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Abstract: In recent years, with the strong support of the government and the rapid development of
information technology, food companies have developed rapidly. In order to occupy a favorable
position in the market, enterprises pay more and more attention to the development of human resources
in the process of development. In the company's human resource management, whether it is the
establishment of mechanisms or systems such as performance, salary and benefits, and career planning,
they are all forms of incentives.

The incentive mechanism is an important part of the enterprise's strategic human resource
management system, an important means to construct and enrich enterprise human resource
management, and the top priority of enterprise human resource management work. Motivation to
continuously create maximum value for the company. Motivation has become the core of human
resource management, and it is the focus of many scholars' research.

This paper takes Nanfang Foods Company as the research object. According to the analysis of
the current situation of the company's personnel, explore the problems existing in the company's
personnel incentives. Collect data through survey methods such as questionnaire surveys and analytical
surveys, and through statistical analysis of survey results, based on relevant incentive theory, from two
aspects of material incentives and spiritual incentives.

And the comprehensive incentive model and other related theories on incentive research at
home and abroad, to establish a three-dimensional incentive system. From the three parts of salary
management, performance management and career planning, effectively integrate, supplement and
revise the incentive methods involved, and establish a three-dimensional and systematic incentive
mechanism scheme to help companies with problems in personnel management and incentives. Provide

theoretical basis and basis for solution implementation.
Keywords: Food Companies, Human Resource, Incentive Mechanism

Introduction

In the 21st century with rapid economic and technological progress, the development and future
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of a country need to rely on outstanding talents. With China's entry into WTO, the initial establishment
and continuous development of the socialist market economic system, it is very important to establish
and improve the modern enterprise management system equipped with it. Modern enterprises must
often face various forms of competition in the market economy., and various forms of competition will
ultimately reflect the competition of talents. Therefore, modern enterprises need to deal with the
problem of how to establish and improve the human resource management system so as to better support
the enterprise to cope with the competition (Zhang 2015). As a special and important resource, human
resources are very important to the development of enterprises. The problem that enterprises need to
solve as soon as possible is to make the human resources they master become a favorable factor in the
competition and maximize their positive effects.

Since 2002, Nanfang Food Company has transformed into a group company management and
control model. At the beginning of the establishment of the group headquarters, advanced management
concepts were actively introduced. The company attaches great importance to the issue of personnel
incentives, and has created a good atmosphere in which not only seniority values ability, but also seniority
values performance. The main means are to form an equal competition mechanism, establish a good
training system, establish a management team, and establish a distribution mechanism linked to work
performance and remuneration (Elbanna and Kamel, 2015). The incentives for employees have achieved
good results, enabling the company to gradually realize the transformation to the management and control
mode of the group company. Although some measures have been adopted in human resource incentives
and obvious results have been achieved, with the increasingly fierce market competition, the company has
gradually realized that there are still many problems in personnel incentives. For example, the turnover
rate of new employees is gradually increasing, the correlation between salary and performance is low,
there is a lack of high-quality qualified middle and senior management talents, and there is a lack of
planning for employee careers and promotion paths (Bratton and Gold, 2017). The main reason for these
problems is that the scattered incentive means have not formed a three-dimensional incentive system.
Therefore, in order to promote the continuous development of the company and meet the challenges of
the environment, this paper will analyze and research the current situation of the company's employee
incentive problems, and provide a basis for the company has formulated a scientific, reasonable and
practical three-dimensional incentive mechanism.

Research Problems

1. Try to find out the current status of the company's incentive mechanism. 2. Find out the
problems with the company's incentive mechanism and explore the most suitable incentive mechanism
or the company at this stage

Objective of the Study

Based on the company's existing incentive methods, this paper takes the current situation of the

company's employees' incentive problems as the research content, uses Maslow's hierarchy of needs
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theory, and Herzberg's two-factor theory. system. Effectively integrate, supplement and revise the
company's incentive methods, and propose a systematic incentive mechanism plan to help companies
with problems in personnel management and incentives to provide experience. It also provides a
reference for other multinational companies to establish a scientific localization incentive mechanism.

Scope of the Study

Analyze the data of the survey results through sample statistics and comparison, and use a
combination of quantitative analysis and qualitative analysis to determine the influencing factors of the
company's personnel incentives. According to the previous investigation and research results, formulate
scientific and reasonable countermeasures for the company to solve the problem of personnel
incentives. The overall research idea of the research is "proposing a problem, analyzing the problem
and solving the problem". The company will establish a scientific and reasonable three-dimensional
employee incentive mechanism for the company through the research on the company's incentive means
and implementation effect in human resource management.

Research Significance

This paper studies the incentive mechanism of food enterprises, and studies the incentive
mechanism of human resources from the perspectives of salary management, performance management
and career planning. The research gaps in related fields can, on the one hand, provide a model for
enterprises developing in China to learn from, and enhance and improve the domestic survival and
development environment of food enterprises, which has certain reference significance for policy
formulation; on the other hand, it can also be used as a reference for domestic It is a reference for
foreign-funded enterprises, and can be used as a reference for other foreign-funded enterprises to
localize in human resource management. It has certain operational guidance significance.

Theoretical Framework

By consulting the relevant materials of foreign research on incentive theory, we will find that
since the 20th century, management scientists, sociologists, psychologists and economists have begun
to put forward a large number of theories about incentives. It is to study the problem of motivating
people from different angles, thus forming the jungle of motivating theory.

Maslow's Hierarchy of Needs

In 1943, American scholar Maslow (A. H. Maslow) first proposed the hierarchy of needs theory
in his article "Theory of Human Motivation", and further elaborated in his book "Motivation and
Personality", which put the hierarchy of needs. According to the needs of people, it is divided into five
different levels of needs from low to high. The main content is to expound the five basic needs of human
beings, and they are ranked from low to high, followed by the needs of five aspects: physiology, safety,
society, respect, and self-realization (wu,1994).

The proposal of Maslow's five-level demand theory provides a good theoretical basis for

scholars who study human resource management. Almost all researches on incentive and compensation

697



v/ STAMFORD
4 UNIVERSITY
The 7" STIU International Conference 2023, August, Thailand
management in human resource management will cite or refer to this theory. Low pointed out that
people's needs are evolving and dynamic, which requires managers to recognize the diversity of
employees' needs, understand which level of needs employees are currently in, and then focus on
meeting such needs. According to Maslow's hierarchy of needs theory, human beings are always There
is some need to be satisfied, but as soon as it is generally satisfied, it is no longer motivating, and another
need arises to be satisfied (Lasrado, 2018). The significance of this theory is also that in order to attract,
retain, and motivate employees when designing incentive mechanisms, both material and spiritual
rewards should be considered.

Two-Factor Theory

The two-factor theory, that is, the incentive-hygiene factor theory, was first put forward by
Frederick Herzberg in his book. Frederick Herzberg is a famous behaviorist in the United States. He
defined incentives Factors refer to the factors that can promote people's job satisfaction, including the
challenges of the job itself, rewards, promotion, growth, greater responsibility, and a sense of
accomplishment. Hygiene factors refer to the factors that make people feel dissatisfied, and the main
contents include the management and technical support of an enterprise, the relationship between
employees and superiors and subordinates, wages, wages environment and working atmosphere,
personal work security, etc.

As for motivating factors, they can be interchanged with hygienic factors under certain
circumstances. Hygiene factors are generally considered to be external factors, that is, they mainly act
in the daily working environment of employees. This is mainly because the work of employees has no
incentive effect, but the hygiene factors established to prevent them from generating dissatisfaction can
also be included See it as the beginning of motivation. Motivation factors can be regarded as higher-
level needs in such a situation, because they belong to internal motivation factors. Only when this level
of motivation is achieved can employees get a sense of satisfaction and more work motivation in a real
sense (Franckx 2021).

A Comprehensive Study on Motivation

The motivation process of employees is a systematic and dynamic process, and its main goal is
to improve the enthusiasm of employees. This kind of motivation process does not seek short-term
effects, but strives to make employees get long-term motivational support, so that employees can work
in the process of work. Clear the direction in time and find the motivation for the target work. Therefore,
for a successful employee incentive system, the most important thing is to need a complete and
reasonable employee incentive system. This incentive system needs a standardized management model
as a support, and it also needs innovative research guidance from instructors. It is necessary to design a
complete incentive system for specific problems among employees according to the different
development conditions of each enterprise, and in this way, the establishment of the model of the

incentive system must also have certain process restrictions. The specific process model of the incentive
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system is shown in the figure (Zhou,2022).

Employees work Work ] Enterprise Resource | Meet individual

hard performance Award needs

Picture 1: Incentive System Process Model

In the whole incentive process, the first thing is to obtain the employee's work performance
through the employee's hard work, and the result of the employee's work performance is the standard
for the career to judge the employee's reward. The higher the work performance, the more rewards the
company will give, thus It will meet the individual needs of employees in more aspects. On the contrary,
the lower the employee's work efficiency, the less good results will be obtained in the performance
evaluation (Zhang,2023).

From the above analysis, it can be seen that the overall function of the employee motivation
system depends on the employee's desire for personal needs. According to the establishment of a causal
model between employee efforts and corporate rewards, the purpose of motivating employees'
enthusiasm for work will be achieved and a benign environment will be formed. Circulation, to promote
better development of enterprises.

The Link Between Effort and Performance

The employee's job performance is determined according to the employee's daily work
performance and success, and the employee's effort determines the employee's performance to a large
extent. However, there are many factors that affect employee performance, and the specific factors are
represented by the following performance function:

P=f(M * Ab * E)

P--Performance

M--Motivation

Ab--Ability

E--Environment

The reason why the establishment of this formula is scientific and reasonable is because it
mainly contains three factors that have a decisive impact on performance results:

The first is the degree of enthusiasm for work. If employees are not motivated to work, their
work efficiency will naturally be low, and their work will have no results. Secondly, work ability is the
decisive factor for employee performance. If personal ability is not good, no matter how high the
enthusiasm is, it will not help Finally, it is the working environment of the enterprise. If the high-end

technology level is not supported by an advanced technology platform, it is useless.
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The reason for the above considerations is that in the "performance function", the three main
influencing factors, namely, work enthusiasm, personal ability and working environment are all crucial,
and only when these three factors have reached a very high level can we achieve success
(Thomus,2015). Ensure the effective operation of the incentive system. The improvement of these three
factors is also the research focus and responsibility of enterprise managers. The improvement methods
of these three influencing factors should be treated separately and strictly implemented. The enthusiasm
of employees can be improved by arranging bonuses and benefits and a perfect competition system; the
working ability of employees can be gradually improved through training and organizing various
activities; the working environment of enterprises can be improved by increasing capital investment
and directional arrangements be realized (Liu,2012). In this process, the leaders of the enterprise should
continuously strengthen their own quality cultivation, increase the innovative awareness of enterprise
training, and strengthen the employees' hard work through the incentive policies of enterprise

employees, so as to complete the entire incentive process.

Ability Expected salary

Effort and

ivati Performance g T s bt Satisfaction
Motivation A7 " Extrinsic compensation

y

T Environment

Picture 2: Performance Framework

Hypotheses

HI1. The implementation of incentive policies can increase employees' satisfaction with their
positions.

H2. Incentive policies can make employees more reasonable and fairer in the company's salary

distribution system.

Literature Review

Employee incentives are rewards and privileges that motivate employees to achieve business
goals. In the workplace, employers can offer monetary or non-monetary incentives through an employee
incentive program to encourage employees to maintain excellent behavior and job performance
(Hendra, 2015). Heathfield (2021) states that employers use incentives to encourage behavior or
performance of their employees that they believe are necessary for the success of the company.

Employee incentives could be compensation incentives that include salary increases, bonuses, profit
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sharing, exclusive awards, and stock options. These can be recognition incentives that thank employees,
praise employees, present them with a performance certificate, or announce an employee's performance
at a job meeting. They can also be reward incentives that include gifts, cash rewards, service reward
gifts, and certificates. However, in this study, staff salaries and salaries, staff retirement benefits, staff
medical expenses, and staff training were taken as a staff incentive system. Gao & Wang (2015) affirm
that one of the purposes of who is an employee or employee of a company is to obtain an income in the
form of salary or compensation. Wages are earned to meet basic needs such as food, clothing, and
shelter.

Wei Jie (2001) defined the concept of human capital, and pointed out that in modern enterprises,
human capital refers specifically to technological innovators and professional managers. Adjust the
corporate governance structure, regard the relationship between the two capitals as the main problem
solved by the corporate governance structure, and the key is to emphasize the importance of human
capital. Professor Qian (2002) put forward the concept that information, property rights and incentive
mechanisms are interrelated. In the market economy, to understand the problem of incentives, it is
necessary to study the connection between information and property rights, and the incentive
mechanism is very important in the market economy. one of the components.

Bi (2003) specifically expounded that incentive, as an important part of human resources, plays
an important role in modern human resource management, that is, it can stimulate employees' work
motivation and enthusiasm, maintain high work efficiency, and improve employee quality. and many
more. At the same time, he also pointed out that whether a company can effectively use incentives is an
important factor that determines whether a company can achieve its organizational goals. Finally, he
also pointed out that enterprise managers should comprehensively use the two incentive methods of
material incentives and spiritual incentives, various incentive measures should be realized in time,
incentive methods should be flexible, and relevant practical conditions and supporting measures should
be improved. When Zhao (2006) discussed the problem of threat incentives, he discussed how to
motivate employees from the opposite direction of positive incentives. The essence of threat incentives
is negative incentives.) to threaten the interests of the employees, and make them work hard in order to
get rid of the threats to survive, so as to achieve the purpose of motivating employees.

In recent years, with the continuous development of strategic management ideas and theories,
the research of human resource management has gradually entered a new era and space, and many
human resource research experts and scholars have also achieved a higher level of research on human
resource management. Human resource management has become a hot spot in human resource
management research. Wang, Zeng, & Luo (2007) tried to discuss the transformation of enterprise
strategic human resource management from the perspective of practice, and correspondingly put

forward the implementation strategies for enterprises to realize strategic human resource management.
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Research Methodology

Statistical analysis method: Quantitative research method is used to analyze the data of the
survey results through sample statistics and comparison to determine the influencing factors of the
company's personnel motivation and LSD analysis was carried out on the employee data of different
positions. According to the results of previous investigation and research, formulate scientific and
reasonable countermeasures for the company to solve the problem of personnel incentives. The overall
research idea of this paper is "putting forward questions, analyzing them, and solving them". Through
the study of the company's incentive methods and implementation effects in human resource
management, find out the factors that affect the company's employees' motivation. Then, apply
advanced incentive-related theories at home and abroad, combined with the results of survey data, to

establish a scientific and reasonable three-dimensional employee incentive mechanism for the company.

Findings and Conclusions

Questionnaire Composition Design

The purpose of this questionnaire is to investigate the "current situation of the company's
employee incentive mechanism". The questionnaire is divided into three parts, including explanation
part, basic information question part and motivational question part. In the description part, the purpose,
method, significance and confidentiality commitment of this investigation are mainly explained to
ensure the authenticity and validity of the results of the questionnaire. The survey form of the basic
information part is single-choice, mainly to understand the identity characteristics of the respondents
including age, gender, education, position and so on.

The first step in the design of the motivational question part is the determination of the survey
dimensions. First of all, using the two-factor theory proposed by American behaviorist Ferreich
Herzberg, it includes motivational factors and hygiene factors, among which motivational factors are
mainly around the work itself, including challenges, rewards, promotion, growth, and greater
responsibility. Responsibility and sense of success are one factor, and "work itself" is set as a dimension.

According to the important relationship between reward and performance in the incentive
system process model proposed in the comprehensive study of incentives, it can be seen that the
importance of reward factors in employee motivation is therefore taken as the focus of the investigation
and combined with the concept of human resource management. There are two dimensions of
"remuneration incentive" and "performance incentive". The hygienic factors mentioned factors such as
the relationship with supervisors and the relationship with superiors and subordinates, so it was
summarized as the dimension of "cooperation and communication".

Thirdly, the theory of "level of needs" put forward by the famous American psychologist
Maslow in 2009 proposes that the highest level of human needs is the need for self-realization.

Therefore, combined with the concept of human resources, the "career" dimension is proposed. Finally,
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how employees feel about the status quo of incentives can reflect to a certain extent whether the
company's incentive policy formulation is scientific and reasonable, so "incentive policy" must be a
dimension of investigation. To sum up, the incentive part of the company's "Questionnaire" is divided
into six dimensions: work itself, salary incentives, performance incentives, cooperation and
communication, career planning, and incentive policies.

Scope of The Questionnaire Survey

The second questionnaire survey is planned to be carried out at the group headquarters and
subordinate project companies, and the questionnaires are expected to be distributed. The scope of the
investigation covers company executives, middle-level employees, and general employees, but does not
include temporary hires.

Implementation of The Investigation Plan

This survey is organized and implemented by the human resources director of Southern Foods
Company. The human resources center organizes and distributes questionnaires according to the scope
of the questionnaire survey, and distributes and collects the questionnaires with the help of the system
platform. The person in charge of each department of the group headquarters and the project company
shall cooperate with the distribution, completion and recovery of the questionnaire. In the questionnaire
method, the author of this paper should explain the questions of the respondents accordingly, so as to
avoid the invalidation of the questionnaire answer due to misunderstanding.

Employee Motivation Status Survey Results

This questionnaire mainly ensures the credibility of the survey results from the sampling plan
of the survey, the form of questionnaire design, the way of answering questions, the degree of trust and
acceptance of the respondents and the way of collecting the results.

Questionnaires distributed: 133, 98.5% of the company's total headcount

Census: basically, cover all the staff of the company group headquarters

Spot check: some employees of subordinate project companies

In addition, from the formulation of each question item in the questionnaire, the degree of
interrelationship, the degree of step-by-step decomposition, and the degree of respondents’ cognition of
the intention of the questionnaire to ensure that the survey results are valid. Before the start of the
questionnaire survey, the intention of the questionnaire survey was explained through various forms
such as survey mobilization meetings, individual interviews, and questionnaire notices to ensure that
the interviewees fully cooperated in the questionnaire survey process.

To sum up, the questionnaire survey was effective and successful, and the data collected by the
survey are available data.

Analysis of Survey Results

Basic information

The largest number of respondents were 52 between the ages of 36 and 40, followed by 46
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between the ages of 31 and 35. The number of respondents in each interval was relatively small, with
25 people between the ages of 25 and 30, and 6 people over the age of 40. It can be seen from this that
the respondents were mainly 36-40 years old; in terms of gender, there were 82 males, accounting for
64% of the total surveyed. There are only 47 female employees; in terms of position distribution, there
are 11 senior executives (including directors and project managers), 37 middle-level employees
(including department managers and project company department managers), and 81 general
employees.

Statistical analysis of the incentive problem section

Among all the respondents, 42.7% expressed dissatisfaction with the work itself and the general
population, 11.6% expressed great satisfaction, and 42.7%respondents were relatively satisfied with
their work. This shows that some employees of the company have low job satisfaction.

Statistics and analysis of compensation incentives

The survey results show, 50.4% of the respondents were dissatisfied or very dissatisfied with
the salary, 7.8% were very satisfied, and 41.8% respondents were relatively satisfied with the salary
satisfy.

One-Way Analysis of Variance on The Influence of Employees in Different Positions on The
Level of Awareness of The Company's Salary Level

Table 1: One-Way Analysis of Variance on The Influence of Employees of Different Positions on The
Company's Salary Level Cognition

Source Sum of squares df Mean square F p
Between group | 12.744 2 6.372 30.321 0.000
Within group 26.480 126 0.210

Total 39.225 128

It can be seen from Table 2 that at the significance level of 0.05, the distribution of F is P =
0.000 < significance level of 0.05. Therefore, it can be considered that the senior, middle and first level
employees of company have different effects on the current company salary and the market industry
salary level. There was a significant difference in the level of cognition compared. The recognition
degree of the company's employees to the current company's salary level increases with the increase of
the position level, and the recognition degree is greater. The high-level employees' recognition of the
company's salary level is significantly higher than that of the middle-level and the first level, and the
middle-level employees' recognition of the company's salary level is slightly higher than that of the

grassroots.

Table 2: LSD Analysis of The Influence of Employees in Different Positions on The Company's Salary

Level Cognition
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Post (I) Post(J) |Mean Difference(I-J)) SE P value 95%CI
LL UL
1 2 -0.051 0.091 0.574 -0.23 0.13
3 -1.246* 0.161 0.000 -1.56 -0.93
2 1 0.051 0.091 0.574 -0.13 0.23
3 -1.195* 0.170 0.000 -1.53 -0.86
3 1 1.246%* 0.161 0.000 0.93 1.56
2 1.195% 0.170 0.000 0.86 1.53

* The significance level for the mean difference is 0.05

3.5

2.9
25 ’/’
2 g

15

0.5

First level Middle level High level

Picture 3: Comparison of Employees in Different Positions on the Company's Salary Level Cognition

Statistical analysis of performance incentives

In terms of performance appraisal, it can be seen from the table that 69.7% of employees are
still aware of the performance appraisal management system implemented by the company as "generally
understood” and "not very clear", and the cumulative percentage exceeds 50%. It shows that the
company's performance appraisal work is still in the state of introduction, and the overall understanding
of employees is weak.

Statistical analysis of incentive policies

According to the survey results, the most effective ways for employees to be excited are that
wages and bonuses account for 65%; promotion opportunities account for 54%; various benefits and
insurance account for 52%. Employees who have a sense of crisis at work only 12%, and 3% of
employees with a strong sense of crisis, most employees do not feel a sense of crisis at work. The survey
results show that more employees agree that "improving the compensation incentive mechanism" and
"strict performance management" can improve work efficiency, accounting for 63% and 46%
respectively.

The salary incentive mechanism is not perfect, and the salary structure design is not perfect

We can see from the statistical results of the questionnaire that employees are aware of the
current salary level of the company, which will seriously inhibit the incentive effect of salary on work
efficiency, and even lead to an increase in employee turnover. Talent joining.

Job evaluation and salary scale are missing

Job value evaluation and the establishment of salary scale are the basic content of salary
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management and a way of reflecting the fairness and rationality of salary distribution. However, the
salary determination of the company's employees has always been based on the results of the negotiation
between the recruiting parties and the company's internal standards for salary budgets, without using
post evaluation methods such as job ranking method, job classification method, element comparison
method, and element counting and distribution. Determination of job grades and salary grades. In this
way, employees will have unreasonable opinions on the salary distribution of certain positions, thus
affecting the enthusiasm of employees.
The promotion channel for employees is not perfect
The company's corporate culture advocates that being a person and doing things is all about
harmony. Such a corporate culture atmosphere makes many employees feel very happy when they work,
but there will be problems in the management of human resources. In terms of employment, the
company advocates not firing an employee, and has not established an employee elimination
mechanism. As a result, the company's employees are generally older, new employees have no room

for promotion in the company, and the company's new employee turnover rate is serious.

Recommendations

Design of The Total Salary of The Employee's Post Standard

In the "dimension 2 salary incentive" part of the company's employee questionnaire survey, a
survey was conducted on the incentive situation of performance bonuses. The survey results showed
that employees thought that the incentive was weak, and some employees believed that there was no
incentive. Therefore, in order to improve the effect of salary incentives as the design orientation, the
salary structure should be adjusted from the aspects of salary composition and salary bandwidth. The
company's original salary structure consists of basic salary, variable salary, special allowance and
special award of the president. Combined with the performance-oriented principle and the economic
principle, employee incentives are emphasized in the salary structure. Therefore, the total standard
salary of employees should be divided into three parts: post salary, performance salary, and welfare
subsidies.

Post standard total salary = second post standard salary (post salary performance salary) + year-
end bonus + welfare subsidy

Width Design of Salary Grades

The company's original salary is not divided into grades, which cannot achieve the incentive
effect of the salary, and is also not conducive to the company's labor cost control. With the salary grade
design, even in the same job grade, the overall scope of work is different due to different employees,
different personal family backgrounds and work experience, so the research and development of
enterprise experience technology is an important part of employees. the result of the combined effect

(Manalili, 2017). That is to say, even in the same job position, the contribution of different employees
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to the company will change due to the influence of many different situations. By establishing the salary
scale width, it is possible to identify the different values that different incumbents under the same
position equivalency create for the company.

Design of Multi-Channel Promotion Mechanism

The company currently does not carry out the work of employee career management, and the
personal development needs of employees are not recognized in the company. Therefore, according to
the company's industry characteristics, the company's organizational structure and position settings,
employees are divided into management, technology and marketing. Each occupation category is set up
with three promotion levels: primary, intermediate and advanced, and the primary and intermediate
technical, management, and marketing categories can be mobilized to provide employees with a variety
of promotion channels. In this way, employees with different abilities, different career interests, and
different ideals and aspirations can find promotion channels suitable for their own development from
the company's employee promotion channel planning. When employees find promotion channels, they
also see their own future, and continue to deepen their sense of belonging to the company, and personal
initiative will naturally play a role (Parsa and Kwanzaa, 2004).

To the research of this paper, the purpose is to maximize the mobilization of employees'
subjective initiative, stimulate their potential, and provide work efficiency through the application of
the new incentive mechanism in practical work. Although the company's employee incentive
mechanism research is a case study, a series of employee incentive mechanism problems in the company
are also common problems in many food companies today. Therefore, this paper has certain
implications for other real estate companies in establishing and improving employee incentive
mechanisms. reference value. Since my theoretical knowledge of human resource management is not
rich and solid enough, the research on employee incentive mechanism in this paper is inevitably

insufficiency, especially the theoretical innovation needs to be further improved.
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Abstract: In the context of the rapid development of new retail, this article takes the local convenience
store Orange Convenience in Jinan as the research object. Using the marketing 4p theory, through a
questionnaire survey of Orange Convenience customers, it explores the problems and causes of
convenience stores' business marketing in the current new retail context. The aim is to propose feasible
optimization strategies for convenience store marketing, which have certain reference value in
enterprises of the same type and scale.

The research purpose of this article is to adjust the product structure and select humanized and
differentiated products based on the personalized needs of consumer groups; Establish a scientific and
reasonable pricing mechanism to analyze, predict, and optimize commodity prices; Adopting a multi-
channel integration strategy to enhance the competitiveness of enterprises; Integrate digital marketing

methods and adopt diversified promotion strategies.
Keywords: New Retail, Convenience Store, Marketing Strategy

Introduction

Study Background

Influenced by the booming development of domestic online retail and consumption upgrading,
consumers' shopping habits have changed drastically (Sun, 2020), and the traditional retail industry is
facing great challenges and opportunities, and the emerging concept of "new retail" is becoming
popular, which redefines the traditional retail marketing and service mode by means of digitization,
intelligence, personalization and scenario. In October 2016, Jack Ma proposed in his speech at the
Yungqi Conference that the era of pure e-commerce has already passed, and the next ten years will be a
"new retail era" combining online and offline with logistics (Lu, 2020). With the upgrading of
consumption and the rapid development of the economy, the convenience store market has been soaring
since 2015. New convenience stores began to run in circles, the United States IKEA, 7-ELEVEN, Rosen

and other well-known brands have to compete in the domestic market, Tmall, Jingdong and other large

710



v/ STAMFORD
4 UNIVERSITY
The 7" STIU International Conference 2023, August, Thailand
capital also out of the trial period, accelerate the layout of the expansion (J. Zhang, 2019). In particular,
the management model of convenience stores, store opening thinking, site selection methods and
commodity development are extremely similar. Their division of the market, but also to the
development of orange convenience stores in the Jinan area caused a greater impact.

This paper focuses on the local convenience store chain Orange convenience, given that its
development has a certain scale, but due to the transformation of the new retail model and the
intensification of competition in the market, Orange convenience marketing strategy has been unable
to maintain its current market scale growth rate, profitability decline, enterprise development suffered
a bottleneck, if not timely adjustment of its marketing strategy, its development will be subjected to
great constraints.

Study Problems

In this paper, through the research on the customers of Orange Convenience, the following
problems are found: Orange Convenience's merchandise homogenization is serious; Orange
Convenience's pricing lacks competitiveness; Orange Convenience's marketing channels are poorly
integrated; Orange Convenience's promotional effect is unsatisfactory.

Scope of Study

This research focuses on Orange Convenience Store in Gaoxin District of Jinan City as the
research object. By reviewing more than one hundred and more literature related to new retail,
convenience stores, and marketing strategies, we have conducted in-depth and systematic reading and
understanding of new retail and convenience store marketing strategies. In order to gain an in-depth
understanding of Orange Convenience Store in the new retail environment, this paper designs a
questionnaire and adopts a quantitative research method to reveal the store's operational status and the
problems faced by the store through an exhaustive analysis and study of the current situation and
problems of Orange Convenience, a local convenience store in Jinan City. Based on an in-depth analysis
of the problems, this paper proposes a series of optimized solution strategies for these problems, aiming
to provide guidance and suggestions for the development of Orange Convenience Store in the new retail
market.

Study Significance

Accompanied by the transformation of consumer attitudes and the development of the Internet,
the chain convenience stores in order to meet the changing consumer demand, but also began to
gradually diversify, and strive to provide consumer groups with a more complete shopping
environment. At the same time, the convenience store's high degree of product homogenization, high
supply chain costs, marketing strategies are similar, thin profit margins and other issues will gradually
begin to be exposed. Therefore, this paper explores the local brand Orange Convenience in Shandong,
which expands the type of convenience store marketing research to a certain extent.

Research Objectives
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The research purpose of this paper is:

To adjust the commodity structure, according to the personalized needs of consumer groups,
humanized and differentiated product selection; To establish a scientific and reasonable pricing
mechanism, analyze, predict and optimize commodity prices; To adopt multi-channel integration
strategy to enhance enterprise competitiveness; To integrate digital marketing means and adopt

diversified promotion strategies.

Literature Review

New Retail

The first time about the concept of new retail by Jack Ma, he believes that the traditional retail
industry should accept new technology and the Internet, combined with modern logistics to create a
new retail, which is the future direction (Yan & Liu, 2017). Subsequently, the academic community
also has a variety of opinions on new retail. Zhao and Xu (2017) believe that new retail is an
improvement of traditional retail based on new Internet technology. There are three main models, one
is the combination of online, offline and logistics, the second is the experiential consumption under the
consumer scenario, and the third is the omni-channel industrial ecological chain. Song and Zhang
(2019), combined with previous research, argued that consumer experience is the real core of new retail,
and the transformation and upgrading of the traditional retail industry through the omni-channel
approach, thus giving more vitality to retail enterprises. Comprehensively, it can be found that, although
the statement and focus are slightly different, but the main content is basically the same, are based on
consumer demand, driven by scientific and technological innovation and consumer upgrading, to realize
the deep integration of online and offline combined with modern logistics as a means to build a variety
of consumer scenarios to achieve the transformation and upgrading of the retail industry.

Convenience Store

First of all, about the characteristics of convenience stores, according to China in the National
Standard GB/T 18106-2004 for the Classification of Retail Business, it is defined as: convenience stores
are a kind of retail business with the main purpose of meeting the convenience needs of consumers. Sun
and Yang (2016) suggested that convenience stores are mainly characterized by, operating hours of 16-
24 hours, small store area, providing free convenience services, and commodities with contingency.
Regarding the marketing research of convenience stores. Zhang (2019) pointed out that convenience
stores should take advantage of the development of the Internet, relying on new technologies for
accurate positioning, and integrating online to achieve high-coverage marketing and services. Zhang
(2022) believes that the current convenience store operation and management lags behind, and should
actively explore the road of transformation and upgrading, optimize product categories and integrate
online to improve customer service. In summary, the development of convenience stores is closely

related to its characteristics, rapid development at the same time, the problems arising from the
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operation of convenience stores should be combined with the development of the current era, the use of
big data and other new technologies to improve its service level. At the same time, it should be
combined with the development of new retail, actively realize the integration of channels, and innovate
the mode of business.

Marketing Strategy

Foreign research on marketing-related research compared to China's marketing research theory
started earlier, taken together, there are mainly the following aspects of research content and views:
marketing theory first appeared in the United States in the 1960s, pioneered by E. Jerome McCarthy,
and identified the four core elements of product (Product), price (Price), promotion (Promotion), and
channel (Place) (Zhu et al., 2013). Liu et al. (2018) and others believe that the current convenience store
market in China is highly competitive and has a low degree of branding. To get better development, the
following points need to be done: personalize the marketing strategy according to the needs of
consumers to achieve precision marketing; vigorously develop digitalization; optimize the supply chain,
improve the speed and efficiency of delivery, reduce inventory and inventory risk; create a better
shopping atmosphere, expand store service projects, and improve customer experience. Ling (2019)
proposed optimization measures for convenience store marketing based on the traditional 4Ps marketing
theory: product, follow the needs of local consumers and create local brand characteristics; price setting
should cater to the consumption habits of the target consumer groups, and a variety of pricing methods
should be used in a comprehensive manner to create a differentiated price system; channel should create
a common distribution center to achieve a unified collection and branch distribution mode To improve
the distribution efficiency; promotion to fully understand the cultural background of the target consumer
groups, living habits, etc., targeted.

Summarizing the research of related scholars at home and abroad, strategies and
countermeasures are proposed in the aspects of convenience store marketing strategy and marketing
channels, which provide certain help to the research of this thesis.

Introduction to the current situation of Orange Convenience marketing in the context of new

retailing

Orange Convenience is a national version of the chain-type convenience store under Shandong
Orange Convenience Life Company Limited, founded in 2017 in the spring city of Jinan, which is a
business group enterprise specializing in convenience store chain operation. The main business content
is chain convenience store operation and management, and the business scope covers commodity
retailing, brand agency, corporate group purchasing and so on. After several years of development, the
convenience store stores have fully covered all districts of Jinan and continue to expand to neighboring
cities. Orange Convenience operates more than 3,000 varieties of products, and all stores are open 24
hours a day to provide free WiFi, free rechargeable bill payment, collection of parcels, take-away

delivery, microwave ovens, free heating and other services, all-around one-stop to meet the customer's
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needs for life and work. Next, this paper analyzes the current marketing status of Orange Convenience
in the context of new retail from the perspective of 4P marketing strategy:

Product Strategy. Orange Convenience has been strictly controlling the quality of products to
meet the diverse needs of customers. Although Orange Convenience is currently mainly acting as a
retail terminal distributor, it is also working hard to deepen the innovation of its own brand. In terms of
product mix, Orange Convenience also tries to combine its own resources and store opening scale to
provide goods.

Pricing strategy. The price of a product reflects the value of the product to a certain extent and
is also closely related to the profit margin of the company. Orange convenience store chain in the pricing
strategy according to the different attributes of the goods, price-sensitive goods, private label goods,
slow-selling goods, respectively, to implement different pricing strategies.

Place strategy. Under the traditional store offline sales, it also assists in opening up online sales
channels such as takeaways, WeChat groups, and Jieyin live broadcasts. However, sales are still mainly
focused on traditional offline sales and takeaways, and in the takeaway channel, it mainly cooperates
with two takeaway platforms, namely Meituan and HungryMou, and the third party carries out delivery
directly.

Promotion Strategy. In terms of promotion, Orange Convenience's main methods are discount
price reduction, full reduction, coupons, activities and other methods, such as new finished products

when the new product is uploaded, mainly discount or combination of product promotion strategy.

Methodology

In order to understand more data on the consumer side and explore the market implementation
of the current marketing strategy, this paper adopts a quantitative research method, and this
questionnaire survey takes the customers of the Orange Convenience Store in Jinan High-Tech District
as the research object, and launches a questionnaire survey on Orange Convenience Consumers. The
questionnaire survey was conducted with the questionnaire star small program, and in order to ensure
the universality and representativeness of the survey, the survey took the form of random sampling. The
actual distribution of the WeChat end of the questionnaire 360 copies, 360 copies of the questionnaire
recovery, excluding the invalid questionnaire after the actual valid questionnaire 340 copies, the
effective recovery rate of 94%. And the use of SPSS (26) to carry out, mainly selected 16 single-choice
questions, the results of the survey on its numerical quantitative arithmetic analysis, good reliability and
validity.
Results

According to the results of the questionnaire survey:

1. According to the results of the survey on the situation of customers to buy orange

convenience goods, customers choose to convenience in the orange consumer goods category is the
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first beverage alcohol, occupying 45.29%, the second is snacks, accounting for 43.82%, the third
category is fresh food, accounting for 35% of the unit of sales is still more concentrated in the
convenience store industry homogenization of the classification of goods.

50.00%

0,
49.29% 43.82%

45.00%
40.00%
35%
35.00% D
30.00%
25%

25.00%
20.00%
15.00% 13.82%
10.00%

5.00% I 2.06%

0.00% -

ADrinks Liquor B.fresh food C. Snacks D. Cigarettes E. Daily F. Others
necessities

Picture 1: Types of Products That Customers Choose to Buy

2. According to the survey results of the customer's feelings about the price of Orange
Convenience products, only more than half of the customers think that the pricing is reasonable, 27%
think that the convenience store price is cheap, 20% think that the price is expensive, indicating that the
overall Orange Convenience pricing system in the minds of consumers belong to a more acceptable

price level, but there is still room for improvement.

= A. on the expensive side
= B. moderate

= C. cheap

Picture 2: Customers' Evaluation of Convenience Store Product Prices

3. According to the customer access to orange convenience information channel survey results,
orange convenience consumer consumption of the main channels or offline stores, accounting for
75.29% of the largest, followed by 40% of the takeaway platform, WeChat mall, the live broadcasting
room and jitterbug live number and other channels accounted for a relatively small. Customers in the
acquisition of orange convenience goods information, physical convenience store stores is still the most

important channel (75.29%), which shows that today's consumers no longer rely solely on physical
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stores to obtain information, online various channels of information in the integration of each other, but

the degree of integration is poor.
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Picture 3: Consumption Place Choices of Convenience Store Customers

4. According to the results of the survey of the customer's attitude towards the orange
convenience promotion methods, the questionnaire survey of the customer's choice of orange
convenience promotion methods can be seen, orange customers more than half of the choice of orange
convenience promotion attraction in general, 33% of the questionnaire respondents choose to promote
the attractiveness of the way less attractive, only 9% of the questionnaire respondents choose to attract
a larger, indicating that the promotional aspects of the orange convenience does not form a substantial

attraction to the customer. substantial attraction to customers.

= Aless attractive
= B.General

= C.More attractive

Picture 4: Customers' Evaluation of the Attractiveness of Promotional Methods

Discussion

1. According to the above results, through the research of this paper found that the current
orange convenience of fresh food has not yet fully formed the brand advantage effect, the characteristics
of the operation is not significant, the phenomenon of homogenization of goods is serious leading to a
decline in the consumer's shopping experience, but also to the development of the convenience store

has brought challenges.
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2. The customer's price perception of orange convenience, according to the above results this
paper found that from a market perspective orange convenience relative to the convenience stores in
the same market, the overall pricing convergence.

3. Through the above convenience store consumer channel questionnaire survey results,
through this paper found that the offline channel is still the main way for customers to choose to
convenience store consumption.

4. According to the above results, through the research of this paper found that Orange

Convenience a variety of different promotional methods of customer choice ratio is not very high.

Conclusions

Based on the above results and discussions, the following issues have been identified: the
homogenization of convenient orange products is severe; Lack of competitiveness in pricing; Poor
integration of marketing channels; The promotional effect is not ideal. Based on the background of new
retail that enhances consumer experience, this study continues to optimize marketing strategies from
four aspects: product, price, channel, and promotion in 4P marketing theory. The conclusions drawn
are as follows:

1. Humanized difference product selection

Humanized differentiated product selection provides targeted product choices based on the
personalized needs of different consumer groups. First, the target audience positioning of convenience
stores should be accurate, and their unique product structure should be determined based on the nature
of the business district. Second, deeply tap into consumer demand and adjust the product structure.
Focusing on customer needs and targeting the cultural characteristics and consumption habits of local
residents, a chain operation model with orange characteristics has been formed. Third, accelerate the
cycle of placing unsold and best-selling products on and off shelves, and reduce the shortage rate of
best-selling products. Fourth, we need to develop our own brand and improve our research and
development capabilities. In addition to making full use of our existing fresh food factories, we can also
collaborate with production enterprises to develop a series of marketable products and improve their
profit margins

2. Establish a scientific pricing mechanism

Price is a very sensitive and difficult to control factors in the marketing mix, price changes
affect market demand and store profits. It can be seen that scientific pricing largely determines the
future development and profitability of the enterprise. First, consumer demand-oriented. Only with
consumer demand-oriented commodity pricing, according to the price elasticity of demand, formulate
a price system suitable for the needs of consumers under each market segment, and scientific pricing

based on big data, can we seek competitive advantages and survival space in the new retail market, so
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that the enterprise can obtain long-term and healthy development. Second, take competitors' prices as
reference. Enterprises should take appropriate ways to understand and grasp the quality and price of
competitors' goods, and compare quality with price, so as to accurately and reasonably formulate a
pricing strategy adapted to the development of the enterprise, so as to achieve the purpose of enhancing
the competitiveness of the enterprise, expanding the market share and improving profits. Third, the
membership system as a pricing model. Members can enjoy more preferential prices and more
personalized services when consuming, so as to achieve the purpose of providing consumers with
differentiated services and accurate marketing, retaining store consumers, realizing more value and
expanding profit margins.

3. Multi-channel integration strategy

First, enhance the degree of omni-channel integration, the operation of convenience stores in
the context of new retail is inevitably inseparable from the construction of a variety of channels, and at
the same time, online and offline channel integration, resource integration, as a way to meet the
diversified service needs of consumers. Second, strengthen cooperation with third parties, because the
main resources of the orange convenience store to attract customer flow is its own convenience store
stores and franchises, the sales channel is mainly their own attraction of customer flow and member
flow, to broaden their sales channels, you can use the cooperation with third parties to increase the width
of the customer flow and sales channels. Offline, you can cooperate with different brands to introduce
joint products. Through a variety of social media sales channels, increase consumer touch points,
expand the radiation range of brand stores, timely and efficiently push product information and activity
push.

4. Diversified promotional strategies

First, the combination of digital era publicity methods for promotion. For example, with the
help of current hot topics, with the help of large social platforms, the publicity and promotion of the
product is embedded in them to strengthen the brand awareness of the orange convenience enterprise.
For example, you can increase appropriate capital investment in such self-media channels for publicity
and promotion, with the help of short video sharing by famous anchors, shop-hunting bloggers and food
bloggers. You can also continue to develop vertically and Alipay and other third-party platforms for in-
depth cooperation, the use of its background data for consumer behavior analysis, in its platforms and
stores for regionalized promotions and advertising. Second, online and offline linkage promotion. New
retail requires the integration of online and offline resources, online promotions, a variety of
promotional methods should be launched at the same time, offline good service experience, to ensure
that the atmosphere of the promotion and the quality of service, so that online and offline promotions
linkage, to enhance the overall flow and performance. Third, the joint merchants to launch concessions,
you can increase the cooperation of merchants in different industries, to reach the expansion of customer

flow, while increasing brand awareness.
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Abstract: This study takes the Little Red Book platform as the study object. The main objective of this
study is to explore the influence of information quality, emotional trust and perceived usefulness in the
electronic word of mouth on consumers' behavioral intention on the platform, and to analysis the
moderating role played by social interactivity in this context. This study adopts a quantitative study
method and collects 376 valid data by distributing questionnaires online and analyses the data using
SPSS and AMOS. The study of information quality, emotional trust and perceived usefulness on
behavioral intention finds that all three have a positive effect, and social interactivity can increase the
impact of these three factors on consumers' behavioral intentions. Simultaneously, this study finds and
solves methods on how to improve the information quality of electronic word-of-mouth, foster

emotional trust, improve perceived usefulness, and promote social interactivity.
Keywords: Electronic Word-Of-Mouth, Behavior Intention, Information Quality, Social Interactivity

Introduction

With rapid economic development and technological advancements, e-commerce has become
an indispensable part of people's daily lives. According to the 51st Statistical Report on Internet
Development in China by the China Internet Network Information Center (CNNIC), as of December
2022, the number of internet users in China reached 1.067 billion, with an internet penetration rate of
75.6%. In such a vast and active e-commerce market, consumers are faced with a massive amount of
complex information about products or services. Selecting options that meet one's own needs and
preferences has become an important and challenging issue. Electronic word-of-mouth, as a form of
evaluation or recommendation about products or services transmitted through internet channels,
provides consumers with an effective and convenient solution. Electronic word-of-mouth refers to
consumers sharing information or evaluations about products or services through various online media,
such as social networks, blogs, forums, review websites, etc. (Hennig-Thurau et al., 2004). As an
important form of social media, electronic word-of-mouth has a significant impact on consumer

purchase decision-making processes (Cheung & Thadani, 2012). With the development of internet
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technology and the widespread use of smartphones, the channels, forms, and content of electronic word-
of-mouth communication have become increasingly diverse and rich, enabling consumers to
conveniently access, publish, and share electronic word-of-mouth information (King et al., 2014). Some
studies have shown that electronic word-of-mouth can act as a variable when consumers choose e-
commerce platforms. For example, Jalilvand and Samiei (2012) found that electronic word-of-mouth
on social media affects consumers' trust in e-commerce platforms, thus influencing their choice
behavior. Similarly, Zhai and Zhang (2014) discovered that positive attitudes towards e-commerce
platforms enhance the impact of electronic word-of-mouth, while negative attitudes weaken it.
Additionally, Wu et al. (2017) found that electronic word-of-mouth on social media is moderated by
the frequency of social media use and shopping experience in influencing consumer choice behavior.

Little Red Book, launched in 2013, integrates content sharing, Social Interactivity, and e-
commerce shopping. Electronic word-of-mouth on Little Red Book is mainly presented in the form of
notes, and users can share or obtain product information and evaluations by publishing or browsing
notes. Electronic word-of-mouth on Little Red Book exhibits high authenticity, expertise, and Social
Interactivity, which enables users to trust and accept the information conveyed in electronic word-of-
mouth, thus influencing their behavioral intentions (Zhao et al., 2020). Electronic word-of-mouth
information on Little Red Book not only includes evaluations of products or services but also
incorporates consumers' life experiences, feelings, and stories, with a high level of authenticity,
emotional appeal, and entertainment value (Zhao et al., 2020). Therefore, electronic word-of-mouth on
Little Red Book has a significant and unique impact on consumer behavioral intentions, such as
behavioral intentions and recommendation intentions.

Currently, there are some existing study blanks on the impact of electronic word-of-mouth on
consumers' behavioral intentions, and there is a lack of a framework to systematically analysis consumer
electronic word-of-mouth behavior and to consider the combined effect of internal and external factors
on consumers (Cheung & Thadani, 2012). There is a lack of comparison and analysis of the impact of
different types of electronic word-of-mouth (e.g. positive, negative, neutral) and different forms of
electronic word-of-mouth (e.g. text, pictures, videos) on consumers' behavioral intentions (Liu & Shi,
2019). There is a lack of study on the moderating role of consumers' personal characteristics (e.g.
gender, age, education, personality, etc.) and situational factors (e.g. purchase purpose, purchase
frequency, purchase risk, etc.) in the influence of electronic word-of-mouth on consumers' behavioral
intentions(Zhang et al., 2014). There is a lack of study on the interaction and combined effects between
electronic word-of-mouth and other marketing factors (e.g. price, brand, promotion, etc.) (Ghose &
Ipeirotis, 2010). Therefore, this study will explore the issue of the impact of electronic word-of-mouth
on consumer behavioral intentions on Little Red Book, hoping to provide a new study perspective for
the related field.

Research Objectives

721



v/ STAMFORD
4 UNIVERSITY
The 7" STIU International Conference 2023, August, Thailand
The main objective of this study is to explore the impact of information quality, emotional trust
and perceived usefulness in Little Red Book's e-word of mouth on consumers' behavioral intention on
the platform, and to analysis the moderating role played by social interactivity in this. Specifically, this
study has the following three research objectives:
1) To explore the impact of information quality in the Xiao Hong Shu electronic word of mouth
on consumer behavioral intention.
2) To explore the impact of emotional trust in the Xiao Hong Shu electronic word of mouth on
consumer behavioral intention.
3) To explore the impact of perceived usefulness in the Xiao Hong Shu electronic word of
mouth on consumer behavioral intention.
4) To examine the moderating role of social interactivity in the effects of information quality,

emotional trust and perceived usefulness on consumers' behavioral intention.

Literatures Review

Electronic word-of-mouth

So far, there have been various definitions of word-of-mouth (WOM). Arndt (1967) defined
WOM as any positive or negative oral or personal communication about a brand, product, service, or
organization, in which the receiver perceives the communicator to be non-commercial. Westbrook
(1987) expanded the definition by including post-purchase communication, defining WOM as "all
informal communications directed at other consumers about the ownership, usage, or characteristics of
specific goods and services or their sellers." Bone (1992) conceptualized WOM as a collective
phenomenon - the exchange of comments, thoughts, and opinions between two or more individuals,
none of whom has a marketing intent. With the emergence of the internet and new media channels,
WOM has transformed into electronic word-of-mouth. Hereafter referred to as eWOM. Barreto (2015)
argued that the emergence of digital software with the purpose of information dissemination inevitably
changed the traditional form of eWOM, leading to a new definition of eWOM. Researchers commonly
define eWOM as product-related evaluations posted on e-commerce platforms or social media
(Mudambi & Schuff, 2010). Early research showed that WOM, like advertising and other mass media,
is an important influencer (Katz & Lazarsfeld, 1956).Information exchange and communication through
the internet medium also fall under the category of WOM (Gelb & Johnson, 1995). Previous studies
have demonstrated the significant role of eWOM in influencing consumer decision-making processes
at various stages (Davis & Khazanchi, 2008) and behavioral intentions (Park et al., 2007). Information
quality refers to whether the information contained in eWOM is objective, accurate, timely, relevant,
and comprehensive (Park et al., 2007). Emotional Trust refers to consumers' emotional trust toward
eWOM sources or platforms, reflecting their acceptance and reliance on eWOM information (Chen &

Chang, 2013). Perceived usefulness refers to consumers' perception of the extent to which eWOM
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information can help them solve problems or meet their needs, reflecting their evaluation of the value
of eWOM information (Chen & Chang, 2011).

Social Interactivity

Social interactivity refers to the level of information exchange and feedback between users or
between users and websites in an online environment (Rafaeli, 1988). Social interactivity is considered
to be an important factor in influencing users' attitudes and behaviors towards websites (Liaw & Huang,
2003). Some studies have found that social interactivity increases users' knowledge and trust in products
or services, which in turn increases users' willingness to buy (Hajli et al., 2017; Rashid et al., 2022).
Other studies have found that the effect of social interactivity on users' purchase intention is moderated
by users' shopping motivation and shopping emotion (Wang & Yu, 2017).

Behavioral intention

Smith and Swinyard (1982) suggested that behavioral intention primarily refers to the
probability of an individual engaging in a certain behavior in the future. Behavioral intention can
accurately explain consumer behavioral activities and is an important process preceding actual purchase
behavior, arising from the perception of the shopping process. It represents a significant aspect of
consumer behavior (Ajzen & Driver, 1991). Behavioral intention is a direct determinant of actual
behavior. In other words, consumer behavioral intention plays a significant predictive role in their
behavior to some extent, which has been widely acknowledged by scholars (Bauer et al., 2006; Li et
al., 2008). Many scholars interpret consumer behavioral intention from the perspectives of behavioral
intention and recommendation intention (Van Noort et al., 2012). In online shopping, consumers
develop behavioral intention and intention to recommend through a series of product information
searches, ultimately influencing their behavior (Zhang & Mao, 2016).

Conceptual Framework

This study draws on the Technology Acceptance Model and argues that users' perception of
information quality, Emotional Trust, and perceived usefulness in eWOM will be moderated by Social
Interactivity. The study posits that Social Interactivity acts as an external variable that influences users'
perception of information quality, Emotional Trust, and perceived usefulness in eWOM, thereby
impacting their behavioral intention. Based on Ismagilova et al. (2020) analysis and research on the
impact of eWOM on consumer behavioral intentions, three dimensions of eWOM were selected for this
study: information quality, Emotional Trust, and perceived usefulness to investigate the mechanisms
through which eWOM influences consumers' purchase behavior. The study also introduced Social

Interactivity as a moderating variable. The following theoretical framework was designed:
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Information Quality

Emotional Trust Behavioral Intention

Perccived Usctulness

H4e

Social Interactivity

Picture 1: Conceptual Framework

Hypotheses

H1: The higher the information quality in eWOM on the Little Red Book platform, the stronger
the behavioral intention of consumers on that platform.

H2: The higher the Emotional Trust in eWOM on the Little Red Book platform, the stronger
the behavioral intention of consumers on that platform.

H3: The higher the Perceived Usefulness in eWOM on the Little Red Book platform, the
stronger the behavioral intention of consumers on that platform.

H4a: Social Interactivity plays a positive moderating role between information quality in
eWOM on the Little Red Book platform and consumer behavior intention.

H4b: Social Interactivity plays a positive moderating role between Emotional Trust in eWOM
on the Little Red Book platform and consumer behavior intention.

H4c: Social Interactivity plays a positive moderating role between perceived usefulness in

eWOM on the Little Red Book platform and consumer behavior intention.

Methodology

In this study, a quantitative method was used to conduct the study. By designing and distributing
questionnaires, data were collected and analyzed to test hypotheses and draw conclusions. The study
focused on users of the Little Red Book platform and designed a questionnaire that included variables
such as information quality, Emotional Trust, perceived usefulness, Social Interactivity, and behavioral
intention. A total of 403 questionnaires were distributed, and all 403 questionnaires were successfully

collected. After excluding 27 invalid questionnaires, which belonged to users who had not used Little
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Red Book, the final sample consisted of 376 valid questionnaires. The valid response rate was 93.30%.
Data collection for this study was conducted through online platforms, primarily utilizing the following
two methods: 1) Posting the questionnaire link on the Little Red Book platform and inviting users to
participate by filling it out.2) Sharing the questionnaire link on other social media platforms and inviting
users to participate. In this study, the Cronbach's a coefficient is adopted as the criterion for assessing
the suitability of the scale. The study collected 376 valid sample data, which were analyzed using SPSS.

The results are presented in Table 1.

Table 1: Reliability Analysis of Each Scale

Variable Name Code | Measure the number of questions | Cronbach’s o |Overall Reliability
Information Quality | 1Q 5 0.880 0.873
Emotional Trust ET 3 0.866
Perceived Usefulness | PU 3 0.816
Social Interactivity SI 3 0.856
Behavior Intention BI 2 0.898

Based on the determination criteria that the reliability of the scale used in this study is excellent,

there is strong internal consistency between the variables, and the scale design is reasonable.

Results

The 376 valid questionnaires collected from the study were analyzed demographically and the
results are presented on Table 2.

A structural equation model was developed using AMOS. The standardized coefficients for the

paths between variables are shown in Picture 2.

Information Quality

58 Chi-square=114.844 DF=59 Chi/DF=1.947
GFI=.957 AGFI=.933 RMSEA=.050

Picture 2: Structural Equation Model Diagram
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Table 2: Descriptive Statistics Analysis of Valid Sample Information

Variable Name Category Sample %
Gender Male 198 52.7
Female 178 47.3
Age Below 18 29 7.7
18-25 75 19.9
26-30 87 23.1
31-40 79 21.0
41-50 57 15.2
51-60 36 9.6
60 and above 13 3.5
City First-tier city (Beijing, Shanghai, Guangzhou, Shenzhen) 84 223
New first-tier city (Chengdu, Chongging, Hangzhou, Wuhan, etc.) 148 394
Second-tier city (Changsha, Nanjing, Xi'an, etc.) 99 26.3
Third-tier city (Hefei, Zhengzhou, Qingdao, etc.) 33 8.8
Fourth-tier city and below 12 3.2
Education High school and below 53 14.1
Associate degree 103 27.4
Bachelor's degree 137 36.4
Master's degree 61 16.2
Doctoral degree 22 5.9
Monthly Below 3000 RMB 44 11.7
income/ 3000-5000 RMB 65 17.3
Monthly living 5000-8000 RMB 83 22.1
expenses 8000-12000 RMB 74 19.7
12000-20000 RMB 60 16.0
Above 20000 RMB 50 13.3
usage frequency Daily 143 38.0
Within a week 151 40.2
Within a month 63 16.8
Within half a year 19 5.1
purpose of Browsing or posting content 141 37.5
usage Purchasing or recommending products 136 36.2
Communicating or providing feedback 97 25.8
Other 2 0.5
Table 3: Fit Indices of The Structural Equation Model
Fit indices Evaluation criteria Fit values
X2 >(0.9, the closer to 1, the better 114.844
y2/df >(0.9, the closer to 1, the better 1.947
GFI >(.9, the closer to 1, the better 0.957
CFI >(.9, the closer to 1, the better 0.978
AGFI >0.9, the closer to 1, the better 0.933
NFI >().9, the closer to 1, the better 0.956
RFI >().9, the closer to 1, the better 0.942
IFI >().9, the closer to 1, the better 0.978
TLI >(.9, the closer to 1, the better 0971
RMR <0.05, the closer to 0, the better 0.037
RMSEA <0.08, the closer to 0, the better 0.050
PGFI >().5, the closer to 1, the better 0.620
PNFI >().5, the closer to 1, the better 0.723
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Table 3 provides a detailed overview of the main fit indices obtained from the structural model
testing. Comparing these fit values with the recommended thresholds, it can be observed that all fit
indices exceed the standard values. This indicates that the proposed theoretical model is acceptable. In
order to further verify the six hypotheses, this study makes a table according to the output results of

AMOS software, which reflects the path situation more intuitively.

Table 4: Model Path Coefficients and Significance

Estimate P significant
Behavioral Intention <--- | Information Quality 0.385 ke significantly
Behavioral Intention <--- | Emotional Trust 0.330 ok significantly
Behavioral Intention <--- | Perceived Usefulness 0.300 ok significantly
Note: *** means P<<0.001

Generally, P<0.05 indicates the significance of the influence between variables. If the
significance is present, it implies that the corresponding hypothesis for the path is supported. From
Table 4, it can be observed that: The information quality of eWOM on Little Red Book significantly
and positively influences consumer behavioral intention ($=0.385, P<0.05). The emotional trust of
eWOM on Little Red Book significantly and positively influences consumer behavioral intention
(B=0.330, P<0.05). The perceived usefulness of eWOM on Little Red Book significantly and positively
influences consumer behavioral intention ($=0.300, P<0.05). Based on this, the hypotheses H1, H2, and
H3 proposed in this study are all supported.

Moderation Effect Test

According to the hypothesis, the impact of the three independent variables on consumer
behavioral intention is moderated by social interactivity. The correlation analysis indicates a significant
relationship between consumer behavioral intention and social interactivity, suggesting the presence of
a potential moderating effect. Multiple regression analysis is the most commonly used method in
moderation testing, and this study will use this method to examine the moderating effect of social
interactivity. In this study, social interactivity is considered as the moderating variable, hypothesizing
its moderating effect in the relationship between information quality and behavioral intention.
Regression analysis is conducted using SPSS, and the results are presented in Table 5.

From Table 5, it can be observed that the R? values for models 1, 2, and 3 are 0.145, 0.216, and
0.253, respectively, showing a gradual increase. Additionally, the significance coefficient of the
interaction term between information quality and social interactivity is 0.000, <0.05. The VIF (Variance
Inflation Factor) value is 1.067, indicating the absence of multicollinearity. Therefore, social
interactivity moderates the relationship between information quality and behavioral intention. The R?
values for models 4, 5, and 6 are 0.171, 0.265, and 0.295, respectively, showing a gradually increasing

trend. Additionally, the significance coefficient of the interaction term between affective trust and social
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interactivity is 0.000, which is less than 0.05, indicating a statistically significant result. Moreover, the
collinearity VIF value is 1.017, suggesting the absence of multicollinearity. Therefore, social
interactivity plays a significant moderating role in the relationship between affective trust and
behavioral intention. The R? values for models 7, 8, and 9 are 0.152, 0.244, and 0.275, respectively,
showing a gradually increasing trend. Moreover, the significance coefficient of the interaction term
between perceived usefulness and social interactivity is 0.000, which is less than 0.05. Additionally, the
VIF value is 1.008, indicating the absence of multicollinearity. Therefore, social interactivity has a
significant moderating effect on the relationship between perceived usefulness and behavioral intention.

Based on this, the hypotheses H4a, H4b, and H4c proposed in this study are all supported.

Table 5: Examination of the Moderating Effect of Social Interactivity on the Relationship Between

Information Quality, Emotional Trust, Perceived Usefulness and Behavioral Intention

Model Unstandardized (Standardized t Sig. Collinearity R?
Coefficients |Coefficients Statistics
B | Std. Error Beta Tolerance| VIF
1 (Constant) 2202 | 0.218 10.078 | 0.000 0.145
Information Quality | 0.438 | 0.055 0.381 7.962 | 0.000 | 1.000 1.000
2 (Constant) 1.490 | 0.243 6.141 | 0.000
Information Quality | 0.317 | 0.057 0.276 5.601 | 0.000 | 0.866 1.155 [ 0.216
Social Interactivity | 0.303 | 0.052 0.286 5.810 | 0.000 | 0.866 1.155
3 (Constant) 1.166 | 0.249 4.690 | 0.000 0.253
Information Quality | 0.365 | 0.056 0.317 6.465 | 0.000 | 0.833 1.201
Social Interactivity | 0.321 | 0.051 0.303 6.272 | 0.000 | 0.860 1.162
Information Quality | 0.224 | 0.052 0.199 4308 | 0.000 | 0.937 1.067
x Social Interactivity
4 (Constant) 2.198 | 0.199 11.025 | 0.000 0.171
Emotional Trust | 0.436 | 0.050 0.413 8.773 | 0.000 1.000 1.000
5 (Constant) 1.172 | 0.239 4901 | 0.000
Emotional Trust | 0.367 | 0.048 0.347 7.658 | 0.000 | 0.957 1.045 | 0.265
Social Interactivity | 0.333 | 0.048 0.315 6.938 | 0.000 | 0.957 1.045
6 (Constant) 1.022 | 0.238 4.301 | 0.000 0.295
Emotional Trust | 0.387 | 0.047 0.366 8.185 | 0.000 | 0.946 1.058
Social Interactivity | 0.343 | 0.047 0.324 7.267 | 0.000 | 0.954 1.048
Emotional Trust x | 0.180 | 0.045 0.174 3.953 | 0.000 | 0.983 1.017
Social Interactivity
7 (Constant) 2.244 | 0.207 10.817 | 0.000 0.152
Perceived Usefulness| 0.426 | 0.052 0.390 8.191 | 0.000 1.000 1.000
8 (Constant) 1.271 | 0.243 5.222 | 0.000
Perceived Usefulness| 0.345 0.051 0.316 6.820 | 0.000 | 0.944 1.059 | 0.244
Social Interactivity | 0.331 | 0.049 0.312 6.743 | 0.000 | 0.944 1.059
9 (Constant) 1.148 | 0.241 4,768 | 0.000 0.275
Perceived Usefulness| 0.351 0.050 0.322 7.078 | 0.000 | 0.943 1.060
Social Interactivity | 0.345 | 0.048 0.326 7.161 | 0.000 | 0.938 1.066
Perceived Usefulness| 0.200 | 0.050 0.177 4.004 | 0.000 | 0.992 1.008
x Social Interactivity
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Discussion

This study extends the research on the impact mechanism of eWOM on consumers' behavioral
intention. It considers information quality, emotional trust, and perceived usefulness as three important
dimensions of eWOM and analyzes their effects on consumers' behavioral intention from cognitive,
emotional, and behavioral perspectives. The study findings of this study show both consistency and
divergence from relevant studies conducted domestically and internationally. On one hand, the results
support theories such as trust theory and the technology acceptance model, validating the positive
impact of information quality, emotional trust, and perceived usefulness in eWOM on consumers'
behavioral intention, which is consistent with previous studies (Cheung et al., 2009; Park et al., 2007).
On the other hand, the study also reveals the positive moderating role of Social Interactivity in eWOM
on the relationships between information quality, emotional trust, perceived usefulness, and consumers'
behavioral intention. The study conclusions enrich the theories of eWOM and social media marketing,

providing new perspectives and insights for future study.

Conclusions

The study findings of this study have implications for the operation and management of
platforms like Little Red Book. 1) Little Red Book should emphasize the improvement of information
quality in eWOM by setting standards and regulations, monitoring and reviewing user-generated
content, ensuring its authenticity, completeness, and clarity, and avoiding false, exaggerated, or
ambiguous information. 2) Little Red Book should focus on cultivating emotional trust in eWOM by
incentivizing and rewarding users to share positive, sincere, and warm content, establishing and
maintaining trust relationships among users, and enhancing social support and emotional resonance. 3)
Little Red Book should prioritize enhancing the perceived usefulness in eWOM by guiding and
educating users to create valuable, solution-oriented, and knowledge-rich content, satisfying users'
information and learning needs, and increasing the reference and applicability of the content. 4) Little
Red Book should promote Social Interactivity in eWOM by designing and optimizing platform
functions and interfaces, encouraging and facilitating user interactions such as comments, likes, and
shares, and increasing communication efficiency and interaction effects among users, thereby

enhancing the impact of eWOM on consumers' behavioral intention.
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Abstract: Based on the AISAS model, this paper studies the optimization of Chinese film social media
marketing on traditional marketing methods, using in-depth interviews and case studies as research
tools, taking the Chinese movie-going population and film distributor professionals as research objects,
and combining the advantages and characteristics of social media marketing to optimize the problems
of high marketing costs, imprecise positioning, and failure to adapt to the consumption habits of
contemporary "social consumers" in the traditional marketing strategy of Chinese films. The study also
focuses on the advantages and characteristics of social media marketing to optimize the traditional
marketing strategies of Chinese movies, which are characterized by high marketing costs, imprecise
positioning, and inability to adapt to the consumption habits of contemporary social consumers.

This paper finds that the AISAS model participates in the process of movie marketing by using
social media as a practical platform, giving full play to the advantages of low cost, accuracy,
participation and interactivity of social media in movie marketing. Taking the film distributor as the
marketing body and the consumer as the consumption body, and combining the five stages of the AISAS
model, namely, "attention-interest-search-consumption-sharing", it provides core theoretical guidance
for the implementation of social media marketing in Chinese films. It also provides references for the
continuous improvement and in-depth study of the future movie marketing system, and promotes the

prosperous development of the movie market.
Keywords: AISAS Model, Social Media Marketing, Chinese Film, Film Marketing

Introduction

Background of the Study

After nearly two decades of development, China's movie industry has formed a traditional
marketing model with mainstream traditional media publicity as the main means, offline activities as
the main line of communication, and integrated marketing as the basic strategy. This model is well
adapted to the traditional media environment and consumption pattern, but with the development of the

movie market and changes in the media environment, the drawbacks of traditional marketing, such as
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high cost, one-way communication and low conversion rate, have become increasingly obvious,
restricting the further development of China's movie marketing practice. In 2020, the new coronavirus
epidemic has swept the world, and people's traditional way of production and life has been impacted.
Offline social interaction in close proximity has gradually shifted to online microblogging, WeChat,
Jitterbug and other new media platforms, and the flexible interaction of social media has made it easier
for people to communicate on the Internet, and for the dissemination of information to a wider range.

With the arrival of the Web 2.0 era, a brand-new consumer behavior analysis model, the AISAS
model, has been proposed by Nidec for the changes in consumer life patterns in the era of Internet and
wireless applications (Nidec, 2005). It makes consumers become both producers and disseminators of
information, and social interaction becomes an important feature of the Internet age.

The rise of social media and the change of consumption pattern have brought about a brand-
new change in the marketing field, and also brought a new type of low-cost and high-efficiency
marketing means to movie marketing. This paper launches research on Chinese movie marketing on the
basis of AISAS model. How Chinese movies should take advantage of the advantages brought by the
social media era and adjust their marketing strategies to achieve the best results is an important issue
being faced.

Research Questions

Existing research on Chinese film marketing mostly focuses on analyzing the social
environment in which we live nowadays and discussing the advantages and problems of Chinese film
social media marketing with examples in the new media environment. There is no good combination of
AISAS model with it, so this paper focuses on the following issues:

2.1 Research on the theoretical support of the AISAS model for the optimization and
implementation of social media marketing on traditional Chinese film marketing strategies.

2.2 Exploring the relationship between Chinese film social media marketing and the AISAS
model.

Research Implications

From a theoretical point of view, this paper, based on the previous literature, theoretically
compensates for the limitations of the research on the relationship between Chinese movie social media
marketing and the AISAS model. At the same time, it also injects new ideas and motivation for further
research on decision optimization in this field.

From a practical point of view, this paper provides theoretical guidance on the optimization and
implementation of social media marketing strategies for the Chinese domestic film market, which is
currently in the recovery period of the industry. It can promote the orderly and healthy development of
China's domestic film market, and is conducive to analyzing and summarizing the laws of its
development process and the new problems arising.

Research Objectives
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This paper takes Chinese domestic movies as the research subject, focusing on the problems
exposed in the current marketing activities based on the AISAS model, analyzing the essence under the
phenomenon at a deeper level, and trying to put forward corresponding countermeasures by taking
advantage of social media marketing.
1. Provide theoretical support for the "AISAS model" for the optimization and implementation
of social media marketing on the traditional marketing strategies of Chinese films.
2. Exploring the relationship between Chinese movie social media marketing and the AISAS

model.

Literature Review

AISAS Theory

The AISAS model is a new consumer behavior analysis model proposed by Dents in 2005
(Baidu Encyclopedia, 2023) in response to the changes in consumer lifestyle in the era of the Internet
and wireless applications. The AISAS model consists of five phases, namely Attention, Interest, Search,
Action and Share, with Search and Share being the core elements of the model. Search and Share are
the core contents of the model, which have the characteristics of the network, AISAS model is no longer
to instill one-way concepts to the user, but to let the consumer become the publisher of information
again, the five phases interact with each other and influence each other to form a whole.

Social Media Marketing

Social media marketing is a social media-based practice that enables simplified dialogue and
content sharing between businesses, influencers, information seekers and consumers. Social media
marketing is essentially a new marketing strategy that utilizes social media for marketing activities.

The rise of social media has changed the media environment of enterprise marketing, and at the
same time cultivated "social consumers" who have different consumption habits and needs from
traditional consumers, providing a new shortcut to enterprise marketing with low cost, high efficiency,
high trust, and high penetration rate, and bringing about a brand-new change in the marketing landscape
of enterprises.

Chinese Film and Chinese Film Market

In 2021, China's film market production of all kinds of movie films, box office, the number of
screens, movie-going attendance, continue to remain the world's first, are restored to more than 65% of
2019. Among them, the total film production of 740 films, 43 films with a box office of more than 100
million yuan; the box office of 47.258-billion-yuan, accounting for one-third of the global market; the
total number of screens reached 82,248; and the number of moviegoers in urban theaters was 1.167
billion.

International Research on Movie Marketing

Most of the internationally renowned film and television companies are good at analyzing the
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factors affecting the effectiveness of film marketing, to predict the film's box office. Such as online
reviews, word-of-mouth, consumer reviews and so on. Through empirical studies and questionnaire
surveys, some scholars conclude that among the reasons that prompt consumers to evaluate movies
online, self-expression/self-confirmation motivation is the dominant force behind the contribution of
online reviews (Dellarocas & Narayan, 2000).

Chinese Studies on Movie Marketing

Chinese scholars have focused on studying different forms of movie marketing channels,
especially concentrating on new media channels such as short video marketing, microblog marketing,
Weibo marketing, and O20 marketing. In the all-media era, movie marketing has many advantages
such as strong interaction, strong conversion, strong net sense, and strong topics, etc. The all-media
movie marketing strategies include precise positioning of audience, resonance-driven topics (Liu &
Zhang, 2020). Quantitative research methods are used to analyze the marketing effect of a certain film,
and to find out the problems and solutions. Some scholars have studied the microblog marketing
strategy of domestic movies based on the factor analysis model, and concluded that the influence factors
of the microblog marketing effect of domestic movies include the number of fans, the number of topic
discussions, the number of topic readings, the credibility, the activeness, the dissemination power, the
coverage, the number of followers, and the number of blogs posted (Jin, 2016).

Some scholars will analyze a certain case of domestic movies, and from the case, explore the
marketing strategy of the overall film industry. From the successful case of integrated marketing
communication of "Small Time", it is concluded that the creation of content should satisfy consumer
demand, cultivate stable and harmonious interaction, establish a distinctive movie brand, and promote

the operation with the method of integrated marketing communication (Liu, 2014).

Methodology

This study adopts a qualitative research method, and the article is based on the feedback from
the interviews, combined with a specific case study and elaboration of Chinese films that have been
completed and released.

First of all, the method of literature research is adopted to organize, summarize and analyze the
literature through library visits and online platform searches to consolidate the theoretical foundation
and provide ideas for the research of this paper. Based on the AISAS model, an in-depth analysis of the
current stage of social media marketing is carried out, linking the various aspects of the AISAS model
with the process of Chinese film marketing. At the same time, in-depth interview method was adopted,
through which Li Haipeng, the publicity director of Ray Media Beijing Ray Film Co., Ltd, Chen Tonzhi,
the chairman and president of Beijing MET Culture and Entertainment Media Company, and Yue Yang,
the general manager of Beijing MET Culture and Entertainment Media Company Guan Gong, were

asked about the current situation of the Chinese film market, the problems encountered by the film side
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in the stage of publicity and marketing, the changes before and after the addition of social media to the
traditional marketing of Chinese films, and the social media marketing strategy and status of Chinese
films. They conducted in-depth interviews on the current situation of the Chinese movie market, the
problems encountered by movie parties in the promotion and marketing stage, the changes before and
after social media joined the traditional marketing of Chinese movies, as well as Chinese movie social
media marketing strategies and status.

Secondly, online volunteer interviews were initiated and conducted according to the
participants' wishes, with a total of 55 people from different provinces being interviewed, and the
interviews mainly included whether the respondents often watched movies? Have you received or
exchanged information about the movie on social media platforms such as Weibo, WeChat, Jittery,
Xiaohongshu? What kind of publicity will make you pay attention to the movie information and make
you want to watch the movie? Will you share the movie with your personal circle after watching the

movie and why?

Results
The questionnaire results are geographically distributed as shown in the figure below. The data
sources cover most of the regions in China, which can reflect the market situation more realistically and

provide research ability and representativeness to the data.

Geographical distribution of questionnaire responses

P
i

= Guangdong: 11.11% = Hebei: 10.19% Zhejiang: 2.78%
Yunnan: 2.78% = Hubei: 2.78% = Shandong: 8.33%

® Hunan :3.7% = Sichuan :3.7% » Shanghai: 3.7%

= Beijing :7.41% = Shanxi: 4.63% ® Jiangsu: 6.48%

= Fujian: 4.63% Henan: 5.56%

Picture 1: Geographical Distribution of Questionnaire Responses
About the feedback from the interviews with online volunteers, 53 of them answered "yes" to
the question "Have you received or exchanged information about the movie on social media platforms
such as Weibo, WeChat, Tik Tok, Xiaohongshu?" Fifty-three people answered "yes" to this question.

On the question "What kind of publicity will make you pay attention to the movie information and
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create a willingness to watch the movie?" The top four responses to this question were the promotion
of movie-related highlight videos, word-of-mouth influence of the movie creators, IP appeal of the

movie series, and challenges of movie-related topics.

Table 1: Online Interview Questions for The Questionnaire

Theme |Concern

Q5 Do you watch movies regularly?

Q6 Have you received or exchanged information about the movie on social media platforms
such as Weibo, WeChat, Tik Tok, Xiaohongshu?
Q7  |What kind of publicity would make you pay attention to a movie message and create a
desire to watch it?
Q8  |Whether the movie will be shared to personal circle after viewing and its reasons etc.

More than 42 respondents answered that they would share their viewing experience with non-
viewers after the movie, as well as communicate with other viewers face-to-face on social media
platforms or offline. Similarly, they would be motivated to watch the movie by the sharing and
comments of those who have already watched the movie.

Zhang, vice president of Sunrise Media, clearly revealed in an interview with Financial Weekly
that the marketing investment cost of Chinese movies now only accounts for 30% of the total investment
cost (Liu, 2016). In an interview with this thesis, Chen, president of Metro Culture and Media, and Li,
publicity director of Rayfilm, stated that at this stage, Chinese movies still treat marketing in a state
where it is valued in terms of concepts but ignored in terms of investment.

Yue Yang, General Manager of Beijing MET Culture and Entertainment Media Company Guan
Gong, said in an interview that only empathetic marketing topics are the best and most effective way to
lead the audience to spread the word. The communication of empathetic topics can let the audience
spread independently, and only then can it trigger a boom. They believe that "we should break the
traditional way and start from multiple perspectives, from the beginning of the project to the release of
the movie, from the creation of the script, the choice of actors, to stills and side shooting video, from
the production of posters and trailers, to the various stages of the big data on the film's heat feedback,
etc., are the key points of the marketing, and also to establish the basis of the direction of the marketing
and the concept. The program is actively adjusted according to the feedback from all platforms. The
success or failure of each link is related to the ultimate success or failure of the movie marketing." For
the strategy of social media movie marketing, Matt Culture Media Company once compiled a summary
of three words: produce content that interests people, let more people see it through reasonable channels
and ways, and everyone who sees the content has the impulse to share it.

Summarizing from the respondents' answers, effective movie marketing is very important for a
movie to be competitive in the market, but traditional marketing is burdensome in terms of cost and

other burdens, single publicity, and lack of interactivity.
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Regarding the case study, the movie "33 Days of Lost Love" is a small budget movie, and the
problem faced at that time was how to maximize the effect of the limited marketing expenses, the head
of the film's publicity, Zhang, "decided to take the initiative to take a strategic shift, skipping the
traditional media platforms, with the help of social media platforms, direct release of information, and
directly with the consumers to dialogue and interact! The movie's publicity manager, Zhang, "decided
to take a proactive strategic shift, skipping traditional media platforms and utilizing social media
platforms to publish information directly, talking and interacting with consumers. Through the network
release on the topic of "lost love", and production of "lost love story" video, received 40 million hits,
successfully attracted the attention and interest of the target audience, attracting people to search for the
film. In the end, this movie with an investment of less than ten million won 350 million yuan at the box
office.

The domestic animated movie "The Return of the Great Sage" chose Bilibili, a pop-up video
website, as its marketing position, and released the theme song MV "Once Upon a Time" to arouse the
superhero sentiments of secondary animation fans towards "The Great Sage", with 200,000 hits on the
same day, and more than 13,000 pop-ups posted by fans. This precise marketing strategy made "The
Return of the Great Sage" a hit before it was released, maintaining a high level of attention on the
Internet and forming a certain size of fan base. Moreover, based on the feedback from fans, the movie
continued to grow in popularity with the release of subsequent hot topics in a timely manner.

Incorporating the purchase channel into the publicity channel accelerates the movie search to
the completion of the ticket purchase. The movie "My Motherland and I" stood out among many
excellent film and television works and created the highest box office record for a tribute film due to its
good film quality and effective publicity. With a good reputation, "My Motherland and I" placed the
ticket link in the publicity microblog, realizing the closed loop from "planting grass" to "purchasing
tickets", and at the same time, in cooperation with the ticket platform, the distribution of large coupons

also improved the conversion of traffic.

Discussion

AISAS model is a new type of marketing model, which is based on the background of the
current Internet era and shows the psychological or behavioral performance of consumers when they
buy a product and their behavior after the purchase will have an impact on the marketing of the product.
Therefore, it is necessary to consider the influencing factors of each link of the AISAS model to bring
better marketing effects.

AISAS model participates in the process of movie marketing with social media as a platform,
giving full play to the advantageous role of social media in movie marketing in terms of low cost,
precision, participation, and interactivity. It is divided into two main subjects; the movie distributor is

the marketing subject, and the consumer is the consumption subject. At the same time, the information
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dissemination and marketing behavior of the marketing subject is guided by the psychological changes
of the consumer subject in the consumption process, including the five stages, "A-I-part, attention-
interest", and the behavioral development, including the "S-A-S part, search-action-sharing". Guidance.

In the "attention" stage of "A-I", the main task is to build the three basic platforms of "people"
(fans), "things" (materials) and "content" of the movie. The main task is to build the three basic
platforms of "people" (fans), "things" (materials) and "content" to convey the film's information to
consumers, to make as many consumers as possible perceive the film's information, and to make a good
pre-preparation for the implementation of the subsequent marketing strategy, which is characterized by
scaling up and fundamentality in this stage.

In the "interest" stage of "A-I", it is necessary to carry out hotspot marketing stage to focus on
presenting the core value of the movie, creating hot events and topics for the movie, and playing the
role of social media "magnifying glass" and "spotlight" to continuously strengthen the movie's public
opinion and keep it hot. The role of social media "magnifying glass" and "spotlight" is continuously
strengthened to keep the public opinion of the movie hot and stimulate consumers' interest in watching
movies. The task of the hotspot marketing stage is to continuously stimulate consumers, arouse their
interest, stabilize the fan relationship initially established during the platform building stage, and
continue to keep consumers' attention on the movie.

Social media marketing is not limited by time and space, reducing marketing costs. Social
media marketing mode is different from the traditional marketing mode that emphasizes on "coverage",
and it makes full use of the free nature of the Internet to greatly reduce the cost of movie marketing. In
the marketing process, the movie distributor can set up microblog public number, WeChat public
number, Shake official account and other real-time release of the movie publicity news, which can
transform the fans accumulated by the starring stars into the first batch of active promoters, release hot
topics, release the movie highlights, behind-the-scenes filming, the movie theme song and other triggers
of the discussion, which successfully attracts the attention and interest of consumers, and makes full
use of the characteristics of social media to interact with the audience at a low cost, and gets the attention
and interest of the audience. It can make full use of the characteristics of social media to interact with
the audience at a low cost and get the continuous attention of consumers.

In the "search" stage of "S-A-S", word-of-mouth marketing should be carried out. In the new
media environment, consumers will search for movie word-of-mouth on the Internet before
consumption, and judge whether to watch a movie based on the information searched. Consumers
generally obtain movie word-of-mouth through two ways, one is the evaluation of opinion leaders, and
the other is movie rating websites, such as Douban and Time.com.

In the field of movie social media marketing, there are generally three kinds of opinion leaders,
one is the movie industry professionals, the second is the marketing number, and the third is the stars.

Opinion leaders have a huge loyal fan base and platform discourse power, directly affecting the
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audience's view of the film, the distributor must pay attention to the role of opinion leaders, and actively
use opinion leaders to guide public opinion, you can guide opinion leaders to speak out for the film
through the organization of the form of the professionals point of view screenings, and you can also
make use of interpersonal relationships to invite them to support the film, to establish a positive
reputation for the film.

Consumers in the Internet era have great trust in the real experience evaluation of other
consumers. Word-of-mouth marketing is to spread the product information by a third party, but it must
be true as the bottom line, and utilize the recommendation of the rating website and the resources of
netizen's movie review to spread the existing positive aspects of word-of-mouth continuously, and use
this as the key point of public opinion monitoring to adjust the marketing strategy in a timely manner.

Combined with the "community-based" characteristics of social media, the audience is
precisely targeted, and the marketing effect can be estimated and controlled. Relying on the algorithmic
mechanism of Jitterbit, relevant information will be pushed in a targeted manner. The advertisement is
placed for the main target audience of the movie, and the audience packages are constantly revised
according to the behavioral path and other information of the audience, so that the movie is placed more
accurately, and the marketing and communication effect is remarkable.

In the "action" in the "S-A-S" stage needs to improve the entrance flow. The main task of the
entrance infusion stage is to dispel consumers' worries when they have basically determined their
purchase intention after the above three stages, and to bring consumers a smooth consumption
experience, thus contributing to the successful completion of the consumption behavior. The most basic
channeling method is to carry out online promotions, in which the distributor joins hands with e-
commerce platforms to offer "special movie tickets", "special shows", "movie viewing benefits" and
other preferential activities, and at the same time utilizes the advantages of the e-commerce platforms
to offer discounts and benefits. At the same time, the e-commerce platform's recommendation board,
message push or automatic scrolling screen are utilized to publicize the activities of preferential movie
watching. The second way is that the distributor and the e-commerce platform co-produce and co-
distribute. Offline cinema is the consumer experience terminal, make full use of the advantages of
localization of offline entrances to carry out experience marketing and realize joint offline and online
infusion, which will effectively contribute to the purchase behavior of consumers.

In the "share" stage of "S-A-S", it enters the word-of-mouth maintenance stage. After watching
the movie, social consumers are different from traditional consumers. Social media emphasizes
personalization and cultivates "social consumers" who are used to actively sharing their consumption
experience on social media platforms, forming the secondary dissemination of the movie information,
which directly affects the consumption decisions of other consumers, so the movie distributor must do
a good job of word-of-mouth maintenance in this stage. stage to do a good job of word-of-mouth

maintenance. In AISAS model, sharing as its core content is both the end of one consumption behavior
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and the beginning of the next. In the era of Internet of Everything, comments and shares on social media
will largely influence other people's consumption behaviors.
The whole marketing process of the model takes social media as a platform and takes place in
the two-way interaction between the marketing behavior of the film distributor and the consumer's

consumption behavior, presenting organizational and systematic characteristics.

Conclusions

This paper focuses on the optimization of social media marketing on the traditional marketing
of Chinese films with the help of the five phases of Attention, Interest, Search, Action and Share of the
AISAS model, using social media as a platform for the marketing subject represented by the film
distributor and the consumer subject represented by the consumer, respectively. It gives full play to the
advantageous role of social media in movie marketing in terms of low cost, precision, participation and
interactivity.

In the study of the relationship between Chinese film social media marketing and the AISAS
model, it is found that the AISAS model is the core guiding theory of Chinese film social media
marketing, and social media marketing is the practical platform of the AISAS model in Chinese film
marketing.

The film social media marketing based on the AISAS model studied in this paper is only a
systematic integration of film social media marketing strategies, and in the future, we can continue to
explore and research in depth, incorporate traditional offline marketing means, generalize and integrate
the two, and build a comprehensive film marketing model to continuously push the improvement of the

film marketing system, and to promote the prosperous development of the film market.
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Abstract: With the rapid development of China's economy, the GDP has increased rapidly in the past
three decades, among which the real estate industry is the pillar industry that promotes the development
of China's national economy. At present, after years of rapid development, China's real estate industry
is facing a series of challenges and adjustments. Compared with other enterprises, the particularity of
the industry makes it easier to fall into financial crisis. Therefore, it should be an important task for real
estate enterprises to pay high attention to and conduct in-depth research on financial risks. This time,
Yunnan Metropolitan Real Estate Development Co., Ltd. is taken as an example to study the capital
operation ability, profit and loss status and anti-risk ability of the enterprise. Through scientific financial
analysis method to understand the real business situation of the enterprise, study the control measures
applicable to the enterprise, to improve the anti-risk ability of the enterprise to provide a scientific and

reasonable basis for the enterprise to maintain a healthy development direction.
Keywords: Real Estate, Financial Risk, Financial Analysis, Business Decision

Introduction

Research Background

In 1988, the Chinese government issued the Interim Regulations on Urban Real Estate
Management, which was an important milestone in the establishment of a modern real estate market in
China. With the adjustment and development of the economy and the acceleration of urbanization
across China, the real estate industry has played an important role in economic growth and employment
in the past few decades, which has a direct impact on GDP.

From the external environment, real estate enterprises are greatly affected by the national
macro-control policies; from the industry's internal point of view, real estate enterprises have the
demand for funds, long capital occupation cycle, uneven access to funds and weak profitability, these
internal and external environmental factors and issues have put forward higher requirements for real

estate enterprise cash flow management (Li, 2018).
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This study takes Yunnan Metropolitan Real Estate Development Co., Ltd as an example
(hereinafter referred to as YMRD). Based on the financial statement data of the past three years, this
paper conducts an empirical study on the financial analysis of enterprises to help enterprises make
management decisions, and puts forward suggestions for the future strategic planning and management
plan formulation of enterprises.

Research Problems

Due to the rapid development of the real estate industry, it has led to China's first- and second-
tier cities, and housing prices have also risen at a faster rate. Since the beginning of 2019, the
government has introduced a series of measures to curb the excessive rise in housing prices. By
increasing the down payment ratio for mortgage loans, raising the interest rate for housing loans,
increasing the conditions for loans to real estate companies, and so on. These regulatory measures have
had a direct impact on the real estate industry and are the root cause of the tight capital chain of real
estate enterprises (Zhang, 2012).

This study starts from the ratio analysis, comparative analysis, and cash flow analysis in the
financial analysis methods, and takes YMRD as an example to compare the financial status of the
enterprise in the last three years, and analyzes the operation status of the enterprise through the results
of comparison.

This study focuses on the following issues:

(1) Compare the changes of payment ability index, profitability index, asset structure index and
cash flow index of enterprises in recent three years.

(2) Analyze the capital operation capacity, profit and loss of the enterprise based on the changes
of the above indicators.

(3) Analyze the ability of enterprises to control financial risks through index analysis and

interpretation of financial reports.

Research Objectives

The objectives of this study are as follows:

(1) Use comparison and analysis to judge the rationality of the proportion of various indicators
in the overall report.

(2) Use the results of index comparison and analysis to evaluate the business status of the
enterprise.

(3) Through the results of financial analysis, it is proved that the application of scientific
financial analysis methods can play a helpful role in the business decision-making of enterprises.

Research Scope

Research on the business operation status of YMRD with the data of financial statements

published externally for the year 2020-2022.
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Research Significance

Using financial management theory and scientific calculation formula, it provides a theoretical
basis for financial analysis method to help enterprises to make business decisions. Taking YMRD as a
real case, the financial analysis method can provide support for the managers of enterprises to make
decisions, provide guidance for investors to make investment decisions, evaluate the investment risks

of creditors, and do empirical research.

Literature Review

Financial Analysis

From early business practices and accounting practices dating back to the origins of financial
analysis, it was more systematized and standardized during the Industrial Revolution and the
development of accounting and finance theory. The key stages of the origin and evolution of financial

analysis are as follows:

Early business practices and Industrial revolution period.
accounting practices. =

7~
Demand from investors and Development of accounting
financial analysts. <—| and financial theory.

Picture 1: Financial Analysis Origins and Evolution Chart

Financial Risk

Financial risk is the potential threat that a business or individual faces in the course of its
financial operations that could lead to financial loss or financial difficulty. Managing financial risk is
important for both businesses and individuals, and the impact of financial risk can be mitigated by
taking appropriate risk management measures. The risks may relate to the investment environment, debt
situation, capital position, currency exchange rate fluctuations and other factors related to the financial
operations of the enterprise.

Financial Analysis and Methods

To objectively and fairly assess and interpret the performance of the financial condition and
operating capacity of an enterprise, a project or a portfolio, and to understand the process of its
management, it is necessary to apply scientific methods of financial analysis, commonly used methods
are:

Financial ratio analysis
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Financial ratio analysis is a method of analyzing and evaluating the financial condition and
operating results of an enterprise by comparing the relevant data of several important items on the
financial statements and calculating the relevant financial ratios. Financial ratio analysis is one of the
most basic tools for financial analysis, which can eliminate the effect of size and be used to compare
the returns and risks of different enterprises, thus helping investors, creditors, enterprise management
and government agencies and other types of information users to make sensible decisions (Zhang &
Qian, 2019).

Indicators often used in the work include current ratio, quick ratio, gearing ratio and so on. Its
international common formula and the following:

(1) Current ratio = Current assets + Current liabilities

(2) Quick ratio = (Current assets — Inventory) + Current liabilities

(3) Asset-liability ratio = (Total liabilities + Total assets) x 100%

Analysis of financial trends

Cross-sectional analysis is to compare the financial data within different accounting periods to
determine the development trend of the enterprise in different time periods. This study compares the
data of YMRD in both base period and chain comparison.

Vertical analysis is the comparison of individual items on the financial statements with the
totals for the same period to see what percentage of the whole each indicator represents.

Business Decision

Business decision-making refers to the enterprise in the management process, according to the
objectives and conditions, from a number of programs to make decisions. Business decision-making
needs to be integrated to use a variety of methods in order to come up with a comprehensive, integrated,
correct program to support the decision of the business managers, and the judgment made by using a
certain method alone is not comprehensive. Common business decision-making methods include: data
analysis decision-making, SWOT analysis, cost-benefit analysis, decision tree analysis, incremental
decision-making, goal-setting and planning.

This study focuses on financial analysis methods in data analysis decision-making to do
empirical analysis and research on financial analysis can provide effective solutions for business

decision-making.

Methodology

Research Design

The present is a mixed research methodology with a predominantly quantitative approach to
research design.

Research Objects
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This is a study of YMRD's operations in 2020-2022.

Data Sources and Analysis Methods

By querying wind, the financial statements of YMRD published externally in the Shanghai

Stock Exchange for the year 2020-2023, using the method of data collection and statistical sampling,

the data were quantitatively processed and used for this study.

Results

Analysis of the company's ability to pay

Table 1: Comparative Table of Capacity to Pay Indicators

Indicator 2022 2021 2020
Current ratio 98.00% 72.54% 77.18%
Quick ratio 87.92% 9.84% 7.58%
Asset-liability ratio 81.16% 93.80% 97.68%

Data source: wind

(1) Current ratio: indicates that the short-term solvency and liquidity of the enterprise has

improved in the last two years compared to the previous one.

(2) Quick Ratio: The quick ratio reached 0.88 in 2022, which is close to 1. The quick ratio is

due to the accelerated realization of inventories sold to the company, which has a direct impact on the

quick ratio.

(3) Asset-liability ratio: After YMRD repaid ¥ 5.1 billion of debt in 2021, the debt repayment

pressure was relieved and the financial risk was significantly reduced.

Table 2: Asset Structure Index Comparison Table

Indicator 2022 2021 2020
Current Assets to Total Assets Ratio 40.37% 49.77% 63.51%
Fixed Assets to Total Assets Ratio 9.05% 3.29% 3.13%

Data source: wind

(1) Current Assets to Total Assets Ratio: The current assets to total assets ratio is higher at
63.51% in 2020 and decreases to 40.37% in 2022, a decrease of 23.14%.
(2) Ratio of fixed assets to total assets: 5.92% increase in 2022 over the 2020 target.

3. Profitability analysis of corporate assets

(1) Return on total assets: The index 0f 2.92% in 2021 is the highest in the past three years, and

the lowest in 2020 is only 0.51%.

(2) Capital profit margin: In the past three years, this indicator is negative, indicating that there

has been a loss.

(3) Return on shareholders' equity: 1.37% in 2021 is the lowest in nearly three years.
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Table 3: Obtain A Comparison Table of Ability Indicators

Indicator 2022 2021 2020
Return on total assets 1.29% 2.92% 0.51%
Profit rate of capital -69.16% -59.91% -159.40%
Return on shareholders' equity 13.12% 1.37% 23.84%
Data source: wind
Analysis of cash inflow
(1) Comparison of cash inflows
Table4: Comparative Statement of Cash Inflow Indicators
Indicator 2022 2021 2020
Ratio of cash inflows from operating activities 78.63% 86.68% 23.63%
Ratio of cash inflows to investment activities 12.54% 10.39% 11.66%
Ratio of cash inflows from financing activities 8.83% 2.93% 64.71%
Data source: wind
The above ratio: Cash inflows have been on the rise in the past three years.
(2) Comparison of cash outflow
Table 5: Comparison of Cash Outflow Indicators
Indicator 2022 2021 2020
Ratio of cash outflow from operating activities 10.02% 10.66% 21.29%
Ratio of cash outflow from investment activities 0.19% 0.84% 0.38%
Ratio of cash outflow from financing activities 89.79% 88.50% 78.32%

Data source: wind

The above ratio: The cash outflow has not changed much in the past three years.

Discussion

The authors used ratio analysis, comparative analysis, and cash flow analysis to compare the
financial reporting data of Yunnan City Investment for the year 2020-2022, as discussed below:

1. The payment ability of the enterprise has been strengthened year by year in the past three

years. after the debt repayment of ¥ 5.1 billion in 2021, the pressure of debt servicing has been eased
and the gearing ratio has been significantly reduced. ¥ 45.452 billion of funds have been recovered

from 2021-2022 due to the sale of inventories, and the quick ratio of the enterprise has risen from 7.58%
in 2020 to 87.92% in 2022, which indicates that YMRD's decision makers attach great importance to
the enterprise's ability to pay and have adopted effective management methods for the enterprise's

capital recovery.

749



v/ STAMFORD
4 NIVERSITY
The 7" STIU International Conference 2023, August, Thailand

2. The ratio of current assets to total assets decreased by 23.14% in 2022 compared to 2020
after the firms took inventory promotions, increased collection efforts on accounts receivable, and
cleaned up prepaid accounts from 2021 to 2022.

3. In 2021, the enterprise took effective management measures to increase the income from
main business, broaden the income from other business, and save costs and expenses, and the
remuneration of total assets improved significantly. The capitalization margin improved by 99.49% in
2021 compared to 2020, although it has been losing money in the last three years.

4. Influenced by the above indicators, the enterprise's cash inflow in the past three years has
been on an upward trend, indicating that the enterprise's capital recovery has been more effective. Cash
outflow has not changed much, indicating that the enterprise has fewer new investment projects in the

past three years.

Conclusions

In summary, YMRD's decision makers have focused on controlling costs and expenses,
promoting inventory, clearing current accounts and optimizing asset structure as the main objectives of
corporate governance in the past three years. Especially in 2021, the enterprise has resolved the delisting
risk through various initiatives such as major asset reorganization, project transfer and debt settlement.
While the current financial position, capital structure, and profitability of the business are not yet
optimal. External financing still has to rely on financial institutions to provide, and the enterprise's own
cash flow from operating activities is not yet sufficiently unbalanced. However, from an overall
perspective, scientific financial analysis methods play a key role in business decision-making and
increasing the enterprise's ability to resist risks.

Suggestion: 1. Cash flow management should be listed as an important matter in the enterprise
development strategy. Make good investment coordination before overall planning, make good control
of the process of capital entry and exit, keep the balance of cash flow in the best state, minimize the
financial risk, and make good analysis and summary of the efficiency of capital use in stages.

2. Invest in diversified development of new projects to tap new profit growth points. Conduct
in-depth research on the macro environment of the real estate industry and changes in national policies
to improve the enterprise's risk-resistant ability, set up a professional team to carry out in-depth
excavation of new projects with good development prospects, and promote the development of the
enterprise with diversified development strategies.

3. Improve the efficiency of capital use by using financial management systemization and
intelligence. Make full use of intelligent management tools, the development of capital management
software for capital planning, budgeting, flow of effective control, so that the precise management of
the use of funds for various projects, control the use of the whole capital, so that the reasonable use of

funds in the enterprise efficiency to achieve the best state.
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Abstract: With the development and continuous improvement of e-commerce, enterprises into the field
of e-commerce began to become less difficult, with the increase in e-commerce brands, competition
began to become more and more intense. When consumers have a need to buy in the face of many e-
commerce brands how to judge and choose began to become difficult. This paper aims to solve this
problem for the purpose of research, using Theory of Planned Behavior to take Chinese e-commerce
brand Pinduoduo as an example, and through quantitative research methods to conduct data statistics
and analysis of questionnaires, to explore the relationship and influence between brand image and
consumers' purchase intention. This paper divides brand image into three aspects: This paper divides
brand image into three aspects: "corporate image, product/service image, and user image", and adds
perceived risk as a mediating variable for research. This paper collects 408 questionnaires within China
through the questionnaire star platform, and imports the data into SPSS29.0 as well as the plug-in
PROCESS to conduct the research, and the results prove that the corporate image, product/service
image, and user image in Pinduoduo's brand image have a positive impact on consumers' purchase
intention, and the perceived risk has a negative impact on brand image and purchase intention. Perceived

risk as a mediating variable can have an effect on brand image and purchase intention.
Keywords: E-Commerce, Brand Image, Perceived Risk, Purchase Intention

Introduction

With the popularization and development of the Internet, the fundamental changes it has
brought about have been incorporated into the operation of traditional industry markets, on which e-
commerce has begun to flourish. The Internet came to China in 1994, and from 1996 to 2000, in the
beginning stage of e-commerce in China, a handful of innovators believed that traditional business
models could be combined with the Internet to bring about huge business opportunities and profits, and
China's first E-commerce business came into being (Hongfei, 2017). Currently, the position of leader
of this industry is occupied by China (Rathnayake, 2021).

According to the 50th Statistical Report on Internet Development in China released by CNNIC
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in Beijing, the report points out that as of June 2022, the size of China's Internet users was 1.051 billion,
the Internet penetration rate reached 74.4%, and the proportion of online consumption in consumption
continued to increase. As of June 2022, the proportion of online consumption in consumption continued
to increase, and the scale of China's online shopping users reached 841 million, accounting for 80% of
the overall Internet users. Online consumption has become an important support for boosting
consumption in China's post epidemic era (Deng et al., 2023).

With the continuous development of e-commerce, it has become less difficult for many
companies to start an e-commerce business. For example, China's early e-commerce brands such as
Taobao, Tmall, Jingdong, and Dangdang, as well as newer e-commerce platforms such as Pinduoduo,
Meituan, Tik Tok, and Kuaishou have emerged in recent years. With the proliferation of major e-
commerce platforms, the e-commerce market has become increasingly competitive. Due to the serious
homogenization of online shopping platforms, it has become difficult for users with special purchasing
needs to find a suitable e-commerce platform (Wang, 2021).Dowling and Staelin (1994) Define risk as
the consumer's perception of uncertainty and adverse consequences of engaging in an activity.
Consumers perceive increased risk in unscreened situations and subjective perceptions of the likelihood
and severity of wrong purchases (Sinha & Batra, 1999) It may lead to a decrease in willingness to buy.
Consumers' willingness to buy in this case is more likely to choose to buy products from well-known
brands with a positive image, as a brand with a positive image has the effect of reducing the perceived
risk to consumers (Akaah, 1988).

Against this backdrop, the rapid rise and successful listing of Pinduoduo, a company created in
2015, in only three years of fierce competition with e-commerce giants is a miracle in the history of e-
commerce development. Pinduoduo noticed the downgrading of consumption in China's e-commerce.
By categorizing consumer groups, Pinduoduo's ultimate target customers were targeted at the low-
salary group and those who care about value for money (Kuang, 2022). By categorizing consumer
groups, the operation strategy is placed on expanding horizons or focusing on three or four lines and
the following townships, rapidly occupying the market of sinking users, and becoming the third largest

e-commerce platform after Jingdong and Alibaba at the present time (Zhao et al., 2019).

Research Objectives

Using Pinduoduo as a case study, this paper addresses the following Research Objectives by
examining the impact and relationship between brand image and consumer purchase intention.

1. To study the influence of brand image, corporate image, product image, user image and
perceived risk in brand image

2. To study the effect between perceived risk and purchase intention

3. To study the influence between brand image and purchase intention

4. To study the mediating relationship between perceived risk, brand image and purchase
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intention.

Literature Review

E-Commerce

E-commerce refers to the transaction of goods and services through electronic media. The
practice of sharing documents through corporate electronic networks was established globally in 1979.
The use of e-commerce continued to grow during the 1980s and did not begin to flourish until the 1990s
with the rise of online marketplaces eBay and Amazon (Taher, 2021). B2B, B2C, C2C and similar
opportunities help consumer preferences and consumer markets to develop e-infrastructures to meet the
challenges of the future. E-commerce has revolutionized business and changed the shape of competition
with the Internet, and computer communication networks have created an e-commerce marketplace for
consumers and businesses (Gupta, 2014). Today, e-commerce is considered extraordinary because of
its powerful concepts and processes that have profoundly changed life nowadays. For many people,
business e-commerce has become the first thing to consider (Aymen et al., 2019; Nanehkaran, 2013).

Brand Image

Levy and Gardner (1955) The concept of "brand image" was first proposed in research, and
they believed that brand image would largely influence consumers' purchasing decisions. Regardless of
the company's marketing strategy, the main purpose of its marketing activities is to influence consumers'
perceptions and attitudes towards the brand, to establish a brand image in the minds of consumers, and
to stimulate consumers' actual purchasing behavior towards the brand, thus increasing sales and
maximizing market share (Zhang, 2015).Ajzen (1991) suggests that brand image is the perception of a
brand that exists in the minds of consumers that can be revealed through brand associations. Yoo and
Donthu (2001) argues that brand image affects a company's profits because a high brand image of a
product or service motivates customers to buy the product or service even at a higher price.

Corporate image

The presence of a corporate image can help consumers to recognize differences in the quality
of similar companies when making choices that meet their needs (Suhartini & Pertiwi, 2021). Corporate
image shapes a positive corporate personality through communication and marketing channels and
through constant feedback from the target audience. Corporate identity can help consumers to better
understand the products offered by the company and further reduce uncertainty about purchasing the
product (Aryawan et al., 2017).

Product/Service Image

Pierre (1958) describes store image as a combination of functional qualities and psychological
attributes. In general, brand image serves to define the product for the consumer and to differentiate the
company's product from competing products. Thus, for services, we can consider that service brand

image includes the attributes, functional consequences and symbolic meanings that consumers associate
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with a particular service, and that service image is the mental image of the brand that consumers produce
in response to the stimuli associated (Padgett & Allen, 1997).

User image

Brand image is formed by consumers through direct experience of the brand, through exposure
to advertising and promotions, through packaging, and even through observing the kind of people who
use the brand and the occasions and situations in which it is used (Gordon, 1991). As such, it has many
inherent characteristics or dimensions, which include brand personality and user image, among others
(Restall & Gordon, 1993). In addition to projecting personality onto brands, consumers also associate
a "typical" self with various brands, which has come to be known as the user image (Biel, 1991; Debevec
& lyer, 1986).

Perceived Risk

Lee (2009) It has been found through research. One of the most important variables in user
decision making is risk. When a consumer needs a product or service and there are multiple sellers
online, choosing which seller to buy from online is quite a complex process because it involves many
behavioral dimensions that must be considered. higher product involvement may lead to higher trust
expectations of the seller. other related studies have found that when consumers perceive higher levels
of risk, they also set higher trust expectations. The higher the risk of a consumer's long-term
involvement with a given product, the higher the risk he or she may perceive in purchasing the product
online. Second, perceived risk is positively related to trust expectations. Consumers who perceive a
high level of risk in online purchases are likely to purchase from highly trustworthy online merchants,
thereby reducing potential risk (Hong et al., 2013).

Purchase Intention

Fishbein and Ajzen (1975) argues that willingness is a specific way of determining behavior;
whereas willingness to buy is the subjective likelihood that a consumer will make a purchase of a
specific good, and this subjective likelihood is an important indicator used to assess consumer behavior.
Willingness to buy is a consumer behavior that is shown as an object response to someone's desire to
buy (Yunus & Rashid, 2016). Bernarto and Purwanto (2022) Purchase intention is a self-instruction to
buy a brand or take a purchase action. In product analysis, people use their own knowledge, experience,
and information from outside sources to evaluate. The willingness to buy parameter is the main indicator
for evaluating consumer behavior and predicting consumer behavior when making a purchase decision,
because the stronger the willingness to buy, the greater the likelihood of purchase (Jasin, 2022).

Theory of Planned Behavior

Ajzen (1991) Proposed Theory of Planned Behavior, Added the factor of perceived behavioral
control, he believed that people must consider behavioral risk when they make consumption, therefore,
he used whether the individual's perceived risk is controllable or not as a factor affecting behavioral

intention and actual behavior. This theory is an important theory for predicting human social behavior,
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which has a relatively high accuracy in predicting human behavior and intention, and is widely used in

foreign countries, and is also often applied to the prediction of consumer purchasing behavior in

marketing research. This paper chooses Theory of Planned Behavior as the research theory.

———— — — — — — — — — —

Brand image

Corporate image

Product/Service Image

User image

Picture 1: Theoretical Model

H1

Perceived risk

H4

H2

H3

H1: Brand image has a negative effect on perceived risk.

Hla: Corporate image in brand image is hypothesized to have a negative effect on perceived risk.

H1b: The image of products/services in brand image is hypothesized to have a negative effect on

perceived risk.

Hlc: The user image in brand image is hypothesized to have a negative effect on perceived risk.
H2: Perceived risk has a negative effect on purchase intention.

H3: brand image has a positive effect on purchase intention.

y

Purchase intention

H3a: Corporate image in brand image has a positive effect on purchase intention.

H3b: Product/service image in brand image has a positive effect on purchase intention.

H3c: User image in brand image has a positive effect on purchase intention.

H4: Perceived risk can be used as a mediating variable to mediate the effect between brand

image and purchase intention.

Methodology

This paper adopts a quantitative research methodology, Kelley et al. (2003) argues that when
quantitative methods are used to collect information such as questionnaires, random sampling should
be used, and the results of random sampling can be generalized to larger populations and statistical
analyses. In the questionnaire part of this paper, the Likert scale 5 point(Allen & Seaman, 2007) was
used to measure the degree of agreement of the respondents on the 21 questions in terms of five levels

of "strongly disagree, disagree, not sure, agree and strongly agree". Data collection was carried out in
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China through the internet platform "Wenjuanxing", The survey issued 450 questionnaires, 436
questionnaires were recovered, and 408 questionnaires were valid after excluding invalid questionnaires
28, with a validity rate of 93.58%.

According to the analysis of the questionnaire, 51.5% of the respondents were male and 48.5%
were female, which is similar to the average. The highest proportion is in the age group of 19-25 years
old, accounting for 23.3%, followed by the age group of 26-40 years old, and the proportion of 18 years
old and below and 41-50 years old and above is smaller, accounting for only 6.9% and 15.7%
respectively. The age of the 408 respondents who took part in the questionnaire survey is mainly
concentrated in the age group of 19-40 years old. In terms of education, the proportion of college degree
is the highest at 30.6%, followed by bachelor's degree at 24%, senior high school/secondary school at
23%, and junior high school and below and postgraduate students and above at a relatively small
proportion. In terms of occupations, they are mainly concentrated in three occupations: private/private
enterprises, self-employed, and joint ventures/foreign enterprises, while the rest of the occupations
account for a relatively small proportion. In terms of respondents' monthly income, the proportion of
respondents with monthly income of 8,000-10,000 yuan is the highest to reach one-third of the total
number of respondents, accounting for 33.3%, followed by 5,001-8,000-yuan accounting for 27%,
2001-5,000-yuan accounting for 21.3%, and 2,000 yuan and below and more than 10,000-yuan
accounting for a relatively small proportion.

In terms of the time of contact with online shopping, 40% of the respondents mainly focused
on the period of six months to one year, and a relatively small proportion of the respondents had been
shopping for one to two years and more than two years. In terms of the frequency of online shopping,
once a month accounts for the highest proportion of 51.2%, more than half of the respondents overall,
and the proportion of respondents who buy online once every six months and once a year is relatively
small. In terms of monthly online purchase spending, the proportion of 501-1000 yuan is the highest,
reaching 32.8%, and the proportion of 200 yuan and below and 3001 yuan and above is relatively small.
In terms of the weekly browsing time of e-commerce, the weekly browsing time of 5-10 hours
accounted for the highest proportion of 40.4%, followed by 3-5 hours and 2 hours and below.

According to the above analysis, the 408 people who participated in this research have an
average proportion of male and female gender, mainly concentrated in young adults most of whom are
highly educated, have a good foundation for e-commerce shopping and have sufficient disposable
income, and are able to accurately give the answers to the questionnaire, which is in line with the target
of this survey.

Results

In this paper, the collected questionnaire data were processed through the software SPSS29.0
and the plug-in PROCESS, and the relevant hypotheses and theoretical models proposed in this paper
were verified through data analysis. In the reliability analysis, this study chooses Cronbach' S Alpha
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reliability coefficient to examine the reliability status of brand image, perceived risk, and consumer
purchase intention scales, by analyzing the Cronbach' S Alpha of each variable are: brand image 0.807,
where the three dimensions included in the brand image, corporate image, product/service image, and
user image, respectively, are 0.828, 0.823, 0.835, perceived risk 0.9, willingness to buy 0.829. The
Cronbach' S Alpha of each variable scale is greater than 0.8, with good reliability.

Table 1: Factor Analysis Results

Component

1 2 3 4 5
Q13 0.823
Q14 0.823
Q15 0.819
Q17 0.810
Ql6 0.775
Q9 0.816
Qll 0.800
Q10 0.775
QI2 0.773
Q4 0.815
Q2 0.807
Q3 0.777
Ql 0.756
Q5 0.809
Q7 0.799
Q8 0.765
Q6 0.751
Q18 0.755
Q21 0.740
Q20 0.729
Q19 0.690
Eigenvalues 6.758 2.286 2.072 1.964 1.191
% of Variance 17.210 13.035 12.857 12.791 12.066

Cumulative % 67.960

In the validity analysis, the study chose to use exploratory factor analysis to examine the "brand
image, perceived risk, willingness to buy" scale. First, KMO test and Bartlett's spherical test were
conducted to examine whether the data in the scales were suitable for exploratory factor analysis.
According to the results KMO 0.901 is greater than 0.6 and the p-value of Bartlett's spherical test are
less than 0.05, which satisfy the validity examination of exploratory factor analysis, all 21 questions
passed the validity test. In Table 1, according to the similarity of the content of the questions will be
divided into five dimensions, in the division of the questions and questionnaire division is consistent,
Q1-Q4, Q5-Q8, Q9-Q12 represented by the three different dimensions, and the questionnaire brand

image contains the corporate image, product/service image, the user's image of the questionnaire is
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consistent, the question items Q13-Q17 consistent with the perceived risk dimensions, the questions

Q18-21 consistent with the willingness to buy dimensions, questionnaire through the validity of the test.

Table 2: Results of Linear Regression Analysis of Brand Image on Consumer Purchase Intention

Unstandardized Standardized t P VIF
Coefficients Coefficients
(Constant) 0.899 4.265 | <.001

Corporate Image 0.246 0.266 6.39 <.001 1.096
Product/service image 0.311 0.314 7.559 | <.001 1.096
User Image 0.264 0.285 6.892 | <.001 1.084

Adjusted R Square 0.359

F 76.817

P <.001

Dependent Variable: Purchase Intention

According to the results of Table 2, the model fit is good, the adjusted R-square is 0.359, which
means that the independent variables involved in this regression analysis have a 35.9% influence on the
dependent variable, and the linear regression model of this study is significant, F=76.817, P<0.001,
which empirically proves that brand image and the three dimensions it contains have a positive influence

on purchase intention, H3, H3a. H3b and H3c¢ hypotheses are valid.

Table 3: Regression Analysis of Brand Image on Perceived Risk

Unstandardized Standardized t P VIF
Coefficients Coefficients
(Constant) 5.116 17.415 <.001
Corporate Image -0.163 -0.143 -3.032 0.003 1.096
Product/service image -0.264 -0.217 -4.604 <.001 1.096
User Image -0.281 -0.246 -5.261 <.001 1.084
Adjusted R Square 0.176
F 29.983
P <.001
Dependent Variable: Perception of risk

According to the results of Table 3, the model fit is good and the adjusted R-square is 0.176,
which means that the independent variables involved in this regression analysis have a 17.6% influence
on the dependent variable, and the linear regression model of this study is significant, F=29.983,
P<0.001, and the study proves that the brand image and the three dimensions it encompasses have a
negative impact on perceived risk, and the H1, Hla. H1b and Hlc hypotheses are valid.

Table 4: Regression Analysis of Perceived Risk on Consumer Purchase Intention

Unstandardized Standardized t P VIF
Coefficients Coefficients
(Constant) 5.019 55.367 <.001
Perception of risk -0.401 -0.493 -11.431 <.001 1
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Adjusted R Square 0.242
F 130.667
P <.001
Dependent Variable: Purchase Intention

According to the results of Table 4, the model fit is good, and the adjusted R-square is 0.242,
which means that the independent variables involved in this regression analysis affect the dependent
variable to a degree of 24.2%, and the linear regression model of this study is significant, F=130.667,
P<0.001, and the study proves that there is a negative effect of the perceived risk on the willingness to

buy, and the hypothesis of H2 is valid.

Table 5: Results of The Analysis of The Mediating Effect of Brand Image and Perceived Risk

OUTCOME VARIABLE:

M

R R-sq MSE F dfl df2 p
0.4211 0.1773 0.8056 87.5022 1.0000 406.0000 0.0000
Model

Coeff. se t p LLCI ULCI

constant 5.0898 0.2925 17.4031 0.0000 4.5149 5.6648

X -0.7041 0.0753 -9.3543 0.0000 -0.8521 -0.5562

Table 6: Results of The Analysis of The Mediation Effect of The Independent Variable Brand Image

Dependent Variable Purchase Intention and The Mediator Variable Perceived Risk

OUTCOME VARIABLE:
Y
R R-sq MSE F dfl df2 p
0.6570 0.4316 0.3691 153.7636 2.0000 405.0000 0.0000
Coeft. se t p LLCI ULCI
constant 2.1305 0.2616 8.1450 0.0000 1.6163 2.6447
X 0.6503 0.0562 11.5777 0.0000 0.5399 0.7608
M -0.2375 0.0336 -7.0716 0.0000 -0.3036 -0.1715
Table 7: Results of The Mediation Effects Analysis
Effect se t p LLCI ULCI
Total effect of X on Y 0.8176 0.0539 15.1586 0.0000 0.7116 | 0.9236
Total effectof XonY 0.6503 0.0562 11.5777 0.0000 0.5399 | 0.7608
Indirect effect(s) of X on' Y Effect | Boot SE |Boot LLCI |Boot ULCI
M 0.1673 0.0344 0.1043 0.2392

In this paper, mediation effect detection is carried out by PROCESS plug-in, letter X represents
brand image, letter M represents perceived risk and letter Y represents purchase intention, which is
calculated according to the mediation effect formula M=aX+e2,Y=c'X+bM+e3 (Wen et al.,

2005).According to the results of Table 5 brand image and perceived risk mediation effect analysis, the
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first regression equation M = 5.0898-0.7041*X, a =-0.7041 (p < 0.05)
According to the results of mediation effect analysis of independent variable brand image
dependent variable purchase intention and mediating variable perceived risk in Table 6, the second
regression equation Y = 2.1305-0.2375*M + 0.6503*X, b = -0.2375 (P < 0.05), ¢ = 0.6503 (P < 0.05)

According to the results of Table 7 mediation effect analysis, Mediating effect of perceived

risk M =-0.7041%(-0.2375) = 0.1673 (p < 0.05) Direct effect = 0.6503 (p < 0.05), Total effect =0.1673
+0.6503 = 0.8176 (p < 0.05)

According to the analysis of the above results, perceived risk plays a significant positive role
in brand image and consumers' purchase intention, with a mediating effect size of 0.1673 (P < 0.05)
confidence interval at 0.1043-0.2392; further analysis of brand image also has a significant positive
direct effect on purchase intention, with a direct effect size of 0.6503 (P < 0.05), and a confidence
interval at 0.5373 + 0.6503 = 0.8176 (P < 0.05). confidence interval in 0.5399-0.7608, and finally the
total benefit of brand image on consumer purchase intention is significant, the size of 0.8176 (P <0.05),
confidence interval in 0.7116-0.9236. the mediating effect in the total effect is: 0.1673/0.8176 =20.46%
hypothesis H4 is established.

Discussion

This paper takes brand Pinduoduo as an example to study the influence of brand image on
consumers' purchase intention, and after analyzing, it is proved that brand image and the three
dimensions it contains have a negative influence on perceived risk and a positive influence on purchase
intention. Perceived risk has a negative effect on purchase intention, but can be used as a mediating
variable between brand image and purchase intention. E-commerce brands can increase brand image to
reduce the perceived risk of consumers to enhance the willingness to buy, and at the same time can be
optimized in the corporate image, product/service image and user image, to create differentiation to
avoid homogeneity between e-commerce brands, to better attract consumers to enhance market
competitiveness.

Conclusion

Based on the Theory of Planned Behavior, this paper collects data through questionnaires for
quantitative research and analyzes them using SPSS29.0 software, adding the mediator variable
perceived risk to verify the impact of brand image and the three dimensions of brand image (i.e.,
corporate image, product/service image, and user image) on purchase intention. The conclusion proves
that a good brand image can reduce consumers' perceived risk and enhance consumers' purchase
intention, and through the case e-commerce platform Pinduoduo makes a theoretical contribution to the
relevant research on the impact of brand image and consumers' purchase intention. At the same time,
there are some limitations in this paper, in the design of independent variables, only selected brand

image and perceived risk as independent variables for the study, but there may be other variables that
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affect consumers' purchase intention, such as brand attitude, brand attachment, environmental factors

(Shah et al., 2012) and is not covered in the scope of this paper, the subsequent researchers can be

carried out on the basis of this, to increase the feasibility of other for the study.
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Abstract: The study explores how CEOs gender affect firms' risk-taking behavior between corporate
executive gender and decision making. Numerous studies in the fields of psychology and sociology
have consistently demonstrated that women exhibit a greater aversion to risk than men. This
phenomenon is thought to be due to differences in risk perception between genders. The three objectives
of this study were: 1) To investigate the correlation between the gender of CEOs and their inclination
towards corporate risk-taking, 2) To exclude the possibility that the influence of female CEOs on firm
risk-taking is influenced by endogenous issues, 3) To analyze the association between the gender of
CEOs and firm performance. This paper conducted a survey using a quantitative research method. We
use the sample of CEOs gender in Chinese publicly listed firms varying from 2002 to 2022 to
investigated the impacts of female CEOs on firm risk levels. This study employs three measurements:
financial leverage, operating leverage, and total leverage to proxy for the risk-taking behaviors and
using fixed effect model to estimate the influences of the gender of CEOs.

Drawing upon previous research, our study seeks to investigate the correlation between CEOs
gender and a company's propensity for risk-taking. The research findings suggest that companies led
by female CEOs are associated with lower firm risk. Our results still hold after performing propensity
score matching. The results of our study provide robust evidence suggesting that firms led by female
CEOs exhibit a lower level of firm risk. The results contribute to the related literature exploring the role
of gender in managerial decision-making and its implications for firm behavior. Our research highlights
the importance of considering the gender differences, such as risk aversion, conservatism, and
managerial opportunism, in understanding and assessing firm risk-taking behaviors. By shedding light
on the influence of female CEOs on risk attitudes within firms, the study contributes to a greater
understanding of gender diversity in manager leadership and its potential effect on organizational
outcomes. Additionally, it sheds light on how to quickly identify executive or management who can

adapt to the requirements of globalization, regardless of gender.

Keywords: CEOs Gender, Firm Risk-Taking, Firm Performance

Introduction
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Background of the Study

Numerous studies in the fields of psychology and sociology have consistently demonstrated
that women exhibit a greater aversion to risk than men. For example, Byrnes, Miller, and Schafer (1999)
conducted a survey of 150 studies spanning over three decades, examining the risk-taking behaviors of
female and male participants in various contexts. Similarly, Arch (1993) conducted a review of 50
studies that examined the relationship between gender and their risk propensities. This paper draws the
same conclusion as previous work by showing that women have a lower propensity for risk-taking and
are more risk-averse compare with men. This phenomenon is thought to be due to differences in risk
perception between genders. Subsequently, an escalating body of empirical research has been dedicated
to exploring the influence of gender diversity within top management teams on both firm performance
and corporate decision-making processes. (Strm, D’Espallier and Mersland, 2014; Chen, Crossland and
Huang, 2016; Pucheta-Martinez, Bel-Oms, and Olcina-Sempere, 2016).

Academic research is increasingly delving into the correlation between decision-making and
the gender of corporate executives. For instance, Huang and Kisgen (2008) examined the impact of
CFO gender on decisions related to CFO transitions and found that female CFOs have a conservative
management style compared with male counterparts, issuing less debt and engaging in fewer mergers
and acquisitions. They also found that when female CFOs pursue M&As, the announcement of
abnormal returns is higher than those of male CFOs. Faccio, Marchica, and Mura (2016) demonstrated
that company lead by female CEOs less volatility of earnings, exhibit lower leverage, and a higher
likelihood of survival compared to similar company run by male CEOs. Building on this prior research,
our study aims to explore the relationship between a firm's risk-taking and CEOs gender behavior.

Problems of the Study

In recent times, there has been an increasing focus in literature on the impact of CEOs gender
on enterprise risk-taking. Previous research indicates that females tend to be more risk-averse than
males (Jianakoplos and Bernasek, 1998; Schubert et al., 2000), which can influence their decision-
making in firms (e.g. Faccio et al., 2016). Our study delves into the relationship between firm risk-
taking and the gender-specific behaviors of CEOs in the Chinese market.

In this study, our primary emphasis lies in the exploration of the following research problems:

1. Are female CEOs more inclined to adopt lower levels of risk compared to male CEOs?

2. Does the association between female CEOs and firm risk-taking have endogenous problem?

3. Do female CEOs impose significant influences on firm's performance?

Research Objectives
The primary aim of this research is to explore the correlation between corporate risk-taking and
gender in the Chinese market spanning the period from 2002 to 2022.

1. To examine the correlation between CEO gender and their inclination towards corporate risk-
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taking.
2. To rule out the concern that impacts of female CEOs on firm risk-taking have endogenous
problem.

3. To examine the association between CEOs gender and firm performance.

Literature Review

In recent years, the literature has increasingly recognized the heterogeneity of CEOs and their
individual-specific characteristics as important determinants of firms' decisions. Traditional theories of
firm decisions often ignore the impacts of CEOs characteristics and assume that managers are rational.
However, recent empirical studies have shown that CEO-specific characteristics are crucial in
explaining the variation in corporate choices (Bertrand and Schoar, 2003; Bertrand, 2009). Specifically,
there is an increasing body of literature that examines the influence of CEOs' attributes on the risk-
taking behaviors of firms. Malmendier and Tate (2005, 2008) show that managerial hubris is a vital
factor that affects firms' risk levels. Serfling (2014) finds that the age of the CEOs is also correlated
with their risk propensity. Roussanov and Savor (2014) examine whether CEOs marital status can affect
firm risk-taking and show that unmarried CEOs tend to take on more risk than married ones. Hutton et
al. (2014) find that the top managers personal political preferences are one of the key determinants of
corporate risk-taking policies. Recent studies also examine the effect of CEO experience-related
attribute on firm risk policies. Benmelech and Frydman (2015) shed light on military service experience
of CEO in firms. They imply that military CEOs with military backgrounds tend to have a more
conservative management style as they are less likely to spend on R&D expenditures. Firms run by
military CEOs are also examined to execute lower leverage strategies. Cain and McKeon (2016) explore
whether CEO holding private pilot licenses can influence firm risks and find those pilot CEOs are
correlated with riskier firms. Farag and Mallin (2018) collect 892 IPO data in Chinese market to
investigate the impacts of CEOs personal attribute on the level of firm risk-taking. They find that all
demographic characteristics matter for firm risk-taking behavior. Coles, Daniel, and Naveen (2006)
consider about the external factors instead of demographic characteristics that may affect CEOs’ risk-
taking propensity in firm financial decision making. They show that find that the structure of CEOs
compensation will affect firm risk decision-making. Specifically, they find that higher sensitivity of
CEOs wealth to stock volatility (vega), CEOs are more expected to conduct riskier policy choices.
Those risky policies or decision-makings include more expenditure on R&D while less investment in
tangible assets.

Moreover, the literature has increasingly emphasized the impact of CEOs' gender on corporate
risk-taking. Previous research has indicated that women generally exhibit a higher tendency towards
risk aversion compared to men (Jianakoplos and Bernasek, 1998; Schubert et al., 2000), potentially

impacting their decision-making within companies. Numerous research works have also contributed
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valuable insights into gender disparities in financial decision-making and risk-taking. For instance,
Barber and Odean (2001) conducted a comprehensive analysis focusing on the domain of finance and
investment, revealing that men tend to exhibit greater overconfidence compared to women. In a separate
study, Charness and Gneezy (2012) compiled data from 15 sets of trial on investment decision-making.
Their findings highlighted that women demonstrate a tendency to invest less in risky ventures,
suggesting a greater inclination toward financial risk aversion. Adding to this body of evidence, Halko,
Kaustia, and Alanko (2012) indicated that the gender difference in investment behavior primarily
stemmed from women's higher levels of risk aversion. The influence of gender on risk-taking extends
beyond individual investment decisions and permeates into management positions as well. Khan and
Vieito (2013) show that firm executed by female CEOs have lower risk levels than their male
counterparts. Nevertheless, the correlation between CEO gender and firm risk-taking is still a subject
of debate. Berger, Kick, and Schaeck (2014) reveals that companies with more female executives tend
to have higher bank portfolio risk.

Research on gender-based behavioral variances has established that women are less willing to
compete with others and more cautious in risk control compared than males (Gneezy et al., 2003; Eckel
and Grossman, 2008; Sapienza et al., 2009; Hogarth et al., 2012). These gender differences in risk-
taking behavior have been found to influence investment and financial decisions (Jianakoplos and
Bernasek, 1998; Schubert et al., 2000). As women continue to break through the glass ceiling and
occupy executive positions, there has been a growing interest in examining how gender differences may
impact corporate decision-making. Specifically, recent research suggests that female executives are
more risk-averse and make less risky corporate financial choices than male executives (Faccio et al.,

2016).

Methodology

Sample Construction

In this paper, we conducted a survey using a quantitative research method. The data utilized in
our paper is obtained from the CSMAR (China Stock Market & Accounting Research) database varying
from 2002 to 2022. This study gathered CEOs biographic information, firm-level stock return data, and
accounting data for every publicly traded company in China. Furthermore, we exclude firms with
missing financial data and firms operate in the financial industries.

CEOs Gender and Firm Risk-Taking

This study classifies the gender of a CEOs based on the information reported in the CSMAR
database. Therefore, our main independent variable, Female CEOs, is a dummy variable equal to one if
the firm CEOs are female and equal to zero if the firm CEOs are male. In our paper, we employed three
measurements to assess firm risk as our dependent variable. Consistent with prior research (Huffman,

1983; Harjoto, 2017; Kim, Patro, and Pereira, 2017), we utilized firm leverage as an indicator of firm
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risk-taking, which are firm financial leverage, operating leverage and total leverage, respectively.
Control Variables and Baseline Regression.
We control several firm-level characteristics that might affect firm risk-taking, including Size,
ROA, Intangible Assets, Book -to- Market and Tobin's Q, respectively. For CEO-level characteristics,
we control CEO age, CEO Duality, Academic Background, Financial Background and PhD Degree. To
study the impact of CEOs gender on firm risk-taking, we speculate the baseline regression as shown
below: Firmrisk;, = a + Female CEO;;_, - + Control;;_, "y + D; + Year; + &,
Where Firm risk; . is financial leverage, operating leverage, and total leverage, respectively.
Our main independent variable in this paper is female CEOs, which is a dummy variable that equals
one if a CEOs in the firm this year is female and zero otherwise. The control variables have both firm
financial peculiarity and CEOs peculiarity. We also use year fixed effects and firm fixed effects, which

is presented as D; and Year;, in our estimation.

Results

Summary Statistics

In this paper, present summary statistics and conduct a comprehensive analysis of our sample.
In table 1 provides an overview of the sample characteristics. In particular, female CEOs account for
approximately 6% of the entire sample on average. We also find that the average Financial Leverage,

Operating Leverage, and Total Leverage values are 1.4174, 1.6190, and 2.4387, respectively.

Table 1: Summary Statistics

Variable Mean SD Min Medium | Max N

Financial Leverage 1.4174 1.0315 0.5070 1.1053 8.1217 33,704
Operating Leverage 1.6190 0.7871 1.0241 1.3840 6.3260 34,058
Total Leverage 2.4387 2.7700 0.9036 1.5755 20.3152 33,704
Female CEO 0.0598 0.2371 0.0000 0.0000 1.0000 40,689
Size 21.8868 1.2479 19.5197 21.7149 25.8104 | 40,689
ROA 0.0677 0.0458 0.0028 0.0579 0.2462 40,689
Intangible Assets 0.0444 0.0504 0.0000 0.0309 0.3123 40,689
Book-to-Market 0.6321 0.2382 0.1210 0.6399 1.1345 40,689
Tobin's Q 1.9653 1.2309 0.8815 1.5628 8.2643 40,689
CEO Age 3.8973 0.1411 3.4965 3.9120 4.1897 40,678
Duality 0.2513 0.4338 0.0000 0.0000 1.0000 40,689
Academic Background 0.0400 0.1959 0.0000 0.0000 1.0000 40,689
Financial Background 0.2445 0.4298 0.0000 0.0000 1.0000 40,689
PhD Degree 0.0512 0.2203 0.0000 0.0000 1.0000 40,689

In Table 2, we employ t-tests to explore the differences between firms with male and female
CEOs. The results highlight that firms led by female CEOs exhibit a lower level of risky financial policy
implementation, indicating that female executives tend to adopt a more conservative management style.

Additionally, firms with female CEOs tend to be smaller in size, but have better performance compared
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Table 2: Univariate Analyses

Male Female Difference T-statistics

Financial Leverage 1.4243 1.3057 0.1186 4.9573"
Operating Leverage 1.6245 1.5300 0.0946 5.1995™
Total Leverage 2.4591 2.1106 0.3485 5.4267""
Size 21.8973 21.7217 0.1756 6.7349""
ROA 0.0675 0.0711 -0.0036 -3.7452"™
Intangible Assets 0.0443 0.0455 -0.0012 -1.1012
Book-to-Market 0.6344 0.5965 0.0379 7.6077°"
Tobin's Q 1.9568 2.0987 -0.1420 -5.5184™"
CEO Age 3.8978 3.8903 0.0075 2.5409""
Duality 0.2530 0.2244 0.0286 3.15307"
Academic Background 0.0394 0.0493 -0.0100 243117
Financial Background 0.2473 0.1998 0.0476 5.2966""
PhD Degree 0.0522 0.0345 0.0177 3.8430™

In Table 3 presents parts of the pairwise correlations among the variables used in our regression
analysis. Our particular interest are the correlation coefficients between the presence of a Female CEO

and firm's risk-taking behaviors. As anticipated, all three measurements’ correlation coefficients exhibit

a significant negative relationship.

Table 3: Correlations Coefficient

1. Financial [2. Operating (3. Total 4. Female |5.Size |6. ROA 7. Intangible (8. Book-to-
Leverage Leverage Leverage CEO Assets Market
1 1.0000
2 0.2461"""  |1.0000
3 0.8870""  ]0.5615™"  |1.0000
4 -0.0270"*"  1-0.0282"*  |-0.0295™"  |1.0000
5 0.1012"*  10.0206™"  10.0815™"  ]-0.0334™" [1.0000
6 -0.2343""  |-0.3187"™"  |]-0.2780™" |0.0186"" |-0.0024  |1.0000
7 0.0261"""  10.0546™  10.0374™"  ]0.0055""" ]0.0551  |-0.0119™" |1.0000
8 0.1867""  ]0.1259™  |0.1772"™"  |-0.0377""" ]0.4110"" |-0.2938™" ]0.0030 1.0000
Tobin's Q -0.1395™*"  |-0.0868™"  |-0.1284™" |0.0273"** |-0.2885"*"|0.2810"** 0.0107"**  |-0.8265™"
CEO Age -0.0269™"  10.0045 -0.0109"*  -0.0126™" [0.1928™" 10.0273™* [0.0266™"  |-0.0002***
Duality -0.0620"*"  |-0.0424™*  |-0.0576™"  |-0.0156™*" |-0.1238"*"|0.0464"** |-0.0376"** |-0.1374""*
Academic -0.0377**"  ]-0.0242"**  |-0.0353"" |0.0121"** |-0.0044 |0.0283"** 0.0147"*  |-0.0688""*
Background
Financial 0.0763"**  10.0240™"  [0.0614™"  |-0.0262"*" |-0.2288"**|-0.0324"** |-0.0713"** |0.1587**"
Background
PhD Degree -0.0134™"  1-0.0230™*  |-0.0154™"  |-0.0190™*" |0.0803"** |0.0159"** 10.0175™*  |-0.0274""*
Baseline Regression

We examine the relationship between firm executives’ gender and firm risk-taking in this study.
Specifically, we use a panel of fixed effect regression with standard errors clustered at the firm level,

providing robust estimates.
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Table 4: The Impact of Female CEOs on Firm Risk

v/, STAMFORD
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Financial Leverage Operating Leverage Total Leverage
) 2) 3)
Female CEO -0.0621* -0.0823%** -0.2120%**
(-1.92) (-3.43) (-2.40)
Size 0.2474*** 0.0168* 0.5081***
(21.28) (1.96) (15.96)
ROA -4.2811%%* -4.5058%** -14.3358***
(-27.12) (-38.49) (-33.17)
Intangible Assets 0.9862%** 0.8114%** 3.2261%**
(6.33) (7.05) (7.56)
Book-to-Market 0.3738*** 0.2648*** 1.0194%***
(6.73) (6.43) (6.71)
Tobin's Q 0.0541*** 0.0326*** 0.1379%***
(6.12) 4.97) (5.69)
CEO Age 0.0133 0.0045 0.0974
(0.25) (0.12) (0.67)
Duality 0.0008 -0.0208 -0.0200
(0.04) (-1.48) (-0.38)
Academic Background 0.0301 0.0104 -0.0494
(0.65) (0.31) (-0.39)
Financial Background -0.0180 -0.0703*** -0.0725
(-0.56) (-2.94) (-0.82)
PhD Degree 0.0105 -0.0271 0.0187
(0.31) (-1.06) (0.20)
_cons -3.8990%*** 1.4116*** -8.5418%**
(-12.86) (6.30) (-10.29)
Firm fixed effects Yes Yes Yes
Year fixed effects Yes Yes Yes
N 33,696 34,050 33,696
adj. R-sq 0.288 0.321 0.260

The findings from Column (1) reveal a negative and significant association between CEO’s
gender and financial risk decision-making. Moving on to Column (2), we shift our focus to the
dependent variable of Operating Leverage. The coefficient of Female CEO in Column (2) indicates that,
on average, firms with female CEOs possess an operating leverage that is 0.0823 lower compared to
firms led by male CEOs. This difference is notable, considering the average value of leverage in the
whole sample is 1.6190. In Column (3), where we examine the effects of female CEOs on Total
Leverage. Similar to the previous columns, results from Column (3) provide strong evidence that firms
led by female CEOs exhibit a significantly lower Total Leverage in comparison of firms executed by
male CEOs. The coefficient of Female CEO in Column (3) reveals that, on average, companies with
female CEOs have a Total Leverage that is 0.2120 lower in comparison of firms led by male CEOs.

Overall, we find that corporate financial choices (proxied by Financial Leverage, Operating

Leverage and Total Leverage) show substantial variations contingent on the CEO's gender. The finding
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aligns with the concept that females are more conservative compared with males and in terms of gender
difference in management team, firms executed by women prefer safer undertakings (Gneezy et al.,
2003; Eckel and Grossman, 2008; Sapienza et al., 2009; Elsaid and Ursel, 2011).
Endogenous Problem: Propensity Score Matching

Table 5: Pre-Match Propensity Score Regression and Post-Match Diagnostic Regression

Dependent variable:
Dummy takes the value of 1 for firms run by female CEOs and 0 otherwise
Pre-match Post-match
n__ @)
Size -0.177 0.004
(0.026) (0.034)
ROA 14217 -0.624
(0.534) (0.727)
Intangible Assets 0.636 -0.288
(0.458) (0.604)
Book-to-Market -0.316 -0.109
(0.213) (0.288)
Tobin's Q -0.046 -0.023
(0.034) (0.045)
CEO Age -0.396" -0.029
(0.176) (0.238)
Duality -0.319 0.009
(0.059) (0.08)
Academic Background 0.297" -0.094
(0.112) (0.149)
Financial Background 0.4217" -0.166
(0.098) (0.13)
PhD Degree -0.555™" -0.129
(0.134) (0.179)
cons 1.718" 0.313
(0.818) (1.088)
N 33,696 3,938
Pseudo R-sq 0.017 0.003

It is crucial to address potential endogenous concerns in our results. One such concern is the
possibility that companies with a lower risk culture are more likely to recruit female CEOs. To
overcome this endogeneity issue, we employ a propensity score matching approach in our study. We
employ the nearest-neighbor method to establish sufficient similarity between companies led by female
CEOs (treatment group) and their paired counterparts with male CEOs (control group). In the matching
process, we focus on matching treatment observations and control observations that possess the closest
propensity scores. Moreover, we stipulate that the biggest variation in propensity scores between the
treatment and matched control firms should not surpass 0.1%. By applying these rigorous matching

criteria, we create well-matched pairs between companies with female CEOs and companies with male
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CEOs, minimizing the influence of confounding factors and enhancing the reliability of our analysis.

To ensure the validity of our matching procedure, we perform two analyses to assess the
comparability of the treatment and control groups in terms of firm financial characteristics and CEO
characteristics. We first use the logit model using the matching pairs. The outcomes of this test are
presented in column (2) in Table 5, and none of them are statistically significant. This suggests that
there are no discernible differences or trends between the treatment group and the control group.

To further validate the effectiveness of the propensity score matching, we conduct a second test
by examining the differences in means for firm financial characteristics and CEO-level characteristics
between the treatment group and their paired control group. The results of this test are presented in
Table 6. We find that none of them are statistically significant, indicating that the matching process
successfully mitigates observable differences between the treatment and control groups. Overall, those
two tests enhance the possibility that any disparities in risk-taking behaviors between companies with

female CEOs and male CEO are caused by the existence of female CEOs.

Table 6: Differences in Firm and CEOs Characteristics

Female Male Difference T-statistics

Size 21.7128 21.7203 0.0074 0.20

ROA 0.0736 0.0750 -0.0014 -0.90
Intangible Assets 0.0462 0.0469 -0.0007 -0.43
Book-to-Market 0.5998 0.6009 -0.0010 -0.14
Tobin's Q 2.0757 2.0886 -0.0129 -0.31
CEO Age 3.8896 3.8901 -0.0005 -0.12
Duality 0.2194 0.2204 -0.0010 -0.08
Academic Background 0.0493 0.0533 -0.0041 -0.58
Financial Background 0.2103 0.2316 -0.0213 -1.61
PhD Degree 0.0320 0.0361 -0.0041 -0.70

Table 7: Propensity score matching estimate

Treatment Control Difference T-statistics
Financial Leverage 1.3061 1.3744 -0.0684 -2.31
Operating Leverage 1.5301 1.6016 -0.0715 -3.10
Total Leverage 2.1116 2.3304 -0.2188 -2.83

Finally, in Table 7, we show the results of propensity score matching. These estimates provide
further evidence that companies executed by female CEOs tend to exhibit less risk in firms in
comparison with companies with male CEOs. This suggests that the CEO’s gender plays a significant
function in influencing risk-taking behaviors in firms, as indicated by the propensity score matching
results.

Female CEOs and Firm Performance

To date, main findings in our paper suggests that firms with female CEOs have lower risk

773



v/ STAMFORD
4 UNIVERSITY
The 7" STIU International Conference 2023, August, Thailand
compared with male counterparts. Nevertheless, as firms usually take risks to gain profits, the possible
worry in our paper is that reducing the firm risk-taking may lead to less profit. There is a chance that
female CEOs endeavor to restrain firm risk-taking by having worse firm performance. To do so, we
modify the estimation regression analysis by replacing the firm risk with firm performance that proxy
by Return on Assets (ROA) and Return on Equity (ROE). Results are presented in Table 8.

The coefficients on the Female CEO variable are positive and significant, indicating that firms
with female CEOs are more likely to be related to higher level of ROA and ROE in comparison with
their counterparts. These results alleviate concerns regarding the potential trade-off between decreased

firm risk and firm performance when female CEOs are in leadership positions.

Table 8: The Firm Performance and Female CEOs

ROA ROE
@) 2)
Female CEOs 0.0132%* 0.0038***
(2.06) (2.73)
Size -0.0223%** -0.0044***
(-9.68) (-8.95)
Intangible Assets 0.0645** 0.0140**
(2.16) (2.18)
Book-to-Market -0.0254** -0.0009
(-2.33) (-0.39)
Tobin's Q 0.0028 0.0004
(1.57) (0.93)
CEO Age 0.0195%* 0.0092***
(1.87) (4.13)
Duality -0.0021 -0.0009
(-0.55) (-1.18)
Academic Background -0.0008 0.0006
(-0.09) (0.28)
Financial Background 0.0029 -0.0004
(0.45) (-0.30)
PhD Degree 0.0038 -0.0010
(0.53) (-0.68)
Cons 0.4436*** -0.4093***
(7.34) (-31.57)
Firm fixed effects Yes Yes
Year fixed effects Yes Yes
N 34,164 33,955
adj. R-sq 0.056 0.088

Discussion and Conclusions
In this paper, we aim to examine the relationship whether firm executives’ gender significantly
affect firm risk-taking. By examining the dataset of publicly listed Chinese companies covering the

period from 2002 to 2022, we specifically investigated the impact of female CEOs on firm risk-taking.
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Our paper concludes that firms executed by female CEOs exhibit a lower level of risk in firms compare
with male CEOs counterparts. This finding indicates that female CEOs tend to adopt a more
conservative management style. Our research highlights the importance of considering differences that
arise from gender, such as a more conservative strategy, risk averse attitudes. Our study contributes to
a greater understanding of gender diversity in executive leadership and its potential impact on

organizational outcomes.
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Abstract: Global media should broadcast news stories objectively, which is based on an ideal. There
are contemporary wars and conflicts far bigger than the one involving Russia-Ukraine, yet many people
do not know about the conflicts well, mainly because major media channels cover news due to
stakeholder value and the economic situation. As a result, no humanitarian aid is sent due to the lack of
attention, which becomes circularly a large part of the reason why the number of deaths increases. Even
if the news itself is accurate, it is biased because the media is not broadcasting news due to the public’s
interest. Moreover, news stories can intentionally create public interest, not only by public media, but

also by the source of the story that is based on deliberately created deepfakes.

Keywords: Media, News, Fake News, Deep Fake, Synthetic Media, Fake Movie, Fake Voice, Information
War

Introduction

This article will assess how media broadcast news and what would occur as a result of biased
news by media journalists; how fake news can affect to the broader society. This article will also assess
the history of evolving deepfakes, and the risk of political usage of deepfakes and a contemporary

information war.

Research Objectives

The aim of this research paper is to introduce the concept of deep fake misinformation and
assess how far humans can manipulate information or use entirely fabricated details in what become
false news stories. To strengthen the theories, several case studies are presented to support the argument
that deep fake information is not a new trend and is also certainly not a temporary short-term issue that
will eventually fade away. Therefore, in both the Discussion section and in the Conclusion, it was
important to emphasize how difficult it can be for a person who is genuinely neutral on a topic and
interested to read more details on the subject, to truly know what information is honestly objective and

based on facts, and what is actually misinformation based on propaganda or the original writer’s
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personal agenda.

Methodology
The author used a wide range of academic research articles in both Japanese and English

language, relevant newspaper articles, a dictionary for defining specific terminology, and other relevant
literature in order to analyze and critically assess the case studies and the different perspectives of how
far deep fake misinformation has penetrated traditional news sources and social media apps.

1. What Public Media Broadcasts

It is interesting to note how much, or how little, the advanced and economically developed
countries report on international affairs. The percentage of international coverage is only about 15% in
American national television and about just 10% in all Japanese newspapers (Abema news, 2022). It
seems to be clear that trends in one’s own country such as the local news and sports are given top

priority first, and that the developed countries and topical countries are given the next priority in the

media.
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Picture 1: TV Schedule of Newspaper
(Asahi Newspaper, 30 March 2022)

Picture 1 is a TV schedule of one newspaper on 30 March 2022 in Japan (Asahi newspaper,
2022). The Japanese news report made an observation by highlighting in blue the television news
schedule sections that relate to Russia’s invasion of Ukraine. However, although that conflict is on the
news every day, it became apparent that there was no news report about any other active conflicts in
the world. Around this time, the only headline news about the world’s conflicts in Japan was almost
exclusively Russia’s invasion of Ukraine, while avoiding any other on-going serious conflicts (Abema

News, 2022).
However, there are also much bigger conflicts and humanitarian crisis going on in the world;
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5.4 million people died from 1998-2007 in the Congo conflict, which is the biggest number of civilian
deaths in the past 70 years (Global News View, 2022a). Also, from 2015, about 380,000 people have
died in various conflicts, with over 70% being under 5 years old. This includes starvation due to the
Yemen war, in which over 4000 people died in 2022 alone (Global News View, 2022b). Given their
sheer scale and high level of casualties, they are clearly far more serious problems than Russia’s
invasion of Ukraine, but they seem to be under-reported if, in fact, ever reported of at all. Most of the
major media channels seem to cover news based on the stakeholder value and the economic situation.
As aresult of biased news reports, the majority of people do not get a chance of becoming interested in
what media does not broadcast in any depth.

Picture 2 shows a comparison of search results in May 2023 of “Russia Ukraine” and “Congo
conflict” on a popular US news website CNN.com. There are 9,526 articles when searching the words

“Russia Ukraine,” while just 329 articles when searching “Congo conflict” (CNN.com)

@ Us Wworld Politics Business Opinion Health Entertainment CW Us Wworld Politics Business Opinion Health Entertainment S
russia ukraine Congo conflict
Everything Stories Videos Photos Everything Stories Videaos Photos
Displaying 1-10 results out of 9526 for russia ukraine Displaying 1-10 results out of 329 for Congo conflict
. Ukraine's Zele i More than 400
; with plans to: N Republic of Cor
f May 19, 2023 i ey 05, 2022

Picture 2: A comparison of search results for “Russia Ukraine,” and “Congo conflict”
(CNN.com, 15 May, 2023)

2. Result of Biased News

Picture 3 shows the transitions in the number of searches for “Russia Ukraine,” “Congo
conflict” and “Yemen war” in the United States over the past year (from May 2022 to April 2023) using
Google Trends (Google Trends, 11 May, 2023). Although Google Trends only shows the trend and the
specific search number cannot be seen, it shows that the Congo conflict and war in Yemen are not
searched at all, when compared to Russia’s invasion of Ukraine, which seems to be a result of biased
news presented by the media. If media channels do not broadcast, then no humanitarian aid will be sent
to the location, due to the lack of attention provided in the world news, which becomes a circular
problem, as it becomes one major the reason for the large number of deaths of innocent people (Abema
News, 2022). It is clearly a huge problem of the media system itself, when the news reported by the

major media system is biased to its own agenda and priorities, even though the actual news topic itself
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1s accurate information, as the conflict does exist.
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Picture 3: Transition in Number of Searches by Using Google Trends
(11 May, 2023)

3. Fake News

The established media sources are not broadcasting news due to the public’s interest. Moreover,
news is no longer reported only by media alone, but stories are also covered by anyone nowadays, which
means that there is a big risk that even fake news can intentionally create the general public’s interest
instantly. This is an example of early fake news in Japan that showed a risk of believing a fake news
story, following a natural disaster:

Immediately after the Kumamoto earthquake on April 14, a man posted a lie on Twitter, saying,
“Because of the earthquake, a lion was released from a zoo near my house.” After the post, the
Kumamoto City Zoo and Botanical Gardens received more than 100 phone calls to inquire about the
situation, which prevented smooth inspections of the animal enclosures. The police were also consulted

one after another, saying, “We can’t evacuate because the lion is running away.” (Bengoshi.com News,
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2016. Note: The news report was translated from Japanese to English by the author of this article).

The perpetrator who had made the initial false claim on Twitter may say it was just a funny
prank, but there was a genuine possibility of a secondary disaster to occur if people could not get outside
to safe land, if they were in fear to leave by believing it was true that a wild lion was roaming their
streets.

4. History of Evolving Deepfakes

With a development of technology, synthetic media started to become rapidly used in the past
few years, as some examples are provided below here. These fabricated stories are called Deepfakes.
The evolving development of deepfake technology is also moving at an alarming rate.

First, in 2017, fake pornographic videos that used a famous actress received some attention.
The term "deepfake" was coined in 2017 on a Reddit forum where users shared altered pornographic
videos that had been created by using machine learning algorithms (Gaur, Loveleen; Arora, Gursimar
Kaur, 2022).

In February 2019, a software engineer at Uber had created a new website called
ThisPersonDoesNotExist.com which generates a new realistic human facial image that does not exist
from scratch each time the site is refreshed. Therefore, the ability to generate realistic imagery is going
to have a huge effect on how modern societies think about evidence and lower the level of trust in the
story’s credibility. Such software could also be extremely useful for creating political propaganda and
influence campaigns (Vincent, 2019). Everyone can easily create a fake profile with a photo of a
realistic face, which can be used for a wrong purpose, such as a fake person hired as remote workers to
steal sensitive company information.

Beyond photo images, also in March 2019, a voice deepfake was used to scam a CEO out of
$243,000 in the UK using Al (Artificial Intelligence) technology:

“Criminals used artificial intelligence-based software to impersonate a chief executive’s voice
and demand a fraudulent transfer of €220,000 (3243,000) in March in what cybercrime experts
described as an unusual case of artificial intelligence being used in hacking....

The CEO of a U.K.-based energy firm thought he was speaking on the phone with his boss, the
chief executive of the firm’s German parent company, who asked him to send the funds to a Hungarian
supplier....

Law enforcement authorities and Al experts have predicted that criminals would use Al to
automate cyberattacks. Whoever was behind this incident appears to have used Al-based software to
successfully mimic the German executive’s voice by phone...

Several officials said the voice-spoofing attack in Europe is the first cybercrime they have heard
of in which criminals clearly drew on AL.” (Damiani, 2019; Stupp, 2019).

If non-public cases were also counted, then the number of victims may be much bigger.

In 2020 saw the first accusation in Japan for posting a pornographic video of a celebrity’s face

782



V/» STAMFORD
4 UNIVERSITY
The 7" STIU International Conference 2023, August, Thailand
on the Internet. The Metropolitan Police Department and the Kyoto Prefectural Police have arrested
three men who are said to have synthesized adult videos using deepfakes on suspicion of defamation
and copyright law violations. A total of approximately 150 female celebrities have been victimized, and
over 500 sexually exploitative videos are suspected to have been released illegally (Nikkei, 2020).

The Dutch deepfake research firm, Sensity has been tracking the spread of deepfake videos. As
of June 2020, they detected there were 49,081 confirmed deepfake pornographic videos (Sensity, 2020).
Picture 4 shows the number of detected deepfakes as of July 2020 by Sensity. As of July 2019, the

company had detected 14,678 cases, so there was a disturbing increase of 330% in just one year.
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Picture 4: The number of detected deepfakes as of July 2020
(Sensity, 2020)

5. Political Usage of Deep Fakes and Information War

What happens when deepfakes and genuine news stories are combined? The danger of using
deepfakes as news to manipulate information is immeasurable. A great example is political use or
misuse. There are cases of news stories that seem to have a possibility of political usage of deepfakes.

In 2022, a deepfake video, appearing to show Russian President Putin declaring peace, was
shared on Twitter. Meanwhile, Meta and YouTube took down a deepfake video of Ukraine's president
talking of surrendering to Russia (Wakefield, 2022). It is said that the unconvincing fake of President
Zelensky was ridiculed by many Ukrainians (Wakefield, 2022), however, if the film clip used was high
quality, plus if the situation of invasion of Russian was different, that could easily lead to a different
ending. This case can be said that it is a perfect example of political usage of deepfake news.

It is clear that information manipulation by deepfake news alone potentially poses a great

danger. Moreover, with the advent and development of deepfake technology, there is also a danger that
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even images, voices and videos that are not deepfakes can be viewed with skepticism.

In 2021, a video about Myanmar's State Counselor Aung San Suu Kyi raised the possibility of
a deepfake. When Yangon’s Chief Minister Phyo Min Thein said on military-run media that he had
bribed deposed State Counselor Aung San Suu Kyi, many denounced it as a “deepfake” and “forged”
(Paing, 2021). However, Sam Gregory, the director at Witness had observed that the video was more
likely to be an actual forced confession, where the small visual artefacts were due to the compression,
not to the use of deepfake technology (Paing, 2021).

In 2022, it was revealed that a social media account that repeatedly made anti-Ukraine claims
was fake, as it had an Al-made profile picture, and even had fake Al-made followers. Meta and Twitter
have announced that they have removed a network of accounts posting fake news about the Russian
invasion of Ukraine. The network reported anti-Ukrainian fake news using accounts impersonating
fictional characters such as news editors, aecronautical engineers, and authors of scientific publications,
as well as accounts pretending to be fictional news outlets. It has been pointed out that the profile image
of the account impersonating a fictitious person uses a profile image generated using Al-related
technology (Collins & Kent, 2022).

Recently, there has been a case where a fake photo has affected the stock market. In May 2023,
a faked photograph of an explosion near the Pentagon spread on social media, briefly leading US stocks
to lower in value (Bloomberg News, 2022). According to Bloomberg News, this case has a possibly of
the first instance of an Al-generated image moving the market.

From those examples above, influential people, such as politicians and Presidents are now used
in deepfake videos, and it is getting harder and harder to distinguish day by day with a rapid increase in
the both the usage and the seemingly authentic looking courses as a credible news report. It can be said
that deepfakes are a very strong modern weapon with a huge power of manipulating people. When
deepfakes is used as a weapon, it can be said that it is a form of the latest information war. The readers
and the general population are left wondering: “What is the genuine truth?” or even “What is the most
convincing story that I am willing to believe?” — which can then also lead to who they decide to vote

for to be the leader of their country.

Discussion

It is possible that fake news can be derived from any on-going conflict that will immediately
create a spontaneous emotional response by people who feel helpless in the given situation, especially
those in some position of authority, but find they are living either miles away from the conflict, or even
come from a different nation. A perfect example of this immediate knee-jerk reaction from a leading
politician came in 2017 when Mehmet Simsek, the deputy prime minister of the Turkish government at
that time, was widely criticized for sending a Tweet message, together with several photographs and

graphic images of dead bodies. This was his immediate response to the fleeing of what became several
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hundred thousand of the Rohingya community trying to escape their villages in the Rakhine state of
Myanmar being burnt and innocent men women and children being sexually abused and killed
(Ratcliffe, 2017). However, without spending time to check the authenticity of the photographs he had
used in the message, it became apparent that Simsek, the deputy prime minister, had included a
photograph that was taken during the genocide by the Hutu against the Tutsi in Rwanda, in 1994, over
twenty years earlier: “His post was shared more than 1,600 times online and liked by more than 1,200
people. One of the photographs had been taken in Rwanda in 1994” (Ratcliffe, 2017). The fact that both
conflicts had occurred in Rwanda and Myanmar is true, but for a high-rank politician to pass on such
misinformation that was totally unrelated to the specific conflict they were campaigning against, while
claiming the photograph from Rwanda was evidence of the contemporary brutal violence going on the
villages of Myanmar, clearly reduced the creditability of their sources of information which, therefore,
also reduced the overall authenticity of the story the person was passing-on to their Twitter readers.

This point was raised by Matthew Smith, the chief executive of a human rights campaigning
group, Fortify Rights, who noted that these social media reports were “tremendously unhelpful” and
also fueled the wider mistrust of outsiders who are not directly involved in the conflict (Ratcliffe, 2017).
He explained the broader situation of this misuse of social media and the inevitable negative
repercussions of immediately sending on false information, before the sender checks how reliable the
source is: “We’re trying to work with the Rohingya community and other communities in Myanmar to
document the human rights abuses that are taking place, which are horrific. But when false images are
connected to otherwise legitimate allegations it discredits all of the work that’s being done to document

and establish the truth,” said Smith, speaking from the Bangladesh border” (Ratcliffe, 2017).

Conclusions

It can be said that we are in a situation where it is impossible to verify the truth in the news any
longer. This can be related to the concept of: “one person’s terrorist is another person’s freedom fighter”
in terms of the truth is based on what a person wants to believe. It is not based on any neutral or objective
observed facts, but is based far more on the specific social or political or religious ‘cause’ or campaign
that one either supports or is opposed to (Schmid, 2023; Beydoun, 2022; Boaz, 2002; Kennedy, 1999).
This can lead to people spreading fake news, misinformation and even deep fake news, in order to
support their cause or belittle what they oppose. If the reader does not have time to check on the
authenticity of the information they read, or either do not have the ability or even the willingness to
question the themes being portrayed then clearly, without using any critical thinking skills or any
objective analytical assessment of the information that is provided, this could very easily feed into what
could become conspiracy theories. As the audience grows, the new ‘truth’ becomes a new reality. This
can equate to a quote that is often attributed to Joseph Goebbels, the leader of the propaganda team for

the fascist Nazi Party in Germany during the Second World War, although there is no original source
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to confirm it was his own words. However, the message is real, as it is based on how someone with
consistent confidence can rather easily manipulate those who are willing to believe or accept any
information that is repeatedly provided to them, without ever questioning it: “If you tell a lie big enough
and keep repeating it, people will eventually come to believe it” (Stafford, 2016; Schultze and Randall,
2012).

The final point to note is that, although social media apps and modern-day technology did not
exist seventy or eight years ago, the sad reality is that human nature is to promote individual agendas
so, therefore, history repeats itself with lies and deep fake information being portrayed as the new ‘truth’

in many different scenarios.
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Abstract: This article explores the moderating role of spiritual leadership in the process of artificial
intelligence (Al) influencing sustainable development. The article first explains the concept of spiritual
leadership, emphasizing its importance in guiding and motivating teams or organizations to achieve
their goals. The article then discusses how Al can contribute to sustainable development, including
enhancing efficiency, solving social problems, driving innovation and development, and promoting
efficient use of resources. However, the development of Al also poses some challenges, such as data
privacy, transparency, and fairness issues. In this context, spiritual leadership plays a crucial moderating
role. By promoting ethical and moral awareness, guiding organizational goals and behaviors, and
encouraging innovative thinking, spiritual leadership can help us better harness the power of Al to
achieve sustainable development goals. The findings of this paper have important theoretical and
practical implications for understanding and addressing the challenges posed by Al to achieve

sustainable development.
Keywords: Artificial Intelligence, Modulating Effect, Spiritual Leadership, Sustainable Development

Introduction

In today's world, artificial intelligence (Al) has become a key driver of social, economic, and
environmental development. Artificial intelligence (Al) will play a key role in achieving the global
Sustainable Development Goals (SDGs) (Vinuesa et al., 2020). Developments continued development
and popularity also pose challenges for our society, especially in terms of sustainable development. The
relationship between Al and sustainable development is not always positive, and the negative impacts
of Al, such as privacy concerns and the employment impact of work automation, need to be effectively
managed and regulated (Bostrom 2014). In this context, the role of spiritual leadership is particularly

important (Reuveni & Vashdi, 2015). Therefore, we need strong spiritual guidance to help our societies,
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businesses and individuals adapt and take advantage of this transformative technology in the age of

intelligence. This study explores the mediating role of spiritual leadership in the process of artificial

intelligence impacting sustainable development.

Literature Review

Spiritual Leadership

In philosophical and religious studies, “spirituality” is understood as the non-physical state of
human existence that continues to exist after life has passed (Baloglu & Karadag, 2009). Early Western
scholars failed to make a clear distinction between the concepts of "spirituality" and "religiousness."
However, as the study of spirituality has intensified, scholars have paid increased attention to the
distinction between spirituality and religiosity. In fact, spirituality is much more than a single form or
religious belief with its own principles, beliefs, and teachings (Zellers & Perrewe, 2003).

Spirituality further focuses on the attributes of the human psyche such as love, compassion,
patience, tolerance, contentment, responsibility, and harmony that bring a sense of well-being to
individuals and others. Spirituality is therefore not confined to a particular religious belief or doctrine
but has a broader meaning. Subsequent researchers have attempted to link spirituality and leadership,
creating an interim theoretical framework of "spiritual leadership."

Importance of Spiritual Leadership

Spiritual leadership includes motivating and guiding others to pursue higher values and ideals,
fostering shared values and mission, and developing a deep understanding of teams and organizations.
(Fry, 2003). As a leadership style, she encourages team members to proactively drive innovation and
change to adapt to changing circumstances (Reave, 2005). Spiritual leadership has been recognized as
a key factor contributing to organizational change and innovation (Fry, 2003; Lemoine et al., 2019).
Recent research indicates that spiritual leadership may play a positive regulatory role in the relationship
between Al and sustainability (Berson & Avolio, 2004; Waldman & Galvin, 2008)

Artificial Intelligence Al

Definition of Artificial Intelligences

Artificial intelligence (AI) is technology that can simulate, augment, or exceed human
intelligence (Russell and Norvig, 2016). It is not just a tool or technology, but a mechanism for creating
new social phenomena (Hildebrandt, 2016). Ontologically, Al is seen as an autonomous and adaptive
being.

How does Al “understand” the world?

First, knowledge representation (KR) is a core Al problem, which involves converting real-
world information into a form that machines can understand and process (Sowa, 1984). For example,
semantic networks, frames, generative rules, and descriptive logic are common approaches to

knowledge representation. Second, knowledge acquisition (KA) is how machines can automatically or
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semi-automatically acquire knowledge. This problem has implications for learning theories such as
supervised learning, unsupervised learning, and reinforcement learning (Mitchell, 1997). Recently,
deep learning has achieved remarkable success as a powerful means of acquiring knowledge (LeCun et
al., 2015). In addition, Knowledge Use (KU) is a central topic in Al. This is often understood as a
reasoning problem about how existing knowledge can be used to solve current problems (Russell &
Norvig, 2016). These include, but are not limited to, deductive reasoning, inductive reasoning, and
analogical reasoning.
Roles of Artificial Intelligence (Al) as a Social Structure
From a social constructive perspective Al is not only the result of social construction, but also
the builder of social phenomena (Fenwick et al., 2017).). With its decision-making, learning and
predictive abilities, Al will impact social and economic fabrics and enable sustainable development.
Sustainable Development
Definition of Sustainable Development
Sustainable development is delineated by the World Commission on Environment and
Development (1987) as a developmental strategy that fulfills the requirements of present generations,
without jeopardizing the capacity of future generations to meet their necessities. This theoretical
construct rests on three foundational tenets: environmental stewardship, social equity, and economic
viability - collectively known as the three pillars of sustainable development. These three pillars need
to be integrated and balanced to achieve overall sustainable development (WCED, 1987; Sachs, 2015).
Significance of Sustainable Development
Environmental Protection
First, sustainable development emphasizes environmental protection and advocates the
protection of the planet while human development (Goodland, 1995). Our lives and well-being depend
on a healthy natural environment. However, excessive resource consumption and pollution have caused
severe damage to the environment, and sustainable development aims to address these problems and
protect our source of life.
Economic Development
Second, sustainable development is concerned with the quality and long-term nature of
economic growth and promotes a green economy and sustainable production methods (Costanza et al.,
1997). An economic growth model that relies excessively on non-renewable resources and
environmentally destructive industries is not sustainable. Transitioning to a sustainable economic model
not only protects the environment, but also creates new economic growth and employment
opportunities.
Social Justice
Further, sustainable development emphasizes social justice and inclusive growth (Sachs, 2015).

It focuses on the gap between the rich and the poor, social inequality and human rights, and advocates
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for equitable development opportunities for all. This helps to achieve long-term social stability and
harmony.
Commitment to the Future
Most importantly, sustainable development is our commitment to the future. It calls on us to
use our resources with future generations in mind, so that they too can enjoy a good living environment
and development opportunities (World Commission on Environment and Development, 1987).
Overall, sustainable development is a comprehensive concept that concerns our environment,
our economy, our society, and the future. Achieving sustainable development is an important challenge

and a commitment to our future.

Relationships between Artificial Intelligence Al and Sustainable Development

There are many factors that influence sustainable development, including policy, science and
technology, education, and public participation (Hak, Moldan & Dahl, 2012). Among these,
technological innovation is considered a key driver of sustainable development (Bibri & Krogstie,
2020). Artificial intelligence has already had a profound impact on sustainable development. It not only
improves productivity, reduces resource consumption (Dignum, 2017), supports environmental
protection, and promotes a green economy (Taeihagh & Lim, 2019), but also may have negative impacts
on data privacy, employment (Brynjolfsson and McAfee, 2014), social justice, and environmental issues
(Armntz. Gregory & Zierahn, 2016).

Positive Impacts of AI on Sustainable Development

Environment

Artificial intelligence (AI) can help humans manage and protect the environment more
effectively. For example, Al can help people better understand and predict climate change by analyzing
satellite images (Rolnick et al., 2019). In addition, Al can also improve the efficiency of resource
utilization, for example, in the energy sector, smart grid optimization and load forecasting through Al
can significantly improve energy efficiency (Ding et al., 2021).

Economy

Artificial intelligence Al can drive sustainable economic development. By improving
productivity and reducing production costs, Al can drive economic growth. At the same time, Al also
has the potential to create entirely new industries and jobs in areas such as data analytics, machine
learning, and autonomous driving (Chui et al., 2018).

Social

The development and application of Al also affects the sustainability of society. Al can improve
the quality of people's lives by increasing the efficiency and quality of services, for example in the fields
of healthcare, education, and public services (Jha, Doolan, Grandis, Scott, & Bates, 2018).

Negative Impact of AI on Sustainable Development
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Environment

Energy consumption: training complex Al models requires a large number of computational
resources, which usually means consuming large amounts of electricity. For example, Strubell, Ganesh
and McCallum (2019) found that the energy consumption for training a large Al model could be
comparable to the carbon emissions of five cars over their entire lifetime. This means that Al
development could exacerbate the global energy crisis and climate change if effective energy
conservation measures are not taken.

E-waste: The development of Al also requires a large amount of hardware devices, such as
servers, graphics processors (GPUs), etc. When these devices become obsolete or damaged, large
amounts of e-waste may be generated. It is estimated that e-waste is one of the fastest growing waste
streams globally, posing a threat to the environment and human health (Baldé et al., 2017).

Indirect environmental impacts: Al may indirectly affect the environment by increasing social
and economic inequalities. For example, Al may lead to the displacement or disappearance of jobs and
increase socioeconomic inequalities. This may lead to higher resource consumption and environmental
stress, as people may become overly dependent on unsustainable lifestyles and production methods
(Arntz, Gregory, & Zierahn, 2016).

Economy

While Al offers many positive potentials for economic development, its development and
application does bring some challenges and negative impacts. The following are some of the key issues:

Employment and job mobility: the rapid development and application of Al could have far-
reaching effects on the labor market. On the one hand, Al may replace certain repetitive and low-skilled
jobs through automation, leading to job losses (Frey & Osborne, 2017). On the other hand, Al may also
change the nature and demand for certain jobs, leading to job mobility and career changes (Bessen,
2019).

Economic inequality: Al may increase economic inequality. For example, the benefits of Al
tend to flow to companies and individuals who are technology leaders and have substantial amounts of
data, while those who lack technology and data may be disadvantaged (Brynjolfsson & McAfee, 2014).
In addition, Al may make certain jobs and skills more valuable while making others redundant, which
may lead to an uneven distribution of income and wealth (Acemoglu & Restrepo, 2018).

Market competition: the development of Al may affect market competition. For example, some
large technology companies may use their advanced Al technologies and large amounts of data to gain
market advantage, crowding out small and emerging firms and leading to market monopolization
(Ezrachi & Stucke, 2016).

Social

The development and application of Al is changing the way we live, the way we work, and how

we interact with the world, which inevitably brings some social challenges and negative impacts.
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Inequality and polarization: the development of Al may increase inequality and polarization in
society. For example, the benefits of Al tend to be concentrated in the hands of a few technologically
advanced and data-rich companies and individuals, while others may not share equally in these benefits
(Brynjolfsson & McAfee, 2014). In addition, Al may make the skills and abilities of some people more
valuable and the skills and abilities of others redundant, which may lead to social fragmentation and
tearing (Susskind & Susskind, 2015).

Privacy and security: the development of Al may threaten our privacy and security. For
example, Al could be used to analyze and exploit our personal data, which could violate our privacy
(Zuboft, 2019). In addition, Al could also be used for cyber-attacks and information warfare, which
could threaten our security and social stability (Brundage et al., 2018).

Ethics and morality: the development of Al may raise several ethical and moral issues. For
example, Al may inadvertently introduce bias in its decision making, which may lead to unfair treatment
of certain populations (Buolamwini & Gebru, 2018). In addition, Al's decision-making process is often
a black box, which may affect people's rights and dignity (Burrell, 2016).

Globally, artificial intelligence (Al) is leading far-reaching change in innovative ways, opening
new possibilities, and painting a promising blueprint for the future. First, the emergence of Al has
dramatically improved efficiency and productivity. This is demonstrated by Al's ability to automate
many tedious and repetitive tasks, thereby reducing manual labor requirements, freeing up human
resources to handle more complex and innovative work tasks (Brynjolfsson & McAfee, 2014). Second,
Al can drive the development of innovation in technology and industry, creating new jobs and
contributing to economic growth (Makridakis, 2017). For example, the application of Al in areas such
as autonomous driving, medical diagnosis, and financial services may become an important driver of
future development. Further, Al can also assist us in addressing complex and challenging societal issues
(Vinuesa et al., 2020). For example, Al can be used to predict and prevent the spread of diseases,
monitor, reduce environmental pollution, and improve the quality and equity of education and
healthcare. Finally, Al can help achieve sustainable development. Al can help us use resources more
efficiently, reduce waste, and monitor and respond to climate change (Rolnick et al., 2019). For
example, Al has vast applications in areas such as smart grids, precision agriculture, and disaster
warning and response.

Thus, Al has an enormous potential for positive impact. However, to maximize Al's potential
and realize its promise for the future, we need to work tirelessly at multiple levels of technology, policy,
and society (Furman & Seamans, 2019), where spiritual leadership, with its unique capabilities, offers

new perspectives and tools to understand and address these challenges.

Moderating Roles of Spiritual Leadership in Al Influencing Sustainable Development Process

The development and application of artificial intelligence Al provides a powerful tool for

804



v/ STAMFORD
4 UNIVERSITY
The 7" STIU International Conference 2023, August, Thailand
achieving the SDGs. Artificial intelligence can improve productivity and drive economic development,
while also helping us to better address social and environmental issues (Vinuesa et al., 2020). However,
the development of Al also poses many challenges (Bostrom, 2014). These challenges require us to
advance Al while also considering how to avoid or mitigate its possible negative effects.

Spiritual Leadership Theory (SLT) (Fry,2003) can effectively explain the key moderating role
of spiritual leadership in the impact of Al on sustainable development in society. Spiritual leadership
can help individuals and teams make better use of Al by creating an environment that encourages
innovation and positive adaptation to change. At the same time, spiritual leadership also emphasizes
justice and fairness, and it can play a mediating role in the social problems that Al may cause, making
the use of Al more compatible with the goals of sustainable development by promoting just decisions
and fair practices (Fry & Cohen, 2009). Spiritual leadership can play an important moderating role in
Al's impact on sustainable development.

First, spiritual leadership can help us better understand and address the challenges posed by Al
by promoting ethical and moral awareness, guiding organizational goals and behaviors, and
encouraging innovative thinking.

Spiritual leadership helps leaders and team members to better understand and respond to issues
such as data privacy and decision fairness brought about by Al by raising their ethical and moral
awareness (Rego et al., 2018). Spiritual leadership guides the behavior of organizations by setting clear
and noble goals to pursue Al development while focusing on its impact on society, the environment,
and people (Chen & Yang, 2012). Spiritual leadership helps organizations find new ways and
approaches to address the challenges posed by Al by encouraging innovative thinking, such as reducing
the impact of Al on employment by developing new Al technologies or applications (George et al.,
2018).

Secondly, spiritual leadership can help us better harness the power of Al to achieve sustainable
development goals. For example, by fostering a spirit of innovation, innovative applications of Al can
be driven, such as using Al to improve energy efficiency, reduce carbon emissions, or improve the
quality and equity of healthcare and education services (George et al., 2018). On the one hand, spiritual
leadership can help organizations make ethical and moral decisions regarding the use and
implementation of Al (Fry & Nisiewicz, 2013). Spiritual leaders emphasize values such as integrity,
responsibility, and caring, which can play a key role in overcoming privacy violations, data misuse, and
other issues in the application of Al technologies. On the other hand, spiritual leadership also stimulates
innovation in individuals and teams and promotes sustainable technological innovation (Fry, 2008).
This has a key role in promoting continuous improvement of efficiency, reduction of resource

consumption, and reduction of environmental impact during the development and application of Al

Conclusion
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Spiritual leadership plays a key moderating role in the process of Al impacting sustainable
development. (See FIGURE 1). This role requires us to cultivate and promote more leaders with
spiritual leadership who can guide us in the face of challenges and opportunities brought about by Al
to guide us in making decisions that are consistent with sustainable development goals in the face of
challenges and uncertainties. They can drive society toward a better future.
In the age of intelligence, the role of spiritual leadership is becoming increasingly important.
By providing just and equitable leadership, and by promoting and inspiring sustainable technological
innovation, spiritual leadership can play an important moderating role in the process of artificial
intelligence affecting sustainable development. Therefore, research and development of spiritual
leadership should receive more attention and investment to better meet the challenges of the intelligent
era.
In any case, we need to have a clear orientation and strong beliefs in the face of Al challenges
and opportunities, and spiritual leadership provides just such an orientation and beliefs. As Fry (2003)
states, "Spiritual leadership provides us with a framework for understanding and practicing how to
stimulate the potential of organizations and individuals to achieve goals that transcend self-interest and

create value for society at large.”

Suggestions

Specifically, the application of spiritual leadership in the process of Al impacting sustainable
development needs to be based on the following principles: first, promoting justice and equity, for
example, when Al technologies impact the labor market, spiritual leaders should advocate for equitable
career development and training opportunities to reduce the social inequalities caused by Al
(Brynjolfsson & McAfee, 2014). Second, guide and incentivize sustainable technological innovation,
for example, by promoting energy-efficient, low-carbon Al technologies and applications to reduce the
negative environmental impact of Al (Fusi & Feindt, 2020).

Future research can further explore the role and implementation strategies of spiritual
leadership in different cultural and organizational settings, and how spiritual leadership can be promoted
to meet the challenges of the smart era, including through education and training. The promotion and
cultivation of spiritual leadership not only has far-reaching effects on corporate organizations, but also
promotes sustainable social development at the macro level. For example, the spiritual leadership of
business leaders will influence the strategic decisions of organizations to better utilize Al technologies
for social, economic, and environmental sustainability (Giacalone & Jurkiewicz, 2010). Practitioners,
especially leaders of organizations, should focus on enhancing their own spiritual leadership to actively
guide and drive their teams to achieve sustainable development goals in the application of Al. In the
age of intelligence, organizations should widely promote the concept of spiritual leadership and train

more spiritual leaders to better meet the challenges posed by Al. Further research could explore how to
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integrate the principles of spiritual leadership into the development and application of Al and how to
effectively implement spiritual leadership in diverse cultural and organizational settings (Benefiel, Fry
& Geigle, 2014).
Theoretical model highlighting Spiritual leadership plays a key moderating role in the process

of Al impacting sustainable development.

Spiritual Leadership
Vision/Hope/Altruism

Artificial Intelligence Sustainable Development
KR/KA/KU Environment/ Economy/Social

Source: Authors developed
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Abstract: This research aims to study the behavior of Thai consumers abroad, focusing on the case of
dietary supplements, plant protein, among Thai people in Switzerland, specifically in the city of St.

Gallen. Consumers may exhibit purchasing trends towards plant protein products. The research
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methodology employed qualitative research, gathering data through in-depth interviews in a semi-
structured format, incorporating both open-ended and close-ended questions. The sample group
consisted of 7 Thai expatriates residing in Switzerland, specifically in St. Gallen, who were interviewed
both online and onsite, including consumers and non-consumers of Thai dietary supplements in
Switzerland. The findings indicate that among the 7 interviewees, there is a significant emphasis on the
importance of maintaining good health and a willingness to try such products, with a particular focus
on weight management and online purchasing channels. Factors studied include personal factors, health
maintenance behaviors, plant protein consumption behaviors, and elements of the marketing mix (4Ps),
including product, price, distribution, and promotion. The research findings are intended for use in
planning and managing strategies for market expansion in the dietary supplement industry in

Switzerland, particularly in St. Gallen, regarding the purchase of plant protein dietary supplements.

Keywords: The Study of Thai Consumption Behavior
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Abstract: The objective of this research is to study the factors related to being denied a home loan
approval from financial institutions and to explore the factors influencing the decision to apply for a
home loan approval from financial institutions to purchase real estate in a townhouse project in Samut
Prakan Province.

The research methodology is qualitative research, analyzing data to draw conclusions. It
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includes data on homebuyers of the townhouse project in Samut Prakan Province who were denied a
loan approval from financial institutions. The selection of case studies comes from an interesting real
estate development company with 12 case studies and in-depth interviews with representatives from
this real estate development company and representatives from 3 banks providing loans.

The research findings reveal that the reasons for customers being denied a home loan approval
from financial institutions include insufficient income, a bad credit history, unclear sources of income,
and the unpreparedness of the loan applicants. Therefore, loan applicants should be financially prepared
and have financial discipline when applying for a loan from financial institutions. Additionally, there

are recommendations to prepare for applying for a home loan from financial institutions.
Keywords: Rejection Rate, Bank, Borrower’s Characteristics
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MOTIVATIONAL FACTORS INFLUENCING JOB SATISFACTION OF
FIVE STAR HOTELS IN BANGKOK
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Abstract: The objectives of this study were to study “Factors Affecting Job Satisfaction of Employees
in Five Star Hotels in Bangkok” in order to analyze the motivation factors and hygiene factors impact
on job satisfaction of employee in five stars hotels in Bangkok. The total population of this research are
staffs of 5 star Hotel in Bangkok and the sampling unit selected to study in this research is the
operational staffs both of male and female who have worked in five stars hotels in Bangkok. The tool

used in this research is questionnaire in which has been distributed to 400 participants. All data has been
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collected and analyzed by using statistics program like frequency, percentage, average, and deviation.
However, the researcher testes the hypothesis by using Multiple Linear Regression. Research findings
were as follows: The majority of respondents are female which age between 21 - 30, most of respondents
have graduated degree, and single status, and average of income per month around 20,001-30,000 baht,
and most of respondents have worked in sale and marketing department and have worked for 1 — 5
years. The hypothesis test found that only job advancement in motivation factors impact on job
satisfaction of employee in five stars hotels in Bangkok with statistically significant at the level 0.05,
and only wages and benefits in hygiene factors impact on job satisfaction of employee in five stars

hotels in Bangkok with statistically significant at the level 0.05

Keywords: Job Satisfaction, Motivation Factors, Hygiene Factors
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Abstract: The objectives of this study were to identify the factors that affect consumers’ purchasing
decision of Plant-based meat for Thai. The study focused on three factors that effect on consumers’
purchase decision. Firstly, attitude factors are studied including believe and feeling on plant-based meat
consumption. Secondly, subjective norm factors are consisted of family, friend, and social influencer.
Lastly, Marketing Mix factors are highlighted on product, price, place, and promotion, that result to
consumers’ purchase decision among Thai.

Research Methodology: The sample consisted of 420 respondents who live in Thailand, aged
between 20 -60 years old and have experienced on plant-based meat consumption before. The research
was conducted through questionnaires for data collection by using convenient sampling method which
is one of the quantitative research projects. All collected data was analyzed by Descriptive statistic and
hypothesis was tested by using Multiple Regression Analysis method.

Research findings showed that purchase decision on plant-based meat consumption for Thai
was significantly affected by attitude factor of consumer’s feeling, subjective norm factor of social
influencer, and Marketing Mix factors of product, price, place, and promotion at a significance level of
0.05. The results provide marketing communication tools for plant-based food entrepreneurs to build
good attitude among Thai as well as develop plant-based meat products according to Thai customers’

need.

y y
Mmsey: ernsilsznndionnily, msdaauleiie, mindesmungueieds, nquilaniwaludeay, danlszaunamsania

Keywords: Plant-Based Meat, Purchase Decision, Subjective Norm, Social Influencer, Marketing Mix
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Term Coef SE Coef | T-Value P-Value VIF
Congtant 0.141 0.293 0.482 0.630

ALe 0.051 0.093 0.545 0.586 1.708
anuian 0.889 0.079 11.245 <.001 1.708
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Term Coef SE Coef | T-Value P-Value VIF
Constant 0.372 0.294 1.265 0.207
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51 0.334 0.072 4.637 <.001 2.887
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IMPACT OF ICT ON WOMEN’S HAPPINESS IN WORKPLACE: A
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Abstract: The purpose of this study is to investigate the impact of ICT on women’s happiness in
workplace in order to map the existing situation, identify needs, and suggest training routes in healthcare
sector. Data from 266 women were collected, via questionnaires and interviews. As revealed by the
findings women in healthcare sector confirmed that ICT has positive impact to their works, however,
they state that ICT has also brought some challenges for women, such as the potential for increased

workloads and blurred boundaries between work and personal life.
Keywords: Women Happiness at Workplace, ICTs in Workplace

Introduction

Being happy is of great importance to most people, and happiness has been found to be a highly
valued goal in most societies (Diener 2000). In the current economic development, the role of women
is increasingly important, they participate in almost all areas of social life. Women in general and female
workers in particular, in addition to their duty to nurture, care for and educate their children, they also
make extremely important contributions to the national economy.

Vietnam is ranked 87th out of 153 countries in terms of narrowing the gender gap, currently
women's income is on average 3 million dong less than men's per year. The proportion of female
entrepreneurs in Vietnam accounted for 31.3% while men holding power in senior positions held an
outstanding proportion - 77.6%. One study also found that women spend 14 hours more per week than
men on housework, childcare and the elderly. (World Bank Group, World Economic Forum, VCCI,
2020). In Vietnam, the number of women currently working in jobs that are likely to switch to
automation is nearly 2.4 times higher than that of men. The sectors most affected are textiles and apparel
and footwear. A study by the World Labor Organization (ILO) showed that 86% of wage workers in
Vietnam in these industries could lose their jobs due to the application of technological advances.

Dao Quang Vinh, Director of Labor and Social Sciences (Ministry of Labor, Invalids and Social

Affairs), said that female workers, low-skilled workers and low-wage workers will be affected a lot. of
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the Industrial Revolution 4.0. The lower the education level, the higher the risk of being replaced by
machines. Workers with primary school education or less have a 10-30% higher risk than workers with
upper secondary education.

Trinh Thanh Hang, Head of the Women's Department (Vietnam General Confederation of
Labor) cited: Female workers account for 63% of the total number of employees working in industrial
parks and export processing zones. and most of them are aged from 18 to 24. Industries and occupations
that are using a lot of labor, with the proportion of female workers accounting for about 80-90% such
as leather and footwear, textiles, seafood processing, etc., are at risk. replaced by machines the most.
That means that a large number of young female workers are at risk of losing their jobs in the near
future. Le Quoc Cuong, Deputy Director of the Department of Information and Communications of Ho
Chi Minh City. More and more women are equally educated, capable and creative as men. The
percentage of women accessing technology and digital is also significantly lower than that of men. The
continuous development of science and technology has brought many advancements in labor
productivity, but with the changes in the needs of employers in the era of the 4.0 industrial network,
many opportunities will arise. and challenges for female workers. In accordance with the rules of
Industry 4.0, those who do not keep up with the development of technology will be eliminated, and
Vietnamese female workers - who have been used to the routine of going to work, coming home to
cook, and take care of them. Children, rarely exposed to technology, are the first to be affected by this
revolution. With the desire of this research to find out the Impact of ICT on women’s happiness in
workplace of female employees working at Binh Thanh District Hospital, along with their difficulties

and challenges with the advancement of science- technology

Research Objectives:
To achieve the goals of this study, the following questions are addressed:
- Does ICT make women happier at work?

- Difficulties and challenges that women face in the Tech Driven Era?

Literature Review

Happiness at Workplace

Happiness at work defines an individual employee’s feelings towards his nature of job features
and whole organisation as well (Fisher, 2010). Happiness at work is a wide construct, which is based
on positive attitudinal dimension like employee’s engagement during job, career satisfaction and
organizational commitments through direct personal experience, happiness at work sizes is stable,
specific, retrieve and accessible so behaviour of employee can be predicted (Fisher, 2010). Happiness
has great valuable importance for people and societies as well. Happiness in form of fun and joys, which

is basic thing people want to achieve in their lives (Diener et al., 1999). Happiness at work for measuring
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positive job attitude of employees in educational sector is wide potential for future study (Salas-Vallina
et al., 2017). Employee’s positive attitude towards job learning can possible to expand personal and
social resources (Fredrickson, 2001). Happier attitudes will be producing fruitful results in shape of
social support from colleagues and supervisors.
ICTs in Workplace
The workplace use of Information and Communication Technology (ICT) is pervasive, and
growing (Eurofound and the International Labour Office, 2017). Being able to use ICT for workplace
related tasks, anytime and anywhere, can certainly have benefits in terms of efficiency, flexibility and
productivity (Mano and Mesch, 2010). However, it can also give rise to detrimental side-effects such
as ‘round-the-clock-always on’ tethering to the workplace, and leaving employees ‘techno-stressed’ or
even burned out (Barber and Santuzzi, 2015). ICT is thus a double-edged sword both for employees
and employers (Stich et al., 2015). Despite ICT and in particular the negative effects of emails,
employees often embrace these technologies in the workplace, just as they do in their private lives
(Matusik and Mickel, 2011). Practitioners are left with no choice but to ride the ICT bandwagon,
wondering nevertheless how to ease the journey. This position paper intends to provide them with state-
of-the-art evidence on the effects of electronic communications in the workplace, along with practical

and actionable suggestions for embracing ICT challenges in a way that do not leave any employee aside

Methodology

The methodology used in this study involved: An extensive literature review from multiple
sources of qualitative and quantitative information (reports, journal articles, statistical data) to provide
an overview of the ICTs to women’s happiness in workplace, especially in healthcare sector. A random
sample was used, including women, aged 22 and older, who had at least used ICTs in their workplace.
The questionnaire was designed on Google Forms and the link was massively sent via e-mail. In

particular, the questionnaire consisted of 16 questions, such as:

—

. How happy did you feel ICT makes your work more interesting?
. How happy did you feel ICT makes your work more difficult?
. How happy did you feel automation puts your work at risk?

. How happy did you feel that technology will change your work in the future?

wh A W N

. How happy did you feel to become more proficient at work by learning a new technology
application?

6. How happy did you feel when technology supports your work?

7. How happy did you feel the level of science and technology at your workplace?

8. How happy did you feel pressured not to keep up with technological advancements in your

workplace?

9. How happy did you feel opportunity to develop your digital skills outside of work?
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11. How happy did you feel ICT improved your work-life balance?

12. How happy did you feel ICT enhanced your job opportunities?

13. How happy did you feel ICT increased your productivity?

14. How happy did you feel ICT supported your networks and collaboration?

15. How happy did you feel ICT equal access to your information and resources?

16. Tell me disadvantages of ICT affect to your happiness at workplace

For the analysis of data, IBM’s SPSS Statistics Subscription (Armonk, New York, NY, USA)

was used.

Happiness during work activities was measured with one item, namely “How happy did you
feel during this activity or task?” Participants answered this item on a scale that ranged from 1 (Not at
all happy) to 10 (Extremely happy). A one-item happiness scale has been shown to have good temporal
stability, and good concurrent, convergent, and divergent validity (Abdel-Khalek, 2006).

Results:

50
40
30
20
10

Science - Technology makes my work more

interesting
- | —
strongly  disagree neutral/ agree strongly
disagree uncertain agree

ICT makes your work more difficult

Strongly B Strongly disagree
zggl;;,e Strongly m Disagree
disagree Neutral/Uncertain
Agree 1% 49%, N
Disagree, gree
16.5, 16% m Strongly agree
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Do you find that automation puts your work at risk?

50
40
30
20
10

strongly disagree neutral/ agree strongly agree
disagree uncertain

ARE YOU AFRAID THAT TECHNOLOGY WILL
CHANGE YOUR WORK IN THE FUTURE?

‘

<
)
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_— | —
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Do you want to become more proficient at work by learning a new
technology application?

60
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0
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Are you happy when technology supports your work?

agree - ___________________ _____________________|
neutral/ uncertain ==
disagree =
strongly disagree
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Rate the level of science and technology at workplace?
60

40
20
0 — - ]
1
B Very dissatisfied mNot satisfied ®Neutral m Satisfied B Very satisfied

Do you feel pressured not to keep up with technological
advancements in the workplace?

50
40
30
20
10
0 — |
strongly disagree neutral/ agree strongly agree
disagree uncertain
You have the opportunity to develop your digital skills outside of
work
60
40
O — |
strongly disagree neutral/ agree strongly agree
disagree uncertain
Do you feel prepared to use new technologies in your workplace?
60
40 —_—
20 /
0
strongly disagree neutral/ agree strongly agree
disagree uncertain
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How happy did you feel ICT improved your work-life balance?

14% = 6%
2% B Strongly disagree
m Disagree
Neutral
Agree

m Strongly agree

HOW HAPPY DID YOU FEEL ICT ENHANCED YOUR JOB
OPPORTUNITIES?

Strongly Disagree Neutral Agree Strongly
disagree agree

How happy did you feel ICT increased your productivity

m Strongly disagree
m Disagree

Neutral

Agree
m Strongly agree
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How happy did you feel ICT supported your networks and collaboration?

80
60
40
20
/
0
Strongly Disagree Neutral Agree Strongly agree
disagree
How happy did you feel ICT equal access to your information and
resources?
60
40
20
0
Strongly disagree ~ Disagree Neutral Agree Strongly agree

While ICT can offer numerous benefits in the workplace for women in healthcare sector, such
as improved communication and productivity it can also contribute to increased workloads and blurred
boundaries between work and personal life. Here are a few reasons why this can occur:

Constant connectivity: ICT allows employees to stay connected and accessible at all times,
leading to an expectation of immediate responses and availability. This can lead to an increased
workload as individuals feel pressure to be "always on" and responsive to work-related matters, even
outside of regular working hours.

Difficulty disconnecting: With the advancements in technology, it has become challenging for
individuals to disconnect from work. The accessibility to emails, work-related apps, and collaboration
tools on smartphones makes it difficult to separate work from personal life. As a result, people tend to
engage with work-related tasks during personal time, leading to blurred boundaries between work and
personal life.

Increased efficiency expectations: ICT tools and systems often streamline processes and
increase efficiency, allowing employees to accomplish tasks quickly. While this can be beneficial, it
can also lead to higher expectations and increased workloads. Employers may expect employees to take
on more responsibilities or complete tasks at a faster pace, resulting in an increased workload and

potential encroachment on personal time.
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Global work environments: With ICT, individuals can collaborate with teams and clients from
different time zones, enabling work to happen around the clock. This can result in extended work hours
and, in turn, increased workloads. Additionally, technology facilitates remote work, which can make it
challenging to disconnect from work when the home and office become the same space.

Lack of clear boundaries and policies: Organizations may not have clear policies in place to
manage the use of technology outside of normal working hours. This can contribute to blurred
boundaries between work and personal life, as employees may feel obligated to be available and
responsive at all times. Without proper guidelines, it becomes difficult to establish a healthy work-life

balance.

Recommendations

ICT (Information and Communication Technology) has had a significant impact on women's
happiness in the workplace. To encourage women to apply ICT in the workplace, organizations can
take the following steps:

Provide training and resources: Offer training programs and resources that specifically target
women, focusing on building their ICT skills and knowledge. This can include workshops, webinars,
online tutorials, or even hiring external trainers to provide specialized training sessions. Make these
opportunities easily accessible and create a supportive environment where women feel encouraged to
take part and ask questions.

Foster a culture of inclusion: Create a culture that values and supports the inclusion of women
in ICT-related roles. This can be done by highlighting successful women in ICT within the organization,
promoting their achievements, and showcasing them as role models. Encourage open conversations
about diversity and provide opportunities for women to share their experiences and ideas related to ICT.

Develop mentorship and sponsorship programs: Establish mentorship and sponsorship
programs that specifically focus on supporting women who wish to apply ICT in their roles. Pair female
employees who have already established a successful career in ICT with women who are interested in
pursuing similar paths. These mentors can provide guidance, share their experiences, and help navigate
challenges that arise along the way.

Promote networking opportunities: Create networking events or platforms where women can
connect with others in the organization who share similar interests in ICT. Encourage participation in
professional IT organizations or communities, both internally and externally, to expand their network
and learn from experts in the field. Networking can open doors to new opportunities and provide access
to resources and support that can enhance women's ICT involvement in the workplace.

Encourage cross-functional collaboration: Provide opportunities for women from non-ICT
backgrounds to collaborate with colleagues who work in ICT-related roles. This cross-functional

collaboration can expose them to the practical applications of ICT and foster an environment of
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knowledge sharing and learning.

Support work-life balance with ICT: Highlight how ICT tools can support work-life balance,
making it easier for women to apply ICT in their work. Emphasize the advantages of flexible working
arrangements, remote collaboration opportunities, and efficient time management that ICT can provide.
This can particularly appeal to women who may have caregiving responsibilities or other personal
commitments.

Recognize and reward achievements: Acknowledge and reward the achievements of women
who successfully apply ICT in their work. Publicly recognize their contributions through internal
communications channels, awards, or company-wide events. By celebrating their accomplishments,
organizations send a message that women's involvement and contributions in ICT are valued and

appreciated.
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CHANGING COMMUNICATION CULTURE OF YOUNG PEOPLE IN THE
DIGITAL AGE AT HO CHI MINH CITY
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City, Vietnam

Abstract: In the digital technology era, young people's communication on the internet quickly meets
their needs and interests, an essential part of social life. Young people's communication is shortened
from greetings and opening words for communication conversations. In direct communication the form,
style, and attitude of communication originate and continue from Vietnamese culture; in the digital age,
communication culture changes, there is no form, style, only attitude. expressed through language,
conversation. The rapid convenience has brought many positive benefits from communication such as
communication in family, work, study and other communication, but besides there are still negatives in
the trend of standard deviation, cultural change, Vietnamese personality in communication. There is a
great need for solutions to guide young people to actively communicate in cyberspace in the process of

forming digital citizens in the digital technology era.
Keywords: Era, Digital Technology, Social Network, Young People, Changing Communication Culture

Introduction

The development of technology, social networking, has directly affected social life from
culture, education, economy, politics... Anyone who joins will begin to expand communication
connection, regardless of gender, age, occupation, social position. After the Covid-19 epidemic, the
connection is getting younger and younger, even a 6, 7-year-old child can roam around on social
networks, make friends, chat, participate in games, or do some other activity that are able to join. With
the outbreak of technology, the usefulness in the period of international interference from the Covid-19
epidemic almost stopped in existing communication, but on technology, it started to expand and
develop, a virtual society, which is real, there is no time to stop thinking, still bustling and noisy in the
existing quiet space. The strongest participation is in the field of education, curricula, semesters, and
modules, all of which are implemented on the basis of the digital era, opening a new stage for everyone
in communication, every class of life. What is indispensable is a means to connect, people are willing
to participate in activities on social networks according to their needs, interests, and satisfaction, which

increases with the number of participants accessing the internet. Convenience, quick response to needs,
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the positive side of communication in the digital era, has made people, especially young people, feel
that online communication is much easier than in practical communication. need facial expressions,
non-verbal expressions. Communicators only need clear language, voice expressing mood, or the use
of written language conveyed on the keyboard, to express all that they want to say, want to express and
depend on the line. transmission speed to the receiver is fast or slow. Technology has changed many
problems in life, after the Covid-19 epidemic, almost the exchange and meeting by digital technology
was more prevalent and popular in which the youth communication culture changed a lot from form to
behavior. vi in communication, that's why I chose the topic: "Changing the communication culture of

young people in the digital age in Ho Chi Minh City" for my research.

Objective
To understand cultural changes in young people's communication behavior through digital

technology, the positive and negative aspects of the change.

Research Methods

In the research using available literature research method, refer to previous studies related to
the topic. -Using quantitative combined qualitative methods in experimental research through
observation, discussion on cultural change in youth communication with 2nd year students of Van Hien
University.

1. The digital age supports comfortable behavior in sharing thoughts.

In the current digital age, communication in social networking space among young people has
become an indispensable fact in life, according to statistics in 2022, there are 72.1 million Vietnamese
people using the internet. The number of internet users accessing by smartphone is 95.8%. The average
daily time of using the internet is 6 hours 38 minutes, of which using social networks is more than 2
hours, which shows that in the digital age, social networks are a key part of social life. The most used
social media in Vietnam in order are Facebook, Zalo, Facebook Messenger, TikTok, Instagram, Twitter,
Telegram, Pinterest..., Facebook alone has 70.4 million users. This shows that cyberspace is being loved
by the majority of Vietnamese people and carrying out social communication activities. Cyberspace is
also a huge "public opinion space" in which information in various forms is an invisible string linking
all participants.

Research by Todd Sandel and Bei Ju with the topic "Social Media, Culture, and
Communication" (2020). The authors said that in China, using social networks in communication has
changed the communication culture, expressing through sentences displayed on social networking tools,
relationships in communication are distinguished by age, now only expressed through proper nouns,
people converse with each other by pronouns. Extremely intimate, there is no boundary between old

and young people, just need to have similar views, share ideas to create a forum on cyberspace, this will
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make participants more open. Even though they don't know each other in practice, but the relationship
and communication have shown the behavior of cultural change, if it is real, there will be a
communication gap, while in cyberspace there is almost no-account way, there are only things that want
to be expressed in the relationship to achieve effective communication.

“Investigating the Effect of Participation in the Cyberspace in the Relations between Spouse”
by Zohreh Latifi Department of Psychology Payamenoor University, Iran (2015). Thoughts or
experiences in marriage where husband and wife use communicative language to communicate with
each other, communicate through technology, equality is expressed through the language of reading
instead of speaking, using handwriting through keyboard tools, transmission technology network, has
created a comfortable space for couples to express their thoughts through actual behavior in
communicating with their spouses, or even their own thoughts, thinking related to financial division in
life, it is easy for couples to come up with conditions, agreements or persuade each other to find a
common voice in communication to exchange, in the research sample, up to 62% used cyberspace to
share difficult issues in married life.

The authors have given the advantages of communication that are the expression of thoughts
and behaviors that they have experienced in reality, but cannot use words in direct communication. In
the digital era in Vietnam, using social networks to communicate is a practical issue in life, young
people communicate, to share desired thoughts, even in feelings. If you become shy, love only you
know, maybe love stories, secrets in relationships, just a picture, or a few words, it's almost no longer a
private matter, becomes commonly known. In the survey on "adolescent temporary behavioral disorder"
by author Le Van Gat and his colleagues, it was shown that sharing and behavior on social networks
can range from the behavior of a normal person to a person unusual.

2. The phenomenon of cultural change of normative behavior in the digital age.

Change in a positive direction

Communication in the digital age is no longer a geo-spatial support, in a quick survey of 148
students at Van Hien University, up to 92% thought it was so great, you want to make an appointment
with them. You go to school together in the morning, just open the dialog box, you can look at each
other's faces, exchange greetings, wishes, and appointments, it only takes one or two minutes. Or want
to ask each other about studying is also too simple, there are no appointment places to go right away,
or you have to bring a lot of books and documents, just right where you are with a good Wifi signal is
everything, where to change, how to find documents, are available. If you want to ask about your
parents, just swipe the screen, change the conversation mode, meet face to face, ask about your parents,
even ask for some extra pocket money, just 5 minutes later, the phone will notify you. additional
500,000 VND. Taking classes in the digital age, which is also familiar and convenient, especially after
the Covid-19 epidemic, the experience of young people has matured, some of you think that "You can

curl your feet in a blanket, sit on straight back on the familiar bed, in front of you is the screen of the
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class, you study comfortably, you don't have to run around, fear of being late, fear of traffic jams, fear
of running out of gas, spending money.." (male student) 20 years old second year).

In general, the convenience and benefits of the digital era have opened up the conveniences 10
years ago, no one expected that they could sit at home, but work at the company or office. That
convenience also transforms the communication culture, there is no longer unfamiliar distance, social
position, position in communication, children want to talk a lot with their parents, do not have to prepare
the posture at the right time, want to ask you something, met quickly, do not have to prepare words, just
ask each other, speak as quickly as possible, as long as they understand and grasp the problem to solve
for each other. It is very simple to want to refuse, not having to meet each other to express feelings
expressed through body language, just a simple message or dialogue via digital means, everything is
done. Convenience, which has further developed relationships in communication, culture no longer
shows formality, politeness, and hierarchy in the language of actual communication yes, no form, just
means, for communication to be connected.

Author Ly Tung Hieu (2017) in "Communication culture of Vietnamese people from a cultural
perspective" said that the communication culture of Vietnamese people is cautious in each attitude,
gesture, and behavior, in which the form language is considered as the main in expressing
communicative culture to express the characteristics in communication culture. With the development
of digital technology is gradually changing, the form of communication no longer exists, all depends
on the tools of digital means, be careful in communication when using words and gestures. This form
and culture have been lost in digital communication, gradually changing from the way to prepare, edit
the dialogue, record, replace the mood, prepare the means, just connect, replay, make the person who
wants to communicate without hesitation, if the communication continues, feel that they do not want to
continue, just disconnect, or before a simple short sentence to let the person is communicating know to
disconnect. Cultural change comes with convenience. Nowadays, young people's communication is
diversifying, no longer having familiar relationships, it is possible to communicate across space, at
home or abroad, in addition to using AI ChatGPT technology, it has shortened the communication
distance, and is no longer a cultural and language barrier.

Change the negative direction.

The digital age helps interaction and communication in a positive direction, but also a negative
trend in social life. With the 4.0 revolution, scientists also want to build a stronger interaction between
the virtual world and the real world. It is easy to see that the impact of the two worlds, "virtual" and
"real" is very close. However, recently many bad stories have taken place on social networks, showing
that it is becoming urgent for the community in society to call for a culture of behavior on social
networks. According to the opinion of 148 second-year students of Van Hien University, 89% of them
said that they are afraid of how to communicate and behave in the current digital age, because there are

too many ways of communicating that are not common in cyberspace. In the article of the author Trieu
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Trung Hieu; Lang Son Provincial Police, in the Northern provinces, the acts of communication and
behavior in cyberspace have inadvertently led to the deaths of some students from secondary school,
high school. In a wide range of communication, you have posted disappointments or dissatisfaction in
life from family, school, relationships, you receive comments from many sides, but there are
communications that are inflammatory, relentlessly critical, and even suggest you die, and eventually
those communications become more and more frequent, culminating in self-harm with serious injuries
that could no longer be cured. Wide communication has turned the space of the digital age into an easy
place for fraud, many young people cannot distinguish what is real and what is fake and eventually fall
into the human trafficking trap, having to work hard and even commit crimes, method to pay the price
for ease, ignorance, and overconfidence in the promises of cyber communication.

Potential for violent acts taking place in real life of young people is increasing, according to the
report of accidents and injuries due to injuries in Ho Chi Minh City in (2022), at a hospital in Ho Chi
Minh City, there have been over 200 cases of injury from light to severe, even loss of work capacity
over 81%, permanent disability, due to conflicts in communication and behavior in the digital era.

As cited in the research of author Pham Ngoc Tan and colleagues (2021), improper use of social
networks in communication causes young people to waste time on useless, even harmful, content.
Spending time online makes many young people less likely to meet and communicate face-to-face, and
because of lack of care, they can reveal personal information on social networks or make friends with
unreliable people. And young people, especially children, are at risk of being bullied online, exposed
to violent content, inciting suicide and other negative behaviour, encountered inappropriate behaviors
and behaviors when using the Internet and social networks, which changed the behavior culture in
communication. According to a survey of 148 students, you think that in actual communication,
negative-related problems can be recognized, in behavior, the person facing has gestures, behaviors,
and language, can make the face feel insecure, create a culture of caution, but in social media
communication, all words are smooth or you can see the direct image of the communicator only, part
of expression.

Changing communication culture in the digital age has the negative side to go hand in hand
with the positive, maybe the states, thoughts, and expressions are distilled, which is also easy to lure
communicators into traps and cultural traits. Civilization is only shown in the initial stage, the rest are
techniques through communication, attracting the communicator to the predetermined purpose. In a
culture of direct communication, revealing attitudes, behaviors, and gestures can cause both to have
their own feelings, and those emotions can be controlled by the normative filter of perception.
Intrinsically, that impact can warn people who take advantage of communication, and the carefulness
of the communicator to face, make gestures and language in communication according to the culture of
behavior standards. Communicating in the digital age, there are too many virtual states that push the

communicator into a state of ambiguity, the culture changes rapidly in behavior, for the sake of feeling
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the benefits of virtual space, pushing behavior out of control standards, and self-defense mechanisms
are lost, making it easier for people to be absorbed in the content of behavior and be dominated by the
crowd effect in the virtual world that has shown and as a result in reality must bear the burden.

3. Solutions for communication and behavior in the digital era, preserving the cultural

identity of communication and behavior in accordance with standards.

Social networks are a popular means of communication and entertainment used and preferred
by many people. Besides the benefits brought by social networks, actively contributing to the country's
socio-economic development, but social networks also arise many problems, many individuals take
advantage of social networks to post untrue information, or behave culturally, lacking culture, requires
corrective measures.

A social network is an information system that provides the network user community with
services of storing, providing, using, searching, sharing and exchanging information with each other,
including the service of creating information pages. Personal electronic, forum, online chat, audio,
image sharing and other similar forms of services, no one organization or community has the number
of members participating is as large as the online community, no other organization or community has
a diverse audience like cyberspace, because anyone can participate, regardless of gender, age,
occupation, ethnicity, nationality. In terms of nature, there is no "playground" that has the same degree
of freedom for each individual to fully express his or her views, stance and personality as cyberspace.
The media social network in that digital age is a common playground, a common community, and at
the same time a private space in which the individual element is expressed.

Today, cyberspace is the center of information dissemination. The exchange and integration of
diverse ideological flows and cultural values not only enriches the ideological and cultural life, broadens
horizons, but also promotes the cultivation of personality and the enhancement of children's
intelligence. Cyberspace is a major platform for information and social opinion, in which millions of
netizens are provided with information and exchanged information. This has an important impact on
the way they seek knowledge, think, look at life and social activities, especially the young generation.
Therefore, to build a country in the digital age, it is necessary to have a really healthy, positive, safe and
developed cyberspace, a solid ideological foundation, and a vibrant culture. Only then will we be able
to '"resistance" and refute misinformation, falsehoods, or distorted, reactionary thoughts. The
manifestations of cultural decadence are being spread and disseminated in cyberspace, causing
confusion and distrust among the masses, weakening the mainstream culture and ideology, changing
traditional values, culture, beliefs and history of the nation and country.

Cyberspace is like real society, promoting freedom, but also subject to the rule of law. It is
necessary to respect the right to exchange opinions and express the will of netizens, and at the same
time to build a safe and healthy online environment according to the law, the legitimate rights and

interests of netizens are guaranteed.
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It is necessary to improve network governance and establish a comprehensive network
governance body with the participation of stakeholders, creating a new system of co-management and
active interaction in the spirit of legal compliance. Law in accordance with ethical values, culture and
fine traditions of the Vietnamese nation, review to amend, supplement and complete laws and
regulations on network information services, network security protection, network social
management...; integrating the functions of relevant agencies in content management, industry
management and linkage and coordination mechanisms in cybercrime prevention and control, develop
a suitable and sufficient deterrent mechanism, regularly "cleaning the internet" to create a safe and
civilized network environment.

It is necessary to integrate, optimize the process and restructure the information platform to
realize effective integration of communication resources with different factors of production. At the
same time, carry out the integration and combination of factors such as information content, application
of technology, management methods to promote qualitative change, expand the efficiency of
integration, create a group of media. New mainstream media have strong influence and competitiveness
to effectively inform and shape public opinion in cyberspace.

It is necessary to pay attention to young people in communication and behavior on social
networks, to avoid deviant thoughts and behaviors that change and deviate from culture in
communication and behavior, create a playground in the digital age, and organize seminars and
workshops. Communication on the culture of using the network in communication and behavior at
universities, companies, enterprises and communities, timely orienting thoughts and awareness towards

good behavior in communication and behavior on the Internet, social networks in the digital age.

Conclusions

Cultural change in cyberspace in the current digital age of young people is reflected in the
behavior of communication and behavior in cyberspace, changing from the way they address
themselves or the symbols and images to express their moods. Voice communication, language can be
prepared, has changed the culture in communication, through awareness, attitude, communication
behavior in cyberspace, actual communication is gradually being change by indirect communication
through media tools in the digital age, more comfortable culture of expression, conversation, no
constraints in the form of communication, convenience, and positive benefits go hand in hand. With the
convenience and negativity in communication and behavior, behavioral culture is used as a catalyst to
connect deviant behaviors and perform deviant behavior on different objects in the relationship.

It is necessary to have practical solutions to support young people in their behavior and
communication in cyberspace in the digital age, to direct cultural change in a positive direction, and to
create a healthy environment in communication and behavior.

For young people, there should be guidance right from the beginning to access digital
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technology, giving them skills to choose standard cultural behaviors in communication and behavior to

truly be cultural citizens in the modern era.
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