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arebeingexposedto.Thus,highlevelofsocialmediausagecanleadtohighinclinationinconsuming
conspicuously.

Chapter 5
AStudyofOnlineScams:ExaminingtheBehaviorandMotivationFactorsofScammersand
VictimizationConsequences................................................................................................................. 81

Azlan Shah, Universiti Utara Malaysia, Malaysia

Thischapterpresentstheoverviewofhowtheonlinefraudbegan;andhowinstartingtospreadaround
theworld.Masteringthemotivationfactorfraudstertodoscamming.Alsotheperspectivesofvictim
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consuminginternet;theimportanceofsustainableconsumption,sustainability,andsustainabledeterrence
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This chapter explores participation and co-production in affective media experiences in Johnny &
Associates’onlinefancommunities.Johnny&AssociatesisaJapaneseall-maletalentmanagement
companyestablishedinthe1960s.Asapioneerintheidolindustry,Johnny&Associatesandartists
underitsmanagementhavebeenhighlyinfluentialinthecontemporaryJapaneseentertainmentindustry.
TheseartistsarecollectivelyknownasJohnny’sidolsorJanīzu.Muchofthedataarecollectedthrough
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discussedattheendofthispaper.

Chapter 12
ProactiveandResponsiveExportMarketOrientationBehaviours,Antecedents,andFirm
Performance:AQualitativeStudyonExportingSMEs..................................................................... 191

Asmat Nizam Abdul-Talib, Universiti Utara Malaysia, Malaysia
Ili-Salsabila Abd-Razak, Universiti Utara Malaysia, Malaysia

Thispaperdetailsaboutthequalitativestudyofproactiveandresponsiveexportmarketorientation.An
interviewserieswasconductedtoassesswhethertheissueofproactiveandresponsiveexportmarket
orientation exist among exporters, identification of the exporters’ characteristics (antecedents) and
understandthebehaviorseffectonperformanceconsequences.Findingsfromtheinterviewwererecorded
inaqualitativecodebook.Discussionsandconclusionmadeonthequalitativefindingsrevealedthat
theissueofproactiveandresponsiveexportmarketorientationispresent,differentcharacteristicslead
todifferentbehaviors,andthebehaviorsaffecttheexporters’performanceconsequencesdifferently.

Chapter 13
ManagingInnovation:Technology,ConsumerandSustainabilityPerspective,andtheChallenges. 205

Siao Fong Tan, Universiti Utara Malysia, Malaysia

Thisstudyemphasizes theoverviewof technology innovation thatcomprises thedefinitionand the
technological innovation categories distinction; the overview of consumer attitude towards product
innovationfocusedontheconsumerdemandoninnovativeproducts,thestimuluspurchasingfactor,
andtheconsumersatisfactoryfactorsoverproductinnovation;overviewofsustainabilityinnovation;
innovationmanagement aspartof the strategicmanagement; andchallengeson innovative strategy
formulation and implementation. Innovation strategy formulation requires detailed assessments on
potentialtechnologicaladvancement,consumers’attitudesoninnovativeproducts,andsustainability
impactoninnovativeinitiatives.Innovationstrategyisperceivedaspartofthestrategicmanagement,
andtheimplementationdependsonintra-organizationalfactors.Theemployeeinnovationadoptionsas
theconnectionbetweentechnologicalinnovation,consumerbehaviortowardsproductinnovation,and
innovativesustainabilityforinnovationstrategyformulationcanbefurtherstudied.

Chapter 14
TheImplicationofSustainabilityInnovation:BlueOceanStrategy.................................................. 217

Izwan Shukor, Universiti Utara Malaysia, Malaysia

Inthepast,theeconomywassolelydependentonnaturalresources,butitmovedtomanufacturingand
isnowfocusingonservicedelivery.Governmentrolesinimplementingpoliciesareneededinorderto
ensurenaturalresourcesaretransformed.Theproductionofbusinessdeliveryisgettingmoreinnovative;
therefore,researchanddevelopmentarealignedwiththegoalsforsustainability.

Chapter 15
InvertedGrammarClassroom:DetectingGrammarErrorsinStudentVideoPresentations.............. 229

Chelster Sherralyn Jeoffrey Pudin, Universiti Malaysia Sabah, Malaysia
Eugenia Ida Edward, Universiti Malaysia Sabah, Malaysia

Flippedlearningisbasicallyapedagogicalmodelthatreversesclassroomactivities.Materialsorcontents





areprovidedonline(inlearningmanagementsystemsorotherlearningplatforms)andstudentswill
studythematerialpriortothelesson.Therefore,classroomtimecanbeusedtoengageinactivitiessuch
asproblem-solving,discussion,andanalysis.Thisstudyisanextendedstudyofapreviousresearch
whichexploredtheeffectsoftheflippedlearningapproachinagrammarclassroom.Forthisstudy,the
focusisshiftedtothegrammaticalerrorsmadebystudentsintheirvideopresentationduringtheflipped
learningsession.Theanalysisofthefindingsshowedthatstudents’grammarerrorsaremainlyonmissed
formationerrors,additionerror,omissionerror,andlastly,improperordering.Thefindingsofthisstudy
giveESLpractitionersabetterinsightintostudenterrorsandshouldleadtoimprovedgrammarusage
intheclassroomthroughblendedlearning.

Chapter 16
GreenConsumerBehaviour:IntegrationofTheoryofPlannedBehaviourandTechnology
AcceptanceModel.............................................................................................................................. 240

Muhammad Farooq Akhtar, Universiti Utara Malaysia, Malaysia
Norazah Mohd Suki, Universiti Utara Malaysia, Malaysia

Environmentpreservation is aglobal concern.Textile industrydisposesof chemicalswhich effects
environmentandhumanlife(waterbornediseases).UnitedNationsdevelops17SustainableDevelopment
Goals(UNSDG’s)toprotectenvironment.FiveSDG’saddressingtextileindustrynamelygoodhealthand
well-being,cleanwaterandsanitation,responsibleproductionandconsumption,climateactionandlife
belowwater.RoleoftextileindustrytoachieveSDG’sisinevitable.TextilepolicyofPakistan2014-19
confirmsthatinternationalbuyerisconcernedabouttheenvironmentwhichevidentlyshowspotential
of green marketing in textile sector of Pakistan. Green marketing encourages environment friendly
marketingpractices(product,price,place,promotion).Theobjectiveofthisstudyistointegratethe
theoryofplannedbehaviorandtechnologyacceptancemodel.Greenconsumerbehavioroftextilesector
ofPakistanisconceptualizedwiththisextendedlens.Thisstudyenhancesthebodyofknowledgeby
conceptualizinggreenconsumerbehavioroftextilesectorthroughextendedmodel.Practically,thisstudy
remainsbeneficialformarketingprofessionalsandresearcherstounderstandgreenconsumerbehavior
oftextilesector.Successofgreenmarketingisthesuccessofsocietytocurbenvironmentalproblems.

Compilation of References............................................................................................................... 249

About the Contributors.................................................................................................................... 294

Index................................................................................................................................................... 298


