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CONFERENCE DIRECTOR MESSAGE
European International Research Academy (EIRA) aims to embark on interdisciplinary
discussions on voguish research approaches, latest research findings and practical experiences
in the field of social and applied sciences. EIRA is strongly committed to promote global
communication, knowledge sharing, and a strong bonding among scholarly community.
Therefore, EIRA offer a unique platform for professors, experts, researchers, students, scholars,
professionals and interested individuals to exchange and discuss the latest scientific inquiries,
methods, and achievements on novel research and discoveries with each other.
The EIRA further aims to;
– Provide a common platform for scholars and professionals to share and gain knowledge in their
area of interest by interacting with others.
– Organize workshops for the awareness of latest research approaches, trends, and tools.
– Establish and maintain a professional network among international scholarly community.
The founders of EIRA believe that growth of academic society is not only based on the continues
enhancement of education and research quality but also dissemination of knowledge and
activities that triggers emerging issues and challenges that need to be adequately addressed to
create a sustainable society.
I am really thankful to our honorable scientific and review committee for spending much of their
time in reviewing the papers for this event. I am also thankful to all the participants for being here
with us to create an environment of knowledge sharing and learning. We the scholars of this world
belong to the elite educated class of this society and we owe a lot to return back to this society.
Therefore, through EIRA I anticipate research that can reflect upon on innovative solutions and
trigger debates on existing and emerging issues to open new opportunities and avenues for a
better and sustainable society.

Thank You,

Dr. N. Ain
Conference Chair
EIRA.
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EIRA SPONSORS

We would like to extend our gratitude to the sponsor of this year’s EIRA conference for all their
support of this endeavor.
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CITY OVERVIEW
Prague, capital city of the Czech Republic, is bisected by the Vltava River. Nicknamed “the City of a
Hundred Spires,” it's known for its Old Town Square, the heart of its historic core, with colorful baroque
buildings, Gothic churches and the medieval Astronomical Clock, which gives an animated hourly
show.

Český Krumlov

Brno

Karlovy Vary

Karlštejn

Liberec
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Conference Program
DAY 01 (June 10, 2022)
City Tour and Shopping Day
All respective guests are free to conduct their own sightseeing and tour.
The First day of the event is reserved for this memorable purpose.
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CONFERENCE PROGRAM
DAY 02 (June 11, 2022)

Time

Activity

10:00 a.m. to 10:10 a.m.

Welcome Reception & Registration

10:10 a.m. to 10:20 a.m.

Welcome Remarks – Conference Coordinator

10:20 a.m. to 10:30 a.m.

Opening Ceremony

10:35 a.m. to 11:15 a.m.

Group Photo Session

11:15 a.m. to 11:30 a.m.

Grand Networking Session and Tea Break

11:30 a.m. to 01:30 p.m.

Presentation Sessions
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Day 2 (June 11, 2022)
Session 1: 11:30 a.m. to 01:30 p.m
Sub-Theme: Economics and Social Sciences

Paper ID

Topic

Presenter

3rdHBS-22610-129

Consumer Assessment of Brand Extension: A case of Pakistani
Market

Zargham Ullah Khan

3rdHBS-22610-132
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Higher Educational Institutes in Sri Lanka

Pathiranage T.D.D.

3rdHBS-22610-140

Thirsty City: Urban Water Management in Indonesia Waterfront
Cities

Adipati Rahmat Gumelar

3rdHBS-22610-143

Cultural Influence in Thai Traditional Festivals

Piyanard
Ungkawanichakul

3rdHBS-22610-151

Consumer Behavior and Social Business Analytics: A case on
Vietnam’s Cloud based IoT usage in Global Supply chains

Avinash
Shankaranarayanan

3rdHBS-22610-152

An exploration of the use of marketing public relations at the
apartheid museum in Johannesburg, South Africa

Musa Oladimeji
Abdulazeez
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Consumer Assessment of Brand Extension: A Case of Pa-Kistani Market
Zargham Ullah Khan*
University of the Punjab, Lahore

Abstract

According to IMF outlook report 2015, Pakistan is included in the list of emerging economies of the world. Multinational
corporations frequently use the brand extension marketing strategy in the emerging markets of the world. But to know
how do consumers assess the brand extension is hampered by the limited studies in the context of developing markets.
To understand this gap, the researcher in the present research study uses already established brand extension
framework, namely Aaker model, and we extended this framework by adding one more factor which is ‘brand image’. This
new factor is added on the basis of previous literature. This new model is tested by using the consumers of Pakistan. The
output reveals that brand image plays an im-portant role in the consumers’ evaluation of the brand extension in the context
of emerging mar-ket. Managerial implications along with limitations and future research directions are also men-tioned in
the current paper.

Keywords: Emerging market, brand evaluation, brand extension, Pakistan

*All correspondence related to this article should be directed to Zargham Ullah Khan*, University of the Punjab, Lahore, Pakistan
Email: zargham@puhcbf.edu.pk
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1. Introduction
An emerging economy is the one which is rapidly growing economy. Under the emerging econ-omy there starts a new
era of industrialization. According to IMF outlook report 2015, Pakistan is included in the list of emerging economies of
the world. Brand extension is the “use of well-known brand names to enter new product classes” (Keller and Aaker, 1992).
The marketers pay valuable attention to brand extension because of the fol-lowing reasons. The first one is that, it
minimizes the launching cost of newly product. Another advantage in this regard is that different stake holders like retailers
are ready to give more shelf space to the well-known brand. If the company is able to introduce its new brand successfully,
extension of brand will help the manufacturers’ brands to hold greater shelf space and more re-tention in the minds of
consumers, since most of the time the promotions of the product is mutu-ally supportive (Farquhar, Herr & Fozia, 1990).
With many advantages, there are also many risks that are associated with brand extension. The wrong decisions with
respect to brand extension could create damage and sometimes irreparable loss for the organization (Ries & Trout, 1981).
To minimize the risk of failure in the brand extension, companies need to pay attention and under-standing of how
consumers evaluate the extension of brand.
Aakar established a framework of consumers’ appraisal of brand extension. In his paper “Con-sumers’ assessment of
Brand Extension” investigated on how the users form an opinion and atti-tude on brand extension in a consumer product
setting. This model became the basis for the as-sessment of the brand extension and followed many studies to enquire
the applicability and its relevance in developed countries (Nijseen & Hartman, 1994). Despite the fact that there is a
growing amount of knowledge regarding the assessment of brand extension from consumers’ viewpoint in the context of
developed countries, research in the context of emerging market is, however, very limited. Therefore, to recognize how
do consumers assess the brand extension in the developing market is inadequate, this particular fact may threaten the
companies to follow marketing strategies related to extension of the brand in the emerging markets. Also, the validity of
the original brand extension studied by Aakar model has not been tested in the context of emerging market, namely,
Pakistan.
The objective of the present research is to fill this knowledge gap for testing Aaker and Keller (1990) in the context of
Pakistan. Instead of simply repeating the study in the context of Paki-stan, the researcher in the present research extends
Aakar model by the addition of one more fac-tor: “brand image”. One of the reasons to extend the model is that the model
was initially devel-oped and tested in the western countries and also this model has not been discussed a lot in the context
of emerging market. For example, if we make a comparison with the consumers in the western, it is observed that the
consumers in the emerging market have limited knowledge on the diversification of a brand. According to (Park et al.,
1991) the consumers may asses the brand extension on the basis of brand image.
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The significance of the present study is that it highlights the evaluation behavior of the consum-ers in the emerging market,
namely, Pakistan; in respect of brand extension. Such highlights would help the companies particularly those global
companies with very large portfolio of prod-ucts to improve their chances of success by following the brand extension
strategies in emerging markets. Academically, the current research provides inside on the evaluation of consumers’ behavior, in the context of emerging market; Pakistani market, by testing the Aakar and Keller (1990) model which was
originally developed for western business cultures.
The present research article begins by explaining briefly about the literature review and thereafter developing the
Hypothesis. After this section, the research method and data collection procedure is explained. Subsequently, the output
of analysis of the data is discussed followed by the man-agement implications. In the end, conclusion is presented
followed by the references.

2. Background and Hypothesis
The research question that the researcher has decided for the current research study is:
What is the criteria for evaluating the brand extension by the consumers’ in the emerging market Pakistan?
Aaker and Keller introduced the framework for the consumers’ evaluation of the brand extension that hypothesized that
consumers’ assessment of the brand extension is the positive aspect of the quality of the original brand, the fit between
categories of the products of parent brand & the extension categories, the transmission of quality of extension brand is
high if the fit between two product categories is high and lastly the difficulty of making a new product categories. This
model pave the way to explore the consumers’ evaluation on the brand extension. This study has been replicated by
many authors by testing the model in the context of developed countries, for instance, United Kingdom (Bottomley &
Doyle, 1996) and New Zealand (Sunde and Brodie, 1993). (Czellar, 2003) criticized Aaker and Keller model saying that
this model lacks individual consumers’ characteristics, competitive & marketing environmental factors, for this reason this
model cannot be generalized.
While Aaker along with other related studies discusses on the assessment of consumers for brand extension, the
concerns of brand extension has been discussed in many studies, for instance, Czellar (2003) investigated that
consumers’ attention towards the original brand and new exten-sion products dilute or get enhanced due to brand
extension.
The theory of fit as presented by (Park et al., 1991) which is based on ‘brand image’ in the emerging market makes sense
in the context of emerging market because in most of the cases consumers in the emerging market rely heavily on already

14

established brands name. Therefore, the researcher in the present study expects that there exists a strong positive
association between the fit based on ‘brand image’ of the extension brand and original brand in the emerging market.
Aaker model explained the element of similarity (or fit) between the product categories of parent brand and the product
categories of extended brand saying that this if the consumers’ perceive a strong fit or similarity between the two product
categories then the extension products will re-ceive high result from the perspective of the consumers. And likewise, if
the consumers perceive this fit or similarity between the original product and the extension product as low then the extension products will not receive the positive results in the market. For example, the consumer can ask questions from
automobile manufacturer to make good food products and the consumers may term this extension as funny. But one
must keep a fact in mind that above mentioned logical reason is valid from the perspective of developed countries as per
Aaker and Keller model (1990). In the present study we also expect that this element of ‘fit’ between the original brand
and extension brand is positively related to each other in the context of emerging market.
Another element which was added in the original Aaker model was the amount of difficulty faced for making the extension.
According to him, when consumers evaluate the extended prod-ucts as very easy to make then incompatibility occurs,
that is, the consumers evaluate the exten-sion product categories as low. Although Aaker found the empirical support for
this hypothesis but there are many studies which was carried out in the developed countries context failed to identify this
effect (Nijssen & Hartman, 1994). Irrespective of many different results of this hy-pothesis, in the current study, the
researcher expects that there would be a significant relationship between the difficulties of making the extension product
with the evaluation of the consumers in the developing market context.
In many poor or emerging economies low quality products are also sold along with the high quali-ty products. So most of
the time consumers buy branded products in order to avoid the lack of quality. Therefore, like Aaker and Keller (1990), in
the present research the researcher also ex-pects that the consumers of emerging market, while evaluating the extension
products, will con-sider that high quality perceptions towards the original products as positively associated with the brand
extension.
Categorization theory is the theory that helps the researchers to foresee how consumers will inte-grate varying information
about a newly extended brand into their existing set of beliefs about the core main brand.

3. Objectives
The current study will have the following objectives:
➢

To investigate the consumers’ assessment of the brand extension in the emerging market Pakistan.

➢

To propose the companies to make their policies for brand extension accordingly
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4. Hypothesis
On the basis of above mentioned arguments & with the help of Aaker model, following hypothe-sis are developed:
H1: The brand image and brand extension are significantly positively associated to each other.
H2: Fit b/w original and extended product is significantly positively related to each other.
H3: The perceived quality will be increased when there is more fit between the original product and the extension product.
H4: The difficulty of making extension product is significantly positively related with brand ex-tension. .
H5: The quality of the original product has significant positive relationship with brand extension

Variance Model:
The relationship between the dependent variable and independent variables can be explained with the help of following
variance model:

Brand image
consistency

Fit

Consumers’
evaluation of
brand extension

Similarity

Difficulty

Quality
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5. Research Method

Aaker and Keller research study and many other replicative studies used the experimental way for testing the model and
hypothesis, likewise the researcher in the current research develops an experiment design for the sake of testing the
model and hypothesis.

6. Stimuli
In the current research study the ‘Lipton Tea’ will be used as the original brand whereas ‘Lipton tea bag’ will be used as
the extended brand for the evaluation of the consumers for brand exten-sion in Pakistan.

7. Measure
The researcher in the present research uses five point Likert scale for measuring the constructs. Greatest of them
measures are based on Aaker model except the scale which will measure the brand image. The data collection method
will be Survey, because survey method is the most ap-propriate method to understand general feeling or opinion in a
specific field. Also, the data for the current research project will be collected through structured Questionnaire using ‘face
to face’ technique.

8. Data Collection & Analysis
The data is collected via questionnaire survey from the city of Lahore which is the second most populated city of Pakistan.
Administratively the city Lahore can be divided into 9 different towns. Therefore using Convenience Sampling technique,
which is non- probability sampling technique. The data will be collected from the consumers, equally from these 9 towns.
SPSS is the software which will be used to analyze the results. To explain the relationship among the de-pendent and
independent Variables in my research, I would use Regression analysis to get the output results.

9. Results and Discussions
H1: The brand image and brand extension are significantly positively associated to each other .
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Summary of the model
Mod.

R

R Sq.

Adj. R Sq

Std. Er

1

.315a

.099

.067

1.18119

a.

Pred: (Const), IMAGE

Anova
Mod.
1

Sum of Sq

df

Mean Sq

F

Sig.

Reg

4.301

1

4.301

3.083

.049a

Res

39.066

28

1.395

Total

43.367

29

a. Pred. (Const), IMAGE
b. Dep. Var: EXTENSION

Coef.a
Unstand. Coef

Mod.
1

B

Stand. Coef.

Std. Er

(Const)

1.029

1.386

IMAGE

.610

.347

Beta

t

.315

Sig.
.742

.464

1.756

.049

a. Dep. Var EXTENSION

The above tables are the output of the regression analysis b/w the independent variable brand image and the dependent
variable brand extension.

In the model summary table the value of adjusted R square is 0.067, which means that 6.7 % of the brand extension has
been explained by this independent variable brand image
The F value is as seen in the ANOVA table is 3.083 and since the value of p is less than 0.05, we can draw a conclusion
that there exists a significant relationship b/w the dependent and independent variable. Also, it is important to mention
here that since the sign of coefficient is positive so we can finally draw a conclusion that there exists a positive significant
relationship between the Independent variable which is brand image with the dependent variable brand Extension.
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H2: Fit b/w original and extended product is significantly positively related to each other.

Summary of the model
Mod.
1

R

R Sq.

.367a

Adj. R Sq.

.135

Std. Er

.104

1.15749

a. Pred: (Const), FIT

Anova
Mod
1

Sum of Sq.

Df

Mean Sq.

Reg

5.853

1

5.853

Res

37.514

28

1.340

Total

43.367

29

F
4.368

Sig.
.046a

a. Pred: (Constant), FIT
b. Dep Var: EXTENSION

Coef.a
Unstand. Coef.
Mod.
1

B

Stand. Coef.

Std. Er

(Const)

6.548

1.505

FIT

-.805

.385

a. Dep. Var.: EXTENSION
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Beta

t

-.367

Sig.

4.351

.000

-2.090

.046

The above tables are the output of the regression analysis b/w the independent variable fit and the dependent variable
brand extension.
In the model summary table the value of adjusted R square is 0.104, which means that 10.4% of the brand extension has
been explained by this variable fit.
The F value is as seen in the ANOVA table is 4.368 and since the value of p is less than 0.05, we can draw a conclusion
that there exists a significant relationship b/w the dependent and independent variable. Also, it is important to mention
here that since the sign of coefficient is negative so we can finally draw a conclusion that there exists a negative significant
relationship between the independent variable which is fit with the dependent variable Extension.
H3: The perceived quality will be increased when there is more fit between the original product and the
extension product.

Summary of the model
Mod.

1

R

R Sq.

.020a

Adj. R Sq.

.000

Std. Er

-.035

1.24426

a. Pred: (Const), SIMILARITY

Anova
Mod
1

Sum of Sq.

df

Mean Sq.

Reg

.018

1

.018

Res

43.349

28

1.548

Total

43.367

29

a. Pred: (Const), SIMILARITY
b. Dep Var: EXTENSION

20

F

Sig.
.012

.915a

Coef.
Unstand. Coef.
Mod.
1

B

Stand. Coef.

Std. Er

Beta

(Const.)

3.628

1.827

SIMILARITY

-.047

.433

t

-.020

Sig.

1.985

.057

-.107

.915

a. Dep Var: EXTENSION

The above tables are the output of the regression analysis b/w the independent variable similarity and the dependent
variable brand extension.
Since the p-value in the ANOVA table is greater than 0.05 so we can draw a conclusion that there does not exist a
significant relationship between the dependent variable brand extension and independent variable similarity.
H4: The difficulty of making extension product is positively significantly related with brand extension.

Summary of the model
Mod.
1

R

R Sq.

.109a

Adj. R Sq.

.012

Std. Er

-.023

1.23713

a. Pred: (Const), DIFFICULTY

Anova
Mod
1

Sum of Sq.

Df

Mean Sq.

Reg

.513

1

.513

Res

42.853

28

1.530

Total

43.367

29

a. Predictors: (Constant), DIFFICULTY
b. Dependent Variable: EXTENSION
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F

Sig.
.335

.567a

Coef.a
Unstand. Coef.
Mod.
1

B
(Const.)

Stand. Coef.

Std. Er

Beta

2.840

1.049

.149

.258

DIFFICULTY

t

.109

Sig.

2.709

.011

.579

.567

a. Dep Var: EXTENSION

The above tables are the output of the regression analysis b/w the independent variable difficultyand the dependent
variable brand extension.
Since the p-value in the ANOVA table is greater than 0.05 so we can draw a conclusion that there does not exist a
significant relationship between the dependent variable brand extension and independent variable difficulty.
H5: The quality of the original product has significant positive relationship with brand extension.

Summary of the model

Mod.

R

1

R Sq.

.086a

Adj. R Sq.

.007

Std. Er

-.028

1.23993

a. Pred: (Const), QUALITY
Anova
Mod
1

Sum of Sq.

Df

Mean Sq.

Reg

.318

1

.318

Res

43.048

28

1.537

Total

43.367

29

a. Pred: (Const), QUALITY
b. Dep Var: EXTENSION
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F

Sig.
.207

.653a

Coef.a
Unstand. Coef.
Mod.
1

B

Stand. Coef.

Std. Er

(Const.)

4.070

1.418

QUALITY

-.145

.318

Beta

t

-.086

Sig.

2.871

.008

-.455

.653

a. Dep Var: EXTENSION

The above tables are the output of the regression analysis b/w the independent variable QUALITY and the dependent
variable brand extension. Since the p-value in the ANOVA table is greater than 0.05 so we can draw a conclusion that
there does not exist a significant relationship between the dependent variable brand extension and independent variable
quality.

Summary of the Results
Variable Name

Adjusted R
Square

Sig

Beta

F

1

IMAGE

0.67

0.049

0.315

3.083

2

FIT

0.104

0.046

-0.367

4.368

3

SIMILARITY

-0.035

0.915

-0.020

0.012

4

DIFFICULTY

-0.023

0.567

0.109

0.335

5

QUALITY

-0.028

0.653

-0.086

0.207

Multiple Regression Test
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Summary of the model
Mod.
1

R

R Sq.

.642a

Adj. R Sq.

.413

Std. Er

.290

1.03027

a. Pred: (Const), QUALITY, DIFFICULTY, FIT, SIMILARITY, IMAGE

Anova
Mod
1

Sum of Sq.

df

Mean Sq.

F

Reg

17.891

5

3.578

Res

25.475

24

1.061

Total

43.367

29

Sig.

3.371

.019a

a. Pred: (Const), QUALITY, DIFFICULTY, FIT, SIMILARITY, IMAGE
b. Dep Var: EXTENSION

Coef.a
Unstand. Coef.
Mod.
1

B

Stand.Coef.

Std. Er

(Const.)

4.897

2.827

IMAGE

1.004

.329

-1.175

SIMILARITY
DIFFICULTY

FIT

QUALITY

Beta

t

Sig.

1.733

.096

.519

3.053

.049

.367

-.536

-3.198

.004

-.351

.379

-.153

-.926

.364

.448

.231

.326

1.936

.065

-.271

.272

-.160

-.994

.330

a. Dep Var: EXTENSION
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The above tables are the output of multiple regression analysis b/w the independent variables Image, fit, similarity,
difficulty and quality with the dependent variable brand extension.
In the model summary table the value of adjusted R square is 0.29, which means that 29% of the consumers’ behavior
on brand extension has been explained by this model.
The F value is as seen in the ANOVA table is 3.371 and since the value of p under the ANOVA table is less than 0.05,
we can draw a conclusion that the model is significant.
Also, from this multiple regression model we can draw a conclusion that the independent variable image is significantly
positively related to the independent variable brand extension, which implies if the brand has good image and the brand
has a personality to distinguish itself from its competitors and customers are loyal with the brand then consumers would
like to buy the extension product. This result is consistent with the previous studies of this subject.
The table also shows a negative significant relationship between the independent variable FIT and dependent variable
brand extension.
According to the above table, there exists no significant relationship between the independent variables similarity, difficulty
and quality, which is inconsistent to the previous studies. This inconsistency may be due many factors, for example, due
to small sample size or due to collecting the sample size from the selected population

10. Managerial Implications

Our research indicates that Pakistani consumers are more Image oriented, that is, they support the extension products
of those brands with very good image. From the point of view of the practitioners this would imply that the companies

should try to focus on building an image for the brand if they want to extend its brand in the emerging markets. One useful
way of creating a good image for your brand is by way of celebrity endorsement in the advertisements. Simply, we can
say that brand image is the most crucial factor for the companies if they want to achieve success with their brand extension
strategy.
Furthermore our study also highlights that there exists a significant negative relationship between Fit and brand extension
which implies that Pakistani consumers feel that ‘Lipton tea bag’ is not logical to be introduced in the market by the parent
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brand ‘Lipton tea’. Our study also suggests that there does not exist a significant relationship between the independent
variables similarity, difficulty and quality with the dependent variable, namely, brand extension.

11. Limitations
The sample size in the present study is just 30. Also, because of the time constraint and limited resources, the data has
been collected from just one city called Lahore. Therefore, for generalization of the results, same model may be tested

using large sample size from more cities of Pakistan.

12. Conclusion
This paper has focused towards the consumers’ assessment of the brand extension in the developing market, namely,
Pakistan. The present research not just replicated Aaker model in the context of developing market (Pakistan) but also
introduced one new factor which are brand image. The results suggest that Brand Image is the most important element
for the organizations that intend to do brand extension. Also, the results suggest that there exists a negative significant
relationship between fit and brand extension, Also, the results off the analysis indicate that there does not exist significant
relationship among the independent variables, namely as, similarity, difficulty and quality with the dependent variable,
brand extension.

13. Future Research
There are many factors which can be examined in the future research. One of them is since our study focuses only one
city Lahore of the emerging market Pakistan; future researches can be done in other cities of Pakistan in order to get the
generalization. Also, further researches may be done to test our model on other emerging markets of the world. Czellar
(2003) while criticizing Aaker and Keller model (1990) pointed out that the model lacks of individual consumers

characteristics, external factors and competitive factor. So this also gives an opportunity for the future researchers to
apply Aaker and Keller (1990) model with respect to these factors.
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Work-Life Balance and Job Performance of Academics of the Higher Educational Institutes
in Sri Lanka
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Abstract

Balance in work life and family life is an emerging challenge in the 21st century for employees. This issue is of great
importance as far as employee’s performance and ultimately organizational performance is concerned. Most of the
research in work-life balance is dominated by western research and there are few studies in non-western perspective.
The purpose of the study was to investigate the relationship between the work-life balance and the job performance of
the university academics with respect to the university academics of Sri Lanka. Academics from five universities were
selected which’s added up to 250. Data was analyzed both quantitatively and qualitatively. Results from both the
qualitative & quantitative analysis revealed a positive relationship between work-life balance and job performance of
academics.
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Thirsty City: Urban Water Management in Indonesia Waterfront Cities
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Abstract

This paper discusses efforts to build the concept of an independent coastal city in meeting water needs in order to be
sustainable, with studies in cities in Indonesia's coastal areas. The coastal city in this study is important because the
coastal area is an area that is very vulnerable to water resources, but as a city, coastal cities actually have 5 main
functions, namely settlement, tourism, conservation, services, and industry; which will increasingly put pressure on its
water resources and disrupt the sustainability of coastal cities in the future. The research question of this paper is how to
plan a coastal city concept in Indonesia that can be sustainable in meeting its water needs from the point of view of the
availability of water resources with water fulfillment to support the five functions of the coastal city. This study uses a
dynamic system method to build a simulation model of balance between water requirements and water availability in the
city of Cilegon. By studying simulation results that predict sustainable future scenarios, this paper will present the concepts
and strategies that need to be taken to achieve that sustainability. This study found that to be able to meet its water needs
but remain sustainable, the coastal city must strive to balance its water needs with the availability of its water resources.
The sustainability context will be achieved if the water conservation variable is also integrated in the simulation as an
effort not only to build a balance between the needs and availability, but also to make sure that one day the water carrying
capacity in the coastal city of Cilegon can be surplus of water.

Keywords: Sustainable coastal cities; System dynamics; Water resources management; Water demand-supply; Water
conservation
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Abstract

Thai traditional festivals are a part of Thai culture that has been accumulated over a long period. The festival is one of
the important things that attract tourists who then get to know and learn about Thai culture, these festivals have both a
similar and a different history in each locality. The first objective of this article is in order to understand the factors of
occurrence in Thai traditional festivals. The second objective is to know the importance and characteristics of Thai
traditional festivals correctly. Foreign cultural influences are one of the most important factors that contribute to the Thai
traditional festival. There was a combination of culture from both inside and outside influences coming together to form
Thai culture. Foreign cultural influences that have been accepted since ancient times are Eastern culture such as Indian
culture, Chinese culture, and Western culture, which had a distinct influence since the reign of King Rama V. There are
5 important factors that produce a variety of traditional festivals throughout the region of Thailand. First is the terrain and
climate, this gives rise to festivals particular to the area such as the Boon Bang Fai Festival. Secondly, the immigration
into Thailand of ethnic groups has its influence in festivals such as Poy Sang Long Festival known as the Buddhist Novice
Ordination Tradition. Thirdly, the influence of religious beliefs in Buddhism bring about festivals such as the Phi Ta Khon
known as the Ghost Festival. Fourth is occupational, this brings about such festivals as the Ploughing Ceremony. Lastly
the fifth factor are beliefs in folk tales, this is seen in festivals such as Um Phra Dam Nam Ceremony. In addition, Thai
people still have the same traditions in the same periods such as Songkran Festival, Loy Krathong Festival.
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Abstract

It is predicted that the rapid growth of Internet of Things (IoT), will enormously impact on all of technology consumption
using cloud-based services. IoT refers to an emerging network paradigm that aims to use heterogeneous cloud
networks, Grids, cellular, and internet networks to integrate the interactions of pervasive information technologies.
Connected objects such as mobile devices, household appliances, conveyance or even bridges are embedded with
sensors and connectivity capability to collect and exchange data and eventually take appropriate actions after analyzing
the data autonomously. The paper proposes factors of consumer perception including: perceived value, perceived risk
of privacy, and consumer innovativeness, to explain consumer intention to use IoT-based products and services. An
SEM analysis of the sample of 280 consumers who used to cloud products and services based on IoT in HCMC indicated
that the formulated hypotheses were supported. The findings revealed that while consumer intention to use IoT devices
using cloud infrastructure could only be predicted by the following factors: consumer innovativeness and perceived value
associated with consumer intention to use IoT based products and cloud service consumption .

Keywords: Consumer innovativeness, perceived risk of privacy, Internet of Things, Cloud services

*All correspondence related to this article should be directed Avinash Shankaranarayanan*, Royal Melbourne institute of
Technology Global University
Email: avigrid@gmail.com

31

An exploration of the use of marketing public relations at the apartheid museum in
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Abstract

Cultural tourism is one of the growth areas of the tourism globally. Cultural tourism refers to “visits motivated by cultural
offerings”. Cultural offerings include museums, castles, cultural landscapes and historical sites. The Apartheid Museum
is a non-profit organisation, which relies on generosity of government, private organisations and sales of gate tickets. It
thus relies on building and sustaining a long-term mutual relationship with its visitors to earn their loyalty and support.
Marketing public relations is a concept, which has been explored in commercial contexts by numerous studies. However,
there is still limited literature on the adoption and the use of marketing public relations in the context of a non-profit
organisation such as a museum. The aim of this study was to explore the use of marketing public relations at the Apartheid
Museum in Johannesburg, South Africa. In order to explore the use of marketing public relations at the museum, a survey
involving 384 visitors and in-depth interviews with six marketing staff members were conducted. The data from the
questionnaire were analysed using the SPSS software. The data collected from the in-depth interviews were analysed
using thematic analysis. The study revealed that the museum does not deploy marketing public relations tools in an
integrated manner. Its significance resides in that it provides marketing public relation guidelines to organisations like the
Apartheid Museum for purposes of building long term and meaningful relations with their customer stakeholders.
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