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Abstract-

 

As a result of a rapid increase in inventory 
management and the time required to manage inventory 
management, many organizations have resulted to the 
tracking of inventory. Due to this, there should be some means 
of accurately tracking inventory.

 

Due to this, there should be 
some means of accurately tracking inventory in order to ease 
the management of inventory. Some of the most useful 
methods of tracking inventory are barcodes where every item 
carries a label that gives information on the items,

 

stock books 
and the Kanban system. It is against this background that the 
main endeavour of this project is to investigate if inconsistent 
tracking has an impact of inventory management with specific 
objective being to find out the impact of documentation

 

on 
inventory management. From these objectives the following 
questions were asked; what impact does inconsistent tracking 
have on inventory management. The theories adapted to back 
this work were; The Just In Time theory by Taiichi Ohno (1984), 
The Wilson’s Model for Inventory Management by R.H Wilson 
(1934) and the Theory of Constraints by Dr Eliyah Goldrath 
(1984). The methods of data collection included primary and 
secondary sources. Conclusions were drawn from the data 
collected and recommendations were made such as making 
proper use of the available tracking software.

 
Keywords:

 

inconsistent, tracking, inventory and inventory 
management.

 I.

 

Introduction

 he lifeblood of any business is getting your 
products to your customers on time. And 
according to (Abby J. 2022), staying on top of your 

inventory and controlling it effectively and efficiently 
helps you meet demand and satisfy customers. 
Inventory control is a daunting task. The process and 
results impact every aspect of your business.

 
According to (L. Tundura al. 2016), Inventory 

control is one of the essential management areas in 
organizations

 

because it plays an internal role in the 
organizations such as facilitation of continuous 
production, smoothening of operations and 
enhancement of customer service.

 

Inventory control is 
an integral aspect of the inventory management process 
(Abby J. 2020). It is the daily routine of managing stock 
within the warehouse. Inventory control activities include 
receiving, storing and transferring stock, as well as 
tracking and fulfilling orders and returns.

 

 
  

FIFO (First in, First out) – The oldest inventory is used 
first to fulfill customer orders. 
LIFO (Last in, First out) – The inventory received most 
recently is used to fulfill customer orders. 
FEFO (First expiring, First out) – The inventory closest to 
its expiration date is used to fulfill customer orders. 

b) Statement Problem 
Inventory tracking is very vital in most 

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

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

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

II. Literature Review 

a) Theoretical Review 

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

b) The Just in Time Theory by Taiichi Ohno (1984) 

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

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

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

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

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

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

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

In order to develop this model, some basic 
assumptions were made which are as seen below 
 It is based on the assumption that the company’s 

demand is known and independent and without 
major fluctuations during the year, so it is therefore 
constant. 

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

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

 Potential purchase or order volume discounts are 
not considered. 

 The supplier’s supply and loading times are also 
considered constant and are known. 

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

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

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

i. What is the Theory of Constraints? 
The TOC is an organizational change method 

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

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

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

The part of the system that constitutes its 
weakest link can be either physical or a policy. 

 Decide how to exploit the constraint 
Goldratt instructs the change agent to obtain as 

much as capability as possible from a constraining 
component, without undergoing expensive changes 
or upgrades. 

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

 Subordinate everything else. 
The non-constraint components of the system 

must be adjusted to a “setting” that will enable the 
constraint to operate maximum effectiveness. Once 
this has been done, the overall system is evaluated 
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to determine if the constraint has been eliminated, 
the change agent jumps to step five. 

 Elevate the constraint 
Elevating the constraint refers to taking 

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

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

Finished goods are items that are ready to sell. 

− Maintenance, Repair and Operations (MRO) 
Goods 

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

ii.
 

The Relationship Between Inventory Tracking and 
Inventory Management

 

Inventory tracking as the name suggests refers 
to the tracking of stock levels throughout a business’ 
operations. These are continually influx as customers 
make purchases and new stocks are brought in, 
whether to replace items that have been sold to those 
customers or in anticipation of changing demand 
patterns (as in the run up for Christmas, for example).

 

Inventory Management is the process of 
ordering, storing and using a company’s inventory. This 
includes the management of raw materials, components 
and finished products, as well as warehousing and 
processing such items.

 

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

 

Review by Objectives
 

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

 

 
 

Inventory tracking as the name suggests refers 
to the tracking of stock levels throughout a business’ 
operations. These are continually influx as customers 
make purchases and new stocks are brought in, 
whether to replace items that have been sold to those 
customers or in anticipation of changing demand 
patterns (as in the run up for Christmas, for example).

 

Tracking has a significant impact on inventory 
management as accurate inventory tracking allows 
brands to fulfill orders on time and accurately. It also 
permits warehouse managers to know exactly where 
goods are found at a given point in time in the supply 
chain. Inconsistent tracking makes inventory 
management more complex and accountability very 
difficult.

 

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

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

iv. The Impact of Documentation on Inventory 
Management 

Documents are a very vital part of Inventory 
Management. These documents are used for actions 
and transactions related to inventory items, whether the 
transactions affect the quantity of the stock or the value 
thereof (transit, Internal transit, consumption, 
composition, production, destruction, shortage, surplus. 

Documentation is a very sensitive part of 
inventory management and needs to be seriously looks 
upon by BUNS. Documentation influences inventory 
Management in the company positively when all the 
necessary documents needed to control inventory are 
available. It facilitates the central storekeeper’s work. But 
with Société BUNS, the central storekeeper doesn’t have 
all the documents needed to record and keep track of 
inventory making it difficult to manage inventory from the 
various construction sites. This goes a long way in 
influencing inventory management negatively. 

v. The effects of Inventory Tracking software’s on 
Inventory Management 

Inventory tracking software have a significant 
impact on inventory Management. With Inventory 
tracking software inventory management is carried out 
easily. 

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

vi. The effects of coding on Inventory Management 
The objective of coding is to identify goods in a 

unique way (there can’t be two products with the same 
code. Coding has significant effects on inventory 
management as seen in the case of Société Buns SA. 

The company has a practice of creating codes 
for every new item or equipment purchased by the 
company and are placed as tickets on the equipment 
such as computers, photocopying machines and other 
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machines used at the various sides. Some Project 
directors and storekeepers at the construction site do 
not follow this inventory procedure. When new company 
items are purchased at the sites, some of them are not 
given codes and tickets making tracking and traceability 
difficult for those items. At the end of the construction 
projects, some workers throw some of the company 
materials and equipment’s with the codes making 
traceability difficult. 

 

e) Methodology 
The research design used in the course of this 

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

III. Data Presentation, Analysis and Interpretation of Findings 

a)
 

Presentation and Analysis of Data
 

Section
 
A Gender

 Distribution
 
of

 
the

 Respondent

Table 1:
 
Gender of Workers

 

 
Frequency

 
Percent

 
Valid Percent

 
Cumulative 

Percent 

Valid 

Females 30 40.0 40.0 40.0 

Males 50 60.0 60.0 100.0 

Total 80 100.0 100.0  

  

 Figure 1:
 
Showing Gender of Workers

 
Table 01 shows that the workers present in the company are mostly made up of males as seen from the 

analysis from SPSS with a valid percent of 60%. This implies that the decision of inconsistency tracking inventory are 
mostly determined by the male workers. 

Table 2: Age of Workers 

 
Frequency

 
Percent

 
Valid Percent

 
Cumulative 

Percent 

Valid 

20-25 11 36.7 36.7 36.7 
26-30 1 3.3 3.3 40.0 
31-40 11 36.7 36.7 76.7 

Above 40 7 23.3 23.3 100.0 
Total 30 100.0 100.0  
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Figure 2: Age of Workers 

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

Table 3:
 
Marital Status

 

 

 
Frequency

 
Percent

 
Valid Percent

 
Cumulative 

Percent 

Valid 

Married 30 30.0 30.0 30.0 

Single 34 20.0 20.0 50.0 

Widow 8 26.7 26.7 76.7 

Widower 8 23.3 23.3 100.0 

Total 80 100.0 100.0  

 

 
 

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

Table 4: Educational Level 

 
 
 
 
 
  
 
 
 
 
  
 

 
 
 
 
 
 

Figure 4:  Showing Educational Level 

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

Table
 
5:

 
Duration of Workers

 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent
 

Valid
 

Less than 2
 
yrs

 
20

 
26.7

 
26.7

 
26.7

 
3-5

 
yrs

 
20

 
46.7

 
46.7

 
73.3

 
Above 6

 
yrs

 
40

 
26.7

 
26.7

 
100.0

 
Total

 
80

 
100.0

 
100.0

  

 

 

 Frequency Percent Valid Percent Cumulative 
Percent

 

Valid
 

Diploma
 

5
 

16.7
 

16.7
 

16.7
 

HND
 

20
 

16.7
 

16.7
 

33.3
 

Degree
 

25
 

26.7
 

26.7
 

60.0
 

Master
 

30
 

40.0
 

40.0
 

100.0
 

Total
 

80
 

100.0
 

100.0
  6
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Figure 5: Showing Duration of Workers 

 

Section
 
B; Tracking (TR)

 

Table
 
6:

 
TR

 
1
 

 

 
Frequency

 
Percent

 
Valid Percent

 
Cumulative 

Percent 

Valid 

SA 25 33.3 33.3 33.3 

A 25 16.7 16.7 50.0 

SD 15 13.3 13.3 63.3 

D 15 36.7 36.7 100.0 

Total 80 100.0 100.0  

 

 
 
  Figure 6:

 
Showing Inventory Tracking Methods

 
Figure 6 shows that respondent disagree with the fact that the organization practices good inventory 

tracking methods as this can be from the percent given which is 36.7%. this therefore affirms the inconsistency in 
inventory management system. 
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Analysis from SPSS and response from respondent shows that most of the workers employed by the 
company have working experience between the range of 3-5 years with valid percent of 46.7%. Therefore, it 
indicates that most of the workers at the company have no clear cut mastery of inventory system.



Table
 
7:

 
TR

 
2
 

 
 
 
 
 
 
 
 
 
  
 
  
 

 
 
 

 

Figure 7: Showing Inventory Procedures 

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

Table 8: TR 3 

 

 Frequency Percent Valid Percent Cumulative 
Percent

 

Valid
 

SA
 

25
 

20.0
 

20.0
 

20.0
 

A
 

11
 

16.7
 

16.7
 

36.7
 

SD
 

11
 

16.7
 

16.7
 

53.3
 

D
 

33
 

46.7
 

46.7
 

100.0
 

Total
 

80
 

100.0
 

100.0
  

 
 

  

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid
 

SA
 

20
 

23.3
 

23.3
 

23.3
 

A
 

20
 

23.3
 

23.3
 

46.7
 

SD
 

30
 

43.3
 

43.3
 

90.0
 

D
 

10
 

10.0
 

10.0
 

100.0
 

Total
 

80
 

100.0
 

100.0
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Figure 8: Showing Tracking Procedures are Flexible 

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

Section
 
C:  Softwares

 
(SW)

 

Table
 
9:

 
SW

 
1
 

 

 
Frequency

 
Percent

 
Valid Percent

 Cumulative 
Percent 

Valid
 

SA
 

11
 

20.0
 

20.0
 

20.0
 

A
 

47
 

40.0
 

40.0
 

60.0
 

SD
 

11
 

20.0
 

20.0
 

80.0
 

D
 

11
 

20.0
 

20.0
 

100.0
 

Total
 

80
 

100.0
 

100.0
  

 
 

   
Figure 9:

 
Showing

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

Table10: SW 2 

 

 Frequency Percent Valid Percent Cumulative 
Percent

 

Valid
 

SA
 

18
 

23.3
 

23.3
 

23.3
 

A
 

14
 

20.0
 

20.0
 

43.3
 

SD
 

30
 

33.3
 

33.3
 

76.7
 

D
 

18
 

23.3
 

23.3
 

100.0
 

Total
 

80
 

100.0
 

100.0
  

 
  
 

 

  
Figure 10:

 

Showing how Software’s are Properly used

 
 

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

 Table 11:

 

SW

 

3

 

 

 

Frequency

 

Percent

 

Valid Percent

 

Cumulative 
Percent

 

Valid

 

SA

 

50

 

40.0

 

40.0

 

40.0

 
A

 

10

 

20.0

 

20.0

 

60.0

 
SD

 

10

 

20.0

 

20.0

 

80.0

 
D

 

10

 

20.0

 

20.0

 

100.0

 
Total

 

80

 

100.0

 

100.0
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Figure 11: Showing Software’s are Efficient in the Tracking of Inventory 
 

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

Table 12: SW 4 

 

 Frequency Percent Valid Percent Cumulative 
Percent

 

Valid
 

SA
 

7
 

23.3
 

23.3
 

23.3
 

A
 

6
 

20.0
 

20.0
 

43.3
 

SD
 

13
 

43.3
 

43.3
 

86.7
 

D
 

4
 

13.3
 

13.3
 

100.0
 

Total
 

80
 

100.0
 

100.0
  

 
 
    Figure 12:

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

Section
 
D: Documentation

 
(DC)

 

Table 13:
 
DCI

 

 

 
Frequency

 
Percent

 
Valid Percent

 
Cumulative 

Percent 

Valid 

SA 40 46.7 46.7 46.7 

A 15 20.0 20.0 66.7 

SD 15 23.3 23.3 90.0 

D 10 10.0 10.0 100.0 

Total 80 100.0 100.0  

 
 

 
 

Figure 13: Documents Play a Vital Part in Inventory Management 

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

Table 14: DC 2 

 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid
 

SA
 

10
 

16.7
 

16.7
 

16.7
 

A
 

40
 

46.7
 

46.7
 

63.3
 

SD
 

20
 

20.0
 

20.0
 

83.3
 

D
 

10
 

16.7
 

16.7
 

100.0
 

Total
 

80
 

100.0
 

100.0
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   Figure 14:

 
Showing Incomplete Documents Disturb the Inventory Management Process

 
Analysis shows that respondents agree to the fact that incomplete documents disturb the inventory 

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

Table 15: DC3 

 
Frequency

 
Percent

 
Valid Percent

 Cumulative 
Percent 

Valid
 

SA
 

12
 

20.0
 

20.0
 

20.0
 

A
 

14
 

16.7
 

16.7
 

36.7
 

SD
 

40
 

46.7
 

46.7
 

83.3
 

D
 

14
 

16.7
 

16.7
 

100.0
 

Total
 

80
 

100.0
 

100.0
  

 

 
  
 
   

Figure 15:

 

Showing too Many Documents Required in Recording Inventory

 

13
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Here, analysis from SPSS indicate that the respondent strongly disagrees to the fact that too many 
documents required in recording inventory as we can see from the table showing us a valid percent to this question 
of 46.7%. 

Hypothesis Testing  
 

One-Sample Statistics 

 
N

 
Mean

 
Std. Deviation

 Std. Error 
Mean 

Documentation has a significant 

impact on inventory 

management 

12 1.50 .674 .195 

Inventory tracking software’s 

have a link with inventory 

management 

12 1.75 .866 .250 

Coding has a significant impact 

on inventory management 
12 2.00 .853 .24g6 

 
One-Sample Test 

 Test Value = 5 

T

 

Df

 Sig. (2-
tailed)

 
Mean 

Difference 
95% Confidence Interval of the 

Difference 

Lower Upper 

Documentation has a 

significant impact on 

inventory 

management 

-17.983 11 .000 -3.500 -3.93 -3.07 

Inventory tracking 

software’s have a link 

with inventory 

management 

-13.000 11 .000 -3.250 -3.80 -2.70 

Coding has a 

significant impact on 

inventory 

management 

-12.186 11 .000 -3.000 -3.54 -2.46 

 
Significance level = 0 which is below 0.05 

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

 
 

IV. Discussions, Conclusions, 
Recommendations 

a) Discussion of Findings and Implications 
The main focus of this study was to verify if 

inconsistent tracking has an impact on inventory 
management of Société BUNS, if documentation has an 
impact on inventory management in BUNS SA, if 

14
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inventory tracking software’s have an impact on 
inventory management and if coding has an impact on 
inventory Management and equally if inventory 
procedures are respected. These four hypotheses 
resulting from the four objectives which were formulated. 

i. Documentation has a Significant Impact on 
Inventory Management 

From the statistics from SPSS table, we have a 
valid percent of 46.7% who strongly agreed showing a 
greater proportion of those who agree to the aspect of 
incomplete document disturb inventory management 
process. This therefore shows that documentation plays 
a vital role in inventory management. This implies that 
every organization has to pay special attention to 
documentation for accountability and for traceability. 

 
ii. Inventory Tracking Software’s have an impact on 

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

iii. Coding has a Significant Impact on Inventory 
Management 

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

b) Conclusions 
After investigations on this research study, we 

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

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

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

c) Policy Implications 
Société BUNS SA should use both long term 

and short-term measures to implement new policies 
which will solve the inconsistency in Inventory tracking in 
order to ease inventory management and increase 
organizational performance. 

d) Recommendations 
After carrying out this research, the following 

recommendations were made to help the organization 
reshape her Inventory tracking methods and inventory 
management method. 

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

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

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

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

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

5. The Central storekeeper should give good estimates 
for the purchase of office equipment’s in order to 
avoid constantly running out of stock. 
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relationships between variables were established through binary Logistic Regression. The 
qualitative data also were analyzed through Thematic Analysis technique. Findings how there is 
positive significant relationship is also established between mobile banking information service 
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Abstract-

 

This study examined the contribution of mobile 
banking Informational Service on customer satisfaction. Three 
elements of mobile banking i.e., information service was 
assessed to find out the role they play on customer 
satisfaction at CRDB Chamwino Branch bank. The study 
adopted a cross sectional survey study design where data

 
was collected at one point in time. In addition to that, both 
qualitative as well as

 

quantitative

 

approaches

 

were

 

employed

 
in

 

collecting

 

data

 

for

 

triangulation.

 

Quantitative data was 
collected from 99 CRDB-

 

Chamwino Branch customers 
through survey, whereas,

 

the

 

qualitative

 

data

 

were

 

collected

 
from CRDB officials

 

through

 

interviews.

 

Quantitative data was 
analyzed through SPSS, where, descriptive statistics as well as

 
inferential and Logistic Regression model were used. 
Furthermore, the relationships

 

between

 

variables

 

were

 
established

 

through

 

binary

 

Logistic

 

Regression.

 

The

 

qualitative 
data also were analyzed through Thematic Analysis technique. 
Findings

 

how there is

 

positive significant

 

relationship

 

is

 

also

 
established

 

between

 

mobile

 

banking

 

information

 

service

 

and

 
customer satisfaction with P-

 

Value 0.002. The study 
concludes that

 

mobile

 

banking

 

enhances

 

customer

 
satisfaction

 

in

 

commercial

 

banks.

 

The

 

study

 

recommends for 
more efforts to be made in making sure mobile banking 
technology

 

is enhanced. Also, more investment should be 
made in making sure that challenges

 

associated with mobile 
banking technology are minimized.

 
Keywords:

 

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

 I.

 

Introduction

 obile banking also recognized as m-banking is 
a recent innovation in the mobile

 

scientific 
discoveries. It is a new service delivery channel 

which followed the already established

 

traditional 
banking means such as “automated teller machines, 
telephone, and internet banking” (Amiri & F, 2012) 
Various terms are used to mean mobile banking 
comprising “m-banking

 

Kahandawa & Wijayanayake 
(2014) “branchless banking

 

(Balogun, Ajiboye, & 
Dunsin, 2013) “m-payments”, “m-

 

transfers”, “m-
finance” Yousuf (2017)and “pocket banking” (Amin, 
2006). These terms associated with mobile banking 
unambiguously suggest that this innovative service is 
conducted using a portable or mobile device such as 
mobile phone or tablet (Sakhaei, Afshari, & Esmaili, 
2014). It offers customers an opportunity to cooperate 

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

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

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

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

II. Literature Reviews 

a) Kano’s Model of Customer Satisfaction 
In this model, Kano (1984) the model deal deals 

the least values that clienteles expect from a facility or 
product., regarding the cost of services, the Kano`s 
model discusses on the attractive requirements of 
customer satisfaction where the cost of services could 
be looked as one of them. 
 
 

 
Source: Literature Review, 2022 

 

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

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

In the relation to the subject the Kano model 
help the use of the categories to measure the levels 

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

b) Disconfirmation Theory 
Disconfirmation theory  developed  by  Oliver 

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

III. Research Methodology 
To attain this objective qualitative and 

quantitative research approaches were used whereby 
survey research design techniques of data compilation 
method were used. Both primary data and secondary 
data were involved in the form of interviews, document 
reviews and survey. Systematic and unsystematic 
random sampling and purposive sampling was used as 
sampling procedures in the study, this study involved 
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Figure 1:  Kano’s Model of Customer Satisfaction



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

𝐧𝐧 =
N

1 + N(e)2
 

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

𝐧𝐧 =
12,670

1 + 12,670(0.1)2 =
12,670
127.7

= 𝟗𝟗𝟗𝟗 𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂𝐂 

a) Econometric Model Specification  
The study used binary logistic regression model 

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

                                           𝐿𝐿𝐿𝐿𝐿𝐿(𝑂𝑂𝑂𝑂𝑂𝑂 𝑟𝑟𝑟𝑟𝑡𝑡𝑡𝑡𝑡𝑡)𝐿𝐿𝐿𝐿𝐿𝐿 (𝐻𝐻𝐻𝐻𝐻𝐻ℎ)
(𝐿𝐿𝐿𝐿𝐿𝐿 ) 𝐿𝐿𝐿𝐿𝐿𝐿

 𝑌𝑌𝑌𝑌=1
(𝑌𝑌𝑌𝑌=0)𝑋𝑋𝑖𝑖 𝛽𝛽′ … … … … … … … … … … … … … … …               (1) 

 
IV. Findings and Discussion 

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

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

Table 1: Reliability Statistics for All Items 

Variable Number of Items Alpha Value 

Cronbach`s Alpha Value 18 0.965 

Source: Research Findings (2022) 

a) Binary Logistic Regressions Analysis 
A binary logistic regression analysis was carried 

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

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

b) Binary Logistic Regression Goodness of Fit Test 
The Hosmer and Lemes how test were used to 

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

Table 2: Hosmer and Lameshow Goodness of Fit Test 

 Step  Chi-square Df  Sig. 

1 9.810 8 0.279 

Source: Research Findings (2022) 

c) Omnibus Test of Model Coefficients 
The omnibus test of model coefficients tests 

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

suggests that the model is statistically significant and 
can further be used for estimations since the overall 
model is statistically significant; χ2(3)=59.465, p 
<0.05as indicated on table 4. 

Table 3: Omnibus Test of Model Coefficients 

Step Chi-square Df Sig. 

1 9.810 8 0.279 

Source: Research Findings (2022) 
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d) Logistic Regression Model Summary 
Table 4.4 explains the variance in the model; in 

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

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

Table 4: Logistic Regression Model Summary 

Step
 -2Log 

likelihood 

Cox & Snell  R 
Square 

Nagelkerke R  
Square 

1 40.166 0.452 0.712 
Source: Research Findings (2022) 
Table 5: Logistic Regression Results on the influence of Information Service and Customer Satisfaction 

Variable  B S.E.  Wald  df Sig. Exp(B) 
Bank balance 

inquiry(IS1) 

2.354 0.504 21.817 1 0.001 10.530 

Bank statement 

request(IS2) 

1.587 0.744 4.550 1 0.033 4.887 

Cheque deposit 

inquiry(IS3) 

0.211 0.077 7.448 1 0.005 1.235 

Receipts and 
Payments 
confirmation(IS4) 

6.185 2.333 7.031  0.008 4.102 

Constant -8.873 2.648 11.233 1 0.001 0.001 

Source: Research Findings (2022) 

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

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

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

after the introduction of mobile money services, all the 
information services can be obtained through a mobile 
phone. Customers may inquire about their bank 
balances; bank statements and they can confirm various 
transactions through their mobile phones” (CRDB-
Chamwino Branch, January, 2022). 
“I can check my account balance in any place any time 
wherever aim especially on salary session without 
visiting the banking hall.” 

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

According to Khot (2019), whose study address 
on customer’s satisfaction to wards mobile banking 
services. The Reserve Bank of India has made Mobile 
banking services accessible to all bank customers 
regardless of the mobile network. Through mobile 
banking customers can now add as many receivers in 
the list as they poverty for fund transfer (Amiri & F, 
2012). Also, the investigator found that mobile 
speculation blackboard is very casual to understand 
and circle, mobile banking delivers earlier services, it is 
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informal to make broadcast funds, it is informal to make 
an equilibrium appraisal and less grade of risk in 
practice of mobile investment group it results. Mobile 
investment that influences customer gratification the 
most, as well as smallest making it informal to transact 
deprived of delays hence limits of time limits. 

 
 

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

Tanzanian Commercial banks should 
accommodate customers who frequently wire money 
transfers across countries and therefore increase their 
satisfaction. Consequently, the challenges for mobile 
banking information services (such as network 
problems) should be observed and dealt with so that 
customers enjoy the services perfectly. 
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Abstract- The main objective of this research is to investigate 
the consumer satisfaction in the context of booming fast-food 
industry of Cameroon. More precisely, we break the 
satisfaction concept into different constructs, atmosphere 
satisfaction, menu satisfaction and global satisfaction, based 
on the different drivers of satisfactions; we then evaluate the
influence of atmosphere satisfaction and menu satisfaction on 
global satisfaction as well as the impact of the three 
dimensions of satisfaction on consumers loyalty. The 
researcher also evaluated the moderator role of global 
satisfaction on the relationship linking atmosphere and menu 
satisfaction to loyalty. The study results indicated that fast-
food menu and the atmosphere satisfaction have a positive 
effect on global satisfaction. As well, out of the three 
dimensions of satisfaction, global and menu satisfaction 
proved to have a positive impact on consumer loyalty, but 
effect of the atmosphere satisfaction proves to be not 
determinant. In addition, the mediator role of global 
satisfaction proved to be relevant.
Keywords: consumers satisfaction, fast-food, 

I. Introduction

here have been abundant researches investigating 
consumer satisfaction in services industry. For 
over forty years, an increasing interest aroused on 

consumers satisfaction with regard to services. Many 
authors have contributed to the advancement of the 
research; namely Howard and Sheth (1969), Ltifi, M. and
Ghardi, J.E. (2012). Ekinci, and Sirakaya, (2004), Cadotte
and Turgeon (1988) or more recently the work of 
Bartikowski, and Llosa, (2004) highlighted the different 
interactions affecting the degree of customer 
satisfaction, (Camelis, et al, 2017).

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

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

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

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

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

II. Literature Review

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

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

a) The Transactional Approach of Satisfaction
Many studies have defined satisfaction from the 

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

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

b) Satisfaction in the Restaurant Industry
There have been abundant research 

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

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

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

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

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

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

III. Hypothesis and Conceptual Model

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

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

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

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

The pre-transaction stage refers to the initial 
approach that a consumer follows in the purchasing 
relationship with a company. Before any relationship, the 
consumer assesses the value he can benefit from the
relationship that links him with the service provider. Thus,
the consumer identifies some key elements that will 
allow him to assess the quality of the product that will be 
offered to him later in the relationship. This is how the 
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sound environment or the decoration come into play at 
this level. According to some authors, they even 
constitute a fairly significant element of differentiation 
from the competition (Belman 2004; Pratminingsih, et al 
2018). Finally, the waiting time before being able to sit 
down to eat, is as well, according to Soriano (2002), a 
critical factor for choosing a restaurant or not.

Regarding the transactional stage, the 
consumer must make choices of the menus while 
considering the best quality/price ratio in order to 
properly evaluate the service provided by the fast-food. 
The food quality and the freshness are crucial elements 
determining the consumers return to the restaurant 
(Nadzirah, S, et al 2013). Although many of the studies 
conducted in the hospitality industry have been 
emphasizing indoor restaurant service quality, it is also 
worth mentioning that the delivery service quality is also 
a major factor determining the consumer satisfaction in 
the fast-food restaurant. Hence, similar to Soriano 
(2002) we also consider that dimension in this stage. 
Finally, the other aspects that we can consider in this 
transactional stage concern the price-quality ratio of the 
menu. Offering a quality menu is not enough to achieve 
the consumer satisfaction, this needs to be in line with 
the price, the restaurant atmosphere or the cleanliness 
(Soriano 2002). Consumers are looking for value and 
constantly desire higher value for their desired menu 
(Klara 2012).
We thus formulate the hypothesis that:
H 1: consumer satisfaction toward the fast-food menu 
positively influences the global satisfaction

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

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

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

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

H 3: Satisfaction toward the menu positively influence 
loyalty

H 4: Satisfaction toward the restaurant atmosphere has 
a positive influence on loyalty
H 5: Global satisfaction has a positive influence on 
loyalty

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

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

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

From the above development, we provide the 
representation of both the transactional approach 
representation as well as the conceptual model.
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 Figure 1: The Transactional Approach Representation

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

Pre-transactional                                               Transactional                                       

                                                                                                                     Post transactional   

- Waiting time

- Cleanliness

- Decoration

- Background 

music

- Attendance

- Atmosphere

- Helpfulness

- Variety of 
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- Health 

aspects

- Product 

presentation

- Product 

freshness

- Food 

quality

- Food 

quantity

- Value for 

money
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restaurant
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IV. Empirical Analysis

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

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

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

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

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

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

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

Table1: Internal Consistency Analysis Results

Items F1 F2
- Waiting Time ,693

- Helpfulness ,610

-Variety Of Menus ,539

- Food Quality
- Health Aspects

,541 ,479

-Product Freshness ,372 ,566

Menu Presentation ,683

Food Quantity ,617 ,387

- Menu Price Ratio ,676

-Promotions
,514

-Music ,715

- Cleanliness
- Cleanliness

,505 ,413

- Decoration ,773

Frequentation ,751
Global Atmosphere ,675
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Eigen Value 5,148 1,611
Variance 34,918 10,681
Alpha De Cronbach 0,692 0,693

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

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

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

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

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

Table 2: Reliability of the Constructs

Alpha de 
Cronbach 
(nb d’items)

Rhô de 
Joreskog

Menu. Sat 0,662 (4
items)

0,673

Atmosphere. Sat 0,691 (3
items)

0,664

Global Sat 0,752 (2
items°

0,754

Loyalty 0,809 (2
items)

0,727

a) Hypothesis Testing
From our conceptual model we were supposed 

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

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

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

offered positively and significantly affectsloyalty.

29

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
 X

X
II 

 I
ss
ue

 I
II 

V
er

sio
n 

I
Ye

ar
  

 
20

22
(

)
E

© 2022  Global    Journals

Study of Consumers Satisfaction Regarding Fast-Food Restaurants in Cameroon



 
 

 
 

 

 
 
 
 
 
 
 
 
 
 

 

 

Table 3: Results of Hypothesis Test

Independent 
Variables

Influence de Coeff. T Sig. Concl.

Global Satisfaction Sat menu 0,386 6,909 0,019 S

Global Satisfaction Sat 
Atmosphere 0,193 3,867 0,021 S

Loyalty Global 
Satisfaction 0,717 14,418 0,022 S

Loyalty Sat 
Atmosphere -0,045 - 1,0664 0,246 NS

Loyalty Sat Menu 0,244 4,806 0,013 S

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

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

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

− The independent variables affect the mediator,
− The independent variables have significant effect on 

the dependent variables,
− The mediator influences the dependent variable.

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

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

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

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

According to Fornell, Lorange and Roos (1990), 
the total effect of one variable on another is the sum of
the direct effect and the indirect effect. The analysis of the
total effects revealed that overall satisfaction is the 
variable that exerts strongest influence on loyalty. It is 
also worth mentioning that satisfaction coming from the
menu has a strong positive influence, both directly and
indirectly, via overall satisfaction, on loyalty.
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�� The satisfaction deriving from the restaurant
atmosphere have not significant influenceon loyalty, 
hence we can conclude that, there is a total
mediating role of global satisfaction on the
relationship linking satisfaction towards the 
atmosphere andloyalty:

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



 
 

 
 

 

 
 
 
 
 
 
 
 
 
 

 

 

Table 4: Direct, Indirect and Total Effect

Impact on 
loyalty

Direct 
Effect

Indirect 
Effect

Total 
Effect

Sat Menu 0,243 0,277 0,520

Sat Atmosphere -0,044 0,13725 0,093

Global Satisfaction 0,716 0,716

b) Goodness of the Fit
The size of our overall sample (621 individuals)

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

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

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

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

We also rely on Gamma 1, Gamma 2, RMR and
RMSEA and Chi-square/ degree freedom indices to 

check the adjustment of the models tested. We decided 
not to retain neither the Chi-square, which is too 
sensitive to the size of the sample, nor the GFI and AGFI 
indices, considered less reliable than the Gamma1 and 
Gamma2 indices, because they are too sensitive to the 
number of parameters to be estimated (Roussel and
2002).

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

Table
On the sight if these thresholds, the fitness the 

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

Table 5: Post Estimation Analysis

Chi- Square Gamma 2 RM R RMSE A NFI NNF I Chi²/dd l IFI TLI CFI

Threshol d >0,9 >0,9 < 0,1 <0,08 >0,9 >0,9 < 5 >0,9 >0,9 >0,9

Results 124,78
0,98
8

0,979 0,04
9

0,043 0,94
8

0,94
9

3,299 0,97
6

0,94
8

0,96
6
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V. Conclusion

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

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

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

 

In Bangladesh growing environmental 
consciousness has caused a substantial shift in the green 
product market during the past few years. Today's consumers 
are "thinking green" and are prepared to pay more for 
ecologically friendly goods. Impulse buying is one of the many 
diverse purchasing habits that consumers have.

 

Impulse 
purchase or buy is any unplanned purchase made by a 
consumer. The research aims to discover and analyze the 
elements that influence consumers' impulsive purchases of 
green beauty products. The researched constructs were 
adjusted and confirmed by exploratory and confirmatory factor 
analyses. With the help of the statistical program Smart PLS 
2.0, the study’s paradigm was applied to the perspectives of 
214 respondents in the city of Dhaka. According to the study's 
findings, perceived product benefits, environmental concerns, 
sales promotion, and peer pressure are all significantly 
positively associated with impulsive purchase behavior. 
Surprisingly, however, the notion of green trust and packaging 
has shown adverse effects. The study’s result also assists past 
research studies in this field by validating the findings. The 
study will also aid green cosmetics marketers in creating 
successful marketing strategies by enabling them to 
understand better regarding many factors influencing 
consumers' perceptions and impulsive purchasing behavior.

 

Keywords:

 

impulse buying, green beauty products, 
green perceived value

 

and green trust.

 

I.

 

Introduction

 

 

 

 

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

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

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

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

In compliance with global sustainable 
development trends, an environmental movement is 
underway in the current consumer market. Conscious 
customers are choosing more ecologically friendly 
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angladesh has experienced a significant change 
in the market for green products over the past few 
years because of growing environmental 

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

B



items, a sign that the trend toward conscious 
purchasing is growing. (Driessen, Hillebrand, Kok, & 
Verhallen, 2013). Therefore, we can generate the study 
research questions as follows: 

RQ1: What Factors do Contribute to Impulse Buying 
Regarding Green Beauty Products? 

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

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

II. Literature Review 

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

 
 

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

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

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

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

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

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

III.
 

Research
 
Gap

 

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

 
green 

beauty products. Additionally, we also identified gaps in 
the conceptual frameworks of several studies. There 
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Bhakat, 2013). Once more, the shopper's unplanned 
purchasing behavior is inspired by a various variable 
that may be connected to the retail setting, customer 
characteristics, product features, diverse demographic, 
and sociocultural dimensions.



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

IV. Conceptual Framework 

Impulse buying is a prevalent aspect of 
consumer behavior, accounting for a substantial 

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

 
 
 
 
 
 
 

Figure 1:

 

The Study’s Conceptual Framework

 a)

 
Perceived Product Benefits

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

 H1:

 

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

 

b)

 

Environmental Concern

 

Individuals

 

concerned about the environment 
tend to focus more on the ingredients in products and 
the production method (Nguyen et al., 2019). Due to 
their non-toxicity and ease of decomposition, green 
cosmetics are viewed as environmentally beneficial 
goods (Van Loo, Diem, Pieniak, & Verbeke, 2013). To 
foster green consumerism, environmental concern is 
therefore considered as the first

 

step. Ecological 
awareness is a fundamental step that leads to the 
purchasing of natural items with the aim of 
environmental protection (Smith & Paladino, 2010). 
Consumer attitudes about purchasing and repurchasing 
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H1

H2

H3

H4

H5

H6

Perceived Product 
Benefits

Green Trust

Environmental 
Concernt

Sales 
Promotions

Packaging

Peer
Influences

Impulse Purchase 
Behavior

organic cosmetic goods are positively influenced by 
environmental concerns. In sum we can hypothesize 
follows:



 

H2:

 

Environmental Concern is Positively Associated with 
Impulse Purchase of Green Beauty Products.

 
c)

 

Green Trust

 

The best way to define trust is as "the ordinary 
person's willingness to believe in

 

the product's capacity 
to achieve its purpose"(Chaudhuri & Holbrook, 2001). 
Trust suggests that customers are inclined to think 
favorably of the product. When evaluating trust in an air 
of expectation, the buyer wants to believe that the item 
is knowledgeable, responsible, and fair (Tarabieh, 2021). 
Trust

 

is a psychological condition characterized by a 
willingness to embrace receptivity and a focus on 
constructive intentions (Foroudi, Nazarian, & Aziz, 2020). 
The definition of "green trust" is "a desire to rely on a 
commodity as a result of expectations regarding its 
environmental friendliness attributes"(Chen, 2010).

 

Furthermore

 

there is a strong correlation between the 
intention to make green purchases and green trust 
(Tarabieh, 2021). Therefore, our third hypothesis is:

 

H3:

 

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

 
d)

 

Packaging

 

Product marketing and distribution depend on 
packaging in many ways. According to (Deng, 2009).

 

Customers scrutinize the packaging of food products, 
and it has been found that there is a direct link between 
packaging and consumer buying intent. Additionally, 
there was a clear association between packaging, 
customer loyalty, and buyer desire to make an instant 
buy (Khraim, 2011).The shopper's buying decision at the 
time of sale is significantly influenced by packaging 
design.

 

It has been demonstrated that consumers' 
judgments of the product's visual heaviness are 
influenced by where the product image is placed on a 
package front. The impacts of package form on volume 
perception, packaging preference, choice, and 
consumption have recently been the focus of marketing 
researchers (Deng, 2009). In summary, the study’s 
fourth hypothesis is:

 

H4:

 

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

 
e)

 

Sales Promotion

 

A strategy that acts as a direct enticement is 
sales promotion, providing customers, salespeople, or 
resellers with additional benefits or incentives for a 
product (Nagadeepa, Selvi, & Pushpa, 2015). Sales 
promotions have a favorable impact on consumer 
behavior (Kotler & Armstrong, 2010). When 
supermarkets offer discounts and promotions, it 
becomes more affordable for customers. Products 
offered at a discounted price

 

are incorporated in sales 
promotions during events and activities (Nagadeepa, 
Selvi, & Pushpa, 2015).

 H5:

 

Sales Promotion is Positively Associated with 
Impulse Purchase of Green Beauty Products.

 f)

 

Peer Influence

 
Peer effects, as it is commonly called in the 

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

 H6:

 

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

 V.

 

Research

 

Methodology

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

 

Strongly Disagree, 2 –

 

Disagree, 3 
–

 

Neutral, 4 –

 

Agree, 5 –

 

Strongly Agree). 
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Table 1: Variable Names, the Number of Indicators and Research Adopted 

No.
 

Variable
 The Number of 

Indicators Research References
 

1 Perceived Product Benefits (PB) 3 (Nguyen et al., 2019) 

2 Environmental Concern 4 (Van Loo et al., 2013) 

3 Green Trust 2 (Tarabieh, 2021) 

4 Packaging 3 (Deng, 2009) 

5 Sales Promotion 3 (Nagadeepa et al., 2015) 

6 Peer Influence 3 (Bapna & Umyarov, 2015) 

7 Impulse Buying behavior 3 (Rook & Fisher, 1995) 
(Sharma, Sivakumaran, & Marshall, 2010) 
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Impulse Buying Behavior serves as the only 
dependent variable in a structural model that is 
estimated and measured using SmartPLS 2.0 software 
(Henseler, Ringle, & Sinkovics, 2009). This software 
completes two tasks: it first establishes the relationships 
between the constructs and, second, it identifies the 

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

VI. Data Analysis
a) Descriptive Data Analysis

Table 2: Demographic Profile

Description Frequency Percentage Description Frequency Percentage

Gender Occupation

1. Male

2. Female
105

109

49.1

50.9

1. student

2. Businessmen

3. service holders

4. housewife

5. others

93 43.4

38 17.8

Total 214 100 73 34.1

Age 6 2.8

1. below 20

2. 20-30

3. 31-40

4. 41-50

5. above 50

24

114

58

17

1

11.2 4 1.9

53.3 Total 214 100.0

27.1 Income

7.9 1. below 15000

2. 15001-30000

3. 15100-30000

4. 30100-45000

5. 45100-60000

60 28.0

.5 62 29.0

Total 214 100.0 60 28.0

Education 27 12.6

1. below SSC 12 5.6 5 2.3



2.
 

SSC
 

13
 

6.1
 

Total
 

214
 

100
 

3. HSC 74 34.6    

4.
 

Bachelor
 

76
 

35.5
    

5.
 

Masters
 

39
 

18.2
    Total

 

214

 

100

    
Source: Questionnaire Data, 2022

 

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

respondents (34.6%) had a high school diploma,

 

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

 b)

 
Multicollinearity Testing

 The variance

 

Inflation Factor is used to evaluate 
multicollinearity

 

(VIF). A VIF score of larger than 5 
indicates construct collinearity. Hence the value should 
be lower than 5. 

 
Table 3: Multicollinearity Testing

 
Construct Name and Items

 

VIF

 

Perceived Product Benefits (PB)

 

PB1: I favor organic cosmetics because there are no adverse effects.

 

PB2: I think there are many health advantages to using green cosmetics that are made with 
the environment in mind.

 

PB3: I prefer green cosmetics because they don't contain synthetic coloring.

 

 

1.105

 

1.295

 
 

1.213

 

Environmental Concern (EC)

 

EC1: Because organic cosmetics are better for the earth, I buy them.

 

EC2: I like using disposable organic cosmetics since they are convenient.

 

EC3: Green items, in my opinion, do not hurt the environment.

 

EC4: I think using green items reduces pollution.

 

 

1.375

 

1.820

 

2.087

 

1.811

 

Green Trust (GT)

 

GT1: Green products' environmental commitments are, in my opinion, largely trustworthy.

 

GT2: In my experience, this product's environmental performance is generally reliable.

 

 

1.010

 
 

1.010

 

Packaging (PCK)

 

PCK1: I think colorful packaging encourages me to buy 

 

PCK2: I buy green beauty products since I can reuse the attractive containers of the 
products.

 

PCK3: I'm tempted to buy by the attractive container of green cosmetics.

 

 

1.473

 

1.624

 
 

1.679

 

Sales Promotion (SP)

 

SP1: Price reductions, in my opinion, persuade me to buy green cosmetics.

 

SP2: When presents are provided, I like to purchase green cosmetics.

 

SP3: When shopping organic cosmetics, I like Buy One Get One Free (BOGOF).

 

 

1.469

 

1.445

 

1.129

 

Peer Influence (PI)

 

PI1: I frequently discuss eco-friendly cosmetics with my friends.

 

PI2: I frequently hear from friends about their familiarity with and first-hand knowledge of 

 

1.874

 

1.591
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green products.
PI3: I frequently go shopping with my friends for green products. 1.821
Impulse Buying behavior (IBB)
IBB1: I prefer to make impulse purchases.
IBB3: I prefer impulse purchases on a regular basis. 
IBB2: impulse purchases make me happy.

1.789
2.019
1.934

Source: Statistical Data Processing using PLS



 
  

 
 

 
 

 
 

 
 
 
 

 

According to the findings of the multicollinearity 
test presented in Table 3, there exists no collinearity 
in

 

any of the construct because every itemunder each 
construct in the study model has a VIF value of less than 
5.

 

c)

 

Scale Validity, Reliability, and Assessment

 

Each construct, and the visual elements used in 
this study, were developed via examinations of the 

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

 

Construct 

  

Items 

 

Loadings 

 

Cronbach’s 
Alpha (α) 

 

Composite 
Reliability (CR)

 

AVE 

 Perceived Product Benefits 

 

PB1

 

PB2

 

PB3

 

0.583

 

0.809

 

0.780

 

 

0.561

  

0.772

  

0.535

 

Environmental Concern

 

EC1

 

EC2

 

EC3

 

EC4

 

0.658 

 

0.835

 

0.862

 

0.806

 

0.804

  

0.871

  

0.631

 

Green Trust

 

GT1

 

GT3

 

 

0.607

 

0.851

 

 

0.179

 

0.701

  

0.546

 Packaging

 

PCK1

 

PCK2

 

PCK3

 

0.745

 

0.934

 

0.735

 

 

0.770

  

0.849

 

0.656

 

Sales Promotion

 

SP1

 

SP2

 

SP3

 

 

0.837

 

0.844

 

0.594

 

 

0.646

  

0.808

  

0.589

 

Peer Influences 

 

PI1

 

PI2

 

PI3

 

 

0.871

 

0.818

 

0.853

 

 

0.804

  

0.884

  

0.719

 

Impulse Purchase Behavior 

 

IBB1

 

IBB2

 

IBB3

 

0.855

 

0.872

 

0.864

 

0.830

 

0.898

 

0.746

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

Constructs EC GT IBB PB PCK PI SP 

EC 0.794             

GT 0.098 0.739           

IBB 0.789 0.079 0.864         

PB 0.777 0.053 0.722 0.731       

PCK -0.077 0.541 -0.146 -0.129 0.810     

PI 0.756 0.150 0.787 0.679 -0.149 0.848   

SP 0.581 0.142 0.632 0.529 -0.009 0.576 0.767 

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

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

Figure 2: Structure Equation Model 

d) Hypothesis Test Result using SEM 

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

value is greater than 1.96 and the statistical significance 
is set at 5%. 
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Table 6: Hypotheses Test Results 

Hypothesis

 

Coefficients (β)

 

Sample Mean 
(M)

 
Standard 
Deviation 

(STDEV) 
T Statistics

 

P Values

 

Significant

 

PB -> IBB 0.152 0.155 0.073 2.072 0.039 Significant 

EC -> IBB 0.304 0.307 0.077 3.920 0.000 Significant 

GT -> IBB -0.013 -0.002 0.045 0.297 0.766 Not Significant 

PCK -> IBB -0.042 -0.049 0.039 1.076 0.283 Not Significant 

SP -> IBB 0.176 0.174 0.051 3.428 0.001 Significant 

PI -> IBB 0.348 0.344 0.078 4.481 0.000 Significant 

Note: T- Statistics and P- Values 

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

VII. Result and Discussion 

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

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

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

IX. Limitations 

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

X. Conclusion 

Bangladesh's demand for eco-friendly items 
has greatly expanded because of the country's growing 
environmental awareness. According to the Bangladesh 
Cosmetics and Toiletries Importers Association, 80 
percent of cosmetics are produced in Bangladesh. All 
the rest are imports. People are purchasing green 
beauty products increasingly regularly, spontaneously, 
and impulsively, as a consequence of a variety of 
factors. As a result, to develop efficient marketing 
strategies, marketers must identify the possible reasons 

why consumers buy organic cosmetics on an impulsive 
basis. 
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Numerical Methods 

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

Abbreviations 

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

Formulas and equations 
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Tables, Figures, and Figure Legends 

Tables: Tables should be cautiously designed, uncrowned, and include only essential data. Each must have an Arabic 
number, e.g., Table 4, a self-explanatory caption, and be on a separate sheet. Authors must submit tables in an editable 
format and not as images. References to these tables (if any) must be mentioned accurately. 
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Figures 

Figures are supposed to be submitted as separate files. Always include a citation in the text for each figure using Arabic 
numbers, e.g., Fig. 4. Artwork must be submitted online in vector electronic form or by emailing it. 
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Although low-quality images are sufficient for review purposes, print publication requires high-quality images to prevent 
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MS PowerPoint and Word Graphics are unsuitable for printed pictures. Avoid using pixel-oriented software. Scans (TIFF 
only) should have a resolution of at least 350 dpi (halftone) or 700 to 1100 dpi (line drawings). Please give the data for 
figures in black and white or submit a Color Work Agreement form. EPS files must be saved with fonts embedded (and with 
a TIFF preview, if possible). 

For scanned images, the scanning resolution at final image size ought to be as follows to ensure good reproduction: line 
art: >650 dpi; halftones (including gel photographs): >350 dpi; figures containing both halftone and line images: >650 dpi. 

Color charges: Authors are advised to pay the full cost for the reproduction of their color artwork. Hence, please note that 
if there is color artwork in your manuscript when it is accepted for publication, we would require you to complete and 
return a Color Work Agreement form before your paper can be published. Also, you can email your editor to remove the 
color fee after acceptance of the paper. 

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

2. Think like evaluators: If you are in confusion or getting demotivated because your paper may not be accepted by the 
evaluators, then think, and try to evaluate your paper like an evaluator. Try to understand what an evaluator wants in your 
research paper, and you will automatically have your answer. Make blueprints of paper: The outline is the plan or 
framework that will help you to arrange your thoughts. It will make your paper logical. But remember that all points of your 
outline must be related to the topic you have chosen. 

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

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

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

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

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

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

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

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

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

13. Use good grammar: Always use good grammar and words that will have a positive impact on the evaluator; use of 
good vocabulary does not mean using tough words which the evaluator has to find in a dictionary. Do not fragment 
sentences. Eliminate one-word sentences. Do not ever use a big word when a smaller one would suffice. 
Verbs have to be in agreement with their subjects. In a research paper, do not start sentences with conjunctions or finish 
them with prepositions. When writing formally, it is advisable to never split an infinitive because someone will (wrongly) 
complain. Avoid clichés like a disease. Always shun irritating alliteration. Use language which is simple and straightforward. 
Put together a neat summary. 

14. Arrangement of information: Each section of the main body should start with an opening sentence, and there should 
be a changeover at the end of the section. Give only valid and powerful arguments for your topic. You may also maintain 
your arguments with records. 

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

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

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

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

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

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

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

23. Upon conclusion: Once you have concluded your research, the next most important step is to present your findings. 
Presentation is extremely important as it is the definite medium though which your research is going to be in print for the 
rest of the crowd. Care should be taken to categorize your thoughts well and present them in a logical and neat manner. A 
good quality research paper format is essential because it serves to highlight your research paper and bring to light all 
necessary aspects of your research. 

Informal Guidelines of Research Paper Writing 

Key points to remember: 

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

Final points: 

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

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

The discussion section: 

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

Writing a research paper is not an easy job, no matter how trouble-free the actual research or concept. Practice, excellent 
preparation, and controlled record-keeping are the only means to make straightforward progression. 

General style: 

Specific editorial column necessities for compliance of a manuscript will always take over from directions in these general 
guidelines. 

To make a paper clear: Adhere to recommended page limits. 
Mistakes to avoid: 
•
 

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

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

 •
 

Submitting a manuscript with pages out of sequence.
 •

 
In every section of your document, use standard writing style, including articles ("a" and "the").

 •
 

Keep paying attention to the topic of the paper.
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21. Adding unnecessary information: Do not add unnecessary information like "I have used MS Excel to draw graphs." 



• Use paragraphs to split each significant point (excluding the abstract). 
• Align the primary line of each section. 
• Present your points in sound order. 
• Use present tense to report well-accepted matters. 
• Use past tense to describe specific results. 
• Do not use familiar wording; don't address the reviewer directly. Don't use slang or superlatives. 
• Avoid use of extra pictures—include only those figures essential to presenting results. 

Title page: 

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

Abstract: This summary should be two hundred words or less. It should clearly and briefly explain the key findings reported 
in the manuscript and must have precise statistics. It should not have acronyms or abbreviations. It should be logical in 
itself. Do not cite references at this point. 

An abstract is a brief, distinct paragraph summary of finished work or work in development. In a minute or less, a reviewer 
can be taught the foundation behind the study, common approaches to the problem, relevant results, and significant 
conclusions or new questions. 

Write your summary when your paper is completed because how can you write the summary of anything which is not yet 
written? Wealth of terminology is very essential in abstract. Use comprehensive sentences, and do not sacrifice readability 
for brevity; you can maintain it succinctly by phrasing sentences so that they provide more than a lone rationale. The 
author can at this moment go straight to shortening the outcome. Sum up the study with the subsequent elements in any 
summary. Try to limit the initial two items to no more than one line each. 

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

• Fundamental goal. 
• To-the-point depiction of the research. 
• Consequences, including definite statistics—if the consequences are quantitative in nature, account for this; results of 

any numerical analysis should be reported. Significant conclusions or questions that emerge from the research. 

Approach: 

o Single section and succinct. 
o An outline of the job done is always written in past tense. 
o Concentrate on shortening results—limit background information to a verdict or two. 
o Exact spelling, clarity of sentences and phrases, and appropriate reporting of quantities (proper units, important 

statistics) are just as significant in an abstract as they are anywhere else. 

Introduction: 

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

The following approach can create a valuable beginning: 

o Explain the value (significance) of the study. 
o Defend the model—why did you employ this particular system or method? What is its compensation? Remark upon 

its appropriateness from an abstract point of view as well as pointing out sensible reasons for using it. 
o Present a justification. State your particular theory(-ies) or aim(s), and describe the logic that led you to choose 

them. 
o Briefly explain the study's tentative purpose and how it meets the declared objectives. 
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Approach: 

Use past tense except for when referring to recognized facts. After all, the manuscript will be submitted after the entire job 
is done. Sort out your thoughts; manufacture one key point for every section. If you make the four points listed above, you 
will need at least four paragraphs. Present surrounding information only when it is necessary to support a situation. The 
reviewer does not desire to read everything you know about a topic. Shape the theory specifically—do not take a broad 
view. 

As always, give awareness to spelling, simplicity, and correctness of sentences and phrases. 

 
Procedures (methods and materials):

 
This part is supposed to be the easiest to carve if you have good skills. A soundly written procedures segment allows a 
capable scientist to replicate your results. Present precise information about your supplies. The suppliers and clarity of 
reagents can be helpful bits of information. Present methods in sequential order, but linked methodologies can be grouped 
as a segment. Be concise when relating the protocols. Attempt to give the least amount of information that would permit 
another capable scientist to replicate your outcome, but be cautious that vital information is integrated. The use of 
subheadings is suggested and ought to be synchronized with the results section.

 
When a technique is used that has been well-described in another section, mention the specific item describing the way, 
but draw the basic principle while stating the situation. The purpose is to show all particular resources and broad 
procedures so that another person may use some or all of the methods in one more study or referee the scientific value of 
your work. It is not to be a step-by-step report of the whole thing you did, nor is a methods section a

 
set of orders.

 
Materials:

 
Materials may be reported in part of a section or else they may be recognized along with your measures.

 
Methods:

 
o

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

 o
 

Describe the method entirely.
 o

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

 o
 

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

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

 
Approach:

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

 
Use standard style in this and every other part of the paper—avoid familiar lists, and use full sentences.

 
What to keep away from:

 
o

 
Resources and methods are not a set of information.

 o
 

Skip all descriptive information and surroundings—save it for the argument.
 o

 
Leave out information that is immaterial to a third party.

 
Results:

 
The principle of a results segment is to present and demonstrate your conclusion. Create this part as entirely objective 
details of the outcome, and save all understanding for the discussion.

 
The page length of this segment is set by the sum and types of data to be reported. Use statistics and tables, if suitable, to 
present consequences most efficiently.

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

o Sum up your conclusions in text and demonstrate them, if suitable, with figures and tables. 
o In the manuscript, explain each of your consequences, and point the reader to remarks that are most appropriate. 
o Present a background, such as by describing the question that was addressed by creation of an exacting study. 
o Explain results of control experiments and give remarks that are not accessible in a prescribed figure or table, if 

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

manuscript. 

What to stay away from: 

o Do not discuss or infer your outcome, report surrounding information, or try to explain anything. 
o Do not include raw data or intermediate calculations in a research manuscript. 
o Do not present similar data more than once. 
o A manuscript should complement any figures or tables, not duplicate information. 
o Never confuse figures with tables—there is a difference.  

Approach: 

As always, use past tense when you submit your results, and put the whole thing in a reasonable order. 

Put figures and tables, appropriately numbered, in order at the end of the report. 

If you desire, you may place your figures and tables properly within the text of your results section. 

Figures and tables: 

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

Discussion: 

The discussion is expected to be the trickiest segment to write. A lot of papers submitted to the journal are discarded 
based on problems with the discussion. There is no rule for how long an argument should be. 

Position your understanding of the outcome visibly to lead the reviewer through your conclusions, and then finish the 
paper with a summing up of the implications of the study. The purpose here is to offer an understanding of your results 
and support all of your conclusions, using facts from your research and generally accepted information, if suitable. The 
implication of results should be fully described. 

Infer your data in the conversation in suitable depth. This means that when you clarify an observable fact, you must explain 
mechanisms that may account for the observation. If your results vary from your prospect, make clear why that may have 
happened. If your results agree, then explain the theory that the proof supported. It is never suitable to just state that the 
data approved the prospect, and let it drop at that. Make a decision as to whether each premise is supported or discarded 
or if you cannot make a conclusion with assurance. Do not just dismiss a study or part of a study as "uncertain." 

Research papers are not acknowledged if the work is imperfect. Draw what conclusions you can based upon the results 
that you have, and take care of the study as a finished work. 

o You may propose future guidelines, such as how an experiment might be personalized to accomplish a new idea. 
o Give details of all of your remarks as much as possible, focusing on mechanisms. 
o Make a decision as to whether the tentative design sufficiently addressed the theory and whether or not it was 

correctly restricted. Try to present substitute explanations if they are sensible alternatives. 
o One piece of research will not counter an overall question, so maintain the large picture in mind. Where do you go 

next? The best studies unlock new avenues of study. What questions remain? 
o Recommendations for detailed papers will offer supplementary suggestions. 
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Approach: 

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

Describe generally acknowledged facts and main beliefs in present tense. 

The Administration Rules
 

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

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

 

Segment draft and final research paper:
 
You have to strictly follow the template of a research paper, failing which your 

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

 

Written material:
 
You may discuss this with your guides and key sources. Do not copy anyone

 
else's paper, even if this is 

only imitation, otherwise it will be rejected on the grounds of plagiarism, which is illegal. Various methods to avoid 
plagiarism are strictly applied by us to every paper, and, if found guilty, you may be blacklisted, which could affect your 
career adversely. To guard yourself and others from possible illegal use, please do not permit anyone to use or even read 
your paper and file.
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CRITERION FOR GRADING A RESEARCH PAPER (COMPILATION)
BY GLOBAL JOURNALS 

Please note that following table is only a Grading of "Paper Compilation" and not on "Performed/Stated Research" whose grading 

solely depends on Individual Assigned Peer Reviewer and Editorial Board Member. These can be available only on request and after 

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

Topics Grades

A-B C-D E-F

Abstract

Clear and concise with 

appropriate content, Correct 

format. 200 words or below 

Unclear summary and no 

specific data, Incorrect form

Above 200 words 

No specific data with ambiguous 

information

Above 250 words

Introduction

Containing all background

details with clear goal and 

appropriate details, flow 

specification, no grammar

and spelling mistake, well 

organized sentence and 

paragraph, reference cited

Unclear and confusing data, 

appropriate format, grammar 

and spelling errors with

unorganized matter

Out of place depth and content, 

hazy format

Methods and 

Procedures

Clear and to the point with 

well arranged paragraph, 

precision and accuracy of 

facts and figures, well 

organized subheads

Difficult to comprehend with 

embarrassed text, too much 

explanation but completed 

Incorrect and unorganized 

structure with hazy meaning

Result

Well organized, Clear and 

specific, Correct units with 

precision, correct data, well 

structuring of paragraph, no 

grammar and spelling 

mistake

Complete and embarrassed 

text, difficult to comprehend

Irregular format with wrong facts 

and figures

Discussion

Well organized, meaningful

specification, sound 

conclusion, logical and 

concise explanation, highly 

structured paragraph 

reference cited 

Wordy, unclear conclusion, 

spurious

Conclusion is not cited, 

unorganized, difficult to 

comprehend 

References

Complete and correct 

format, well organized

Beside the point, Incomplete Wrong format and structuring
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Accumulation · 2
Affirms · 8

C

Cumulative · 23
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Emphasizing · 24
Enticement · 30
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Glimpsed · 22
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Initial · 23
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