions of
normality and linearity were upheld.

Construct ltems Loadings Cronbach’s Cor'npp'site AVE
Alpha (o) Reliability (CR)

PB1 0.583 0.561 0.772 0.535
Perceived Product Benefits PB2 0.809
PB3 0.780

EC1 0.658 0.804 0.871 0.631
Environmental Concern EC2 0.835
EC3 0.862
EC4 0.806

GT1 0.607 0.179 0.701 0.546
Green Trust GT3 0.851

PCK1 0.745 0.770 0.849 0.656
Packaging PCK2 0.934
PCK3 0.735

SP1 0.837 0.646 0.808 0.589
Sales Promotion SP2 0.844
SP3 0.594

PI1 0.871 0.804 0.884 0.719
Peer Influences PI2 0818
PI3 0.853

IBB1 0.855 0.830 0.898 0.746
Impulse Purchase Behavior IBB2 0.872
IBB3 0.864

Note: AVE-Average Variance Extracted, CR-Composite Reliability.
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Table 5: Latent Variable Correlation

Constructs EC GT IBB PB PCK Pl SP
EC 0.794
GT 0.098 0.739
IBB 0.789 0.079 0.864
PB 0777 0.053 0.722 0.731
PCK -0.077 0.541 -0.146 -0.129 0.810
Pl 0.756 0.150 0.787 0.679 -0.149 0.848
SP 0.581 0.142 0.632 0.529 -0.009 0576 0.767

If the average variance extracted (AVE) and the
external factor loadings are more than 0.50, the
explained variance will be larger than the measurement
error in convergent validity (Fornell & Larcker, 1981). As
a result, the computed values for the factor loadings are
respectively.583 and.934, AVE in this study are and
0.537 and.746. (Table 4). The values of composite
reliability (CR) (Raykov, 1997) and Cronbach's alpha,

which are meant to estimate scale reliability with the
recommended threshold criterion of 0.70 for both, are
used to quantify the internal consistency of the
(Nunnally, 1994). Cronbach's alpha values and
composite reliability values, respectively, vary from 0.179
to 0.830 and 0.701 to 0.898, as shown in Table 4. The
measurement model consequently demonstrates good
construct validity and reliability.
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Figure 2: Structure

d) Hypothesis Test Result using SEM

Table 6 below shows the results of a hypothesis
test using a structural equation model based on
variance (SEM). The hypothesis is significant if the t-
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Equation Model

value is greater than 1.96 and the statistical significance
is set at 5%.



Table 6: Hypotheses Test Results

ndar
Hypothesis | Coefficients (p) | Sample Mean gfvi:teiloﬁ T Statistics | P Values Significant
M) (STDEV)
PB > IBB 0.152 0.155 0.073 2.072 0.039 Significant
EC > IBB 0.304 0.307 0.077 3.920 0.000 Significant
GT > IBB -0.013 -0.002 0.045 0.297 0.766 Not Significant
PCK > IBB -0.042 -0.049 0.039 1.076 0.283 Not Significant
SP > IBB 0.176 0.174 0.051 3.428 0.001 Significant
Pl > IBB 0.348 0.344 0.078 4.481 0.000 Significant

Note: T- Statistics and P-Values

The results of the first hypothesis test, which are
shown in Table 6, show that consumer impulse
purchases of green beauty products are strongly
influenced by the perceived benefits of the product (B =
0.152, t-value =2.072; p-value =0.039; p-value is less
than .05). H1 is consequently approved. Table 6 further
shows that customers' environmental concerns have a
significant impact on their spontaneous purchases of
green beauty products (B = 0.304, t-value = 3.920; p-
value =0.000; p- value is less than .05). Therefore, H2 is
approved. It may be said that H3 is disapproved based
on the findings of the H3 test, which show that green
trust has a negative relationship with impulsive
purchases of green beauty goods with a value of (B= -
0.018; t-value= 0.297;, p-value=0.766, p- value is
greater than .05),H4 is likewise rejected based on the
results of the test, which show that product packaging
had no effect on customers' impulse purchases of green
beauty products (= -0.042, t-value= 1.076 ; p-
value=0.283, p-value is greater than.05). Based on the
findings, (B= 0.176, t-value= 3.428; p-value= 0.001, p-
value is less than.05) which are shown in Table 6 and
demonstrate that sales promotions offered by
marketers’ impact customers' impulsive purchasing
behavior regarding green cosmetics, the H5 is also
accepted. The findings of the H6 test, which are shown
in Table 6, indicate that peer influence is positively
associated with customers' impulse purchases of green
cosmetics with the value of (B= 0.348, t-value=4.481; p-
value=.000, p-value is less than.05).Accordingly, H6 is
also accepted.

VII. RESULT AND DISCUSSION

The current study exhibits factors impacting
consumer impulse purchase regarding green beauty
products at various superstores/ retail chains or
supermarkets in Bangladesh's central region. The result
of the first hypothesis test in this study shows that
consumer impulse purchases of green beauty products

are strongly influenced by the perceived benefits of the
product (p-value<0.05) (Table 6), which is also
supported by other studies (Nguyen et al., 2019).
Therefore, the advantages green cosmetics provide for
users influence impulsive purchasing significantly.
Marketers must concentrate on creating product values.
The second hypothesis confirms that customers'
environmental concerns have a significant impact on
their spontaneous purchases of green beauty products
(p-value<0.05), which is also supported by (Van Loo et
al., 2013). As the prevalence of impulse purchases rises,
marketers are focusing heavily on environmental
concerns. Marketing professionals should implement
initiatives to raise environmental awareness. The third
and fourth hypotheses show contradictory findings that
green trust has a negative relationship with impulsive
purchases of green beauty goods (p>.005) and product
packaging did not affect customers' impulse purchases
of green beauty products (p>.005). This finding
contradicts earlier research (Tarabieh, 2021) and
(Mubarak, 2020). Considering these findings, we can
say people in Bangladesh are less trusting of green
cosmetics. Marketers must reflect carefully on how to
boost consumer confidence in sustainable and
environmental cosmetics. The fifth hypothesis confirms
that sales promotions offered by marketers’ impact
customers' impulsive purchasing behavior regarding
green cosmetics. The result is also supported by
previous studies (Nagadeepa et al., 2015). Marketers
must provide consumers with time-worthy sales
promotions. The sixth hypothesis shows that peer
influence is positively associated with customers'
impulse purchases of green cosmetics, which is also
supported by (J. E. Kim & Kim, 2012). Retail marketers
must develop a pleasant shopping environment for
customers so that more people can travel together and
influence one another.
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STUDY IMPLICATIONS AND FUTURE
RESEARCH

VIII.

Consumers' impulsive buying behavior may be
caused by a variety of circumstances, still, this study will
give consumers a clear understanding of what variables
are motivating them to buy green beauty goods
impulsively. A further goal may be to investigate the
effects of Bangladesh's green beauty products
marketing techniques. Retailers in Bangladesh will
benefit from the findings of this research because they
will have a better understanding of consumers' impulsive
buying behavior, which will help them create effective
marketing and merchandising strategies. The industry
for beauty products in Bangladesh will be better
understood by businesses with this information. In
several significant areas, this study will offer theoretical
additions to the literature on green marketing. Market
managers of products with improved environmental
performance will benefit from some of the information in
the current investigation. Our findings will, first and
foremost, offer some recommendations for businesses
that decide to either capitalize on green products
existing in their portfolios or incorporate green features
into new products. This study will serve as an additional
tool for research in this area.

IX. LIMITATIONS

Fundamental  limitations  persist  despite
meticulous study efforts; they might be solved by future
scholars. The results cannot be extended to other
regions or cities of the country due to differences in
consumer behavior and financial capability. Another
difficulty was gathering data from impulsive shoppers
since the researcher did not visit many of the retail or
superstore locations in Dhaka where customers locate
or visit. Although there are many more factors that
contribute to impulsive buying, the study develops a
research framework with six extrinsic variables. It is
required to include other intrinsic characteristics, such
as interpersonal influence, consumer engagement,
consumption habits, and the economic history of
consumers in different regions of the country, to obtain
more comprehensive insights.

X. CONCLUSION

Bangladesh's demand for eco-friendly items
has greatly expanded because of the country's growing
environmental awareness. According to the Bangladesh
Cosmetics and Toiletries Importers Association, 80
percent of cosmetics are produced in Bangladesh. All
the rest are imports. People are purchasing green
beauty products increasingly regularly, spontaneously,
and impulsively, as a consequence of a variety of
factors. As a result, to develop efficient marketing
strategies, marketers must identify the possible reasons
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why consumers buy organic cosmetics on an impulsive
basis.
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The Three Most Critical Aspects for
Implementing Holistic Customer Experience at
Scale

Shashank Katare

Abstract- Businesses are increasingly challenged by
increasing competition, changing customer preferences and,
industry dynamics. Moreover, the proliferation of channels and
customer touchpoints has added to the complexity of keeping
up with these constant changes. Only organizations that are
agile enough to understand, evaluate and react to these
dynamic requirements can drive innovation and growth.
Therefore, organizations must be creative in their consumer
engagement strategy across the marketing funnel to enhance
overall customer experience, measure the performance, and
establish the loopback to refine the strategy. The following
paper outlines concepts to help consumer businesses
accelerate customer experience management. The objective
of the paper is to lay out guiding principles that organizations
can use as part of their business processes to create, deliver,
and measure personalized customer experiences and drive
growth, loyalty, and satisfaction. The paper will dive into the
three most important pillars of building successful customer
experiences — Design a Customer Experience Management
Model, Activate across touchpoints, and Measure
performance across touchpoints. These pillars have a direct
impact on top-line growth and profitability by understanding
“how to engage with customers,” “what strategies to deploy
that will resonate with customers,” and “how to measure
performance to have a direct impact on top-line growth and
profitability.”

Keywords: customer experience, customer journey map,
measurement, acquisition, personalization, strategy, user
acquisition, growth funnel, CLV, NPS, churn, case study,
customer satisfaction, consumer engagement.

I. INTRODUCTION

ustomers form the foundation of a successful

business. Therefore, it is imperative for

organizations to maintain an ongoing relationship
with the customers and provide them with enhanced
experiences no matter where the customer is engaging
with the business — social media, AR/VR, email, forums,
apps, in-store, or call center. Moreover, customers
expect brands to understand their needs, interests, and
preferences and deliver content, products, and offers
that are relevant and personalized. Grand View
Research shows that the CX management market in the
US reached $2.9B in 2021 and is expected to grow
15.3% every year from 2022 to 2030, making the
customer experience a key pillar for businesses.

Author: Adobe, New York, USA. e-mail: shashank.katare@gmail.com

Moreover, research by Amplify shows that 49% of
consumers have left a brand in the past year due to
poor customer experience, and 86% would leave a
brand after as few as two poor experiences. As a result,
there is immense pressure on organizations to deliver
engaging customer experiences and emphasizes the
importance  of  delivering  excellent  customer
experiences.

Often, brands are extremely focused on a
particular aspect of experience, e.g.,, acquisition,
conversion, or retention. As a result, campaigns,
budget, and measurement are too dependent on the
focus area. For example, paid media is a crucial
touchpoint with the customer. But often, the media team
sits separately from the rest of the brand, work is mainly
outsourced to agencies, and the campaigns are solely
focused on awareness or customer acquisition. Similar
siloes exist within emalil, site, app, and in-store channels.
Moreover, these teams do not have a unified view of
data, insights, or content, and each team uses its own
data or segments for targeting. This results in a
disjointed  customer  experience. The  below
methodology provides a unique framework for brands to
align on objectives and metrics to deliver a consistent
and coherent customer experience across owned and
paid touchpoints. It is critical to approach customer
experience management holistically and follow the
three-step process outlined below. The framework will
provide organizations a way to understand data that
they need, insights that they should gather, and
measurement systems that they should establish. The
outlined methodology will allow an organization to break
down the siloes around customer experience
management and enable teams to design, activate, and
measure experiences at scale.
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Three critical components of a holistic customer experience management process

Design customer
experience management
model

* Define top-line growth objective

O

* Align on metrics linked to the
objective

* Prioritize key customer journeys
to drive the desired outcome

Activate the model
across touchpoints

* Gather cross-journey insights &
create target segments

* Streamline content creation tied |
to channels, devices and segments |

* Automate content assembly and
delivery across channels

Measure model
performance across
touchpoints

* Design executive-level and journey-
based reports and dashboards

* Democratize data and insights
across organization

* Create a feedback loop from
measurement back to strategy &
planning

Figure 1: Overview of Customer Experience Management Model

Customer experience management is a tricky thing to accomplish as it requires investment in technology,
resources, and processes. But brands who undergo this journey have seen tremendous benefits in terms of
revenue, customer retention, and employee satisfaction. Investment in these capabilities increases their digital
maturity, make the brands more customer centric and elevate the customer experience from batch and blast to an

individual level.

Customer experience maturity from batch and blast to individual-specific targeting

D N D XD ST

* Some experience is tailored based on
broad segmentation (e.g., demographic)

* Same static experience to
all audiences across all

touchpoints
* Some campaign or channel specific
* Channel specific reporting reporting

with data latency

* Experience is tailored
to specific granular
segments (e.g.,
behavior) and across
some channels

* Experience is personalized
at an individual level
leveraging omnichannel
data across channels at scale

* Omnichannel reporting
framework with attribution
capabilities across journey
stages

* Cross-channel insights
with campaign specific
reporting

* Data is leveraged to
refine and iterate on
strategy

* Data and insights are
democratized across the
organization

Figure 2: Customer Experience Maturity Model

THREE KEY CUSTOMER EXPERIENCE
MANAGEMENT PILLARS

a) Design Customer Experience Management Model
Customer experience is increasingly becoming
a pivotal vector to differentiate against the competition.
Gone are the days when price or product was enough to
win customers. In today’s dynamic market, it is crucial
for companies to develop and nurture relationships with
their customers. As a result, customer experience (CX)
strategy has been the focus of businesses. A customer
experience strategy defines an approach to elevate
customer experience to meet business objectives.
Defining, planning, and executing a good customer
strategy requires brands to understand customer needs,
behaviors, and preferences, generate insights, and
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deliver exceptional experiences to meet those
expectations.
Marketers  should not design customer

experience in silo, but should consider every interaction
across channel, device, and touchpoints. Therefore, the
customer experience management should design must
include with every interaction throughout the journey
funnel: Attract, Engage, Convert, Retain, and Nurture.

e Attract — How are customers becoming aware of the
business and its products or services?

e f[fngage - How are customers engaging and
evaluating multiple offerings that would cater to their
needs?

e Convert — How many customers are taking the
action tied to business objective? (e.g., sign-ups,
app installs, purchase, etc.)



e Retain — How many return customers does the
business get? How many customers churn?

e Advocate — How many customers are advocating for
the business to other people?

The customer buying process has evolved
significantly over a period. It is non-linear, involves
multiple touchpoints (online and offline), and has
become extremely complex. Customers interact with the

Linear Customer Journey

Prospects

Discover
Push

Research

Loyal Customers

v

Notufication

brand across multiple touchpoints, channels, and
devices throughout the journey stages. In fact, due to
the proliferation of digital channels and touchpoints, a
typical customer gets exposed to a brand or product
across multiple points in the buying lifecycle. Therefore,
it has become imperative for brands to engage and
nurture customers seamlessly across touchpoints.

Non-Linear Customer Journey

Online

Call Center

location
offar

Compare Favorite List

Watch Video

Figure 3: Comparison of Linear/Traditional Customer Journey to a Non-Linear Customer Journey

Customers are taking over control of their buying journey and expect brands to meet their needs and
preferences. Brands must be prepared to meet customers where they are, provide the next-best offer and next-best
action, and deliver a personalized experience that is unique to an individual. Consumers expect the companies they
interact with to know them and anticipate their needs. Meeting these expectations can be challenging because it
requires combining data from multiple solutions within their tech stacks to get a clear picture of an individual
customer and act on those real-time insights to deliver a truly connected experience.

Therefore, marketers should consider customer needs, preferences, and behavior across various journey
stages while designing customer experience management model.

© 2022 Global Journals

Global Journal of Management and Business Research ( E ) Volume XXII Issue Il Version | @ Year 2022



Global Journal of Management and Business Research ( E ) Volume XXII Issue III Version I E Year 2022

Customer Experience Management model must encompass various stages of the customer journey

Attract

Engage

Convert

@

How are customers becoming
aware of the business and its
products or services?

Meet the customer needs and
preferences through personalized
content and offers (e.g_. online ads,

How are customers engaging
and evaluating multiple
offerings that would cater to
their needs?

Nurture the customer by
addressing their needs,
establishing trust and providing

How many customers are taking
the action that is tied to business
objective? (e.g., sign ups. app
installs, purchase etc.)

Reduce friction, personalize
across touchpoints to convert
customers

How many fefurn customers
does the business get? How
many customers churn?

Foster a relationship and
continue to connect and add
wvalue to get customers to repeat

How many customers are
advocating for the business to
other people?

Deliver exceptional
personalized omnichannel
experience to build trust

“
@
-
[
it
-
Moa
=
-
wr

videos on social media) information to solve the problem

Tcon made by Eucalyp from winw. faticon.com.

the process again and increase NPS

Figure 4: Key Questions and Strategies to Consider while Creating a Customer Experience Strategy

b) Activate Customer Experience Across Touchpoints at
Scale

A customer interacts with the brand or products
across various touchpoints. The interactions can be a
result of marketing campaigns or through word of mouth
and is not the same for each customer. Some
customers learn about the brand through paid media
channels, e.g., social media, while others might leamn
about it through organic search or see a store on their
way to work. Therefore, it is critical that different cross-
functional teams collaborate to provide the best
experience a customer can have across these
touchpoints.

Activating ~ customer  experience  across
touchpoints at scale is providing consistent and
seamless experience to your customers across different
touchpoints. It involves understanding customer
personas and journeys and leveraging data and real-
time insights to tailor experiences at an individual level. It
also requires organizations to democratize data and,
align KPlIs across different teams, and take a customer
centric approach to provide the best possible
experience to the customer based on their needs,
preferences, and behaviors. Customer Journey
Orchestration is the next level of optimization and
personalization strategies, and tactics companies
usually deploy. It is all about leveraging data across the
journey touchpoints, channels, and sources to
personalize every moment in the entire experience
across the journey funnel.

This is a challenging task to accomplish since it
involves organizational shift in mindset, adopting agile
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ways of working, and pushing the boundaries to achieve
a unified goal. A lot of time, companies have siloed
systems and functions that inhibit activating consistent
and seamless experiences across touchpoints,
channels, and devices. For example, marketing,
channels, customer  experience, testing and
personalization teams have different objectives,
measure different KPIs, and use data from disparate
systems. Moreover, these teams sometimes fall under
different orgs and departments (e.g., CMO, CDO)
leading to different objectives. As a result, the customer
experience is disjointed, leading to low customer
satisfaction.



Holistic omnichannel orchestration

Data Sources

Demographic
Location
Income
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Figure 5: Overview of Campaign Orchestration with Key Components Required

Case Study: Let us look at a case study to understand
how a mortgage provider improved customer
experience using journey orchestration.

e Challenge: A leading mortgage provider noticed
increased mortgage journey costs while a low self-
service percentage.

e Solution: the CX team analyzed the journeys and
identified issues within the refinancing journey. They
noticed that first call resolution (CFR) had fallen
from 65% to 30%, and call volume had increased
significantly. Root cause analysis indicated that
most of the calls were while someone was
uploading documents using the iOS mobile app.
The CX team worked with IT to fix the app and with
marketing to create audiences of segments who are
facing the issue and are in the refinance journey to
send automated notifications with a workaround and
update on the resolution.

e Impact. As a result, the company increased the
mobile refinancing journey completion rate and
reduced the call center volume.

c) Measure Customer Experience Effectiveness Across
Touchpoints

Organizations have understood that customer
experience is essential in engaging customers and
driving loyalty. However, research has shown a direct
correlation between customer experience and business
growth. As organizations focus on improving customer
experience and move on the maturity curve, they will

start seeing revenue growth and a significant
improvement on other metrics.

Typically, organizations look at increasing
revenue as they advance (go further to the right) on the
customer experience maturity. As a result, measuring
the performance is extremely critical because:

e Companies usually start small, and realizing value
keeps the team motivated

e Measuring success helps with the business case
and getting buy-in or securing budget

e Drives adoption across the organization
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Revenue

Y

Customer Experience

Figure 6: Customer Experience vs Revenue

Exceptional customer experience performance
measurement systems and processes are rooted in key
metrics that help with not only understanding the overall
impact on revenue but also with evaluating other areas,
such as customer satisfaction and campaign
performance across journey touchpoints.

Although there are a lot of metrics that you can
track to evaluate performance, there are seven key
metrics that organizations can start with to measure
customer experience. Usually, brands will use these in
conjunction to measure insights from different points of
journey touchpoints and have a holistic view of the
overall customer experience.

1. Net Promoter Score (NPS)

This is one of the most widely accepted metrics
to measure the success of campaigns. Most brands will
use NPS to understand and measure customers’ overall
perception of the products and brand.

Methodology: The NPS is calculated by gathering direct
inputs from customers, such as a survey.

Question: The key question to ask is:

‘How  likely —are you to  recommend
product/service/brand to friend or colleague?”

The customer is asked to score on a scale from
0-10, where 0 = “Unlikely” and 10 ="“Definitely”.

Analysis: The customers are then divided into three
groups based on their response:

the

Number of Promoters — Number of Detractors

e Promoters (9-10): these are primarily loyal
customers who are passionate and enthusiastic
about the product/service/brand and will continue to
promote the company. They will continue to shop
with the company and will share their experiences
with others and encourage them to do the same.

e Passive or Neutral (7-8): These are tricky customers.
They are mostly satisfied but are not passionate or
enthusiastic about spreading the good word about
the product/service/brand. These customers won't
talk negatively about the company but can be
motivated o shop with competitive brands
depending on offer, product, or experience.

e Detractors/Critics  (0-6): These are unsatisfied
customers and may be vocal about sharing
negative experiences. These can harm the brand
and can impede growth through their negative
opinions.

Calculation: To calculate the NPS, we will subtract the

percentage of Detractors/Critics from the percentage of

promoters. We don’t consider Passives/Neutral in the
formula.
NPS can be calculated as % Promoters - %

Detractors as shown below

x 100

Net Promoter Score =

Number of Survey Respondents

Example: To put this in context, let's take an example
where a company surveyed100 customers and received
below responses:

e 50 respondents rated among 9 and 10. These are
classified as Promoters.

e 20 respondents rated among 7 and 8. These are
classified as Passives/Neutral.

e 30 respondents rated from 0 to 6. These are
classified as Detractors.
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After taking percentages, we get, 50% are
Promoters, 20% are Passives and 30% are Detractors.
Using the above formula, NPS = 50-30=20.

NPS may vary from -100 (all Detractors) to 100
(all Promoters) and can change over time.

Although, there is not a defined set of
guidelines for what is a good NPS score, here is a
general approach to follow. It will differ based on the
organization’s goals and specific objectives.



70+: exceptional NPS

50 to 69: strong NPS with room to improve
49 or less: should be actively improved
Below 0: needs immediate attention

2. Customer Effort Score (CES)

This metric corresponds to the level of effort a
customer must go through to solve their problem e.g.,
find a product, take an action on the site, or get a
question answered. CES often indicates how much
effort customers are putting into interacting with the
brand, service, or product and has a significant impact
on driving loyalty and satisfaction. In fact, Harvard
research has shown that level of effort a customer puts
into finding a solution to their problem is a better
indicator of customer loyalty than delighting the
customer. Reducing friction points can reduce customer
service costs and attrition. Therefore, measuring the
ease of a customer’s experience can help improve
customer service.

Methodology: Typically, this can be measured with a
post-interaction survey to the customers asking about
their recent experience. The response will be on a scale
of low to high effort, and the calculation will be around
average and score distribution.

Question: To get the score, the survey must have a
question
“The company made it easy for me to find the answer to
my problem”

The customers are asked to score from 110 5 or
1 to 7 depending on the objective. The company also
can decide to set the score as 1 — strongly disagree and
5 or 7 — strongly agree.

Analysis: The responses can be collected in numerical
value or emoticons. Based on the emoticons, the
company can assign a numerical value and calculate
the score.

Calculation: CES can be calculated with a simple
formula

Sum of Customer Effort Ratings

Customer Effort Score =

Although there are multiple types of survey
questions, a company can formulate, here are a few
sample questions to ask in the survey:

e How fast were you able to find a solution to your
problem? Here the company can decide the
numerical scale to use.

e How much effort did you put in to find the solution to
the problem? Here the company can assign a
numerical number to the level of effort. e.g., a lower
score for less effort and a higher score for more
effort. Alternatively, the company can also use
emoticons for low, medium, and high-level effort
and assign values to each for calculation.

e How easy was it to take a specific action related to
an event, e.g., adding to cart, finding a product, or
signing up.

3. Customer Satisfaction (CSAT)

This  metric  helps measure  customer
satisfaction with the product, service, or brand. It also
indicates whether the customer will churn and steps to
take to retain the customer. However, companies should
not use CSAT alone to make churn and retention
decisions. In fact, they should use the customer
satisfaction data to understand at a more granular level
which parts of the product or service customer is

Customer Satisfaction Score (CSAT) =

4. Customer Lifetime Value (CLV)

Total number of survey responses

satisfied or unsatisfied with and can be improved. For
example, a customer can help with indicating
satisfaction with a particular product feature by opening
a support ticket or returning a product for a particular
reason that can used by the business to optimize the
experience.

Methodology: To calculate CSAT, a company can send
a short survey with a targeted question to the customers
after their interaction with the product, or service. The
question is around asking the customers about their
satisfaction on a scale of 1-10.

Question: To get the score, the survey must have a
question
“How satisfied were you with your recent interaction with
your company?”

Here the customers can score on a scale of 1-
10 or from very dissatisfied to very satisfied or can be
star ratings from 1-5.

Analysis: The responses collected can all be converted
into a quantitative score no matter what method was
used.

Calculation: CSAT can be calculated with a simple
formula

Sum of Scores

Total number of survey responses

This is a key metric to track as part of the overall customer experience management program. Companies
can use CLV to measure the value of a customer over a period, not just based on purchase but on the overall
relationship. CLV represents the net present value of the profit that a customer generates across the relationship with

the business.
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z :(CRk — C,) X R¥
CLV = — AC
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k=1

CR - customer revenue

C - customer costs

R - retention rate

d - discount rate

AC - Customer Acquisition Costs

5. Customer Retention Rate (CRR)

This metric tells you how many customers stay with the company over a period of time. It is relevant and
connected to the churn rate. Retention is helpful because you know when the customers are more likely to stop
using or paying for the product or service. This can also be modeled and applied to different audience cohorts and
used to create specific tactics for these cohorts.

The Customer Retention Rate can be calculated as follows:

Customer Retention Rate (CRR)
_ [# of customers at the end of the period — # of customers acquired during the period

X 1
# of customers at the start of the period 00

6. Customer Churn Rate (CCR)

Businesses usually spend a lot more on acquiring new customers than retaining them. Therefore, it is
imperative for firms to keep an eye out on the churn rate. The lower the churn rate, the more loyal the customers are.
Retention rate and churn rate go hand in hand since you can see where the retention rate is dropping off, which
users are churning, and how can you retain them.

Customer Churn Rate (CCR)

# of customers at the start of the period — # of customers at the end during the period % 100
a # of customers at the start of the period

7. Repeat Customer Rate (RCR)

This is a metric that can be applied to most businesses, especially that are not SaaS. Usually, companies
spend a lot of money on acquiring customers and spend a lot of time on making sure that they are driving repeat
purchases. Therefore, repeat customer rate becomes important, especially because you do not want the customer
to go to a competitor. More and more retailers are now introducing new tactics to keep the customers coming back
returning to them, such as save and subscribe, auto-replenishment, etc. They are also encouraging users to sign up
for the app since app users have higher clv than non-app users and the app has a better link to loyalty.

Number of return customers
Total number of customers

Repeat Customer Rate (RCR) =

d) Reporting and Dashboards

While setting up metrics and measurement system is essential, it is valuable only if the insights are relayed
to the teams and executives to take necessary action. Therefore, companies set up various types of dashboards and
reports for teams to analyze, understand and act promptly. These reports can sit in visualization tools such as
Tableau or PowerBl and can be scheduled to be delivered via email or text, depending on the cadence and urgency.
A sample dashboard is shown below:
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Customer Experience Performance Dashboard
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Figure 7: Example Reporting Dashboard Across Key Metrics

[1I. FINDINGS AND DISCUSSION

a) Case Study

Companies can leverage all the methodologies
and frameworks to evaluate and elevate the customer
experience. Let us look at real-life examples of how firms
across different industries have adopted these
techniques into their customer experience management
program.

Case Study 1 Focused on Customer Lifetime Value

Challenge: a suburban bank was facing a challenge with
effectively allocating budgets across the east and west
coasts. They were spending marketing dollars evenly
across the coasts but were not getting the best value for
the spend.

Solution: the bank analyzed data and gathered insights
that most of their customers belonged to two specific
postal codes, one from the east and one from the west.
Upon calculating the Customer Lifetime Value (CLV),
they also found that customers on the east had 30% of
the customer base but were spending 4x that of
customers on the west. This insight led to a change in
the allocation of media spend effectively.

Impact: by updating the spend allocation, they got more
value for the same spend.

Case Study 2 focused on Custormer Churn

Challenge: US telecom operator could not accurately
identify customers who are likely to chumn for the
company to be effective with targeting efforts.

Solution: The telecom company created a series of
predictive algorithms based on customer behavior, and
demographics to create churn prediction models.

Impact: As a result, the company not only increased
accuracy of predicting customers who are about to
churn but also was able to save over 60% on acquisition
costs through targeted marketing efforts.

Case Study 3 focused on Net Promoter Score

Challenge: Hotel Tonight did not have insights into a
customer who had a terrible experience since such
customers rarely take the time to write to the company.

Solution: The company decided to collect feedback from
the customers using the NPS survey and used it to
prioritize  future feature enhancements. They also
supplemented it with industry trends and other insights
with the NPS survey to enhance the experience.

Impact: As a result, Hotel Tonight was able to overtime
increase the NPS score to 75

b) Benefits of Improving Customer Experience

Enhancing customer experience leads to
business growth, customer retention, and loyalty. Below
are a few key advantages of focusing on customer
experience management and measurement:

e Increased customer acquisition: excellent customer
experience leads to satisfied customers willing to
recommend the brand to their friends and families.
Therefore, companies are focusing on enhancing
customer experience to build trust and encourage
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customers to share the experience through word of
mouth. This, coupled with media targeting, is an
effective way to drive customer acquisition.

o [Flevated engagement and increased conversions:
improved experience drives better engagement
rates and increased conversions. A happy customer
is more likely to engage and buy from the brand
than a prospect or a new customer. Therefore, it is
important for the company to build long-lasting
relationships and trust with the customers.

o [Effective media spend: capturing data from
customers leads to insights into what is working and
what is not working. This helps the company to
identify and reduce friction points and be more
targeted with the media spend. As a result, the
company can drive better results with the media
spend and have a significant impact.

e Reduced cost of serning: overall better
understanding of the customers leads to effective
targeting, enhanced cross-sell and up sell

opportunities that drive the overall cost down.

c) Key Considerations while Starting with Customer
Experience Management
Customer experience is a key driver of value
and growth for an organization. When getting started
with customer experience management there are a few
things to consider:

e Know your customers: Every business needs to
gather data and insights to understand the needs
and preferences of the customers. This is a critical
step in developing the strategy keeping in mind
what would resonate with your customers. Right
data can help build right segments and targeting
campaigns to deliver personalized experiences.

o Define objectives and KPIs: Extremely important to
define goals relevant to the company, business
model, and maturity and support with right KPIs and
achievable and measurable targets.

e Qutline customer journey map: Based on the
understanding of the customer, define a customer
journey map. This will include different touchpoints,
strategies and experiences based on actions, needs
and preferences.

o Define a roadmap of capabilities: analyze existing
capabilities, identify gaps and supplement with new
capabilities aligned to the objectives. Define a
roadmap on how these capabilities will be rolled out
to deliver the targeted experiences.

e Measure Impact: Capture feedback, and
performance data to evaluate the impact of the tests
and course correct if needed. Companies can learn
and iterate as well as influence the strategy through
ideating new tests.
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[V. CONCLUSION

The concepts around strategy, orchestration,
and measurement of customer experience management
can be applied to any organization irrespective of the
business model, size, and maturity. Organizations can
readily adopt the framework, and apply the different
measurement strategies based on their objectives to
evaluate performance across various stages of the
customer experience funnel to drive business growth
and profitability. The findings will be of tremendous
value to marketers and practitioners looking to plan and
implement a customer experience management
program. They can use this as a guide and plan out their
program from strategy to orchestration and
measurement. The frameworks, practices, and
methodologies highlighted will advance the knowledge
and understanding of marketers on which measurement
strategies to implement based on their strategy and
objectives.

There are various ways to get started, but the
companies can consider the points highlighted in this
study to begin gradually, test and learn throughout the
process and adopt and evolve as needed before driving
adoption throughout the organization.

a) Limitations and Scope for Future Research

This study consists of excellent theoretical and
conceptual  frameworks and  techniques  that
organizations can adopt and implement. However, there
is still scope for further research, addressing ideas not
touched in this study.

The measurement techniques and key metrics
are not comprehensive. Further study can highlight
additional metrics, such as active users, free to paid
subscribers, etc., that can be included in the customer
experience management framework.

Further studies could also leverage additional
data from organizations on how they have implemented
these frameworks and outline detailed strategies and
outcomes.

Finally, more research is needed to understand
how different metrics, such as NPS, CSAT, CLV,
Retention, etc., work in tandem and what is the effect of
improvement in one or more metrics on overall customer
experience management.
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Facets of Consumer Behavior Management:
Reflexes and Neurointerface

I'PAHU VIIPABJIEHUS ITIOTPEBUTEJIbCKUM ITOBEJIEHUEM:
PE®JIEKCHI 1 HEUPOUHTEP®ENC

Roman Yu. Skokov

Absiract- The Internet, social networks, cloud services and e-
commerce have rapidly become important components of
modern human life. However, recent studies of
neurotechnological companies have marked the foreseeable
transition of civilization from the stage of information
development to cyber-physical systems that combine the real
"analog" world and cyberspace. The scientific novelty and
purpose of this study is due to the lack of a holistic study of
the evolution of the theory of behavioral design in world
science. The interdisciplinary approach is the main method of
research, on the basis of which the integration of data, tools,
techniques, concepts of physiology, psychology,
neurobiology, addictology, sociology, computer science,
cybernetics, captology, political science, economics, ethics is
carried out. The concept of behavioral design has emerged
and is developing as a synthesis of the ideas of the
physiological theory of reflexes and reinforcement, the
psychoanalytic theory of crowds and operational conditioning,
theories of public opinion management and organizational
change, institutional concepts of consumer behavior,
computerization and development of data networks,
neurobiology and artificial intelligence. In foreign practice,
behavioral design is used in digital devices, architecture, in the
processes of reducing crime, protecting against errors in the
organization of processes in healthcare, creating energy-
saving, resource-saving and eco-friendly products, solving
problems with coronavirus, reducing unproductive screen
time, creating virtual products for healthcare, education, social
security. Neurocomputer interface technologies will not
replace, but will complement digital behavioral design with
new tools, will lead to the formation of the next generation of a
wide range of new specific needs and ways to meet them.
However, the neurointerface can both contribute to reducing
the risks of artificial intelligence for humanity, and can be used
by neurotechnological companies for destructive purposes.
The theoretical and empirical significance and the need to
reorient behavioral design research from the field of business
development to the field of consumer protection, the
development of healthy behavior, ethical approaches are
obvious.

Keywords: behavioral design, neurointerface,
cyberphysical systems, addictive design, captology,
digital goods, neuroethics.
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Aocmpaxmuviit-- Humepnem, couuanvhvie cemu, o001a4Hble
CIAYHCOBL U INEKMPOHHASA KOMMEPUUA CHIPEMUMENbHO CMAnu
GAMNCHBIMU COCMAGNAIOWUMU HCUSHU COBPEMEHHO020 Uel06eKa.
Oonako, nocieoHue UCCAe006aHUs HEUPOMEXHOI0ZUYECKUX
KOMRAHUII 03HAMEHOGANU 0003PUMbBLI Nepexo0 YUGUIUIAUUU
om mana UHGOPMAYUOHHO20 pa3eumus K Kubepuzuueckum
cucmemam, Komopwvie 00beOUHAIOM PpeanbHblil «AHAN0208bLIL»
mup u Kubepnpocmpancmeo. Hayunaa noeusna u uyens
HACMOAWLE20 UCCNEe006anus 00yCc06IeHa OMCYmcHeuem 6
MUpoBoil Hayke Wel0CIMHOZ0 UCCIe008aHUA IBOIIOUUN MeopUU
noeedenuyecko20 Ouzaiina., MexcoucyunIuUHApHLIIL  NOOX00
AGNACMCA OCHOBHBIM MENOOOM UCCTe008AHUA, HA OCHOGe
Komopozo ocywecmenena unmezpayus OAHHBIX,
UHCMpPYMEHmapus,  npuemos,  KOHyenyui  uzuonozuu,
ncuxonozuu, HelpooUoOnoOUU, AOOUKHIONOZUU, COUUONOZUU,
UHOpMamuKu, KubepHemuKu, KANMOI02UU, NOAUMONOZUU,
Ikonomuku, smuku. Konuenyus noeedenueckozo oOusaiina
603HUKNA U Pazeueaemca Kak CUHME3 uoeil (uznuonozuyeckou
meopuu peghnexcos u ROOKpenneHus, NCUXOAHATUMUUECKOU
meopuu monnvl U ONEPAMHOZ0 00YCIO6TUGAHUA, MeEOPUil
YnpaeneHus O0OWEeCMEEeHHbIM MHEHUEM U OP2AHU3AUUOHHBIX
usmeHnenuil, UHCIMUMYUYUOHATIBHBIX KoHuenuyui
HOMpPeOUmMenbCcKoz0  NOBeOeHUs,  KOMRbIOmepusayuu  u
pazeumusn cemeii nepeoayu  OAHHBIX, HelUpoouonozuu u
UCKyCCM6eHH020 uHmennekma. B 3apybesxcnoii  npakxmuke
noeedeHyeckull  Ou3QUH  NPUMEHAEMCA 6  UUPPOosbIX
ycmpoiticmeax, — apxumexkmype, 6  RPOUECCAx — CHUNCEHUs
npecmynHocmu, 3augume OmM OWUOOK RpU  OP2AHUIAUUU
npoueccos 6 30pagooxXpaneHul, co30AHUU IHePLOcHepezalouiux,
pecypcocoepezatowjux u IKO-nPOOYKmMOE, peuteHuu npooaem c
KOPOHABUDPYCOM, COKPAUW{eHUU HEnPOOYKMUGHO20 IKPAHHOZ20
6pemenu,  CO30aHUN  GUDMYAILHBIX  NPOOYKMOE  OlA
30pagooxpanenus, 00pa306aAHUA, COUUANLHO20 00eCHeueHUs.
Texnonozuu HeipoKoMnbiomepHo20 unmepdgheiica He 3amenam,
a Oononnam UUPPOBOIl NoeedeHuecKuil Ou3aiiH HOBbIM
UHCIMpPYMeHmapuem, npueeoym K opmuposanuio ciedyroujezo
NOKOJIEHUA WIUPOKO20 CHEKMpA HOGEHWIUX CReyupuuecKux,
nompebnocmeii u cnoco6os ux yooenemeopenus. Oonako,
Hellpounmepdgheiic moxcem, Kak cnoOCOOCME08AMb CHUNCCHUID
PUCKO8 UCKYCCIMGEHHO20 UHMENIeKma Ol 4elosedecmed, maxk
U MoOdcem  UCHONIb306AMBCA  HEUPOMEXHOI02UUEeCKUMU
KOMRauuamu 6  OecmpykmueHvlx  yeaax.  Ouesuona
meopemuyeckaa u  IMRUPUUECKAA 3HauumMocms U
Heo0x00umocmo nepeopuenmayuu uccneoosanuil
nogedenueckozo ousaiina u3z cgepvl pazeumusn ouszneca 6
obnacme 3auumel nompedumeneil, papadomky HanpaeieHul
300pP06020 NOGeOeHUA, IMUUECKUX NOOX00086.
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Knwoueeswie cnosa: noseoenyeckull ousatin,
Helipounmepeiic, Kubepgusuueckue cucmemol,
AOOUKMUGHBILL  Ou3aliH, Kanmojaoeus, yugposvie 6Onazaq,

HeUpoImuKa.
. Bsenenue

ndpoBas 310xa, B KOTOPOH YENOBEK M MallvHa

TECHO CBSI3aHBI, SBISIETCS BAKHBIM OJTaloM B

ucropud  IuBWIM3anmMu. Ponb WM 3HayYeHHe
IU(POBBIX TEXHOJNOTHH pacTeT BO BcexX cdepax KHU3HH.
JlunepamMn Ha COBPEMEHHOM MHPOBOM PBIHKE SIBIISIFOTCS
aMEpPHKAHCKHE  TPaHCHALMOHAJIBHBIE  TEXHOJOTHYECKHE
koprmopamu  (Apple inc., Microsoft, Alphabet Inc.,
Amazon Inc., Meta Platforms Inc.), crposimue 6usnec BO
MHOTOM Ha HCTIOJb30BAHWM BPEMEHH, BHUMAHHS M JaHHBIX
noTpeduTenei. ITo KalWuTaIu3aluy, ¢rHAHCOBOI
YCTOWYMBOCTH WM HE3aBUCHUMOCTH OHH  OINEPEXaIoT
Hedrsaable KOMIaHuu. MHTepechl mUQPOBBIX KOPIOpAIi
BBIIIUTM 32 PaMKH TOBAPHBIX OTHOLIEHUH W CTPEMHUTEIHHO
PacIpOCTPaHAIOTCS B COLMATBHO-TIOIMTHIECKUE TTPOLIECCHI.

Cromp  OypHOEe  pa3BuTHE  IHM(POBBIX  KOMITAHHH
OpeAONpeAeINIn  MEXKAUCIUIIIMHAPHBIE  HCCIIEI0OBaHUS
yueHbIX. Tak wu3BecTHble HOOeneBckue naypeatsl M.

Opunman (1976), T'.Caiimon (1978), T'. bekkep (1992),
k. Axepnod, M. Cnenc, [x. Crurmun (2001), .
Kaneman u B. Cmut (2002), A. Juron (2015), P. Tanep
(2017) wm3ywanu pa3iMYHBIC aCHEKTHl MOTPEOUTENBCKOTO
MOBEACHNS, €r0 MOJENH, He YKIaJIbIBAloLIMecs B PaMKH
KITACCUYECKUX MPEACTABICHHH.

IMorpeOHOCTH  dYenoBeka  WMEIOT  IIHPOKHHA
mmama3oH. B cdepe SKOHOMHYECKOH HAyKM IIKaya
MOTPEOHOCTEH BKIIIOYAET U OTPaKaeT pealbHOe IMOBEICHHE
yenoBeka. KakIoMy YpOBHIO YCIOBHOM HEpapXU4ecKOH
CTPYKTYpbl THPaMHABI KOHCTPYKTHBHBIX HOTpeOHOCTEH
YenoBeKa A.Macnoy MOYKHO MPOTHBOIIOCTABUTD
JEeCTPYKTUBHBIC IIOTPEOHOCTH:

—  (U3HOIOTHYECKUM TIOTPEOHOCTSM B THINE, OICKIEC,
MPOCTEUIIHNX YCIyrax — B HEPALMOHAIBHOM MHUTAHUH
(mepeenanme, roogaHue), MOKYNKAaX (OHHOMAHHS);

— B 0€30maCHOCTH M 3allMIIEHHOCTH — B HACHIINH,
MpeciieI0BaHNH, YrHETCHUH (Teppopm3M,
OOIIeCTBeHHBIE  OCCHOpSAKH, BOWHBI,  yOWiiCTBa,
TENECHBIE TIOBPEIKIACHUS

— B TPUHAUIOKHOCTH U JIOOBH — B JIOOOBHBEIX U

CEKCYalIbHBIX aJUIMKIMAX, NECTPYKTHBHOM PEIUTUH;

— B YBAXXCHWH — BO BJIACTH, CJIaBe, CTATYCHbIC (TOKA3HbBIC
MOTPEOHOCTH U MOTPEOIICHHE)

— B II0O3HAHUH — B CJICTION Bepe;

— B OCTETUKE U KPacoTe — B POCKOLLIY;

— B CAaMOBBIPQXEGHHHM — B  TPaHCUCHICHTAJIbHBIX
KBa3UIOTPEOHOCTSX (YXOIE OT pEabHOCTH).

)4 €CJIn B HaydaJie CBOCTO IMOSABJICHUSA
MpOn3BOJACTBCHHAA JACATCIIBHOCTDb ObLia HalpaBJICHA,
TJIaBHBIM 06pa30M, Ha  YJOBJICTBOPCHHUEC TMECPBUYHBIX

noTpeOHOCTEH 4YeloBeKa, TO COBPEMEHHbIE M Oyaymiue

© 2022 Global Journals

TEXHOJIOTUH HAIlCJICHbl Ha W3MCHEHHE M CO3JIaHHE HOBBIX
MOTPEOHOCTEH B MIMPOKOM JIHATIa30HE.

HuTepeco nr(hPOBBIX TpaHCHAITMOHAIBHBIX
KOpIopanuid BBIIUTA 32 paMKA TOBAapHBIX OTHOIICHUH U
CTPEMUTEIHHO PacIpoCTPaHIIOTCS B COLHATbHO-
O THYECKHE TIporecchl. OnpeneneHHbIMA CUTHAIAMU IS
rocygapcTBa ® oOIIecTBa JODKHBI OBITH, HAIpUMED,
METOABI  TpPU3bIBA  HECOBEPHICHHOIICTHWX  ITOCEMIATh
HECOTJIaCOBaHHBIC akMuu B Poccum, OIOKMpPOBKA pPAIOM
couuanbpHbIX cered akkayHTOB JI.Tpamma, KOTOphIil emie
osu1 nipesugenTom CIIIA.

Muorne 1upoBEIE TOBapel HE  CIIydailHO
BBI3BIBAIOT TPHUBBIKAHUE, a TII0 3aMBICTy CO3JAIOTCS
HACTOIIFKO TIPUBIIEKATEIFHBIMH, YTOOBI KaK MOXXHO OOJIbIIe
BpEMEHH JepKaTh MOTPeOWTENss Ha Kproduke. MeTombl
Iu3aiiHa yOeXKICHHS BCTPOCHBI B WIPHI, NPIIIOKCHUSA M
WCTIONB3YIOTCS, 9TOOBI (OPMHUPOBATH y TMOIB30OBATENECH
KOHKPETHBIE MOIENH TIOBEACHUS C CaMOro paHHEro
Bospacta (Jobs@Vox Media, 2018)". | T-koMTaHMK
HCTONB3YIOT TAKKE aIUKTUBHBIN JU3aifiH B CBOMX TOBapax.
Hus  co3manus 1MQPOBEIX WIp, COOOIIECTB, OHIAIH-
TOPTrOBBIX IDIOMIAJIOK, TPHIOKEHUA W MHOTOYUCICHHBIX
IpyruX  OUQPOBBIX  MPOXYKTOB, KOTOPHIE  XOYETCS
HCIIONIb30BaTh BCE OoJbllie U OOIbIile (XapaKTepUCTHKA
aJ/TMKTUBHBIX TOBAPOB), TEXHOIOIMYECKUMH KOMITAHUSMHU
MPUBICKAIOTCS ~ TICUXOJIOTH | CIICLIMAIINCTEL IO
MOBEICHYECKUM  HaykaM. Poccuiickass — cTyneHueckas
MOJIOZICKb TPOBOIUT TIIepe]] JKpaHAMH CMapT(HOHOB B
cpeqHeM 8 dwacoB, mpu 3ToM OKkoino 60 % 3IKpaHHOTO

BPEMECHH  NPUXONWUTCS HAa  COIHWANbHBIE CETH U
BHIICOX OCTHHTH .

B mmdpoBeix Onmarax peann3oBaHBl TEXHOJIOTUH
MOBEJICHYECKOI O nH3aiiHa, KOTOpBIi JI.JIokToH,

J . Xappucon, HA. Cranron (2010 r.) onpemenmiy, Kak
Pa3HOBUIHOCTh JM3aifHa, KOTOPBI MOXeET (OpPMHUPOBATH
WJIN ACHOJIB30BATHCS ISl BIMSHUS Ha MOBEACHHUE YEIOBEKa
(2010. P.382-392)°. Tlo muenmio A.Msamnosa (2021 r.)
MOBEJCHYECKUN AM3aiiH, WO JAu3ailH MOBEACHUS —
KOMIUIEKC YIPOIIEHHBIX METOAWK, 3aMMCTBOBAHHBIX W3
nopenenueckux  Hayk  (2021)*. Onm  momoraror
LIEJICHATIPABJICHHO W3MEHATh NPUBBIYKM M PabOTaTh HAX
COOCTBEHHBIM ITOBEJICHUEM.

' Tech companies use ‘persuasive design” to get us hooked.
Psychologists say it's unethical. //
https://www.vox.com/2018/8/8/17664580/persuasive-technology-
psychology (accessed: 27.09.2021).

2 Skokov R.Yu. Analysis of Consumer Behavior and Offers in the
Mobile App Market. Vestnik Volgogradskogo gosudarstvennogo
universiteta. Ekonomika [Journal of Volgograd State University.
Economics], 2022, vol. 24, no. 2, pp. 38-48. (in Russian). DOI:
https://doi.org/10.15688/ek.jvolsu.2022.2.3

3 Lockton D., Harrison D.J., Stanton N.A. ‘The Design with Intent
Method: a design tool for influencing user behaviour’. Applied
Ergonomics Vol.41 No.3, pp. 382-392, May 2010, available at:
http://dx.doi.org/10.1016/j.apergo.2009.09.001 (accessed:
27.09.2021).

# Jlu3aifH TOBECHNS: CAMbIH TPOCTOH CIIOCOO MEHSTh NPUBLIYK, available
at: https://reminder.media/longread/dizayn-povedeniya-samyy-prostoy-
sposob-menyat-privychki (accessed: 27.09.2021).



IlepBeHcTBO B pa3BUTHI TEXHOJIOTUI
noBe/ieHueckoro  jaumsaiina  («behavioural  design»)
npuHauIekuT Benukobputannu u  CIHIA, xkortopsie ¢
NepBOi MOJOBUHBI XX B. MPUMEHSIOT UX B OOIIECTBEHHO-
TIONMTHYECKOH, YKOHOMUYECKOH 1 Apyrux cdepax. Ceroqus
9TH TEXHOJOTHH OXBAaTWJIM BCe c(eppl — SKOHOMHKY,
MONUTHKY, 00Opa3oBaHue, BOCIUTaHHE, JIPYKOY, HCKYCCTBO,

JIOCYT, AIMHIDK, TPAHC, TIOO0BB U IPyTHE.

a) Deomoyus meopuu NOBEOEH1eCK020 OU3atind.
HudpoBsie TEXHONOTHH CTAMH YOSKIAIOIIUMH HITH
TEXHOJIOTHSAMH YOSXKIICHHS IMOCIe TOro, Kak B IU(PPOBBIX
MPOAYKTaX PEaTM30BAaHBl HHCTPYMEHTHI IOBEICHYECKOTO
Ju3aiiHa, KOTOpPBIM K HACTOALLEMY BPEMEHH YK€ MPOIIET
MPOIODKUTENBHBIN SBONIONMOHHBIH MyTh (Tabmuia 1).

Taonuya 1: Tlepnoau3amys TEOPUH MTOBECHUECKOT0 U3aiiHAa

Iepuog

IpeacraBurtenu

90-¢e rr. XIX B. — 30-¢ rr. XX B.
MPEOCHLUIKH KOHIENIIUH TIOBEJICHIECKOrO
JM3aiiHa B UCCIIE0BAHUAX (DH3UONIOTHUH
IICHXOJIOTUU

I'. JIe6on (1895 r.), U. TTasnos (1901-1903 rr.), 3.@peiin (1921 r.), b. Ckunnep

(1930-1931 rr.), IT. AHoxun (1935 1.).

20-e — 70-e rr. XX B.
(b opMuUpOBaHUE HHCTPYMEHTAPHS
MOBEICHYECKOr0 An3aiiHa [UIs YIPaBICHUSI
00111eCTBEHHBIM MHEHHEM

VY. Vonur (1917 r.), O. HInenrnep (1918 ., 1922r.), V. JIunnman (1922 r.), O.
Bepueiic (1923 ., 1928 1., 1955 r.), K. JleBun (1950-¢ rr.), @. u M. Dmepu (1970-

1980 rr.)

70-e — 90-e rr. XX B.
CTaHOBJICHHE KOHLECTIIUY [TOBEJCHYECKOrO
JIu3aiiHa B MHCTUTYLUOHAIBHON
JKOHOMUYECKON TCOPUU

I'. Caiimon (1955 1., 1969 r.), A. Heroomn u I'.Caiimon (1956-1957 rr., 1972 r.), H.
Tpuanauc (1977 r.), k. Crurnep u I'.bekkep (1977 r.), 1. Kaneman u A.TBepcku

(1979 r.), A.Hopman (1988 r.)

90-e rr. XX B. — 20-e rr. XXI| B.
(hopMupoBaHUe U pa3BUTHE IIU(PPOBBIX
TEXHOJIOIHI MMOBEJIEHYECKOro IU3aiiHa

Bb.Ix. ®@orr (1996-1998 rr., 2002 r., 2005 1., 2009 1., 2010T., 2020 1.), IT. Jlecmer
u I1. Xexkept (2002 r.), 1.Kaneman u B. Cmur (2002 1.), M.ITenn (2007 r.), P.Tanep
(2008 r.), K.Ckort, [Ix.Keucr u C.bakkep (2009 r.), I.JIokton, 1. Xappucon, H.A.
Cranron (2010 r.), C.Knyn (2010 r.), H.Tpomm, IT.Xexkept u IT. Bepoeek (2011 r.),
H. Osnb u P.Xysep (2013 r.), C.Bengen (2013 r.), T.J1. Kombc u P.A. Bpayn (2018
r.), M.Bamapr (2019 1.), I'.JTagnen u I1. Xekkepr (2014 r.), A.MBanos (2021 r.),

P.Cxokos (2021 r.)

20-e — 40-e rr. XXI B.
(dbopMupoBaHUE U pa3BUTHE
HEHPOTEXHOIOT Ui MOBEICHYECKOTO
Ju3aiHa

b)  @usuonoeuueckue u ncuxonocuueckue NPeONOCHIIKU
meopuu nogedenuecko2o OU3alHa.

B ocHoBe TeOopUM MOBEAEHUYECKOIO AU3aiiHa JeKaT
uaen o mncuxojoruu Ttoambl I JleGoma (1895 r.),
UCCIICAOBaHMS HOAKPEIUICHHS, OE3yCIOBHBIX M YCIOBHBIX
pediekcoB ¢usuomora WM.IT. TlaBmosa (1901-1903 rr.),
Hed ICHXOaHaJIMTHYeCKOM Teopum Tommbl (1921 r.) 3.
Dpeitna (Opeiin, 2017) °.

I'Jlebon momarai, 4YTOo B CHIY BOJICBOM
HEPa3BUTOCTHM W HHU3KOrO HMHTE/UICKTYaJbHOTO YPOBHSI
OONBIIMX MacC JIIOACH HMMHU TMpaBiT Oecco3HaTeNbHbIC
MHCTHHKTBI, OCOOCHHO TOr/a, KOIJa YEIOBEK OKa3bIBACTCS
B TOJIE, TJ€ BCSAKHE YYBCTBA M JCHCTBUS 3apa3sHTENbHBI,
IPOMCXOAUT CHWKCHHE YPOBHS HHTEUICKTA, Majaer
OTBETCTBCHHOCTD, CaMOCTOATCIBbHOCTD, KPUTHUIHOCTD,
IMIOBBIIACTCA BOCIPUHUMYUBOCTL K BHYHICHHIO, HCUE3ACT
CO3HATEbHAS JIMYHOCTh Kak TakoBas (JIebowm, 2011. P.
211) ° HUccnenosanus I'.JleGoHa cTaam OCHOBOH muap-
TEXHONOTWA WM  TEXHHK  MAHUIYSIUAH ~ MAacCOBBIM
CO3HAHHUEM.

¥ ®peiin 3. Tcuxonorus Mace u anamm3 S // 3urmynn ®peiin. Totem u
Taly / nep. c Hem. P.®. Jlonenbuesa. — CII6. : A3Oyka-Artukyc, 2017.

® Jlebon Trocras. Ilcuxomorns HapomoB H Macc. — M.: AkajieMHUIECKHIL
npoekT, 2011. - 238 c.

3.®peiin 3aTpoHyn 00JacThb  COLMOJNOTHH U
HOJUTUYECKON Tmcuxonoruu. Ilo ero MHEHHIO, JIIOAU B
TOJINE JACHCTBYIOT HMHAaye, 4YeM JIIOJH, KOTOPbIE MBICIST
uHaMBHAYyalnbHO. Ilcuxudeckoe coCTOSHHE WHAWMBUIA B
TOJNE XapakTepPU3YeTCsl pPEe3KUM YCUJICHHEM  BIHSHUS
cnenyronmx paxropos (I[Ipenseunsiit, lllepkopun . 2011) "
MOBBINICHHUE SMOIMOHAJIBHOCTU BOCIIPUATHUA BCEro, 4YTO OH
BUAUT u CJIBILLINT, ITOBBIIIICHUE BHYHIAEMOCTHU n
YMEHBIICHUE CTCIICHU KPUTHYCCKOI'0 OTHOLICHHUA K CaMOMY
cebe W CIOCOOHOCTH  palMOHANBHOHW  00paboOTKH
BOCIIPHHUMAaeMON MH(pOpMAIMK;, IOJaBJICHUE YYBCTBa
OTBETCTBCHHOCTH 3a COOCTBCHHOE IOBCICHHE, IOSBJICHUE
YyBCTBa CHJIBI W CO3HAaHUA AHOHUMHOCTH; MepecocHKa
TICHXHYECKOM peaNbHOCTH (xemanus, (danTazuy,
MPEJCTABICHUS) TPH CpPaBHEHHMH €€ C PealbHOCTHIO
00BEKTHBHOM.

UroObl TMOHSATH MHOTHE SIBICHUS TEOPUU TOJIIBI
I'.JIebon u 3.®Dpeii onupaiuch Ha OTKPHITUS (PUIUOIOTHUH.
OrpoMHOe BIHSHHE Ha OOBEKTUBHBIN, KOIUYECTBEHHO
WU3MEPUMBIA  1MOAX0J,  (M3HONIOTHYECKUX  IMPOIECCOB
opraHu3Ma B OuXEBHOpH3ME, peQIEKCOIOrHH, YCIOBHO-

" Tpemseunsiit I'. TI., Illepxosun 0. A. CommanbHas MCHXONOTHS.
Kpatkuii ouepk. — M.: [lonmutuzaar, 1975. — 288 c.
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peduiekTopHON Tepamuu okazamu wuccinemoBaHus ML.IL
[MaBnoBa. On BmepBeie CHOPMYIHPOBAT  MPHHITUITEI
(¢u3MONIOTHN BEHICIICH HEPBHON EATENBHOCTH, MOHSATHS

MOJKpEIUICHNEe, O€3YCIOBHBI M YCIOBHBIA pedIeKCHI,
KOTOpbl€ CTaJd OJHMMHU U3 OCHOBHBIX B HAayKe O
IIOBEICHHUH.

PassuBass wmmem W.II. IlaBmoBa, coBeTCKHUH

¢dusuoor, co3marenb TEOPHH (DYHKIMOHAIBHBIX CHCTEM
(Momens, omnwmchiBarolias CTpyktypy mnoBenenus) ILK.
AwnoxuH (1935 r.) nokasai, 4To IPHHIUITY OOPATHOH CBS3H
NPUHAUISOKUT pelIaloas pojb B PEryJIHPOBAHHHU, Kak
BBICIIHX MPHCIIOCOOUTEIBHBIX PEaKIMil YeI0BEKa, TaK U €ro
BHYTPEHHEHN CpEJIbI.

3HauuTeNbHOS BIMSHHEC HAa TEOpUIO JU3aiiHa
moBeZieHUs okaszanmu  uccienoBanus b.®.  CkuHHepa,
NPEICTABUTENS TICUXOJIOTHYESCKON MIKOIBI OMXEBHOPU3MA,
KOTOpasi IIOHUMAeT YeIOBEYECKOe MOBEICHNE KaK (DYHKIIMIO
cTumynoB u BosHarpaxaenuii (Leslie, 2016)8. Ero nMmeHem
Ha3Ba sk Cxkurnepa (Skinner box), cosganmnsiii B 1930-
1931 rr. (Skinner 211) ° B.®. CkunHep NOMeCTUI
TOJIOAHYIO KPBICY B KAMEPY C PbIYaroM, HaXXaB Ha KOTOPBIN
Kpblca TMoiy4ana Kycouek kopma. Ilocie HECKONBKUX
BU3UTOB B Kamepy Kpbica Hay4usiach Ha)KMMaTh HA pPhIYar,
9TOOBI YTONUTH TONOA. BosHarpaxkaenue chopMUpoBano
ompenenéuHyo  Momenb moBeneHus. b.®.  CkunHHEp
NPEIITONIOXKUII, YTO TOT IPUHLHUII ONEPAHTHOTO HAy4YEHHS
NPUMEHAM K JIIOOOMY OINEpPaHTy OT KPBICHI IO YeNIOBEKa.
Teopust omepatHoro obOycnoBimBanusa b.®. CxkuxHEpa
IIMPOKO  MpPUMEHSeTCs B  TEXHUKAX  MOIM(PUKALN
NOBEJCHUS, Kak (opMa  COLMANBHOH  HH)XCHEpPHH,
HampuMmep, B MPOrPaMMHUPOBAHHOM OOydeHUH. Taroke ¢
smmkoM CKUHHEpa CpaBHHMBAIOT WIPOBBIE aBTOMATEI,
KOTOpBIE CO3JaHBI I MCIONB30BAaHMS YOSXKIAIONICH CHIIBI
MEPEMEHHOr0 BO3HATPAXKACHHUS, @ TAKKe COL[HATBHBIEC CeTH.

c) Konyenyuu ynpaenenuss 00wecmeeHHblM MHEHUEM 6
OCHOBe meopuu N0BeOeHHeCK020 OU3ATHA.

PazBuTHe TeopuM TOBEIEHYECKOro au3aifHa BO
MHOTOM CBSI3aHO C HCCIEJOBAaHMAMH TaBHCTOKCKOTO
MHCTHUTYTa YeltoBeuecknx otHomenuit (1946r.) (Coleman,
2016)"°. Jix. Koynman cuutaer, uto TaBUCTOK YCHENIHO
COXPaHSJI CBOIO CEKPETHYIO pOJIb B (DOPMHUPOBAHUH [l
CLIA, ux mnpaBUTENbCTBA M Hapoga C Hayaja CBOETO
cymectBoBarusi B Jlormone, B 1913 r., B BemmuHrron-
Xayce.

B xome cBoero cranoBneHnsi TaBHCTOKCKHI
MHCTHUTYT JJIS TOCTPOSHHs pabodueil MojeNu omupaics Ha
uccienopanus K.M.Vomma (1917 r.) (Walsh, 1917)", O.

8 Leslie I. The scientists who make apps addictive (2016) / I. Leslie // The
Economist. Oct. 20th. 2016, available at:
https://www.economist.com/1843/2016/10/20/the-scientists-who-make-
apps-addictive (accessed: 27.09.2021).

9 Skinner B. F. (1931). The concept of the reflex in the description of
behavior. Journal of General Psychology, 5, 427-458, available at:
https://doi.org/10.1080/00221309.1931.9918416 (accessed: 27.09.2021).

10 Coleman, John The Tavistock Institute of Human Relations: Shaping the
Moral, Spiritual, Cultural, Political and Economic Decline of the United
States of America. World In Review, 2006. 247 p.

11 Walsh C.M. The climax of civilization. - New York, 1917.
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IlInenrnepa (Spengler, 1918) ', B Tor nepuos, npoekTamMu
TaBHCTOKCKOro WMHCTUTyTa OBUIM:  MaHHIYJHUpPOBaHHE
0O0IIECTBEHHBIM MHEHHEM B MOJJICP)KKY OOBSBICHHS BOHHBI
BenukoOpuranueit I'epmanuy;, MAaHHUITYJIUPOBAHUE
aMEpPHKAHCKIM  OOIIECTBEHHHIM MHEHHEM B  paMKax
noarotoBkn k Berymiennio CIHIA B Ilepyro MHpOBYIO
BOWHY, MH(OpMHUpOBaHWE W BIHWSHHE Ha Ipe3nuaeHTa B.
Busscona (Coleman, 2006) ™.

3HaunTEeIbHBIMM  (QUrypaMH B JOBOCHHOM
TaBucroke ObutM amepukaHnsl Y. Jlunmvan u 3. bepHeiic.
V. JIunnvan SIBIIIETCS aBTOPOM KOHLENINU
obmiectenHoro Muenus (1922 r.) (Jlummman, 2004) ™.
HccnenoBan mpupony, (opmbl cyliecTBOBaHMS, MOAETH
topmupoBanust ¥ (YHKIMOHHPOBAHMS OOIIECTBEHHOI'O
MHEHHS, MEXAaHM3MBl BO3ICHUCTBUS HA HEr0 CPEICTB
MaccoBo uH(popMmanuu. Y. JlunmmaH BBen B HaydHBIH
000pOT TEPMUH «CTEPEOTHI», ONPEAETHI MECTO M POJb
CTEPEOTHUIIOB B CUCTEME OOIIECTBEHHOTO MHEHHUS.

D. bepneiic co3maBan m pa3BHBall KOHIICTIIIHIO
MaccoBOTO YOEXIEHUs, OCHOBAaHHOTO HE HAa pa3yMe, a Ha

MaHUIyJISIAN  TOJCO3HATENbHBIMH  YyBCTBAMH W
UMIyJIbCAMH ~ TPU  TIOMONIM  CPEACTB  MAaCCOBBIX
kommynukamuii  (Bepueiic, 1923'°, 1928'°, 1955)"7

Pabotas Bo Bpems [lepBoii MupoBoii BoitHel B KomureTe 1o
oOwecTBeHHOW MH(pOpMalK agMuHucTpanuy B.BunbcoHa,
O. BbepHeiic 3aHMMancs MPOJBUKEHUEM HAEU O TOM, UTO
yCUIMSI ~ aMEpUKAHCKUX  BOCHHBIX, TIPEXJE  BCETO,
HanpaBsJeHbl Ha «yCTAHOBJIEHWE JIEMOKpAaTHH BO BCEi
EBpone». VYuurtbiBas ycnex, NponaraHgucTckasi MOZEIb
moJIepKKu AeMokpatuu D. beprelica mcnomnp3yercss U B
MupHOe Bpems. O.bepreiic mopaboTan ¥ MOMyIIPU3UPOBAIT
KOHILETIIUIO TPECC-PEIN3a, Pa3BWI UII MAaHUITYJTHPOBAHUS
0OIIECTBEHHBIM MHEHHEM METOJ aBTOPHUTETOB, pa3padoTal
IUIAaH TI0 YOEXICHMIO MENEeBOH TPYyNIBl HW3MEHHTH CBOE
MHEHHE 0 Ba)KHOH MpoOieMe, KOTopask MOXKET MOMEHSTH
kypc ctpanbl (Koyaman, 2011, C. 182)8,

Iox pykoBoactBoM K.JleBuna TaBucTok yupenun
«bropo crparermueckux cnyx6» (mpenmectenHuka LIPY).
K. JleBun sBiseTcs aBTOPOM TEOPHH  «yHpPaBICHUS
KpH3HCaMH», CYTb KOTOPOM B TOM, YTOOBI HCKYCCTBEHHO
CO3[aTh CEPUI0 KPHU3HCOB M MaHUITYJHUPOBATh HACEICHUEM
(«takTHKa Teppopa JleBnHa»). K. JleBUH OOGHapyxmi, 4To
YIpaBiIeHWE CONMYMOM B IIMPOKHX MaciiTabaXx MOXKHO

12 Spengler O. Der Untergang des Abendlandes. Umrisse einer
Morphologie der Weltgeschichte. — Wien, Leipzig: Braumdiller, 1918.

13 Coleman John The Tavistock Institute of Human Relations: Shaping the
Moral, Spiritual, Cultural, Political and Economic Decline of the United
States of America. World In Review, 2006. 247 p.

14 Jlunmman Y. Obmectsennoe Muenue / Ilep. ¢ anrn. T.B. bapuynoson,
penaktopsl nepesoga K.A. Jlebuncon, K.B. Ilerpenko. — M.: MHcTuTyT
®Donga «O6mecTBeHHOE MEEHKE», 2004. — 384 ¢.

15 bepueiic O.JI. Kpucrammmsanus obmecTBeHHOro MHeHusL.: Ilep. ¢ aHriL. —
M.:000 «M1. /1. Bunbsimen, 2015. - 272 c.

16 Bepueiic O. IIponaranna / O. bepneiic; Ilep. ¢ anrn. U. FOmenko. — M.:
Hippo Publishing, 2010. - 176 c.

17 bepueiic O. Umxenepus cornacust / O. bepueiic // ITomuc. ITomutrnaeckue
ucciegosanus. 2013. - Ne 4, - C. 122-131.

18 Koymman Jx. Uepapxus 3aroBopumkoB: Kommurer Tpéxcor/ k.
Koynman; mep. ¢ anrn. «JIpeBHee u CoBpeMmeHHoe». — M.: «JIpeBHee U
coBpeMeHHoe», 2011 r. — 608 crp.C.182.



JOCTHYb, HCIONB3Yysl CPEICTBA MACCOBOH HH(pOpMAaluH, B
ocooenHoctn tenmeBunaennss. B 1950-x rr. K. JleBun
pa3paboTan  TEOpHIO  OpPraHW3alMOHHBIX  W3MECHCHUH
(Moneyp mepeMeH).

@®. u M. Dmepu uccrenoBany 3G ¢GEeKTH IPOCMOTpa
TeJleBU/ICHUS, OpraHM3AlMOHHbIH au3aitn (Emery, 1999) .
®. u M. DMepu paccMaTpHBaIu TEICBUICHHE KaK CHCTEMY
OJIOKHPYIOLIYIO aHAJUTHYECKHEe BO3MOXKHOCTH 4YeJIOBEKa,
BBICIIME KOHTpONHpYMOIHKEe (QYHKIHMH, palroOHAIbHBIC
KOMIIOHEHTHI, AKTHBUPYIOLIYIO 9MOLUOHAJTBbHBIE
KOMIIOHEHTHI. JlaHHOE TOBEICHHE MUMEET OOIIMe YepThl C
MIOBEZICHHEM YeJIOBEKa B TOJIIE.

B 1967 r. mupexrop TaBHCTOKCKOTO WHCTUTYTa
YenoBeYeCKHX OTHOIeHnH ®.OMepy yka3bplBajl Ha TO, 4TO
«CHHEPreTUKy IIOIPOCTKOBOrO pOsS» HAa POK-KOHIEPTax
MOXHO OyzneT 3(peKTHBHO HCIOIB30BATh ISl Pa3pyLICHHS
HAMOHAIBHOTO TocyaapcTBa yxke K KoHny 90-x TT.
(Tarpley, 2008)* Opmako, ¢ HCIONE30BAHAEM ATUX
METOZIOB  CBSI3BIBAIOT  y)K€  CBPOICHCKHE  <«I[BETHBIC
peBoirorp» cepemdHbl XX B.  («IIpaKCKyr0 BeCHY» H
«mapmkckyro peomormio» 1968 r.) (Cynmmes, 2016.
C17)%". B 1967 r. ®.Dwmepu uepe3 TpHALATH JET
NPOTHO3UPOBAN OYCHb CYIIECTBCHHYIO TpaHC()OpPMALIHIO
BCEX COLIMATBHBIX HUHCTHTYTOB, MOAYEPKHUBAIT
CYIIECTBOBAHHE HE TOJBKO IMPOCTOrO H3MEHEHUs, HO U
aKTUBHOTO (DOPMHUpPOBAHMS HYKHOH COIMANBHOH Cpembl

(Emery, 1967)%2. B 1975 r. ®. u M. Dwmepu

MOMYEPKUBAIOT, YTO HEMPEeACKa3yeMOCTh COLUAIBHBIX

cereid Ui WHIMBUIA PACTET OIHOBPEMEHHO C POCTOM

NPEICKa3yeMOCTH ¥ KOHTPOIUPYeMOCTH  (pu3Mdeckoi

cpenst (Emery, 2011.)%,

d) Pons UHCTHUMYYUOHATIHBIX uccned08anul
nompeoumenbcko2o  NnoedeHuss 8  (PoOpMUpPOBaHUU

meopuu no8edeHuecko2o OU3AUHA.

I'.Caiimonom (1969 r.) ompemenmun au3aiiH, Kak
«pa3paboTKy cnoco0OB NeWCTBUE IS TpeoOpa3oBaHUS
CYLIECTBYIONIMX CHTYAI[Mi B IPEANOYTUTENbHBIE» (SiMon,
1969)%*. Jluzaitn or amri. design — NpoeKTHPOBATS,
YepTHUTh, 3aJyMaTh, a TAKXKe MPOCKT, IUIAH, PUCYHOK. [
CaiimoH SIBJISICTCSI pa3paboTIYHKOM KOHLCTILIU
orpanudenHoi panuonansHocT (1955 1.) (Simon, 182)%,

19 Emery M. Searching. The theory and practice of making cultural change.
— Amsterdam, 1999.

20 Tarpley W.G. Obama: the postmodern coup. Making of a Manchurian
candidate. — Joshua Tree, Calif., 2008

21 Cyngues M.IO., CmupHoB A.A. Teopus M TEXHOJIOIMU COLUAIBHON
JIECTPYKIUH (Ha IpHMepe «IBETHBIX peBomonuii») / L.IO. Cynnues, A.A.
CmupHoB. M.: Pycckuii  Ouorpaduueckuit  uHCTHTYT, MHCTHTYT
9KOHOMMYECKHX cTpareruif, 2016. — 433 c.C.17.

22 Emery F.E. 1967. «The Next Thirty Years: Concepts, Methods and
Anticipations.» Human Relations 20 (3): 199-237, available at:
dx.doi.org/10.1177/001872679705000802 (accessed: 27.09.2021).

23 Emery F., Emery M. A choice of futures. To enlighten or informs. —
Canberra, 1975, p. 38

24 Simon H.A. (1969). The science of the artificial, Cambridge, MIT press,
p.129.

25 Simon H. A behavioral model of rational choice/H. Simon//The
Quarterly Journal of Economics. — Vol. 69. — No. 1. (Feb., 1955). — pp. 99-
118, available at: http://www.math.mcgill.ca/vetta/CS764.dir/bounded.pdf.
(accessed: 27.09.2021).

CTaBLIEH  albTEPHATHBOM  KJIACCUUYECKOW  JIOKTPHUHBI
abcomotHON pammonansHOCTUA. [.CaiiMon u A.Hproamn
SIBJISIFOTCSL  @BTOPAMM  MICUXOJIOTMYECKHUX —HCCIIEIOBAaHUM,
HallpaBJIEHHbIX HAa M3YYEHUE PEAIU3yeMbIX JIIOJbMU

MUKPOIIPOIIECCOB  NPUHSTHSL PEIICHWH W  pa3pelieHus
npo6nemM (MupoBas dKkoHoMHueckas Mbicib, 2004)%.
Taxke OHM  CUHMTAIOTCS  INHOHEpaMH B  00JacTH

HUCKYCCTBCHHOI'O HHTCJUICKTA, CO34aB IPOIrpaMMBbI LOgiC
Theory Machine (1956 r.) u General Problem Solver

(GPS) (1957 r.). Wmm coBmectHO C(HOPMHPOBAHO
TEOPETUYECKOS HANPABICHUE IICHXOIOTHH  0OpaGOTKU
uHpOpMAIH MIOCPE/ICTBOM KOMITBIOTEPHOr'0

nporpammupoBanus u Moaeuposanus (Newell, 1972)%7,

@dyHIaMeHTOM, Ha KOTOPOM CTPOMTCS ITOBEJICHHE,
SBIIIFOTCSL ~ TIPUBBIYKHM,  ABTOMAaTHYECKHE  JACHCTBUSA,
ocHOBaHHbIe Ha mpembiaymeM onbite. H.C. Tpuasmuc
(1977 r.) momyepKHBaJl Ba)KHOCTh INPUBBIYEK B KauyecTBE
OITOCPEZIOBAaHHOTO (haKTOpa ITOBEACHYECKHX HM3MEHEHUH B
WHTETPUPOBAHHOW MOAENH MEXKINYHOCTHOTO ITOBEICHHUS,
BKJTIOYAIOIIEH conuaibHble (haKTOpbl, SMOLMH, MPUBBIYKH
(Triandis, 1977)%.

Jx. Crurnep u I'.Bexkep (1977 1.) sBistorcs
aBTOpaMH TEOPUH pAIMOHATIBHOrO INpHBBIKaHWA. OHHK
OOBEAWHWIN  TOBAapbl,  BbHI3BIBAIONINE  IPUBBIKAHHE
(HampuMep,  alNKoOrodlb W HApKOTHKH), B  TPYIITY
aIIUKTUBHBIX. [lo WX MHEHWIO, TPUCTPACTHS, WIH
3aBHCHMOE  TIOBEJCHWE  HE  SIBISIIOTCA  aHTHTE30H
palyoHaIFHOMY TIOBENICHHIO. B Teopum panmoHambHBIX
NPHUCTPACTUN «pallMOHAJIBHBII» O3HAYaeT, YTO WHAWBHIBI
COTIACOBAHHO BO BPEMEHH MaKCHMH3HPYIOT MOJIE3HOCTh, U
HEKOTOPBII TOBap SBISETCSA MOTCHIHAIBHO aJIUKTHBHBIM,
eCIM  YBEIHMYCHHE IMOTPEOJICHME B MPOLUIOM BEIEeT K
TOBBIIICHHIO TIOTPEOJICHHS B HACTOSILEM.

PanmonansHbINi MHOIXOM K IOBEJIEHUIO
QIMKTUBHBIX TOTpEOUTENeH IOaBEepraeTcss KPHUTHKE CO
croponsl P. Banra, [Ixx. Tomepa, K. Banrena, A. JlutoHa,
B. IOnuHa, P. CkokoBa. JIeHCTBUTENEHO, B 9KOHOMHYECKOH
TEOPUH PpAIMOHANBHBIA BBHIOOp 00O3HAYaeT IMOBEICHHE
NOTpeOUTENs,  CTPEMSINErocss K  pPaBHOBECHIO U
MaKCUMHU3UPYIOLIETO  IOJE3HOCTh TIPH  OTPaHMYECHHBIX
pecypcax. Omnako w3 mosuimu [ .Bbekkepa He sICHO, Kak
COIIacyeTcs PaliOHAIBHOCTh BBHIOOpPa ¢ MaKCUMH3AIMEeH
Oymymieli  OTPUIIATENHHOM  TMOJE3HOCTH  MOTPEOIICHUS
TOBAapOB, BBI3BIBAIOIIMX INPUBBIKAHUE, MOXKHO JIH CYUTAThH
BBIOOp pallMOHANBHBIM WM pa3yMHbIM (OoT jar. ratio —
pa3yM), KOrzia TSDKEIO 3aBHCHMBIN OTPEOUTENb HAXOAUTCS

B «CHTyallum 0Oe3 BBIOOpa», MaKCUMI3ZHUpPYyeTCS K
NONIE3HOCTh 110 Mepe IPOABWKEHUS IOTpPeOHTENnS K
JeTaJbHOMY UCXOAY.

AJUMKTHBHOE  TOTPEOUTENHCKOE  ITOBEJCHHUE,

OCHOBAaHHOC Ha (bOpMI/IpOBaHI/II/I MPUBBIKAHHWS, BBIXOJUT 3a

26 MupoBasi 5KOHOMU4eckas MpIciib. CKBO3b IIpU3My BekoB. [Tekct] B 5 1.
[conpen. penkon. I. T'. ®erucos, A. I'. Xymnopkomos. T. V. B 2 k.
Bceemupnoe npusnanue: Jlekiun HoGeneBckux naypeatoB/Ots. pen. I'. I
®eturcos. Ku.1. — M.: Msicib, 2004. — 767 c. C.345-346.

27 Newell A., Simon H.A. Human Problem Solving, 1972

28 Triandis H.C., "Interpersonal Behavior", Brooks/Cole, Monterey, CA,
1977.
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pamMKu abcTpakTHOU MOJIENHN HEOKITACCHYECKOT0
MEHHCTpUMA W SBJISIETCS  MOJENBI0  OTPAHHUYCHHO
PAIMOHAILHOTO SKOHOMHUYECKOrO TOBEEHUsS, HMEIOIIEH
BBIXOJ HAa TPAKTUKY, HApSAy C CYIIECTBYIOIIUMH
MHCTUTYIHOHALHBIMU u HEOUHCTHUTYIMOHATLHBIMHU
TEOPUAMHU MOTPEOUTETHCKOTO MOBEICHHS.

Muorue  uudpoBbIE  TOBaphl  TaKXKEe  Kak,
aJUTMKTUBHBIC  PEalu3yl0T  MOTPEOHOCTH  yxoJa  OT
PEaTbHOCTH U BBI3BIBAIOT 3aBUCUMOCTD, [TOITOMY SIBJISIFOTCSI
a/UTIKTUBHBIMH, HALIPUMED, BUICOUTPHI, COIHATIbHBIC CETH,
BUICOXOCTUHTH. AJUIMKTHUBHbIC [U(PPOBBIE TOBAPHI 10
3aMBICITy ~ NPOU3BOAUTENCH  BBI3BIBAIOT  IPHUBBIKAHUE.
Urposeie 3aBucumoctu B 2018 r. BrimoueHsl BcemupHoi
opraHu3aneil  37paBOOXpaHEHHS B 11 WU3aHUE
MexnaynaponHoit kinaccugukamuu —Oonesneir. Urposoe
pacCTPONCTBO OMpeenseTcs, Kak MOJENb IMOBEICHUS TPH
urpe B 1U(POBbIE WM BUACO WIPHI, OTIUYAIOIIASCS
HApYIICHHEM KOHTPOJS 332 UIPOM, OTBEACHHEM WIPE BCE
OopIIero MpUOpHUTETa 10 TAKOH CTENEHH, YTO € OTHaeTCs

NpEANOYTEHHE  Iepex  JIPYTUMH  HWHTEpecaMu |
TIOBCETHEBHBIMH 3aHATHAMHU.
I" bekkep TaKxe pa3pabaTsiBan TEOPUIO

pachpesielicHiss BPEMEHH MEKAY pa3IM4HbIMU  BHIAMU
nestenbHocTr (Bexkep, 2003. C.196)%. Ioaxox ocHoBaH
Ha ydere IEeHHOCTH Bpemenu. I'. Bekkep 3amerwi, 4to C
TOYKHU 3PCHUSI IKOHOMHUUYECKOTO OJIaroCOCTOSHHS XapakTep
pactpenenenuss U 3()(EKTHUBHOCTH  HCIOJIL30BAHUS
HepaboYero BpeMEH!U MOT'YT UMETh OOJbIIIee 3HAUCHUE, YeM
XapaxTep pacnpeeneHus u 3¢ PEeKTUBHOCTH
UCIONIb30BaHKs pabouero BPEMEHH, OJHAKO, MEPBOMY
SKOHOMHMCTBI YJIENSIOT 3HAUMTENBHO MEHbIIE BHHUMAHHI ',
[enpto mpuMeHeHHs MOBeJACHYECKOro ju3aiina  |T-
KOMIIAaHUSAMH TP CO3J@HUU  MPOAYKTOB  SIBJISETCS
MaKCHMAJIbHOE HCIONb30BAHNE BPEMEHHU TMOJb30BATEIEH.
YacTHble ¥ OOIIECTBEHHBIC W3JEPKKA OT HCIIOJIb30BAHUS
MOTPEOUTEISIMUA B HEMIPOM3BOACTBEHHBIX HENAX HU(POBBIX
QJIMKTUBHBIX TOBApPOB KOJOCCalbHbie. [IpU COBpEeMEHHOM
YPOBHE pa3BUTHS TEXHOJIOTMYECKHUE KOMIIAHHHM MOTYT HX
JIOCTATOYHO TOYHO OIEHHTH. OIHAKO, TEXHOIOTHYECKHE
KOMIIAHMH HE 3aMHTEPECOBAaHbl B OICHKE H3JEPKEK
obirectBa OT mOTpeOsieHusT MX HUGPOBBIX ATUKTUBHBIX
TOBApOB, ITOCKOJIbKY OHU MPEBPAIIAIOTCS B UX MPHOBLIb.

C TOYKM 3pEHHUs COBPEMEHHOrO (haKTHYESCKU
HEKOHTPOJIUPYEMOr0 10  BPEMEHH  HCIIOJIb30BaHHUS
MOTpEOUTEISIMU U pOoBIX TOBApOB, HArpuMep,
cMapTGOHOB JETBMU H MOJOJCKDBIO, TPEICTABISICTCS
BaxkueimM BbBOJ I'. Bekkepa, uTo mpu M3ydeHHH JHOOBIX
(dbopM UCIONB30BaHUA HEPaOOYETO BPEMEHH HEOOXOAUMO
NPUHAMATh B pacyeT YIYIIEHHYIO I[€HHOCTh BPEMEHH,
KOTOpOE TPHILIOCh HA HUX H3PACX0/I0BaTh. B maHHOM
aCreKTe BHOBb IPOSIBIISICTCS MPOOJIEMa COOTHOIICHHS

? Becker G. S. A Theory of the Allocation of Time / G. S. Becker // The
Economic Journal. — 1965. — Vol. 75. — No. 299. — pp. 493-517.

%0 Bexkep I'.C. YenoBeueckoe IoOBeleHHE: IKOHOMUYECKHUH ITOAXOM.
W36pannsie Tpyas! Mo skoHoMmudeckoil Teopun. [Tekct]/I.C. bekxkep, Ilep.
¢ amrn/ Cocrt., Hayd. pex., mociecn. P.M. KamemromHNKOB; Ipexuci.
M.N.JIeBun.- M.: I'Y BIIID, 2003.- 672 c. C.196.
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panroHaIBLHOTO u
TIOBE/ICHMUS.

[TosToMy cTONB Ba)KHO NMpPHUCTAIBHOE BHUMAHHUE K
WHCTPYMEHTapuio NH(POBOr0 IOBEACHYECKOrO [H3aifHa,
peaT30BaHHOTO B NU(POBBIX OJlarax, 4To MOXKET JISKATh B
OCHOBE (hopMupoBaHu Mozenen OrpaHUYECHHO
palOHAIFHOTO TTOBEACHHS MOTPEOnTENICH.

IIpn co3manuy calTOB MIMPOKO MCIIOIB3YyETCS
Teopusi HempuAThs noteps (l0Ss aversion) J.Kanemana u
A.Teepcku®' (1979r.). CyTh JaHHOMN TEOPHH 3aKJIH0UAETCA B
TOM, YTO JIOJIM OOJNBIE CTPEMSTCSl W30erath IOTEpH, YeM
MOJy4aTh  OKBUBAJCHTHBIE MNpPUOBUIM  (NOBeICHYECKAs
aQHOMAJTHS).

Teopuio moBeneHUYECKOro AW3ailHA WM JU3aiiHa
JUIS NI3MEHEHUS TTOBEJICHUS TECHO CBA3BIBAIOT C PabOTOM 1Mo
ncuxonoruu ausaiina JI. Hopmana (1988 r.)*. JI. Hopman
TIPE/ICTaBUI NPUHLIMUIGI, NPUMEHSeMble K IU3aiiHy BeleH,
takue Kak addopmanc, orpanmdyenue, oOparHas CBSI3b U
oToOpakeHwme.

OIrpaHUYICHHO palliOHAJIBHOI'O

e) Paszsumue yu@pposvblx MeXHOIOUN NOBCOCHYECKO2O
ousaiina.

IMocme 1970 r. mpom3omUIO CTPEMUTENHHOE
YBEIMYCHNE YHCIIa ceTel mepepauyn MaHHBIX. Ilo omeHkam
skcrieproB B 1983 r. B 9kcInIyaTamum 3a pyOexoM
HaXOJHMJIOCh CBBIILIE 80 THUIIOB JIOKaJIbHBIX
BBIYHCIIUTEIBHBIX CeTel, a o0liee MX YHCIIO HPEBHICHIIO
8000 (Boituenko, Kannpa, 1985. C.286)%.

B nBenammarom pgoknage Pumckoro xiyba -
«MUKpO3JIEKTPOHMKa M OOLIECTBO: Ha PajoCTh WM Ha
rope» (Scliaff, 1982)%  o6pamanoc, BHHUMaHMEe Ha
JIBOMCTBEHHBI XapakTep KOMIIBIOTEpU3alUUd MHpa U
BTOP)KEHUSI MHKPOIIPOLIECCOPOB BO Bce c(epbl KU3HU

cospemenHoro obmectsa (Jlupr, 1997)%. C oxuoii
CTOPOHBI, 9Ta  PEBOMIONMS  BEAET K  CO3JaHHIO
OMATONPUATHEIX ~ BO3MOKHOCTEH I8 TIOBBIIICHHS
NIPOM3BOAMTENLHOCTH  TPY[a,  PasBUTHA  CEPBHCHOM

9KOHOMHUKH M PEOPraHU3alliil CIOCOO0OB KOMMYHHUKAIUU
MEKY JIFOAbMH, COBEPIICHCTBOBAHMS MIPOLECCOB O0YIEHHS
M MEIUIMHCKOTO oOcmyxnBauusa. C Ipyrod CTOpPOHBI, OHa
COINIPOBOXKIAETCS  YBOJBHEHHEM padoOYnMX, 3aHATHIX B

TPaIMLIHOHHBIX oTpacisx MPOMBILICHHOCTH,
UCIIONB30BAaHUEM  DJIEKTPOHHBIX ~ JOChe  C  IEJbI0
OCYILIECTBJICHHUSI KOHTPOJSI Haja JIOJbMHM WM OKa3aHWs
JIaBJICHUS. HAa  HHUX, OrPaHMYEHUEM  BO3MOXKHOCTEH
CBOOOMHOTO  Pa3BUTHA JIMYHOCTH U poOoTu3anueit
4eJI0BeKa.

® Kahneman D., Tversky A. (1979) Prospect theory: An analysis of
decision under risk. Econometrica, 47. — 313-327.

32 Norman D. A. (1988). The psychology of everyday things. Cambridge:
MIT Press.

33 PBoituenko E.B., Kaneda, B., OsumnnukoB, B.B. JlokaibHble
BBIUHCIUTEIbHBIE CeTH. — M.: Pagno u cBs3b, 1985. — 304 c. C.286.

34 Scliaff A., Friedrichs G, Microelectronics and Society: for Better or for
Worse. Oxford, 1982.

35 Jleitoun Banepumit MouceeBnd Pumckuii kiy0: XpoHHKa JIOKIam0B//
durocodus " 0011IECTBO. 1997. Ne6, available at:
https://cyberleninka.ru/article/n/rimskiy-klub-hronika-dokladov (mata
obpamenus: 27.07.2021).



B 1997 r. B.J[)x. ®orr BBICTYNWI C JOKJIAIOM Ha
TEMY HCIIOJb30BaHUS KOMIBIOTEPOB JJIsl BIUSHHS Ha
noBezieHue mnojb3oBareneid. OH OTMETHII, YTO KOMIIBIOTEp
mepecTan OBITh YHCTO pPaboOYMM WHCTPYMEHTOM H CTall
4acThio ku3HHU. Ha nokimay ObLTo Ba THIIA PEAKIIUH:

1. Dro omacHo, TMOCKOJBKY C  TOMOIIBIO
WHCTPYMEHTA MOKHO CO3/IaTh «aTOMHYIO OOMOY».
2. DTO BEIIMKOJICITHO U MOKHO 3apaboTaTh MUJLTHAP/IB.

b.JIx. ®dorr SIBIIAETCS pa3paboTynkoM
JMCIHMIUIMHBI «KanTonorus» (TepmuH captology BBenmeH B
1996 r. - HaganbHble OYKBBI cioBocoueTanus «Computers
as Persuasive Technologies»), u3y4arolei KOMIBIOTEPHI,
Kak TEXHOJOrMu yOexneHus. Bkirouaer paspaboTky,
HCCIICIOBAaHUE W MPOTPAMMHBIA aHAM3 WHTEPAKTHBHBIX
BBIYMCIIUTENbHBIX MPOAYKTOB (MHTEpHET, HACTOJIbHOE
MPOTrPaMMHOE obecrieueHwe, CHeUHATU3UPOBAHHBIC
ycTpoiicTBa W T.A.), CO3JAHHBIX C LEJNbI0 H3MEHEHUs
OTHOIICHHS WK TIOBEJICHUS JIFOCH.

B 1998 r. B.JIx. ®orr omyOiuKoBall CTaTbio
«KoMImboTephl yOSKICHUS: NEPCIEKTHBBI M HAIMPABICHHS
uccnesopanuit» (Fogg, 1998)%, o603HaunB mepcreKTUBHI
KanToJIOTHH.  YOeXKICHHEeM OH  CYHMTAeT  MOMBITKY
(GOopMUpOBaHUs, YCHJICHUS WIM W3MEHEHHS MOBEACHMUS,
YyBCTBA MJIM MBICIIU O TIpO0JieMe, 00BEKTE WU ISHCTBUSX.

b.Jlxx. @orr sBAsSeTCs OCHOBATENEM U AUPEKTOPOM
Crendopackoit nmabopaTopuu TEXHOJOTHH  YOCKICHUSA
(Crendopackass  nmaGoparopuss — Ju3aiiHa  MOBEIEHUS).
JlaGopatopusi uccieqoBana MeEXaHHW3M OLIEHKH JIIOABMHU
jnoBepusi K BeO-caditam (2002 r1.), wHCHONB30OBaHUE
MOOMJIBHBIX YCTPOMCTB /ISl YJIYHIIEHHUS 3/10pPOBbsi OOBIYHBIX
monedr (2005 r.). B uactm MOOWIBHBIX YCTPOWCTB
JKCIEePUMEHTANIbHBIE PabOThl BKIOYAIU H3YYEHHE TOTO,
Kak Tesle)OHBI MOTYT MOTHBHUPOBATh U YOeXIaTh JrOMCH -
00nacTs, MOy 4HBIIIAST Ha3BaHUE «MOOHIBHOTO
yoexnenus». [lomke B.Jx. dorr cram ocHoBareireM H
qupekropoM CTaH(BOPACKON KOH(PEPEHIINH 10 MOOHIBHOMY
3nopoBbio (2008-2012 rr.).

3TOI0

B 2007 r. BJx. ®orr c¢ [.MaxKiopom
nperogaBan  CTOHPOPACKUH Kypc 1O MPHUIOKCHUAM
Facebook, rme cTymeHTBI  HCHONB30BaIM  JU3AMH

yOEKIEHUS U UX CO3JaHUs, KOTOPBIA COOpal MHJLTHOHBI
nosb3oBareneid B teyenue 10 memenr. B 2010 r. Bb.[Ix.
@dorr crTan COaBTOPOM KHHTH, YTOOBI MOMOYL POJMTENSIM
noHATh FacebooK u 3amuTHTh CBOMX JETEN.

Facebook, Instagram u apyrue Texnonorudeckue
KoMOauuu |T-uHAyCTpUM PasBUIM MOBEICHYECKHN qU3aiiH
10 HOBOro ypoBHs. OJHUM W3 CaMbIX COOJIa3HUTENBHBIX

TPUITEPOB  sBIBIIOTCS  apyrue  moan.  CounmansHoe
B3aUMOJICHCTBHE (M JaKe ero CUMYISIHs) 3amycKaeT
OpUsITHBIC,  (OPMHUPYIOIINE  MPHUBBIYKY  XUMHYECKHE

peaknuy. B comMaNbHBIX CETSIX MOTHBAIUEH SIBIISETCS

36 Fogg BJ. (1998). Persuasive computers: perspectives and research
directions. In Proceedings of the SIGCHI Conference on Human Factors in
Computing Systems (CHI '98). ACM Press/Addison-Wesley Publishing
Co., USA, 225-232, available at:
DOl:https://doi.org/10.1145/274644.274677 (accessed: 27.09.2021).

JKeTaHue JIoJield OOmAThCA WM CTPaxX OTTOPIKECHUS
obmecTBoM. Pa3paboT4MKM CONMANBHBIX CETEH CO3Jar0T
aJITOPUTMBI, YTOOBI TOJL30BATENM KaK MOXHO OoJbie
BPEMEHH TPOBOIWIM Ha caiiTe. B KOMIBIOTEpHBIX HIpax
3JIEMEHTAMH TTOBEJICHYECKOr0 JIu3aiiHa SIBJSIOTCS JKEJIaHue

MOJYYUTh HAaBBIKM, JOOUTHCS JOCTHIXKCHHH, IIPOCTOTA
UCIIOJIb30BaHUs, BUPTYAIbHBIC OOHYCHI U JP.
Teopuss nuzaitnHa mnosenenust b.Jx. ®orra

BKITto4aeT «MoJienb oBeJCHHs» U «MeToJl HAaHOIPUBBIYKU
0 CO3JaHHI0 mnoBeaeHUs». Mognens noBeneHus b.JIx.
dorra (Fogg Behavior Model — FBM) (2009 r.) mus
aHaM3a W TPOCKTUPOBAHUS YCIOBCUCCKOTO ITOBEACHUS
TOKA3bIBACT, YTO TPH JIEMEHTA TOJDKHBI CXOIUTHCS B OJIUH
W TOT X€ MOMEHT, YTOOBI TOBEJCHHWE MOTJO INPOU3OMTH:
MOTHBaIs, crnocodbnocts M moxackaska (b.J[x. ®orr,
2020)¥. B pamkax Kypca u3aiiHa TIOBEJEHHS OH
paspaboran meron Hanonpuebruku (2020 r.), MOMOTraromHii
MEHSTh COOCTBEHHOE IIOBEACHHE, HAYWHAS C MaJoTo IpH
(hopMUpOBaHMM  YCTOMYMBBIX TPUBBIYEK Ui Ooiree
cyacTIHBOi 1 310poBoi xm3aH (b.JIx. ®orr, 2020)%,

Mopenr guzaiina osmonmii  II.Jlecmera u Il
Xexxepra (2002 1.)* 06BACHIET HpoOIlecC OTBETCTBEHHBIH
32 OMOIMOHAIBHYI0 PEaKIUI0 Ha KOHKPETHBIN JH3aifH
NPOAYKTa, OTHOIICHUS MEXIYy JIH3aiHOM TPOJIYKTa U
SMONMOHANBEHEIME peakuusaMu. I1. Jlecmer B oOmiei Mmoenu
«DMOIUH TPOIYKTa» YCTAHOBHJI TPU OCHOBHBIX MapameTpa:
olLleHKa, o3aboueHHOCTh U cTuMyd. I1. Jlecmer, I1. Xekkept
u M. XWIIeH UCCIIeAOBAINA OTHOIICHHUS MEXIY IMOIUSIMH,
BBI3BAaHHBIMHM  JIU3aiHOM  aBTOMOOWJIS ¥ 0a30BBIMH
yenoseueckumu 1enHoctamu (Desmet, Hekkert, Hillen,
2003)“°. ABTOpHI CIIPaBEMIHBO 3aMETHIIH, YTO IH3aHHEPHI
MOTYT TIPEICKa3aTh WM MaHUITYTHPOBATH AMOIOHATHEHBIM
BO3JICCTBUEM MX KOHCTPYKLHMH, KOTJa OHHM 3HAIOT O
npobjeMax KOHKPETHOTO YeJIOBeKa, IS KOTOPOrO OHH
pa3pabarbIBafOT 3TH TPOAYKTH. LludpoBbIe MPOAYKTH,
KOTOPBIMH TOJB3YIOTCS CETOTHS MOTPEOUTENH, TO3BOJISIOT
COCTaBHUTH MOPTPET KIMEHTa Oe3 ero coriacus.

Ilpu paspaboTke auW3aiiHa  CcalTOB  TakKke
IpUMEHAETCs  apXUTeKTypa  BbIOOpa  WIM  TEOpHs
MOATAJIKUBAHUS P.Tanepa (2008 r)*, Korzaa

MOJB30BATC/IIM HE HABA3BIBAIOTCA IMPOAYKTBI WJIM YCIYTHU
MAaHUITYJIUPYSd HUX BLI60p0M o yMoOJ4aHUIO, a HACJIacTCd
BbI'OJJHOC W HHTEPECHOC MPCIIOKCHUC, KOTOPOEC CJICrkKa
oATaJIKuBacT MOJIB30BaTeNel K NPUHATHIO PCIICHUA.

37 Fogg B.J. Tiny Habits: The Small Changes That Change Everything /
B.J. Fogg. - Boston, Massachusetts, U.S.: Houghton Mifflin Harcourt,
2020. - 362 p.

38 @orr b./x. HaHONpUBBMKY: MaJleHbKHE IIATH, KOTOPHIE NPUBERYT K
6onbmum nepemenaM / goktop bu ket dorr; [mepeBox ¢ aHIIHIACKOrO
E.A. KBama.] — Mocksa: Dxcemo, 2020. — 352 c.

39 Desmet P.M.A., Hekkert, P. (2002). The basis of product emotions. In
W. Green and P. Jordan (Eds.), Pleasure with Products, beyond usability.
London: Taylor & Francis, 60-68.

40 Desmet P., Hekkert P., Hillen M. (2003). Values and Emotions; an
empirical investigation in the relationship between emotional responses to
products and human values.

* Tanep P., Cancreiin K. Nudge. ApxutexTypa BbiGopa. Kak y1ydmmurs
HalO¥ PEIICHUSA O 310POBLE, 0JIarOCOCTOSIHUM W cyacThe. — M.: MaHH,
HWBanoB u epbep, 2017. — 240 c.
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J.Jlokron, J.Xappucon, H.A. Cranron (2010 r.)
BBCIIM OINpEACNIeHHe «Au3aiiHa ¢ HamepeHueM» («Design
with Intent», DWI) kak mpeanazHaueHHOTO I BO3ICHCTRUS
WIM  TPUBEACHHS K  ONPEACICHHOMY  ITOBEACHHIO
nons3oarens (Lockton, Harrison, Stanton, 2010)*.

H. Dsmp u PXyeep (2014 r.) mnpomoymxuinu
amantaiuio  ugen b Jhx. Dorra ans  KOMMEpPYECKOMH
chepri®®.  BusHecy NpemokeHa TEXHHKA — CO3JaHUS
NPOAYKTOB ~ HOBOI'O  TOKOJEHHs,  KOTOpbIE  MOTYT
MaHHUITYJIMPOBaTh OBEICHUEM JIFOJICH, CTIOCOOHBI 3aBOCBATh
mo0oBp morpebuteneir. H. Osmp um P.XyBep onmcanm
MOJICINTb «KPIOYKa» — YETHIPEX3TAIMHOTo Ipolecca (Tpurrep,
JeiicTBHe, IepEeMEHHOE BO3HATPAXKICHHE M HHBECTULIHS),
KOTOPBI ~ YCNICIIHBIE  KOMIIAHHM  HCIOJB3YIOT VIS
(OpMHUPOBaHHS TOTPEOUTEINBECKHIX MIPUBBIYCK.

Uccnenosanne C.Benmens* (2013 r.) smnsercs
MPAKTUYECKUM PYKOBOJICTBOM MO pPa3pabOTKE MPOAYKTOB,
MOMOTAOMINX JIFOJSAM, CTPEMSIIIMXCS K JACHCTBHIO U
JNOCTIDKCHHIO ~ KOHKPETHBIX  LeJel, H3MEHUTh  CBOE
MOBEJCHUE. (HU3MYECKHE YIPaKHEHHS, KOHTPOJb HaJ
CBOMMH ()MHAHCAMHM, OpraHHU3alMs OSJIEKTPOHHON IOYTHI.
C.Benzenr BBeNl  4YeThlpe  CTaMd  NPOSKTHPOBAHHMS
OPOXYKTOB Il KOPPEKLUUH IIOBEICHHS II0JIb30BaTENCH:
NOHUMAHUE, O3HAKOMIICHHE, HPOCKTHPOBAHHUE, YIyUIICHHE
(Heiipomapkerunr, 2021)%.

T.J. Kom6c u P.A. Bpayn (2018 r.) npencraBunu
(bopmanuzoBaHHEI (QpeMBOPK ISl TPOrpaMMUPOBAHHUS
noBenienns momb3opateneit  (Combs, Brown, 2018)%.
ABTOpEI  (DOKYCHPYIOTCS HAa  KOHKpETHOH  obyactd
MOBEJICHYECKOrO0  JM3aiiHa — TMpPUBBIYKAX, KaK OHH
paboTaroT, Kak HCIOJb30BATh ITOBEACHUSCKUI AU3aiH MpH
CO3JaHMH NPOAYKTA, YTOOBI IIPEBPATHUTH €0 B €KEAHEBHYIO

NPUBBIYKY  IOJb30BATEIEH. Taxke  mpencTaBiiEHBI
9THYECKUE IPUHIOWIBI 1pU  IPPEKTHBHOM H3MEHEHHUH
noBeeHus. ABTOpel ocHOBamM kommanuio Boundless

Mind (2015 r.) B IpOTHBOBEC TEXHOJIOTUYECKUM TUTAHTAM
M WCIONB3YIOT  TEXHONOTHH  YOSKIEHWS He Ui
MaKCHMAaJbHOTO  yBEIWYEHWsS  BPEMEHH  IPOCMOTpA
TIOJTB30BATENIEM DKpaHa cMapTQOHa, a IS MOCTPOEHHS €r0
3JI0pPOBOTO MCTIOIB30BAHHSI.

M.Bammapr (2019 r.) npemioxun — Moneib
NPUMCHEHHS  [OBEJCHYCCKOM HAYKH Ha  IPaKTHKE,
BKJIFOYAIOIIYIO YeThIpe dTama. pa3paboTKa IMOBEIeHUECKON

42 Lockton D., Harrison D.J., Stanton, N.A. ‘The Design with Intent
Method: a design tool for influencing user behaviour’. Applied Ergonomics
Vol4l  No.3, pp. 382-392, May 2010, available at:
http://dx.doi.org/10.1016/j.apergo.2009.09.001

43 Dsnp H. Tlokymatens Ha Kprouke. PykoBOaCTBO IO  CO31aHHIO
IPOXYKTOB, (hopMupyrommx npussraky / H. Dsums, P. Xysep; nep. ¢ aHrL
C.®Oumna. — M.: Mann, Banos u ®epbep, 2014. — 224 c.

4 Wendel S. Designing for behavior change: Applying psychology and
behavioral economics. "O’Reilly Media, Inc.", 2013.

4 Heiipomapkerunr: JluzaitH, MeHsrommii moBemeHue, available at:
https://Ipgenerator.ru/blog/2016/03/03/nejromarketing-dizajn-menyayushij-
povedenie/ (accessed: 27.09.2021).

% Combs T.D., Brown R.A. Digital behavioral design, available at:
https://usetemper.com/digital-behavioral-design/ (accessed: 27.09.2021).
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CTpaTeruy, [OBEJCHUYECKUA  aHajdu3, [OBEICHUYECKUI
N3aiiH, OLICHKA BO3JICHCTBUS HA OBeqeHue .

Kanronoruss  chopmupoBanmack B pe3ynbTare
MEXIUCLUIUIMHAPHOTO CUHTE3a HCCIIEI0BaHUI
(U3HONIOTHN, TICHXOJIOTHH, COLMOJIOTHH, aIJUKTOJIOTHH,
nHpopMaTUKK, CcTaja  HMHCTPYMEHTOM  IOJHTOJIOTHH,

SKOHOMUKH, ¥ Ha COBPEMEHHOM 3Tare TpeOyeT aKTHBHOI'O
npuBiedeHns  3TUkW. OdeBHIHA  TeopeTH4YecKas |
SMIUpHUYECKas HepeopUCHTALUS HCCIIEI0BaHUN
MIOBEIEHYECKOT0 An3aiiHa W3 cdepbl pa3BUTHA OW3HEca B
o0yacTe 3amuTHl OTpeOuTeNnel, pa3padoTKy HaIpaBICHUN
310pOBOr0 MOBENEHUS], STUYECKUX MOJXOI0B.

) Kubepdusuueckue no8edenyecKo2o
ousatina.
bynymee 1mppoBoro MOBEICHYSCKOrO aW3aiiHa
CBSI3aHO C HEHPOKOMITBIOTEPHBIM HHTEepdeiicoM, pa3BuTHe
KOTOpOro TpHUBEACT K (OPMUPOBAHMIO CIEOYIOIETO
MOKOJICHHSI ~ INUPOKOrO  CIIEKTpa  HOBBIX  Omar w

norpebHOCTe!. HeliponHTepdeiic criocodeH yCTpaHITh WITH

nepcneKkmuesl

KOPPEKTHPOBATh  IOCIEACTBUA  TSDKENBIX — 3a0o0ieBaHUN
(TpaBM  TOJNOBHOrO  Mo3ra, Oone3snu  [lapkuHCOHa,
SNUIENTUYECKAX  COCTOSHUM, MBINIEYHOHM  JUCTOHHH,
CEHCOHEBPAJIIFHOM TYrOyXOCTH, JAETCKHX IepeOpantbHBIX
napanuyeil W JAp.), TOAABIATH WIH CTHMYIHUPOBATh
JKETIaHus, SMOIINH, OIIPEETATh HacTPOCHHUE,

KOHTPOJIUPOBATH YEIIOBEKA.

HccnenoBanusi HEHPOTEXHOIOTMUECKUX KOMITAHUI
Neuralink u Synchron o3nameHoBamM IMPeIIIOCHUIKH
nepexoja IMBWIM3ALMU OT 3Tala ITOCTHHIYCTPUABLHOTO
(MHGOPMALIMOHHOI0)  pa3BUTHA K  KHOeppHU3MISCKUM
CHCTEMaM.

Kommanus Neuralink, w3HauampHO co3maHHas
YTOOBI ITOMOYb JIIOJSAM C YEepPEIHO-MO3TOBBIMH TpaBMaMH,
pa3pabaTpiBaeT ~ WMIUIAHTHpYeMBbIe  HelpomHTephench
(«Mmo3r — KommblOTEp»). Hampumep, WMIUTaHT —JUIs
KBQJIPUIICTUKOB — JIFOJCH, y KOTOPBIX IIOJHOCTBIO WU
YaCTHYHO Mapaji30BaHbl pyKH W HOrd. [Ipeamomaraercs,
YTO YHIT-UMIUIAHT OOECIEYHUT UM «IH(PPOBYIO CBOOOIY>,
JIaB BO3MOYKHOCTh B3aHMMOJICHCTBOBATh C KOMIIBIOTEpAMHU H
Tene)OHaMH HATYPaTUCTUIECKHM CIIOCOOOM C BBICOKOH
MpOIyCKHON crocoOHocTh0. Kommanms pabortaer Han
cosmanmem 1024-kananphoro ycrpoiictea (N1 Link),
KOTOpOE TIOCIie HMIUIAHTAIlMM CTAHOBHTCS ITOJHOCTBHIO
HEBUIIMBIM U IIepeliacT JaHHBIC 110 OSCIPOBOIHON CBS3H.
Neuralink HCTIONB3YeT OpUTHHATBHBIH crocob
UMIUIQHTAlUH DJIEKTPOZOB, TaK HA3bIBAEMYIO <«IIBEHHYIO
MamMHKY Ui Mo3ra». TeXHOolorus 3aKiodaerci B
OrnbaHMM MO3ra C IIOMOIIBIO BHAEOKAaMEPhl TOHKUMH
HUTAMH, HE HAHOCS TpaBM, Bpeda. OJTO pa3padoTKa
OyIyIIMX IPOXYKTOB, MCIBITAHHBIX Ha KpbICaX, CBUHBAX U
o0e3psHe, KoTopas Onarofaps MMIUIAHTY CMOIJIa UTPaTh B
BUJICOMTPY NMUHI-TIOHT. brmkaiimmm GonplimM marom s
Neuralink cranyT KITHHHYECKHE HCIIBITAHUS €r0 yCTPOUCTBA
Ha JIFOJISX.

47 Wallaert M. Start at the End: How to Build Products That Create Change.
Portfolio, 2019.



Kommanuss Stentrode mosnyuwna paspemnieHne OT
YrpaBieHHs 0 KOHTPOJIO 32 MPOAYKTAMH U JIGKAPCTBAMU
(CHIA) Ha TecTHpOBAaHHE CBOETO YCTPOMCTBA HA JIIOISX.
OHa mIaHUpYeT MOMECTUTh YCTPOMCTBO pa3MEpOM MEHbIIE
COMYKA B MO3T, 4YTOOBI TIOMOYb IApaTU30BAHHBIM
MAIMIEHTaM YIIPaBIATh IUQPPOBEIMH YCTPOWCTBAMHU dYepe3
CBOU MBICITH.

Jlo cux mop B Ka4ecTBE MHCTPYMEHTA TEXHOJIOTHH
co3maHust  IU(QPOBBIX  Onxar  HOBOrO  ITOKOJICHHS
UCTIONB3yeTCs uQpoBon (vm KOMITBIOTEPHBIIA)
TOBE/IEHYECKHI JM3aiiH, KOTOPBIil T03BOJsIET (hOPMHUPOBATH
MOTpEOUTETBCKHE TIPUBBIYKH, MaHUITYIIHPOBATh
noBezicHneM Jrofiei. CyIIecTBYIOT pa3lIM9YHBIE MOJICITH
OIMMCaHMA TaHHOTO IMPOIecca, HAPUMeEp, «KPIOUKa» DI ’
P.XyBepa, mpencTaBIeHHOrO YEThIPEXITAIIHBIM MPOLIECCOM
W3 TpUITepa, ACUCTBUS, NMEPEMEHHOTO BO3HATPAXACHUS U
WHBECTHIAU. Hudposoit MHOBEJIEHYECKUI OA3aliH
Ga3upyercs TIaBHBIM 00pa30M Ha MICHXOJIOTHH.

Pa3paborunku HeliponHTephelicOB HaIleNeHbl Ha
CO3MIaHMe LEIIOCTHOTO HWHTepdeiica Mo3ra, CIOCOOHOTO
Ooree TECHO CBSI3BIBATH OMONOTMYECKUHA W WCKYCCTBEHHBIN
WHTEIEKT.  HeWpokoMmIbIOTepHBIN  mHTepdeiic, Kak
cucremMa Ui OOMEHa WHQOpPMAamued HEMOCPEICTBEHHO
MEXIIy MO3TOM H 3JIEKTPOHHBIM YCTPOHCTBOM, Oa3upyercs
Ha HeiipoOuonornu. HefipokoMmbioTepHbIii HHTEphEHc
OTKpBIBa€T Ha TOPSAAOK OONBIIME BO3MOXKHOCTH IIO
BO3ZCHUCTBUIO HA IIOBEIICHHWE YENIOBEKA, IO CPAaBHEHUIO C
UQpOBBIM MMOBEACHUYCCKUM Ju3aiiHOM. [loBemeHuecKuii
Iu3aifH peoOpasyer, BO3ACHCTBYET, BIMSIET Ha MTOBEICHHE,
MpUOIMKaeT ero K ONpeaeieHHOMY MpoekTy. HelpoHHbII
uHTepdeiic crocodeH a0COIIOTHO OIpeIeNATh
MOTPEOUTETHCKOE MOBEACHUE B COOTBETCTBHUHU C MPOSKTOM.
OH cMOXeT 3aJaBaTh, YCTaHABIMBATh MOTPEOHUTENHCKOE
TIOBEZICHNE B TIOTHOM [IHAIa30HE B 3aBHCHMOCTH OT IIeieit
yrpaBiIeHus. aOCOMIOTHO PaIlMOHAIBHBIM, PALMOHAIBHBIM,
OTPaHMYEHHO PAIMOHANBHBIM, U AK€ HPPALHOHAIBHBIM,
KOTOPOE OTCYTCTBYET B MOUHCTPUME SKOHOMMYECKOM
HayKH.

Opnoit u3 JIOIAT OCPOYHBIX nenen
HEWPOTEXHOIOTMIECKUX KOMITaHUH JIEKJIapUPYeTCs
CHIDKEHHE pHCKOB HCKYCCTBEHHOI'O HHTEJUIEKTA  JUIs

YCJIOBCUYCCTBA. O,HHaKO, CYILICCTBYIOT W JABYHAIIPABJICHHBIC
HCI\/'IpOI/IHTep(i)eI\/'ICI)I, KOTOPBIC MO3BOJIAT MO3TY U BHCHIHUM

ycTpoiicTBaM OOMeHHMBaThcs HHpoOpMmarmeili B obonx
HaIpaBICHUSX B OCHOBE HEHPOKOMITEIOTEPHOTO
uHTepdeiica  UCIONB3yeTcss  METOXN  OMOIOrMYecKOn

obpaTtHOW cBsi3u. IloaToMy puckn OyayT 3aBHCETh OT
TIPUMEHEHNS TEXHOJIOTHH.

TexHomornn HEWPOKOMITBIOTEPHOTO HHTEpdeiica
HE 3aMEHST, a AOMONIHAT IM(POBOH MOBEACHIECKUI TN3aiH
HOBBIM HHCTPYMEHTapHeM, NpHBEAYT K (OPMHPOBAHHIO
CJICAYIOUIETO TIOKOJIEHHS INMHPOKOTO CIEKTPa HOBEHIINX
TOBapOB U OTPEOHOCTEH.

C oxmHOH CTOPOHBI, TEXHOJOTHH PaCUIAPSIOT
BO3MOKHOCTH Y€JIOBEKA U JO0aBIISIOT creneHu ¢cBoooasl. C
JIPYroii CTOPOHBI, MOTYT €€ OTHSTH, IIOCKOJIBKY C ITOMOIIBIO
HMITIaHTa MOYKHO KOHTPOJIMPOBATH YETIOBEKA.

Heiiporexunomorun paboTaioT, B3aUMOIEHCTBYIOT C
HEPBHOW CHCTEMOM, NOJYYEHHON B pE3yNbTaTe 3BOJIIOLIUH,
crnocobaMu He MpegHa3sHauYeHHbIMH is 3Toro. K gemy
NmpUBeIeT  TaKoe  B3aWMONCHCTBME  HE  W3BECTHO.
YenoBeueckuii MO3r coiepkuT 86 MUILIHAPOB HEHPOHOB,
HEpBHBIC KJIETKH CTUMYIUPYIOT Ipyr Apyra. Bricmume
(GYHKIMK MO3ra 00eCeYUBAIOTCSI PACHIN(PPOBKON HEPBHOTO
KOozia, T.e. IOHMMAaHHEM TOro, KaK OTIEIbHBIE HEHpPOHBI
00BEAMHSIIOTCS. B CTPYKTYPBI, @ CTPYKTYpa — B CUCTEMY U B
HET0CTHBIN MO3T. Koabl He U3BECTHBHI.

OCHOBBIBasICb Ha JAHHBIX HAYYHBIX FCCIEIOBAHUI
akagmemuka II. AHOXMHa, B BO3HHKHOBEHHH BPEMEHHOI
CBSI3U TpU OOpPA30BAHUM YCIOBHBIX PE(PIICKCOB JICKHUT
CCHCOPHO-OMONIOrMYecKasi KOHBEPreHIUs HMITYJILCOB Ha
KOKIOW  KJIETKE  KOpBI. [1o3UTPOHHO-3MHUCCUOHHAA
ToMorpadusi JIa€T BO3MOXKHOCTb  IPOCJIEANTh, KaKhe
o6sactd QYHKIMOHUPYIOT MPU BBITOJHEHUH TEX WIIM WHBIX
NCUXUYECKUX (QYHKIMHA, HO BCE IK€ HEIOCTATOYHO
U3BECTHBIM OCTaeTCsl TO, YTO IPOUCXOOUT BHYTPH 3STHX
o0JiacTel, B KaKOM MOCIIEHOBATEIHLHOCTH U KAKUE CUTHAJIBI
MOCBUIAIOT JIPYT JpPYry HEpBHbIE KIETKH M Kak OHHU
B3aMMOJICHCTBYIOT MEXIy COOOI.

I'mybokast cTUMYISIAS MO3Ta WIH TOPMOXKCHUE
OTIPENICIICHHBIX 30H MOXKET CO3JIaTh MPOOIIEMBI, O KOTOPBIX
4eNoBeK emle He 3HaeT. CTUMYIUPYS pa3iUdHbIe 00JacTH,
Jenasi 3amucKd B ONpEENICHHBIX O00NacTaX W JaBas
00paTHYIO CBS3b, TEXHOJIOTHH U3MEHSIOT CYIIHOCTD JFO/ICH.
B Toxke BpeMs, KOMIBIOTEp HE MOXXET MBICIUTh TaK, Kak
YeNIOBEK, eIle MEHEee CIHOCOOCH YyBCTBOBATh M MOHUMATE,
He o0llaJjaeT HU CEMAHTHKOM, HHM CO3HAaHHEM, HE B
COCTOSIHUM  pajioBaThCs TMOOene Hax  MPOTHBHUKOM
(Demsramo, 2022) %,

Tem ©He wMeHee, KubOeppuU3NUECKHE CHCTEMBI
OTKPBIBAIOT HOBBIC HANPABICHUS HSKOHOMHUKH, KOTOPEIE
MOTYT CHAeNaTh JIomel Oonee 370POBBIMH, OOTaThIMH U
cyacTIMBEIMHA. HO BOSHHKAIOT TakKXKe M HAyYHBIC BOIIPOCHI,
KOTOpBIC CBSI3aHBI C MHUIIMATHBHOCTBHIO, HE3aBHCHUMOCTBIO,
HUJCHTUYHOCTHIO yeaoBeKa. [TosiBunace
MEXIUCIUIUIMHAPHAS 00JIaCTh MCCIEOBAHUN HEHpPOITHKA,
MPEIMETOM KOTOPOH BBICTYIMAIOT STHYECKUE MPOOIEMBI U
BOIIPOCHI, CBSI3aHHBIC C HEHPOHAYKAMU M W3YUYEHHEM MO3Ta
YeJI0BeKa B IEJIOM. DTHUYECKAs 30HA 3aBHCHUT OT OOIIECTBa:
KaK TEXHOIIOTUM OYIyT HCIONB30BaThCS, KEM, B KaKHX

nensx. Ho moka oOmectBo He B CHilaXx IPHHEMATh
(hdexTHBHBIE  pemieHHs B CHIIy  HEIOCTaTOYHOU
OCBEJJOMJICHHOCTH.

EBporeiickuii npoekt «Itudeckue acnekrs CPS»
HampaBJieH Ha TO, 4YTOOBl JaTh MPEACTAaBICHHE O
MOTEHIIMATIBHBIX JTHYECKUX MpOOJIeMax W CBS3aHHBIX C
HUM{ HENpeIHAMEPEHHBIX IOCIEJCTBUSIX BO3MOXHOI'O
passurust texuonormu CPS k 2050 r. I'maBHOW mesbio
SBISIETCS ~ TOAJIEp)KKa  EBpomelickoro  mapiaMeHTa,
MApIaMEHTCKUX OpPraHoB M OTJENBHBIX UJIEHOB B HX

48 Jlensrago, Kapsoc JI. /129 HeBuaumsblit mo3r. Kak Mbl CBsi3aHBI CO
Bcenennoit u uro Hac xuer nocie cmepta / Kapmoc JI. [lemsrano ;
[mepeBon ¢ ucnanckoro O. B. I'puropeeBoii]. — Mocksa : Dkemo, 2022, —
375 c. — (IlpocTo 0 mo3re).
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OXKUTaHUM BO3MOXKHBIX OYIYIIMX IPOOJEM, CBS3aHHBIX C
paspaborkamu B obmactu CPS, poGororexuHukn wu
HCKYCCTBEHHOT'O HHTEIIJICKTA.

g) Ipaxmuka npumenenuss NOBEOEHUECKO20 OU3AUHA U
YHPaGReHUsL.
CoBpemMeHHas MEXIYHapOIHAS
MIPUMEHEHHS TIOBEICHYECKOr0 AU3aiHa BKIIOYACT:

IMpaKTUKa

—  evicmpaueanue  63aUMOOENCMEUs — YelogeKkda ¢
QNEKMPOHHBIMU, YUDPOGLIMU YCHPOUCMBEAMU, IS 9ETO
KOMITaHWH, paloTaronme B cdepe MOTpeOUTETHCKUX
TEXHOJIOTHH, WCIONB3YIOT T€ WIM HWHBIE (OPMBI
yOXIEHUs] C LeNbl0 TPHUBSI3KH TOJIB30BATENCH K
MIPYIIOKEHUIO JUTS ITPOJIAXKH €T0 BHUMAHUSI M JIOCTYTIA K
€ro JIMYHBIM JaHHBIM PEKIaMOAATENSIM, TTIOJIUTHYECKIM
KaMIIaHUAIM W Jp.  (BHIOCOUTpPBI,  IUIATGOPMEI
9JIEKTPOHHOH TOPIOBIIM, COLMANBHBIC CETH, CEPBUCHI
oOMEHAa MTHOBEHHBIMHA COOOIIEHHAMHA W TOJIOCOBOM
CBSI3H, CITYXOBI 3IIEKTPOHHOM TIOYTHI,
MYJIBTUMEIMIHBIE  CEPBUCHl M  MHOTHE  JApYrUe
U(POBBIE MPHUITOKEHHUS);

—  apxumexkmypy 20po008, PAliOHO8 OMOENbHbIX 30aHUl
Ol CHUICEHUSI YPOBHS NPECTYNHOCMU, TIOCKOIBKY
ApXUTEKTYpHbIE pCIICHUS MOTYT OKa3aTbCs Oolee

MPaKTUYHBIMHA, YeM  TPaJUIHOHHEIC criocobs1*?,
KOTOpBIE YacTO paccMaTpWBalOTCHA, Korma Ooprda c
MPECTYIHOCTBIO  CTAHOBUTCS  MEXIUCIUILUIMHAPHOM,

HalpuMep, YJIydlIeHHe BOCIUTAHHUS NETEeH M CEMbH,
YCHJIEHHE MPAaBOOXPAHUTEIBHBIX OPTaHOB WM OOJbIIe
pabounx MecT 1 00pa3oBaHMS;

—  3awumy om OWUOOK Npu Op2aHU3AYUU NPOYecco8 8
30pagooxpanenuu, KOTOpast OCHOBaHa Ha
WCIIONIb30BAaHUN HM3MEHEHHH B (U3MYECKOM Iu3aiiHe
MIPOLIECCOB [UISi CHIDKEHMS BIIMSIHHS YEIOBEYECKOrO
dakropa uepe3™: ycTaHOBKY OJHOLBETHBIX TPYOOK M
TOYEK MX ITOJKITIOYEHHUS TaK, YTOOBI HENmb3s ObUIO
MOAKIIIOYNTH HE Ty TPYOKy, U3MEHEHHE I[BeTa TFOOMKOB
C JIEKapCTBaMH, YCTaHOBKY aBTOMaTHIECKHX TaliMEpOB,;
yKa3aH{e B IIPOTOKOJIE OCMOTpPA, YTO MALMEHT JOJKEH
BEpHYTbCs 4depe3 4 Hemenu, TpeOoBaHHWE, YTOOBI JIBE
MeJICECTPBI HE3aBUCHMO CBEPSUIN STHKETKY Ha aHaJM3e
KPOBH C UICHTH()UKANMOHHON JICHTO! TAIleHTa | JIp.,

—  co30anue NPoOYKMOS, pACNONALAIOWUX K IKOHOMUU
auepeuu u opyeux pecypcog — T. bxampa, JI. Jlwum u
T. Tam (2008 1) BBSBWIH pa3pblB  MEKIY
9KOJIOTMYECKUM CO3HAHHMEM, IEHHOCTSIMH U PEAIbHBIMU

49 Katyal, N. K. Architecture as Crime Control [Text]/ N. K. Katyal // Yale
Law Journa. — 2002. — Vol. |. - No. 111. — P. 1039-1139.

% Grout, J. Mistake-proofing the design of health care processes.
Behaviour [Electronic Resource] / J. Grout // AHRQ Publication.— 2007. —
No. 07-0020. - URL: https://archive.ahrg.gov/professionals/quality—
patient—safety/patient—safety—resources/resources/mistakeproof/ (mata
obpamenust: 19.06.2022); Grout, J. Mistake proofing: changing designs to
reduce error [Electronic Resource] / J. Grout// AHRQ Publication.— 2007. —
No. 07-0020 // Quality & safety in health care. — 2006. — P. 44-49. — URL:
https://www.ncbi.nIm.nih.gov/pmc/articlessPMC2464876/ (mata
obpaienus: 19.06.2022).
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—  peuwenue npobnem,

TNOBCE/IHEBHBIMU  JIeiicTBUAMU  moTpebuTeneit®  u
NPEUIOKIIN 7/ KOMIUIEKCHBIX KPEaTHBHBIX CTpaTErHi
J3aifHa YCTOMYMBOTO ITOTPEOHTEIBECKOTO MOBEACHHUS.
9K0-MH(pOpManus U 9K0-00pa3oBaHKe; KO-BBIOOD;
9K0-00paTHasi CBS3b, 3KO-TIOOYKACHHE; HKO-PYyJIEBOE
YIIpaBJIeHUE; SKOTEXHUYIECKOE BMEIIATENbCTBO; YMHBIH
JM3aifH, HANpaBJICHHBIX Ha CHIDKCHHE NOTpPEeOIeHHS
9HEPrUH, pECypCcOoB ¥ BPEOHOTO BO3JCHCTBHSA Ha
9KOJIOTHIO;

—  co30anue NPoOyKmMo8 OJisk CHUICeHUsl 8030elicmeust Ha

oxpyacarouyro cpedy — J1. Tepen u M. Kanr (2009 r.)
ONpEJICNMINA DKOJOTUYHBIN JU3aiiH HMHTEpbepa Kak
pa3paboTKy BCEX CHUCTEM M MATEpUAJOB C YIMOpOM Ha
WHTETPALIMIO B €IUHOE I[eJI0e C IETbI0 MHHUMH3AIUH
HETaTMBHOIO M  MAaKCHMH3AIMKM  IOJI0KUTEILHOTO
BO3JICHCTBHS HA OKPYXAMOIUIYIO CPEIy, 3KOHOMHKY U
colMaibHyl0 cepy Ha MPOTHKEHUH IKU3HEHHOIO
UKIa 3paHuss>. M. ®opkato u C. Arunanpgo (2015
I.) MPOBEIH UCCIIEIOBAHKUE Uil MPOCKTUPOBAHUS KO-
o0OpaTHOW  CBSI3U B CTHPANbHBIX  MAIIWHAX,
IpeIHA3HAYEHHBIX U COLMANBLHOTO KUIbSI ™, T.€. I
HACEJICHHS C HU3KUMU JTOXO/IaMHU C IIETIbI0 COepexKeHus,
HAMpHUMEp, TOBTOPHOE HCIOIb30BAHKUE MPOMBIBOYHOM
BOABl B JPYTHX JOMAIHUX JeJaX, I[OPOIIKOBbIC
TaONeTKH Unilever IS MIPOTHBONEHCTBUS
YPE3MEPHOMY MOTPEOJICHUIO CTHPAIBHOTO MOPOIIKA U

ap.,

—  noevlienue 6e30nacHOCmu UCNOIb30BAHUS npoc)ykmoe

I. Jlokron, . Xappucon, H. A. Cmuron (2010)

NPEVIOKAIN  TIPMMEHATH ~ METOJ  «Iu3aiH ¢
HAMEpEHHEM» B 00acTd  MPOEKTUPOBAHHS
OaHKoMaToB T.€. peuIeHus HpooeMbl
B3aMMOJICHCTBHSL  YENOBEKA W TEXHONOTUH  JUIs

CHIDKEHUSI BEPOSITHOCTH TOT'O, UTO MOKYIIATENb OCTaBUT
CBOIO KapTy B OaHKOMaTe. 9YTO MOXET OBITh
WCIIONIb30BAHO NPU NPOEKTHPOBAHNH CHCTEM OXPAaHBI U
MOKapHOW  O€30MacHOCTH B JIOMOBJIAJCHUSX W
OpraHM3aIysAX

CBA3AHHBIX C  KOPOHABUPYCOM,
KOTOpbIE HCIIBITAIN JIIOAW BO BCEM MHPE — BBICOKHH
ypoBeHb OECIIOKOMCTBAa W CTpecca, YTO HPUBOAWUT K
JIONOJIHUTENBHBIM ~ IIpo0dJieMaM  cO  370pOBBEM,
OTHOIIEGHWSMH,  TPOXYKTUBHOCTBIO M Tpedyer
aKTHBAIMM NONOKHATENBHBIX dMormi, 200 MeromoB
Kotopele cobpanel CrtaHpopackas mabopatopuer b.
Jx. ®orra;

' Bhamra, T. Sustainable use: changing consumer behaviour through
product design [Text]/ T. Bhamra, D. Lilley, T. Tang//Changing the
Change: Design Visions, Proposals and Tools. — Turin: Proceedings, 2008.
52 Guerin, D. The Characteristics of Interior Designers Who Practice
Environmentally Sustainable Interior Design [Text] / D. Guerin, M. Kang //
Environment. Behavior. — 2009. — No. 41. — P. 170-184.

%% Dos Santos Forcato, M. O eco—feedback na interface da lavadora de
roupas como estratégia de design para mudanca de comportamento [Text] /
M. dos Santos Forcato, A. dos Santos // InfoDesign—-Revista Brasileira de
Design da Informacgdo. — 2015. - T. 12. — Ne. 1. - P. 77-92.

% Lockton, D. The Design with Intent Method: A design tool for
influencing user behaviour [Text] / D. Lockton, D. Harrison, N. A. Stanton
Il Applied ergonomics. — 2010. — T. 41. — Ne. 3. — P. 382-392.


https://www.ncbi.nlm.nih.gov/pmc/articles/PMC2464876/�

—  COKpaweHue HelceramenbHo20 IKPAHHO20 BPEeMEHU —
Crudopackoit madbopaTtopueil cozmaHa 0a3a JaHHBIX
METOJIOB COKpAIlEHHUs KPaHHOIO BPEMEHH M OHJIaiH-
uHCTpyMeHT «Screentime Genie»;

—  KOpPpeKmupoeKy u uzMeHeHue 00Wecm8eHH020 MHeHUs
C TIOMONIbIO COIMANBHBIX CETeH, pOJb KOTOPBIX
HapacTaeT BO Bcex c¢epax >KH3HH, IIOCKOIBKY B

TIONIUTHYECKYIO chepy BXOJAT TTOKOJICHHS,
chopmupoBaBmrecs B IM(GPOBOI cpene, craBmen
NOJIEeM  TMOJHMTHYECKOH (MM  KOMIBIOTCPHOH, MM
uudpoBoii) mpomaraHgsl: corcerh Iwitter crana
Ba)KHBIM HUHCTPYMEHTOM B noOeaHo#
n30UpaTENBEHON kommanuu [l Tpamna  Ha
npe3umeHTCKuX  BeiOopax  CIIA; poccuiickas
OINIO3UIHSA WCIONB30Basla MU(QPOBBIE IDIAT(HOPMEI
YouTube wu TikTok B KadecTBe  OCHOBHBIX

UH(OPMAIMOHHBIX KaHAJIOB;

—  NpousBoO0Cmeo BUPMYATIbHBIX NPOOYKMo8 8 cghepe
30pasooxpanetus, obpazosanus, COYUATLHOO
obecnewenuss — P. bpayn u T. JI. Kombc yupenmnn
«Boundless Mind», T.e mmatpopMy HCKYCCTBEHHOTO
UHTEJUIeKTa Ui JU3aliHa  ITOBEHCHMS, KOTOpas
aHAIM3UPYeT peajbHOe IIOBEACHHE IIOJb30BaTelNel
pPasNMYHBIX ~ NPWIOKEHWA U1 IIOCIEAYIOIIEro
(GopMHpOBaHHS  HOBBIX  IIOJE3HBIX  IPHBBIYEK,
UCIIONB3Ysl HOBBIE BEPCHU HHCTPYMEHTOB TEXHOJIOTHH
yOeXIeHUsI B COYETAHWHU C MAIIWHHBIM O0yYCHHEM, a
3ateM npomaBags ux HKO wu  xommaHumsM,
NPOABUTAIONIMM 00pa3oBaHUE, 3IPAaBOOXPAHCHUE HIH
CcoLaJIbHOE 00eCIIEYEHHE.

B ycnoBusix craHoBieHust KoHuenuuu «MHagyctpust
4.0» o0coOyl0 aKTyaJbHOCTH HPHOOpETaeT HCKYCCTBO
WHXWHHAPHUHTA, 3aKJII0YAIOIIeecs B CHOCOOHOCTH
00beuHATh (U3MUYecKue W U(POBbIE COCTABISIONINE, B
pe3yabTaTe 4ero MosBISIOTCS KuOepU3nuecKue CHCTEMB,
MPE/ICTABISIONINE  CO00M  0coObli  BUI  IH(POBBIX
WHBECTULIMOHHBIX IIPOEKTOB.

Hecmotps Ha TO, 4TO MHOI'ME NOTEHLHAJIbHBIC
npeumyiectsa  kubepdusuyeckux  cucrem  (CPS)
BBI3BIBAIOT ~ OOJBLIME  HANEXKIbl, MPOLUIBIA  OMBIT
UppPOBU3aLMKM  TIOKa3ajJ, 4YTO MOCHEICTBMA  HOBBIX
BHEAPEHHBIX TEXHOJNOTMH HUKOTAA HEIb3s MOIHOCTBIO
npeacKasaTh. Bcerna ecTh HellpeHaMepeHHbIe
HOCIEACTBHSA, HEKOTOpble M3  KOTOPBIX  XOpOILIMe,
HEKOTOpBIE TUIOXHKE, a IPYTHe HUKOT/Ia He Pealn3yroTCs mo-
HACTOSIIEMY.

B  ommume or  Oonee  TpaJAMLMOHHBIX
BCTpamBaeMbIx cucreM monHouenHas CPS  o6braHO
MPOSKTUPYETCSl KaK CeTh B3aUMOJCHCTBYIOIIUX JIEMEHTOB
¢ (U3MYECKUM BBOJOM H BBIBOJIOM, a HE KaK aBTOHOMHBIC
ycTpoiicTBa. DTO HOHATHE TECHO CBSA3aHO C KOHICIIIMEH
POOOTOTEXHUKH U CEHCOPHBIX CETEH C MHTEIUICKTYaIbHBIMH
MeXaHU3MaMH, NPUCYLIAMH BBIYHCITUTEILHOMY
UHTEIIeKTy. HenpepbiBHbIE JOCTIDKEHHS HayKd M TEXHHKU
VAY4IIAIOT ~ CBSI3b ~ MEXAY  BBIUMCIUTENBHBIMH |
(U3MYECKUMHU SIIEMEHTAMH C IOMOIIBI0 HHTEIUIEKTYAIbHBIX
MEXaHU3MOB, T[OBBIIAS AaJaNTHBHOCTh, aABTOHOMHOCTB,

3¢ (EKTHBHOCTS, (YHKIIMOHATBHOCT, HaJC)KHOCTD,
0e30I1acHOCTD u yno06CcTBO HCIIONB30BaHUS
KHOCpPU3NICCKUX CHCTEM. OTO PpACHIMPUT TIOTEHITHAI
KuOep(HU3NUECKUX CUCTEM B HECKOJIBKUX HAIPABICHUSX,
BKJIIOYasi: BMELIATENLCTBO (HANPUMEp, MPEJA0TBPAIICHHUE
CTOJIKHOBEHHI); TOYHOCTH (HAMpUMep, POOOTU3UPOBAHHAS
XUPYprusi W TPOU3BOJCTBO HAa HAHOYpOBHE); pabora B
OIACHBIX WJIM HEAOCTYMHBIX CpeliaxX (Hampumep, MOUCKOBO-
criacaTellbHbIE padoThl, TYIICHHUE MOXapoB u
rIyOOKOBO/IHBIE HCCIICIOBAHUS); KOOPAMHALMS (HAPUMED,
VIIpABJICHHE BO3MYIIHBIM BWXKCHHEM, OOCBBIC ICHCTBHA);
3Q(eKTHBHOCTh  (HAmpUMep, 3JaHUS C  HYJIEBBIM
MOTPEOJICHUEM DHEPTHH); W YBEIHYCHHEC YEIOBCUCCKUX
BO3MOXKHOCTEH (HampuMep, B MOHHTOPHHTE W OKAa3aHUH
MEIUIMHCKON [TOMOIIIH).

ITpumepsr CPS  BKIIOYAIOT HHTEIUIEKTYAIBHYIO
CETh, aBTOHOMHBIE aBTOMOOMIIBHBIE CHCTEMBI,
MEIUIMHCKUNA MOHUTOPHHI, TPOMBIILICHHBIE CHCTEMBI
VIIPaBICHUsI, CHCTEMbl POOOTOTEXHHKH W ABTONMIOTHYIO

ABHOHHKY.
ITo muenuro D. JIu (JIu, 2015)*° npunoxenns CPS
BKJIIOYAIOT ~ABTOMOOWJIbHBIE CHCTEMBI, IPOU3BOJCTBO,

MCIUIIMHCKUEC yc’[‘pOﬁCTBa, BOCHHBIC CHCTEMBbI, OKa3aHHC

IIOMOIIH, YIipaBJICHUC JAO0POXKXKHBIM JBVOKCHUEM u
6C3OHaCHOCTBIO, YrpaBJicHUC TECXHOJOTrH4Y€CKUMH
mpoueccamu, IMPONU3BOJACTBO u pacrpeacjacHmue

AJIEKTPOIHEPIHHU, IHEPrOCOCPEIKEHUE, CUCTEMbI OTOILICHHUS,
BEHTWISALMA W KOHAMUIMOHUPOBAHUS BO3JyXa, CAMOIETHI,
KOHTPOJIbHO-U3MEPHUTEIbHBIE puoopBHI, yIIpaBIICHUE
BOIHBIMU peCcypcamH, Ioe3na, (GU3NIECKYI0 0e30MacHOCTh
(KOHTPOJIb ¥ MOHHTOPHHT JOCTYIA), YIPABICHUE AKTHBAMU
U pacrpeneneHnyio pobororexuuky. CPS m3meHut cextop

TPAaHCIOPTa, JIOTUCTUKH, MOOWIBHOCTE W OBIT IOAEH
NOKWIBIX M C  OrPAaHUYEHHBIMH  BO3MOXXHOCTSIMHU,
SHEPreTHUKY, KPUTHUYECKYI0 HH(PACTPYKTYPY, CEIbCKOEe

XO3SICTBO, TPOAOBOJILCTBHE, JKOJOTHIO, 0€30MacHOCTh H
MHOTHE Jpyrue cQepsl.

PerynupoBanue TOSIBIISTFOLIIUXCSE
KHOepPU3NIECKAX  CHUCTEM JODKHO  COIPOBOXKAATHCS
9THYECKUMH CTaHAAPTaAMHU W TPOLEIypaMHu, KOTOpHIE B
paBHOM cTermeHHM OYyAZyT YyYHUTHIBaTh IOTPEOHOCTH U
ITHYECKUE  JWIEMMBl  HCCIeHoBaTeneldl,  MpPaKTHUKOB,
MIOJTB30BaTelNeH U Pa3pabOTYHKOB.

HeiiponHTepdeiic MoXkeT, Kak CrnocoOCTBOBATh
CHIDKEHUIO DHCKOB HCKYCCTBEHHOI'O HHTEIUIGKTA IS
YeJI0BEYeCTBa, TaK M MOXET  HCIIOJIb30BATHCS
HEHPOTEXHOJIOTMYECKUMH KOMITAHUSIMH B JECTPYKTHBHBIX
nenax. OueBHAHO, 4YTO Y)KE Ha COBPEMEHHOM JTare
Tpebyercs TeopeTuyecKas " IMITHPHYECKAst
NEPEOPUEHTALNS HCCICIOBAaHUH M TPAKTHUKA NPUMEHEHHS
U(POBOro MOBEIEHYECKOro AM3aliHa n3 cepbl pa3BUTHS
OuzHeca B 00JIACTh 3allUTHl MOTpeOUTENeH, pa3paboTKy
HaIlpaBJICHUH 30POBOT0 MOBECHUS, STHYECKUX ITOAXO0B.

% |ee, E.A. The Past, Present and Future of Cyber-Physical Systems: A
Focus on Models//Sensors 2015, 15(3), 4837-4869;
https://doi.org/10.3390/s150304837
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[I. BreBonsr

[Ipumenenue TEXHOJIOTHH MOBEACHYECKOI O
Iu3aifHa MpH CO3aHUH U UCTIONB30BaHUY MU(POBEIX OJar B
MOJUTHKE W COIUAJIFHO-TIONUTHYECKAX  IPOIleccax
HEYKIIOHHO W  ycKopeHHO pacrer. UudpoBeie u
KHOepU3NICCKUE TEXHOJNOTUH CTAHOBATCS Ba)KHESHIIINM
(axTopom TpaHchopMaIum SKOHOMHUYECKOI'0 i
00IIECTBEHHO-TTOIUTHYECKOTO YCTPOMCTBA B COBPEMEHHOM
MHpe.

VYke ceromHs HEHpPOTEXHOIOTHYECKAE KOMITAHUU
HAIleTICHBI Ha CO3JaHWE IIETIOCTHOro wuHTepdelica Mo3ra,
CIIOCOOHOr0 0oJiee TECHO CBSA3LIBATH OHOJOIMUECKHH U

HCKYCCTBEHHBIN HHTEJIEKT. HeiipokoMnbroTepHbIIT
uHTepdeiic, kKak cucrema JuUIA oOMeHa WHGOpMaIHeH
HEMOCPEJCTBEHHO  MEXIy MO3TOM M 3JIEKTPOHHBIM

ycTpoiicTBOM, O6asupyercst Ha HelipoOnonornu. HelipoHHbIH
uHTepdeiic criocodeH a0COIIOTHO OIIpEIENATh
MOTPEOUTENHCKOE MTOBEACHNE B COOTBETCTBHHU C ITPOEKTOM.
OH cMOXeT 3aJaBaTh, YCTaHABIMBATh MOTPEOUTENHCKOE
MOBE/ICHNE B JHAala30HE B COOTBETCTBHHM C IEIMSMH
VIOpaBIeHUsT - OT aOCONIOTHO  PAaIMOHAIBHOTO IO
MPPALOHAIBHOIO, KOTOpOe (PAaKTHUECKH OTCYTCTBYET B
M3UHCTpUME SKOHOMHYECKON HAYKH.

Pucku pocra HETaTHUBHBIX TIOCTIEICTBUH
TIPUMEHEeHHU NHUQPPOBBIX W KHOEPPUINICSCKAX TEXHOIOTHI
TIOBE/IEHYECKOr0 TM3aifHa MpH CO3/aHWM M HMCTIOJIb30BAHUH
nu(poOBEIX Onar B MOJWUTHKE W COLUAIBHO-TIOINTHYECKUX
Trporeccax nenecooopasHo HE WUTHOPHPOBATB.
IlepcniekTMBHBIMU MepaMu roCcy1apCTBEHHOU u
OOIIECTBEHHON MOJIMTHKH SIBIISIOTCS.

— wuHpOpMHUpOBaHHE MOTpedUTENeld 00 WCIOIB30BAHUN
TEXHOJIOTMYECKUMH KOMITAHMSIMA TEXHHUK CKPBITOH
MaHUMNYIAAN, BPEOHBIX UL 3IOPOBBS  JIFOJIEH,
0CO0EHHO JeTel U MOIPOCTKOB,

—  pacmpocTpaHEHHE TPaAULIMOHHOW 3THKU U HEMPOITUKHU
B TEXHOJIOTHH Yepe3 HEKOMMEPUYECKIe OpraHu3allny;

—  CTUMyJHMpOBaHHE pabOTBI TICHXOJOTOB (B T.4. Uepes
nmpo(eCCHOHABHBIE OOIIECTBCHHBIE OOBCIMHCHHUS) B
chepe yIyUIIEHHS COCTOSHHSA 3IOPOBBS JETed W
TTOJJPOCTKOB, a HE B CO3/IaHUH aJJIMKTUBHOTO AU3aifHa,

— pa3paboTka ¥ TIPOBEACHHE OOYYalOUMX KYpCOB
«[{upoBeIe  3aBHCUMOCTH.  TOCYJApCTBEHHBIA U
OOIIECTBEHHBI  KOHTPONB»  UIAI  PYKOBOTUTEICH
00pa3oBaTENpHBIX  OpraHW3alWid,  IIeJarOrHIeCKUX
pabOTHHKOB, IS TOCICAYIOIIETO  IPOCBEIICHUS
poauTeneil (3aKOHHBIX MIPEJCTABUTEIIEH) IIKOIbHUKOB;

— pa3paboTka HOPMATHUBHO-TIPAaBOBOH Oa3bl IMOBBIIICHUSI
KadecTBa WHPOPMAIINH, KOTOpas MOXKET
VIOBJIETBOPUTH TIOTPEOHOCTH BO BMEIIATEIHCTBE B
MOBEJICHUE KAaK 3aBHUCHMBIX, TaK M HE CTPaJaroIInX
3aBUCUMOCTBIO JIOJEH

— OIEHKAa M y4eT H3MIEPKEK OOIIeCTBa OT IMOTPEOICHUS
BPEIHBIX MUPPOBBIX OJar (B T.4. aJTAKTUBHBIX).

OueBHIOHO, YTO TMapagurMa KHOepHU3HMIECKUX
CHCTEM, MONYYCHHAs B Pe3y/IbTaTe MEKAUCIUIUIMHAPHOTO
CHHTE3A, CTaHET TOILIUBOM inic: crenyromien

© 2022 Global Journals

TEXHOJIOTUYECKOM PEBONIOLMU. YK€ Ha COBPEMEHHOM
sTame  Tpedyercs  TeopeTHdeckas W AMIHpPUYECKas
MepEOpUECHTANNS UCCIEOBAaHNN W TPAKTHKHA MPUMEHEHHS
HelpoHHOrOo WHTepdelica w3 cdepsl pa3BUTHS OU3HECa,

HEHpOMapKeTHHTa, B 00NacTh 3aIlUTHl MOTpeOHTENeH,
pa3paboTKy  HampaBJCHHN 3JI0POBOr'0 ITOBE/ICHNH,
STHYECKHX ITOIXO0/I0B.

Jlo  Hacrosiero - BpPEMEHH  SKOHOMHUYECKHE

(BKJIIOYASI MHCTUTYIMOHANIBHBIC) U PEryJSTOPHbBIC (BKIHOUYAs
ITUYECKUE) ACIEKTHI, BOSHUKAIOLINE Ha CTHIKE MHOTHUX HAYK
B CBeTE€ pa3BUTHA KHOCPPHU3MUECKUX CHCTEM, HMEIOIINE
Ba)KHEWIIIee 3HA4YCHHWE [UIA Oyaymiero Bcero oormiecTBa
(aKTHYECKN HEe M3Y4CHBI, MEXIUCIUIUTHHAPHBIC 3HAHHS HE
3a()MKCHPOBAHBI H HE CTPYKTYPHUPOBAHBI B DKOHOMHYECKON
u  gpyrux — Haykax.  KuGepdmsmueckne  cucTeMmsbl
MPEACTAaBISAIOT  cOOOM  HOBYIO  Hay4yHyl0  00IacTs,
TpeOyIonTyt0 COOCTBEHHBIX MOZeNel u MeTonoB. LlemoctHOoE
HCCIIEIOBAaHNE COLMAIBHO-9KOHOMHYECKOH IMpo0IeMaTHKI

KnOep(U3UUECKHX  CUCTeM, HX  OOIIECTBEHHOro U
TOCYJapCTBEHHOT O KOHTPOJIA u perynupoBaHus
OTCYTCTBYeT B MHUpPOBOM Hayke. Yto omnpenenser

AKTYaJIbHOCTh JAJIbHEHUIIETO IMOCTPOEHUS] 3KOHOMMYECKOM
TEOpUH kubepduznuecKux CHCTEM " MOJIETH
OOILIIECTBEHHOIO W  TOCYIapCTBEHHOTO  KOHTPOId U
PETYJIIMpOBAaHUSI TEHEPUPYEMBIX MMH pBHIHKOB Onar Ha
OCHOBE KOHKPETH3allMM WX CYIIHOCTH, CTPYKTYPBI,
GyHKIMH, cnenupuKH Crpoca W TPEUIOKSHUS, aHaIH3a
9BOJIIOLIMH KOHLIEMIINH, OLEHKH 3 PEKTOB U PHCKOB, OIIBITA
pasBUTUsI MHCTUTYTOB M MEXaHM3MOB pPETYIHPOBAHUS H
CaMOpETYIISALIUH.
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Impact of Social Media-Based Brand
Community Participation on Brand Image in
Bangladesh: Mediating Role of Brand
Association and Brand Awareness

Anamika Dey * & Md. H Asibur Rahman °

Absiract- The study’s objective is to investigate the impact of
Social Media-Based Brand Community Participation on the
brand's image. Besides, the study also focuses on uncovering
the mediating role of brand association and brand awareness.
For achieving the above objectives, relevant pieces of
literature were extensively studied, and seven hypotheses were
developed. For collecting relevant data for the research, a
structured questionnaire was developed and administered
through using online social media. The study used
convenience sampling to collect data from 445 customers who
have access to social media platforms and who have
participated in several fashion brands' fan pages. The study
discovered that Social Media-Based Brand Community
Participation (SMBBCP) is positively related to brand
association and brand awareness; however, it has an
insignificant relationship with brand image. Besides, the brand
association is positively associated with brand image, whereas
brand awareness has a positive impact on brand association.
Moreover, the study confirms that brand association mediates
the relationship between SMBBCP and brand image, aside
from negotiating the relationship between brand awareness
and brand image. Further, brand awareness mediates the
relationship between SMBBCP and brand association. The far-
reaching implications of the research have been discussed
concerning the scope of further studies. Finally, the study
examines its limitations in generalizing the results and
concludes with a conclusion.

Keywords: Brand community  participation, Brand
association, Brand image, Brand awareness, Fashion
brands, Bangladesh.

I. INTRODUCTION

he technological progress in the era of the internet
Thas drastically transformed our daily lives and the
operations of businesses. For example, marketing
activities have become significantly more complicated
than before the rise of social media (Habibi et al., 2016;
Hoang et al.,, 2019). Social media has become an
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General, Faculty of Business Studies, Bangladesh University of
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integral ingredient of today's marketing environment
(E. Keller & Fay, 2012; Liu et al., 2018). It has become a
progressively salient stage for brands to demonstrate
their products (Binwani & Ho, 2019; Choedon & Lee,
2020).

Recently, "Social Media-Based Brand
Community" (SMBBC) has been used to characterize
brand communities on social media platforms like
Facebook and Weibo (Habibi et al., 2016; Hoang et al.,
2019). '"Brand community is a  specialized,
geographically unbound community built on an
organized network of social connections amongst brand
aficionados" (Liao & Wang, 2020). At the same time,
Brand Community Participation (BCP) has been
recognized as a behavioral framework that measures a
customer's capacity for disclosing personal information,
contributing ideas and output to the brand, learning, and
developing a stronger bond with the retailer by engaging
in decision-making (Carlson et al., 2019). SMBBC may
inform companies about their consumers' needs,
product improvements, and competitiveness (Carlson et
al., 2019; Kang & Shin, 2016). SMBBC also helps clients
understand the companies products and services and
other customers’ reviews (Hoang et al., 2019).

Marketing professionals are now more
interested in SMBBC (Islam et al.,, 2018; Kamboj &
Rahman, 2017). Hook et al. (2018) suggested studying
consumer brand community involvement.  The
components of SMBBC include shared awareness,
shared rituals and traditions, and responsibility to the
community (Habibi et al., 2014, 2016). SMBBC can be
developed by businesses, their subsidiaries, or their
agents, and they consist of consumers who enjoy
certain brands of businesses (Hoang et al.,, 2019;
Munnukka et al., 2015). Companies mainly introduce
brand communities to get good brand results (Coelho et
al.,, 2019; Relling et al., 2016). Thus, significant firms
should engage with brand communities and validate
members' triumphs to build confidence. It maintains and
improves the community's brand equity and regularity
(Burgess & Jones, 2020). BCP is growing in popularity in
academia and management circles since research
demonstrates that customer involvement may benefit

© 2022 Global Journals

Global Journal of Management and Business Research ( E ) Volume XXII Issue Il Version | E Year 2022



Global Journal of Management and Business Research ( E ) Volume XXII Issue Il Version I ﬂ Year 2022

firms and customers (Carlson et al., 2019; Merz et al.,
2018).

Technology encourages buyers to interact with
fashion businesses (Kim & Ko, 2012). The fashion
genius Coco Chanel said, "Fashion is not just clothing."
Fashion is in the sky, on the street, and in ideas,
lifestyles, and events (Brogi et al., 2013). Asian fast
fashion brands are overgrowing. Fashion sector
spending is expected to rise nearly 10% annually (Bashir
et al., 2020). Asian fashion is predicted to expand by
8.80% (2022-2027) to US$626.20 billion in 2027.
Fashion sales reached US$410.80 billion in 2022
(Statista Digital Market Outlook, 2022).

Bangladesh's fashion income reached US$1.81
billion in 2022. By 2027, revenue is predicted to climb
17.37% (CAGR 2022-2027) to US$4.03 billion (Statista
Market Forecast, 2022).It boosts competitiveness and
profits in the Bangladeshi fashion sector. This research
uses "Fashion Brands," "Retail Fashion Brands," and
"Luxury Fashion Brands" interchangeably. OBCs, allow
fashion businesses and buyers communicate without
time, place, or topic limits, changing one-way
engagement into intuitive and user-friendly two-way
direct conversation (A. J. Kim & Ko, 2010). Online
shoppers may buy anytime. They can instantly
exchange brand experiences and have access to many
stylish things (Brogi et al., 2013). Researchers examined
brand value based on customer brand understanding
(Dew & Kwon, 2010).

Businesses increasingly use social media to
build brand awareness, making it a hot issue (Hudson et
al., 2015). Brand awareness is how much customers link
a brand with the desired product (Sasmita & Mohd Suki,
2015). In previous years, companies looked cautious
about using social media for marketing, but they now
invest heavily in brand design and firm-related social
media marketing, for instance, in interactive websites
and brand communities (Bashir et al., 2020; Hudson et
al., 2015). Companies use popular social media such as
Facebook, YouTube, and Twitter for engaging clients.
On these platforms, consumers create brand
communities, and businesses utilize these communities
to promote their products (Bashir et al., 2020; Islam et
al., 2018).

When a person contemplates information
regarding the product and identifies with its subsisting
brand knowledge more densely, the brand association
will be more intense. Association with feelings, features
along with advantages can create a brand association.
All these components assist in building up brand image
(Lee, Goh & noor, 2019; Enjelina & Dewi, 2021).
Moreover, the brand image tells the story of what
consumers think and feel about the company (D. Lee et
al., 2011; Roy & Banerjee, 2007). Faircloth (2005) states
brand image is the “overall mental image that
consumers have of a brand and its uniqueness
compared to the other brands”. It helps customers
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understand their wants and desires and distinguishes
them from the competition (Anwar et al., 2011; Lien et
al., 2015). Social media is a prevalent issue because
companies use it to promote their brands (Bashir et al.,
2020; Hoang et al., 2019). Thus SMBBC enhances
customer happiness, connection skills, and corporate
performance, according to a study (Clark et al., 2017).
Several studies investigated the relationship between
SMBBC’s commitment to brand awareness and brand
loyalty. Besides, a few researchers studied online brand
community participation on brand awareness, brand
association, and perceived quality of luxury fashion
items (Bashir et al., 2020; Hoang et al., 2019). However,
hardly any researchers have examined the influence of
social media-based brand community engagement on
fashion brand image in Bangladesh.

Thus, this research work considered customers
participation in  the social media-based brand
community of prominent fashion brands and sought to
respond to the following research questions:

RQ 1: How does Participation in an SMBBC Influence
the Brand Image of Fashion Brands?

RQ 2: How does Brand Association Mediate the
Relationship between SMBBC Participation and Brand
Image?

RQ 3: How does Brand Association Mediate the
Relationship between Brand Awareness and Brand
Image?

RQ 4. How does Brand Awareness Mediate the
Relationship between SMBBC Participation and Brand
Association?

To answer the above questions, the theoretical
background of SMBBC participation has been
developed through a literature review. We have also
clarified all the keywords and built up our model and
hypotheses. Besides, to simplify the research, the
phrases ‘consumer  involvement," ‘community
participation," and "orand community engagement" are
used as synonymous. Additionally, the words "Social
Media Based Brand Community (SMBBC)," "Virtual
Brand Community (VBC)," and "Online Brand
Community (OBC)" have been used interchangeably.
"SMBBC participation" and "Facebook brand page
involvement" are considered synonyms. To evaluate our
hypotheses, we designed a questionnaire and gathered
data before putting the model to the test. Finally, we
examined the results and recommended future research
directions.

[I. LITERATURE REVIEW AND HYPOTHESES
DEVELOPMENT

a) Theoretical Underpinning

Social media is one of the biggest channels for
brand-related information exchange since its interactive
features allow users to participate, collaborate, and
share knowledge (Cheung et al, 2020;



Kusumasondjaja, 2018). It can reach more people than
print, TV, and radio (Bowen, 2015). Influential brands
utilize social media to develop, sustain, share, and
communicate with potential users in the interactive
marketplace (Bulearca & Bulearca, 2010; Severi & Ling,
2013). Customers may also express their opinions on
products and services on social media (Kaplan &
Haenlein, 2010). Social media content may profoundly
affect people (Poynter, 2008). Social identity theory has
been applied in this research to shed light on how
customers recognize and associate themselves in a
Social Media Based Brand Community (SMBBC)(Hoang
et al., 2019). According to this theory, Online Brand
Communities are social organizations in which members
can not only join and partake but also quit and
denounce readily (Pournaris & Lee, 2016).

b) Social Media-based Brand Community Participation
and Brand Association (BAs)

Brand association is regarded as one of the
primary elements of brand equity (Zdravkovic & Till,
2012). The effectiveness of a brand's facilities is known
as "pbrand association" (Chinomona & Maziriri, 2017;
Enjelina & Dewi, 2021). Aaker (2009) states, "Brand
association is something associated in memory with a
brand." It aids consumers in processing, organizing, and
retrieving product-selection-related information stored in
memory (Dew & Kwon, 2010).A brand association
consists of every concept, feeling, knowledge, image,
expertise, trust, and action that revolves around the
brand and is tied to the brand node (Aulia & Brilliana,
2017). Besides, brand associations serve as the
foundation for developing brand loyalty and purchase
decisions. It is based on the perception or
understanding of products, product qualities, brand
positioning, packaging, price, or user image (Zdravkovic
& Till, 2012). Brand associations are essential for both
marketers and consumers. Marketers deploy brand
associations to differentiate, positioning, and extend the
brand, to produce positive thoughts and emotions about
brands, and to suggest the characteristics or benefits of
purchasing or consuming an identifiable brand.
Consumers who participate in Facebook brand pages
gain access to brand-related information such as
product variety, features, and benefits (Schivinski &
Dabrowski, 2015). This information can be presented in
written or graphical form and they can be provided by
the firm or by other Facebook brand page
members(Naylor et al., 2012). Such engagement leads
to the progressive formation of utilitarian, emotional,
community-based, and cognitive brand connections in
the customers' thoughts (Langaro et al., 2019).
Moreover, Bashir et al., (2020) demonstrate that brand
community membership  highly  predicts  brand
association. Thus, it is reasonable to propose the
following hypothesis:

H1: Social Media Based Brand Community Participation
(SMBBCP) positively correlates with Brand Association
(BAs).

¢) Social Media-based Brand Community Participation
and Brand Awareness (BAw)

Brand awareness is a crucial component of
brand equity and influences customer brand knowledge
(Chinomona & Maziriri, 2017; Enjelina & Dewi, 2021). It
might be a central element of marketing (K. L. Keller,
1993). Brand awareness is the ability of prospective
customers to recognize or recall a brand, which helps
them associate items with brands (Aaker, 2009; Cheung
et al., 2020). For a purchase, this competence must be
sufficient (Aulia & Brilliana, 2017). Simply, brand
awareness is connected to the strength of persistence
and understanding of a brand in a consumer’s brain and
mind(Hoang et al., 2019; Moalinillo et al., 2017). Visibility,
association, and powerful combinations with related
offerings and purchasing knowledge create brand
recognition (Severi & Ling, 2013). It also comes from
consumers' repeated, memorable brand experiences
(Kim et al., 2018). Brand name, tagline, packaging, and
advertising produce this manifestation (Cheung et al.,
2020; Datta et al.,, 2017). When consumers have had
previous experience with the brand, they are better able
to recognize it. This results in recognition of a brand.
Customers' exact memories of a brand are part of its
"brand recall." (K. L. Keller, 1993).

Participation in  SMBBC emerges when
consumers receive content provided by both the brand
and others chasing the same brand. Consumers can
also participate by contributing ideas and developing
new brand-related content (Langaro et al., 2019;
Schivinski & Dabrowski, 2015). Due to their participation,
people have more chances to determine the brand
name, logo, and other brand features (Buil et al., 2013).
Consumers are encouraged to participate actively and
offer confirmation by liking, commenting, or providing
new material. This enhanced opportunity for brand-
consumer contact is anticipated to influence brand
recognition (Buil et al.,, 2013; Langaro et al., 2019).
Therefore, the following hypothesis is put forward:

H2: Social Media Based Brand Community Participation
(SMBBCP) positively correlates with Brand Awareness
(BAW).

d) Social Media-Based Brand Community Participation
and Brand Image

Brand image (Bl) includes characteristics,
amenities, sentiments, and consumer connections. Bl is
the collection of ideas that affect how customers
perceive a brand, including aspects that distinguish it
from competitors, its personality, and its promised
advantages (Aulia & Briliana, 2017). Bl also includes
consumers' knowledge and beliefs about a brand's
products and non-products (D. Lee et al., 2011). Brand
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image increases consumer perception of product or
service quality (Cham et al., 2014; Wu, 2011). It helps
buyers choose brands that meet their demands. Brand
image may attract first-time clients and provide the
company with a competitive edge (Cham et al., 2014;
Wu, 2011). Unlike low-image brands, high-image brands
can extend into other areas (Hamid et al., 2015). A
product's image may reduce brand extension failures by
ensuring durability and consumer satisfaction (Hannes,
2019; Tagi & Muhammad, 2020).

Brand image affects a company's future
profitability, long-term cash flow, customer compliance
to pay high prices, and strategic decisions. Bl may also
affect stock prices, sustained competitive advantage,
and marketing (Chen, 2010; Farzin & Fattahi, 2018).
Brand community participation affects brand image.
Community engagement also affects brand image.
Brand communities have shown that customer
authorization and consumer-created content may boost
brand image (Cova & Pace, 2006; Muniz & Schau,
2007). Therefore, we propose the following hypothesis:

H3: Social Media Based Brand Community Participation
(SMBBCP) Positively Correlates with Brand Image (BI).

e) Brand Association and Brand Image

Brand image is expressed by any information
that predominately occurs in brand association and is
tied to the brand name in consumer recall (K. L. Keller,
1993; Sasmita & Mohd Suki, 2015).

Taylor et al. (2007) argued that brand
association positively correlates with brand image.
When a person considers facts about the product and
identifies more strongly with his existing brand
knowledge, the brand connection will become stronger.
The relationship between a brand and emotions,
characteristics, and benefits can generate a brand
association. These factors contribute to brand
development (Enjelina & Dewi, 2021; J. E. Lee et al.,
2019). The brand connection supports constructing a
brand's image, resulting in the acquisition of competitive
advantage, revenue, and anticipated advancement
(Khan & Jalees, 2016). The following hypotheses are
therefore posited:

H4: Brand Association (BAs) Positively Correlates with
Brand Image (Bl).

7 The Mediating Role of Brand Awareness

Meanwhile, the literature examined the
theoretical link between SMBBC involvement, Brand
association, and Brand awareness. However, following a
thorough analysis of prior studies, we have concluded
that there is a lack of online research on the relevance of
brand awareness as a mediator between SMBBCP and
brand association. Simply, SMBBCP provides
participants with information about the products and
services, which increases brand awareness, and when
participants are aware of the products via brand
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communities, the brand association is strengthened.
Therefore, based on the above debate, the following
hypothesis has been developed:

H5: Brand Awareness (BAw) Mediates the Relationship
between SMBBCP and Brand Association (BAS).

g) The Mediating Role of Brand Association

Brand awareness (BAw) is acknowledged as
the first stage of brand-related information acquisition
(Barreda et al., 2016; BulyUkdag, 2021). It is vital for
initiating the communication process (Barreda et al.,
2015), in contrast, brand image (Bl) is one of the
aspects that not only enhance the effectiveness of
marketing communication but also produce brand-
related information (K. L. Keller, 1993). Prior research
indicated that brand awareness (BAw) positively impacts
brand image (Bl) (Bernarto et al., 2020; Mulyono, 2016).
BAw has a significant influence (Barreda et al., 2016;
BUyldkdag, 2021) and a relationship with the Bl (Karam
& Saydam, 2015). Brands with a high BAw produce
products with a high Bl (Dewi et al., 2020; Tarig et al.,
2017). Therefore, brand image will be enhanced by
brand awareness (Saydan & Dulek, 2019). When
customers have strong brand recognition, it is not
difficult to create a positive brand image (Mulyono,
2016; Sean Hyun & Kim, 2011).

Based on the preceding discussion, the
theoretical link between brand awareness, brand image,
and the brand association has been established;
nevertheless, there are few studies evaluating the
mediating function of brand association between brand
awareness and brand image. In addition, SMBBC plays
a crucial role in creating brand associations, which
generates a stronger brand image. Therefore, we have
developed the following hypotheses:

H6: Brand Association (BAs) Mediates the Relationship
between Brand Awareness (BAw) and Brand Image (BI).

H7: Brand Association (BAs) Mediates the Relationship
between SMBBC Participation and Brand Image (BI).

[1I. RESEARCH METHODOLOGY

This section shows how the data for the study's
constructs were gathered, analyzed, and
operationalized.

a) Stalistical Analysis Technique

To perform the descriptive statistical analysis,
we used SPSS version 25. Partial least squares (PLS)
path modeling was utilized to evaluate the measurement
and structural model with the SmartPLS3.

b) Data collection

The survey sampled young consumers who
possessed smartphones or smart gadgets and were
regarded as part of the digital generation, engaged
actively in online social networking, and had purchased
items from favorite brands such as Aarong, Yellow,



Anjan’s, Sailor, Zara Fashion, Gentle Park, Cats Eye,
Ecstasy, Kay Kraft, Dorjibari, Le Re Ve, etc. in the
preceding year. We only took into account the brand
that sells items for both men and women of all ages.
Following a thorough literature assessment, a complete
questionnaire  with  trustworthy survey items was
designed. To collect the data, Google Forms was used
to develop an online questionnaire. The questionnaire
was written in the English language. It was voluntary to
take part in this research. From June 21, 2022 until
September 21, 2022 data was collected. The
researchers shared the questionnaire online with at least
650 individuals as an online survey using email and
social networking platforms. However, the total number
of individuals reached by the researcher is unknown.
After finishing the study, the researcher found 445
completed online questionnaires.

¢) Measures

Al construct measures were developed
following the precise definitions found in the literature
review. The variables utilized to assess contextual
factors, brand community participation, brand
awareness, brand association, and brand image were
derived from past empirical research. Brand community
participation has been measured utilizing six items
adopted from the study by (Langaro et al., 2019).
Besides, brand awareness, brand image, and brand
association have been measured using five, three, and
five items consecutively adopted from the study
(Sasmita & Mohd Suki, 2015). The items are available in
the appendix section. The perceptions of the
respondents regarding the items have been evaluated

on a b5-point Likert scale ranging from 1(strongly
disagree) to 5 (strongly agree).

d) Data Preparation and Analysis Techniques

The researcher used descriptive statistics with
SPSS version 25. SmartPLS3 was used to evaluate the
hypothesis and conceptual model using partial least
squares (PLS) path modeling. We used SEM with PLS to
test ideas and analyze data. According to Ringle et al.
(2020), scholars frequently use PLS-SEM. However,
PLS-SEM and CB-SEM are two SEM estimation
techniques (Astrachan et al., 2014). PLS-SEM focuses
on explaining variance in endogenous variables,
whereas CB-SEM estimates the covariance matrix and
ignores explaining variance (Hair et al., 2017). PLS-SEM
has many advantages over CB-SEM. PLS-SEM
develops a theory and makes a prediction, whereas CB-
SEM evaluates an existing idea. Second, PLS-SEM can
explore formative and reflective interactions, whereas
CB-SEM only analyzes reflective ones (Hair et al., 2017).
Richter et al. (2016) say PLS-SEM can handle intricate
models with multiple indicators and constructs, is handy
with small sample sizes, and give valuable latent
variable scores for research.

[V. ANALYSIS AND FINDINGS

a) Respondents Profile

The  following are the  demographic
characteristics of the participants (n = 445): 64.04%
(n = 285) of the responders were male, whereas 35.28%
(n = 157) were female. Other information regarding the
respondents is provided in Table 1.

Particulars N % Particulars N %
Gender Yearly frequency of buying brands
Male 285 64.04 Occasionally 235 52.81
Female 157 35.28 Seldom 101 22.70
Prefer not to say 2 0.45 Frequently 78 17.53
Education When necessary 31 06.97
MPhil/PhD 17 3.82 Yearly expenditure on brands
Postgraduate/Masters 199 44.72 More than 10000 110 24.72
Undergraduate/Honors 167 37.52 6001-10000 98 22.02
HSC 62 13.93 2001- 6000 213 47.87
Profession Less than 2000 18 4.04
Student 154 34.61 Other amounts 6 1.35
Private service 103 23.15 Favorite fashion brands
Govt. service 78 17.53 Aarong 155 34.83
Business/Self-employed 67 15.60 Cats Eye 86 19.33
Unemployed 27 6.07 Ecstasy 43 9.67
Housewife 16 3.60 Gentle Park 35 7.87
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Frequency of access to social media

Daily 279 62.70
Once in every 5 days 55 12.36
Once in every 10 days 48 10.79
Once in every 15 days 38 8.54
Once in a month 21 4.72
Others 4 0.90
Time spent in social media in every visit
Less than 1 hour 238 53.48
1-2 hours 142 31.91
More than 2 hours 65 14.67

Yellow 32 7.19
Dorjibari 25 5.62
Le Reve 16 3.60
Sailor 15 3.70
Zara Fashion 14 3.15
Others 24 5.39
Participating in brand page
More than 3 years 08 0.18
More than 2 years 28 6.29
Less than 1 year 409 91.91
Total 445 100%

b) The Measurerment Mode/

The researcher investigated convergent validity
using item loadings and Average Variance Extracted
(AVE). In this experiment, the AVEs of every measuring
construct was more significant than .50, demonstrating
acceptable convergent validity (Hair et al, 2019;
Henseler et al., 2015). A single item (Baw5) was deleted

from the construct Brand Awareness due to poor
loading value. The Cronbach's Alpha (CA) and
Composite Reliability (CR) coefficients were all greater
than the recommended value of 0.70 (Hair et al., 2019).
As a result of this, the criteria for the item and construct
reliability have been satisfied, as shown in Table II.

Table Il: Constructs Loadings and Reliability

Conswetame | St | Crnoacts | Compcs | A
Brand Association (BAs) 0.796 0.860 0.5652
BAs1 0.733
BAs2 0.730
BAs3 0.721
BAs4 0.724
BAs5 0.802
Brand Awareness (BAw) 0.697 0.815 0.524
BAw1 0.746
BAW2 0.681
BAW3 0.689
BAw4 0.775
coek Msg;se%%iid(gﬁggggmm“”'w 0.877 0.908 0.621
SMBBCP1 0.787
SMBBCP2 0.776
SMBBCP3 0.809
SMBBCP4 0.856
SMBBCP5 0.798
SMBBCP6 0.694
Brand Image (BI) 0.683 0.825 0.611
BI1 0.816
BI2 0.763
BI3 0.764
Deleted ltem: Baw5
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When examining discriminant validity, the are more significant than the average extracted
researchers were interested in how unique a constructis  variance's square roots (diagonal elements). So, it
in compared to others (Hair et al., 2019). In this case, suggests a fair level of discriminant validity (Fornell &
inter-correlations between variables (off-diagonal values)  Larcker, 1981); see Table IIl.

Table [lI: Discriminant Validity: Fornell-Larcker Criterion

SMBBCP BAs BAw Bl
SMBBCP 0.788
Brand Association 0.643 0.743
Brand Awareness 0.629 0.659 0.724
Brand Image 0.457 0.595 0.496 0.781

The heterotrait-monotrait ratio of correlations approach. As shown in Table IV, the constructs here
(HTMT), a complete and consistent technique for satisfy the required specification (Hair et al., 2019; Kline,
assessing discriminant  validity in  SEM, was 2015). The researcher also checked the discriminant
proposed by Hessenler et al. (2015). Under a strict validity of item cross-loadings and found that they
protocol, HTMT values lower than 0.85 are acceptable.  complied with the requirements.

However, HTMT>.90 is permitted in a more liberal

Table IV: HTMT

SMBBCP BAs BAw Bl
SMBBCP
Brand Association 0.767
Brand Awareness 0.798 0.883
Brand Image 0.580 0.800 0.707
c) The Structural Model hypothesis H3. Specifically, SMBBCP was negatively

The summary of hypotheses regarding direct associated with Bl (H3: SMBBCP—BI: B= 0.125,
impacts is shown in Figure 2 and Table V. In the case of  t= 1.956, p < 0.05, BCI LL: -0.004, UL: 0.252).
immediate effect, all the ideas were accepted, except

Bl | BAs1 J | BAs2 | | BAs3 | | BAs4 | L BAs5 |

BAW2  [30.905 Pa

18.619 27.618 23297 23959
BAWS3 17.235 S0 il

31.845

0.422 (7.820)

BAw4

Brand
Association

0.378 (8.067) 0.514 (7.440)

0.629 (18.395)

SMBBCP1

SMBBCP2 g ¢ SMBBCP
34,240

SMBBCP3

43.817 0.125 (1.956) Bi2
67.755
i
P1.615 Brand Image
SM BBCPS SMBBCP 9

SMBBCP6

Figure 2: The Research Framework Representing the Results
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The mediating effect of BAs has been checked
to find whether it works as mediating factor between the
relationships SMBBCP—BI. Here, in the case of Bl, BAs
(H6: SMBBCP — BAs — BI, B= 0.194, t= 5570, p <
0.01, BCI LL: 0.125, UL: 0.260) mediated the association
between SMBBCP and BIl. Similarly, BAs significantly

mediate the relationship between BAw and Bl (H7:
SMBBCP — BAs — BI, B= .217, t= 5.022, p < 0.05,
BCI LL: 0.139, UL: 0.303). Besides, BAw significantly
mediates the relationship between SMBBCP and BAs
(H8: SMBBCP—BAw— BAs, B= 0.265, t= 6.905, p <
0.05, BCI LL: 0.194, UL: 0.345).

Table V: Summary of Hypothesis Testing for Direct Relationship

Relationship | . beta Std. T P BCI | BCl | e | # | Decision
Coefficient | Dev | Statistics | Values LL UL

H1 | SMBBCP— BAs 0.378 0.047 8.067 0.000 | 0273 |0.459 | 1.654 | 0.181 | Accepted

H2 | SMBBCP—BAw 0.629 0.034 18.395 0.000 0.556 | 0.688 1.000 | 0.654 | Accepted

H3 | SMBBCP—BI 0.125 0.064 1.956 0.051 | -0.004 | 0.252 | 1.706 | 0.015 | Rejected

H4 BAs—BI 0.514 0.069 7.440 0.000 | 0.364 |0.635 | 1.706 | 0.243 | Accepted

H5 BAw—BAs 0.422 0.054 7.820 0.000 | 0.315 | 0521 | 1.654 | 0.224 | Accepted

Hair et al. (2017) recommended assessing R?
and f to report the relationship magnitude. R®—
coefficient of determination—denotes the exogenous
construct(s)' ability to predict endogenous variable
variability (Memon et al., 2017). According to Hair et al.
(2019) and Henseler et al. (2009), R® values of 0.75,

0.50, and 0.25 indicate strong, moderate, and weak
predictive power, respectively. F? is the exogenous
variable's contribution to R?. Developed a criterion
stating that f? values over 0.35, 0.15, and 0.02 indicate a
big, medium, and small effect size, respectively (Cohen,
1988).

Table V: Summary of Hypothesis Testing for Specific Indirect Effect

— Beta Std, P BCI BCI
No. | Relationship Coefficient | Dev | "SB! | vajues | LL u. | Status

H6 | SMBBCP— BAs — B 0.194 0.035 5.570 0.000 0.125 0.260 Accepted
H7 BAw— BAs — Bl 0.217 0.043 5.022 0.000 0.139 0.303 Accepted
H8 | SMBBCP—BAwW— BAs 0.265 0.038 6.905 0.000 0.194 0.345 Accepted

According to Chin et al. (2008), Q? represents
both out-of-sample prediction and in-sample predictive
strength for the endogenous construct. Hair et al. (2017)
specified that in the structural model, Q2 values greater
than zero for a given reflective endogenous latent
variable show the predictive importance of the structural
model for a specific dependent construct.

V. DiscussioN ON FINDINGS

From the findings, it can be seen social media-
based brand community participation (SMBBCP) has a
significant effect on both brand association (BAs) and
brand awareness (BAw). Consumers are found to assist
in community activities when they develop into members
of online brand communities (OBCs). Their talking over
and distribution of brand-related impressions, beliefs,
and happenings via OBCs result in strengthening the
brand-customer association as well as intensifying other
customers’ brand awareness (Bashir et al., 2020; Brogi
et al., 20183). Previous studies also support the findings
(Langaro et al., 2019). We also found that BAw has a
positive and significant influence on BAs and brand
image (Bl), which is also in line with other studies
(Bernarto et al., 2020; Dew & Kwon, 2010; Mulyono,
2016; Severi& Ling, 2013). BAw assists in the formation
as well as the reinforcement of BAs. It also aids in
constructing a clear Bl (Tariq et al., 2017). However, we
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found a weak relationship between SMBBCP and BI.
Contrary to the findings of Woisetschlager (2008), our
study shows that there is no meaningful relationship
between SMBBCP and BI. Finally, we did find a positive
and significant relationship between BAs and Bl
According to Khan and Jalees (2016), Bl is constructed
with the assistance of BAs, which induce competition,
returns, and future advancement.

Both the durability and longevity of brand-
customer or brand-follower relationships can be built
through the strength of OBC (Pournaris & Lee, 2016).
Through the ardent and skilled management of OBC,
marketers can design a place for customers wherever
they become engaged, interchange information as well
as develop brand perceptions (Hur et al., 2011). This
research broadened the literature on social media-
based brand community (SMBBC) by examining the
relationship of SMBBCP with the brand association,
brand awareness, and brand image. It also examined
the relationship between brand awareness and brand
association, brand image and brand association, along
with the mediating effect of brand association and brand
awareness, respectively.  Both  theoretical and
managerial implications are described in the following
discussions.



a) Theoretical Implication

To the best of our knowledge, this research is
one of the first studies to examine the mediating effect
of brand association in the relationship between
SMBBCP and brand image, as well as between brand
awareness and brand image. The mediating effect of
brand awareness in the relationship between SMBBCP
and brand association has also been examined here.
The results can be used to develop research on SMBBC
(Hoang et al., 2019). In this study, Social Identity Theory
was used to clarify how customers identify with the
brand community of the products or services they have
purchased (Ashforth & Mael, 1989). This study expands
on the theory from the perspective of social media by
demonstrating how involvement in a brand community
on social media affects brand association, with brand
awareness serving as a mediating factor. Additionally, it
proves how brand association may serve not only as a
bridge between brand awareness and brand image but
also between participation in social media-based brand
community and brand image.

b) Managerial Implication

In the contemporary age of social media, aside
from the theoretical contributions, this research can also
provide input to firms’ managers or owners of SMBBC.
First, the existence of an enthralling and valued brand
community, particularly on the social media platform, is
essential for building up a firm’s competitive advantage
(Habibi et al., 2016; Munnukka et al., 2015). Second, the
members of SMBBC ought to communicate intimately
so they can identify themselves with the group (Datta et
al., 2017). Consumers begin participating in community
activities after becoming members of online brand
communities (OBCs). Their discussion and sharing of
perceptions, impressions, and expertise about brands,
by OBC, accelerate other customers’ brand awareness
and intensify the association between brand and
customer (Brogi et al., 2013). Third, managers can add
to and reinforce the brand image by dint of forming
brand communities and encouraging customers to
favorably take part in those communities (Bashir et al.,
2020). A functioning community's members have a
propensity for appraising the brand image of the
community owners. This circumstance should be a
stimulus for marketing managers to make financial
contributions to an OBC (Woisetschlager et al., 2008).
Marketers can employ OBC to create both effective and
enduring bonds either with their customers or
prospective customers (Pournaris & Lee, 2016). Fourth,
to let the customers join in heartfelt and friendly
conversations with both the brand and other
participants, brands offer grounds through their social
media platforms. As luxury fashion brands are giving
more importance to imparting palatial values to
individuals in all possible ways, employing social media
for marketing has emerged as a suitable avenue to

enchant luxury buyers at present. That's why luxury
fashion brands ought to take part in social media
activities to a great extent.

VI. LIMITATIONS AND FUTURE RESEARCH

After turning into online brand community
members, consumers not only begin to devote
themselves to community activities but also talk over
and coordinate their passion, point of view, and brand-
related occurrences. The whole conversation via online
brand community results in the improvement of
customers’ brand awareness as well as association
between brand and customer (Brogi et al., 2013). For
the purpose of increasing customer participation in
online brand communities, a few dependable and
cooperative customers may be granted additional
incentives. Organizations can engage a full-time
manager like a brand community manager. These
managers may regularly engage in various special and
intriguing activities to engage consumers in virtual brand
communities, resulting in the development of sensory,
pleasurable, and emotional experiences. Consequently,
they pave the way for brand development and
community affiliation (Qiao et al., 2021).

This study has some limitations that provide an
exciting scope for further research. First, the research is
conducted based on the data collected from
Bangladeshi consumers of retail fashion brands using a
survey questionnaire on the social media platform
(Facebook). As a result, the results are limited to a
single country and a single social media platform.
Future research can address this limitation by looking
into the structure of the relationships studied here in
different countries and social media platforms. Second,
the sample size is determined at 445. Future studies
could be conducted with a larger sample size, and the
findings could differ. Third, the quantitative method was
used to conduct the study. However, considering the
nature of the study, the target population, and the
context and variables selected, the qualitative approach
can also be considered for future research. Fourth, the
study employed data that were cross-sectional to some
extent. Longitudinal studies, where the same sample
units of the population are measured repeatedly over
some time, can be suggested for use in future research.
Fifth, PLS-SEM has been used by the researchers for
the present study. Other analytical tools can also be
considered for future research. Sixth, this research may
lack other mediating variables (such as perceived
values, trust, satisfaction, and motivations) (Islam et al.,
2018; Kang & Shin, 2016). Finally, the convenience
sampling technique was used in this study, which
limited the findings' generalizability. Probability sampling
techniques can be suggested for future research to
improve the validity and generalizability of the research
findings.
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VII. CONCLUSION

The study’s goal is to determine how
membership in a social media-based brand community
affects an individual's view of the brand image of a
company. The purpose of the study was also to evaluate
the role of brand association and brand awareness as a
mediator between two variables. To achieve the
objectives mentioned above, a comprehensive review of
the relevant literature and the development of seven
hypotheses were done. To make the process of
collecting appropriate data for the study more
manageable, a well-structured questionnaire was
developed and circulated across online social media
sites. The data for the study comes from 445 individuals
who were picked at random using the convenience
sampling technique. These clients are active on the fan
pages of a variety of fashion companies and have
access to many social media networks. Brand
associations and brand awareness were positively
associated with social media-based brand community
participation (SMBBCP); however, there was no link
between SMBBCP and brand image. The study's
findings indicate a correlation between SMBBCP and
positive brand associations, and brand awareness.
There is also a positive feedback loop between brand
awareness and brand association, as well as a positive
link between the brand association and brand image.
These two components contribute to positive brand
perception. According to the study's findings, brand
association functions as a mediator between brand
awareness and brand image, as well as between
SMBBCP and brand image. In addition, there is a
concept known as "brand awareness," which may be
considered a compromise between the SMBBCP and
the brand association. The study's potential for far-
reaching repercussions has been evaluated, and these
effects have been considered in connection with the
scope of future research. If the constraints of the current
study can be solved, marketing managers can utilize the
potential of community fan sites to increase corporate
profitability.
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sharing. Members are most eminent scientists, engineers, and technologists from all across the world. Fellows are
elected for life through a peer review process on the basis of excellence in the respective domain. There is no limit
on the number of new nominations made in any year. Each year, the Open Association of Research Society elect
up to 12 new Fellow Members.
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BENEFIT

TO THE INSTITUTION
GET LETTER OF APPRECIATION

Global Journals sends a letter of appreciation of author to the Dean or CEO of the University or Company of which
author is a part, signed by editor in chief or chief author.

* EXCLUSIVE NETWORK
GET ACCESS TO A CLOSED NETWORK

‘?' - A FMBRC member gets access to a closed network of Tier 1 researchers and
t; scientists with direct communication channel through our website. Fellows can
~ reach out to other members or researchers directly. They should also be open to

reaching out by other.
CERTIFICATE

CERTIFICATE, LOR AND LASER-MOMENTO

Fellows receive a printed copy of a certificate signed by our Chief Author that may
be used for academic purposes and a personal recommendation letter to the dean

of member's university.
Credibility Reputation

DESIGNATION
GET HONORED TITLE OF MEMBERSHIP

Fellows can use the honored title of membership. The “FMBRC” is an honored title
which is accorded to a person’s name viz. Dr. John E. Hall, Ph.D., FMBRC or

William Walldroff, M.S., FMBRC.

RECOGNITION ON THE PLATFORM
BETTER VISIBILITY AND CITATION

All the Fellow members of FMBRC get a badge of 'Leading Member of Global Journals" on the Research
Community that distinguishes them from others. Additionally, the profile is also partially maintained by our team for
better visibility and citation. All fellows get a dedicated page on the website with their biography.
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FUTURE WORK

GET DISCOUNTS ON THE FUTURE PUBLICATIONS
Fellows receive discounts on future publications with Global Journals up to 60%. Through our recommendation
programs, members also receive discounts on publications made with OARS affiliated organizations.

GJ ACCOUNT
UNLIMITED FORWARD OF EMAILS

Fellows get secure and fast GJ work emails with unlimited forward of emails that
they may use them as their primary email. For example,

john [AT] globaljournals [DOT] org.

PREMIUM TOOLS
ACCESS TO ALL THE PREMIUM TOOLS

To take future researches to the zenith, fellows receive access to all the premium
tools that Global Journals have to offer along with the partnership with some of the

! best marketing leading tools out there.

CONFERENCES & EVENTS

ORGANIZE SEMINAR/CONFERENCE

Fellows are authorized to organize symposium/seminar/conference on behalf of Global Jourmnal Incorporation
(USA). They can also participate in the same organized by another institution as representative of Global Journal.
In both the cases, it is mandatory for him to discuss with us and obtain our consent. Additionally, they get free

research conferences (and others) alerts.

EARLY INVITATIONS

EARLY INVITATIONS TO ALL THE SYMPOSIUMS, SEMINARS, CONFERENCES
All fellows receive the early invitations to all the symposiums, seminars, conferences and webinars hosted by

Global Journals in their subject.
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PUBLISHING ARTICLES & BOOKS

EARN 60% OF SALES PROCEEDS

| Fellows can publish articles (limited) without any fees. Also, they can earn up to
70% of sales proceeds from the sale of reference/review
books/literature/publishing of research paper. The FMBRC member can decide its

price and we can help in making the right decision.

REVIEWERS
GET A REMUNERATION OF 15% OF AUTHOR FEES

Fellow members are eligible to join as a paid peer reviewer at Global Journals Incorporation (USA) and can get a
remuneration of 15% of author fees, taken from the author of a respective paper.

ACCESS TO EDITORIAL BOARD

BECOME A MEMBER OF THE EDITORIAL BOARD

Fellows may join as a member of the Editorial Board of Global Journals Incorporation (USA) after successful
completion of three years as Fellow and as Peer Reviewer. Additionally, Fellows get a chance to nominate other

members for Editorial Board.

AND MUCH MORE
GET ACCESS TO SCIENTIFIC MUSEUMS AND OBSERVATORIES ACROSS THE GLOBE

All members get access to 5 selected scientific museums and observatories across the globe. All researches
published with Global Journals will be kept under deep archival facilities across regions for future protections and
disaster recovery. They get 10 GB free secure cloud access for storing research files.
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AMBRC

ASSOCIATE OF MANAGEMENT AND BUSINESS RESEARCH COUNCIL

ASSOCIATE OF MANAGEMENT AND BUSINESS RESEARCH COUNCIL is the membership of Global Journals
awarded to individuals that the Open Association of Research Society judges to have made a 'substantial
contribution to the improvement of computer science, technology, and electronics engineering.

The primary objective is to recognize the leaders in research and scientific fields of the current era with a global
perspective and to create a channel between them and other researchers for better exposure and knowledge
sharing. Members are most eminent scientists, engineers, and technologists from all across the world. Associate
membership can later be promoted to Fellow Membership. Associates are elected for life through a peer review
process on the basis of excellence in the respective domain. There is no limit on the number of new nominations
made in any year. Each year, the Open Association of Research Society elect up to 12 new Associate Members.
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BENEFIT

TO THE INSTITUTION
GET LETTER OF APPRECIATION

Global Journals sends a letter of appreciation of author to the Dean or CEO of the University or Company of which
author is a part, signed by editor in chief or chief author.

" EXCLUSIVE NETWORK

GET ACCESS TO A CLOSED NETWORK

'y
‘ ! - A AMBRC member gets access to a closed network of Tier 2 researchers and
~ scientists with direct communication channel through our website. Associates can
reach out to other members or researchers directly. They should also be open to

reaching out by other.

CERTIFICATE

CERTIFICATE, LOR AND LASER-MOMENTO
Associates receive a printed copy of a certificate signed by our Chief Author that
may be used for academic purposes and a personal recommendation letter to the

dean of member's university.
Credibility Reputation

DESIGNATION

GET HONORED TITLE OF MEMBERSHIP
Associates can use the honored title of membership. The “AMBRC” is an honored
title which is accorded to a person’s name viz. Dr. John E. Hall, Ph.D., AMBRC or

William Walldroff, M.S., AMBRC.

RECOGNITION ON THE PLATFORM
BETTER VISIBILITY AND CITATION

All the Associate members of ASFRC get a badge of "Leading Member of Global Journals" on the Research
Community that distinguishes them from others. Additionally, the profile is also partially maintained by our team for
better visibility and citation. All associates get a dedicated page on the website with their biography.
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FUTURE WORK

GET DISCOUNTS ON THE FUTURE PUBLICATIONS

Associates receive discounts on the future publications with Global Journals up to 60%. Through our
recommendation programs, members also receive discounts on publications made with OARS affiliated
organizations.

GJ ACCOUNT
UNLIMITED FORWARD OF EMAILS

Associates get secure and fast GJ work emails with 5GB forward of emails that
they may use them as their primary email. For example,

john [AT] globaljournals [DOT] org..

PREMIUM TOOLS
ACCESS TO ALL THE PREMIUM TOOLS

To take future researches to the zenith, fellows receive access to almost all the
premium tools that Global Journals have to offer along with the partnership with

1 some of the best marketing leading tools out there.

CONFERENCES & EVENTS
ORGANIZE SEMINAR/CONFERENCE

Associates are authorized to organize symposium/seminar/conference on behalf of Global Journal Incorporation
(USA). They can also participate in the same organized by another institution as representative of Global Journal.
In both the cases, it is mandatory for him to discuss with us and obtain our consent. Additionally, they get free

research conferences (and others) alerts.

EARLY INVITATIONS
EARLY INVITATIONS TO ALL THE SYMPOSIUMS, SEMINARS, CONFERENCES

All associates receive the early invitations to all the symposiums, seminars, conferences and webinars hosted by

Global Journals in their subjec.
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PUBLISHING ARTICLES & BOOKS
| EARN 60% OF SALES PROCEEDS

|
Associates can publish articles (limited) without any fees. Also, they can earn up to
30-40% of sales proceeds from the sale of reference/review

books/literature/publishing of research paper.

REVIEWERS
GET A REMUNERATION OF 15% OF AUTHOR FEES

Fellow members are eligible to join as a paid peer reviewer at Global Journals Incorporation (USA) and can get a

remuneration of 15% of author fees, taken from the author of a respective paper.

Financial

AND MUCH MORE
GET ACCESS TO SCIENTIFIC MUSEUMS AND OBSERVATORIES ACROSS THE GLOBE

All members get access to 2 selected scientific museums and observatories across the globe. All researches
published with Global Journals will be kept under deep archival facilities across regions for future protections and
disaster recovery. They get 5 GB free secure cloud access for storing research files.
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PREFERRED AUTHOR GUIDELINES

We accept the manuscript submissions in any standard (generic) format.

We typeset manuscripts using advanced typesetting tools like Adobe In Design, CorelDraw, TeXnicCenter, and TeXStudio.
We usually recommend authors submit their research using any standard format they are comfortable with, and let Global
Journals do the rest.

Alternatively, you can download our basic template from https://globaljournals.org/Template.zip

Authors should submit their complete paper/article, including text illustrations, graphics, conclusions, artwork, and tables.
Authors who are not able to submit manuscript using the form above can email the manuscript department at
submit@globaljournals.org or get in touch with chiefeditor@globaljournals.org if they wish to send the abstract before
submission.

BEFORE AND DURING SUBMISSION

Authors must ensure the information provided during the submission of a paper is authentic. Please go through the
following checklist before submitting:

1. Authors must go through the complete author guideline and understand and agree to Global Journals' ethics and code
of conduct, along with author responsibilities.

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.

4. Manuscript to be submitted must include keywords, an abstract, a paper title, co-author(s') names and details (email
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.

w

o

Declaration of Conflicts of Interest

It is required for authors to declare all financial, institutional, and personal relationships with other individuals and
organizations that could influence (bias) their research.

PoLiCY ON PLAGIARISM
Plagiarism is not acceptable in Global Journals submissions at all.

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
existing research data. The following, if copied, will be considered plagiarism:

e  Words (language)

e Ideas

e  Findings

e Writings

e Diagrams

e Graphs

e lllustrations

e |lectures
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e  Printed material

e  Graphic representations
e Computer programs

e  Electronic material

e Any other original work

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.

0 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.
0 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.
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Content:

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

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

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

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

appropriate.

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

o O o

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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