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21/11/2016

2 Ahmet GURBUZ1 , Lec. Glknur KILIC2 , and Tugba YEGGN, Effects of
Remarketing Implementations on Consumers’ Behaviour, International Journal of
Research in Management, Economics and Commerce, Volume 06 Issue 07, 2016, Pp
36-45, p 37
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! Gupta, Aayushi, Deeksha Jain, Dhriti Datta and Shivika Mehrotra. “Negative
marketing- Strategy analysis.” International Journal of Advance Research, Ildeas and
Innovations in Technology 5 (2019): 333-335., p334.
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"https://www.e-marketing.fr/Definitions-Glossaire/Demarketing-24 1243 .htm#
(27/07/2021 ; 18 :35)

2 Kotler, P. and Levy, S Op.Cit pp.74-80.

3 Koontz, C. M. (2020, 07 24). Section on Management and Marketing. Retrieved 05
17, 2021, from The International Federation of Library Associations and Institutions
(IFLA): http://archive.ifla.org/VIl/s34/pubs/glossary.htm

* Chief Marketing Officer. (2020, 05 19). Demarketing Marketing dictionary.

Retrieved 05 17, 2021, from Monash University:
https://www.monash.edu/business/marketing/marketing-dictionary/d/demarketing
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'Suh, M., Ahn, J., & Rho, T. Does Demarketing Increase Intention to Retain and
Improve the Relationship? Focus on Customers’ Characteristics. International
Journal of Arts and Sciences, 2009, 1-22. P2

2 Cambridge University Press. Définition de demarketing depuis le Cambridge
Business English Dictionary. Retrieved 04 26, 2021, from demarketing:
https://dictionary.cambridge.org/fr/dictionnaire/anglais/demarketing

* Gerstner Eitan, James Hess and Wujin Chu “Demarketing as a differentiation
strategy.” Marketing Letters 4 (1993): 49-57. P p 50 51
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I'P. Kotler and N. R. Lee, Social Marketing: Influencing Behaviors for Good (3rd
edition) (Thousand Oaks, CA: Sage Publications, 2008) p237

2P. Kotler and N. R. Lee, Up and Out of Poverty The Social Marketing Solution,
Wharton School Publishing, New Jersey , United States of America,2009 p201

3 http://www.businessdictionary.com/definition/demarketing.htm12016/10/05 18:45
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! Mahmood Jasim AL-Samydail & Rudaina Othman Yousif, The Role of
Demarketing in Reducing Electricity Demand, International Journal of Business and
Management; Vol. 13, No. 1; 2018 , p p 209-217, p217
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! Patagonia, Inc. (2021). Don’t Buy This Jacket, Black Friday and the New York
Times. Retrieved 04 24, 2021, from patagonia.com:
https://www.patagonia.com/stories/dont-buy-this-jacket-black-friday-and-the-new-vyork-
times/story-18615.html

2 Patagonia, Inc. (2021). Company History, Beginnings and Blacksmithery.
Retrieved 04 24, 2021, from Patagonia.com: https://www.patagonia.com/company-

history/
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I UNCG's Bryan School of Business and Economics, Strategic Cost, Design,
Procurement, and Contracts, Eliminate Unprofitable Segments,
https://baelearn.uncg.edu/wordpress/scm652/week-four-scm-652/incremental-anal ysis-
for-short-term-decision-making-2/eliminate-unprofitable-segments/ 30/08/2021, 23:42

2 Don Hofstrand, Product life cycle, Iowa State University Extension and Outreach,
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U https://buymeonce.com/pages/about-us

2 https://www.who.int/ar/news-room/fact-sheets/detail/tobacco

3 Mélodine Sommier, “How ELSE are you supposed to dress up like a Black
Guy??”: negotiating accusations of Blackface in online newspaper comments,
ETHNIC AND RACIAL STUDIES 2020, VOL. 43, NO. 16, 57-75, p 70.

* Gregory T. Gundlach, Kevin D. Bradford, and William L. Wilkie, OpCit, 103—122

5 department of primary industries food authority, Food recall action plan, NSW
Government, 2016, p 2 3,

https://www.foodauthority.nsw.gov.au/sites/default/files/ Documents/translationsfinal/a
rabic_food recall action_ plan.pdf
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3 Philip kotler & Kevin lane keller, marketing management, 14th ed, pearson
education, New Jersey, USA, 2012, p290.
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! COMMERCE COMMISSION, Bait advertising, NEW ZEALAND, 2018, p1.

2 Gerstner Eitan, James Hess and Wujin Chu, Op.Cit, p50.

3 Benson Nwaorgu, Bait & Switch: Corporate Makeover or Destroyer, International
Journal of Innovation, Management and Technology, Vol. 9, No. 3, June 2018,

(ppl124 129) p125.
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! Frank Lindberg and Sabrina Seeler, Demarketing Strategy As a Tool to Mitigate
Over-tourism — An Illusion?, Sharma, A. and Hassan, A. (Ed.) Overtourism as
Destination Risk (Tourism Security-Safety and Post Conflict Destinations), Emerald
Publishing Limited, Bingley, 2021, pp. 129-149, p131

2 Medway, Dominic; Warnaby, Gary; Dharni, Sheetal, Demarketing places:
Rationales and strategies, Journal of Marketing Management, 2011, (pp 124-142) p
126.

3 Steven Lawther , Gerard B. Hastings & R. Lowry; Op-Cit, P316
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! Steven Lawther , Gerard B. Hastings & R. Lowry; Op.Cit, P316
2 Medway, Dominic; Warnaby, Gary; Dharni, Sheetal, Op.Cit, P126.
3 Mohamed Sofiane CHAOUI, Azzedine BENTERKI, , Op.Cit, P8
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! Steven Lawther , Gerard B. Hastings & R. Lowry, Op.Cit, P317

2 Medway, Dominic; Warnaby, Gary; Dharni, Sheetal, Op.Cit, P126.

3 Mohamed Sofiane CHAOUI, Azzedine BENTERKI, , Op.Cit, P 8

* MAHMOOD JASIM ALSAMYDALI, The Impact of Ostensible Demarketing
Strategy on Improving Product Reputation in Customer’s Minds, International
Review of Management and Business Research, Vol. 4 Issue.4, 2015,
https://www.irmbrjournal.com/papers/1447243111.pdf
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! Azzam, Zakaria Ahmed, De-marketing As A Strategic Tool For Managing
Customer Excessive Demand within The Shortage of Environmental Recourses of
Water: Empirical study in Jordan1, Global Journal of Economics and Business, 2019,
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2 Theresa A. Kirchner, unintentional demarketing, DEMARKETING, Routledge,
New York , USA, 2014 (pp181 -197) p189.
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! https://southernbd.weebly.com/marketing-strategies-for-various-types-of-
demand.html (26/07/2021- 15:15)

2 https://www.monash.edu/business/marketing/marketing-
dictionary/s/synchromarketing (27/07/2021- 10:44)

3 Emaridial Ulza and others, Synchromarketing strategies and Ansoff matrix in
increasing the company’s revenue, Conference on Managem ent and Behavioral
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! John R. Rossiter, Larry Percy, Robert J. Donovan, A better advertising planning
grid, Journal of ADVERTISING RESEARCH, 1991, p12 13

2 Robert J. Donovan, John R. Rossiter, APPLYING THE ROSSITER-PERCY
MODEL TO SOCIAL MARKETING COMMUNICATIONS, In: Bartels, G,
Neilissen, W. & Ruelle, H. (Eds). De Transactionele Overheid, Communicatie als
instrument: zes thema’s in de overheidsvoorlichting. 1998. Publisher: Kluwer Bedrijfs
Informatie, p8
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! Egele Aja Ebeke, Prince Obinna Ikechi and Ama Aka Udu. “The Influence of

Consumer Attitude on Private Label Brand Purchase Behavior in Port Harcourt ,
Rivers State , Nigeria.” International Journal of Innovative Finance and Economics
Research 2(8) pp 58 -70, (2017).

2 Idem
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Reliability Statistics
Cronbach's Alpha N of ltems
Reliability
:(@aall / <
Correlations
Correlations
13 13
Pearson Correlation Pearson Correlation
1¢ Sig. (2-tailed) 0.000 4¢ Sig. (2-tailed) 0.001
N 30 N 30
Pearson Correlation 0.726** Pearson Correlation
2¢ Sig. (2-tailed) 0.000 5¢ Sig. (2-tailed) 0.012
N 30 N 30
Pearson Correlation Pearson Correlation 0.396*
3¢ Sig. (2-tailed) 0.000 6¢ Sig. (2-tailed) 0.030
N 30 N 30
*. Correlation is siinificant at the 0.05 level i2-tailedi.
Correlations
Correlations
32 32
Pearson Correlation Pearson Correlation
13¢ Sig. (2-tailed) 0.000 16¢ Sig. (2-tailed) 0.001
N 30 N 30
Pearson Correlation Pearson Correlation
14¢ Sig. (2-tailed) 0.001 17¢ Sig. (2-tailed) 0.000
N 30 N 30
Pearson Correlation Pearson Correlation
15¢ Sig. (2-tailed) 0.000 18¢ Sig. (2-tailed) 0.000
N 30 N 30
**. Correlation is significant at the 0.01 level (2-tailed).
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Pearson Correlation Pearson Correlation
12 Sig. (2-tailed) 0.000 & Sig. (2-tailed) 0.000
N 30 N 30
Pearson Correlation 0.938**
2 2t ol 0900} = Gorrelation is significant at the 0.01 level (2-tailed).
N 30
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Reliability Statistics
Cronbach's Alpha N of ltems
: Gl il
Correlations
Correlations
] <)
Pearson Correlation Pearson Correlation
1< Sig. (2-tailed) 0.000 = Sig. (2-tailed) 0.000
N 30 N 30
Pearson Correlation 0.438* Pearson Correlation
2 Sig. (2-tailed) 0.015 8w Sig. (2-tailed) 0.005
N 30 N 30
Pearson Correlation 0.364* Pearson Correlation 0.385*
3w Sig. (2-tailed) 0.048 9o Sig. (2-tailed) 0.035
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Pearson Correlation Pearson Correlation
4o Sig. (2-tailed) 0.010 10« Sig. (2-tailed) 0.000
N 30 N 30
Pearson Correlation 0.369* Pearson Correlation 0.457*
5o Sig. (2-tailed) 0.045 (K Sig. (2-tailed) 0.011
N 30 N 30
Pearson Correlation *. Correlation is significant at the 0.05 level (2-tailed).
o= Sig. (Zalled) 0906} Gorrelation is significant at the 0.01 level (2-tailed).
N 30
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Frequencies
Slagl Y (5 sl Test Statistics
Category Observed N Expected N Residual | Chi-Square | df Asymp. Sig.
1 laa [aidie 2 60.0 -58.0
2 addia 10 60.0 -50.0
3 s i 39 60.0 -21.0
7 E 104 600 440 257.76723 4 0.000
5 lax adi y 145 60.0 85.0
Total 300
) Al Al
Chi-Square Test
Frequencies
el (el G gl (5 e Test Statistics
Category Observed N Expected N Residual | Chi-Square | df Asymp. Sig.
1 fan (addia 6 60.0 -54.0
2 aidie 18 60.0 -42.0
8 s 5 58 60.0 -2.0
7 e 147 500 870 206.2332 4 0.000
5 las Ay 71 60.0 11.0
Total 300
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Chi-Square Test
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Juadll (asSall (3 5ol (5 e Test Statistics
Category Observed N Expected N Residual | Chi-Square | df Asymp. Sig.
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Total 300
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Chi-Square Test
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JolS asall (33 gusill (5 sine Test Statistics
Category Observed N Expected N Residual | Chi-Square | df Asymp. Sig.
1 las (aidie 5 60.0 -55.0
2 it 13 60.0 -47.0
8 Lo i 21 60.0 -39.0 "
7 e 9 600 90 404.333 4 0.000
5 Jas & e 192 60.0 132.0
Total 300
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Correlation Coefficient 0.080
Spearman's rho JalS (5 guatll Slns) i) Sig. (2-tailed) 0.168
N 300




BN Lyl Auap cpa (3Ea 107 aby (3alal

Kruskal-Wallis Test
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ol N Mean Rank Kruskal-Wallis H df Asymp. Sig.
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0 36 e S 67 153.54
Total 300
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Mann-Whitney Test
Ranks Test Statistics®
oiall N Mean %‘;"Qg Mann-Whitney U | Wilcoxon W z Asy”t‘;'leség' (&5
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Kruskal-Wallis Test
Ranks Test Statistics™?
ol G sl N Mean Rank Kruskal-Wallis H df Asymp. Sig.
Jil o5 50 138.01
Sl yiu) OsSS 25 122.02
G guatl) LETEN 179 156.86 4.814 3 0.186
(=Sall Lle bl jn 46 154.80
Total 300
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s - ij 12759 };?gg 4.485 3 0.214
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Oflnal Ue ol » 46 156.97
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Ranks Test Statistics®"
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Abstract

De-marketing is based on the use of marketing tools, tools to change and
discourage consumer behavior, Therefore, this study was included under the title:
The impact of De-marketing strategies on the consumers attitudes towards
tobacco products, in order to know consumers’ attitudes and behavior in front of

campaigns that ask them to "back off" or "stop a behavior".

The problem posed was treated by addressing first De-marketing definitions,
types, mix and strategies, then attitudes and their models and measurements. then
by describing the phenomenon of smoking and consumption of tobacco products
globally, and how it is taken care of, with giving examples of the application of
De-marketing strategies against smoking to control and reduce the consumption
of these products. an e-questionnaire attached to a 3D video was distributed on
the LinkedIn and Facebook platforms, and 300 final forms were collected for

analysis, which were processed using appropriate statistical methods.

The study concluded that there is a high influence of De-marketing strategies
on consumer attitudes among the members of the study sample. Therefore, it was
recommended to apply passive, active, and complete De-marketing strategies to

discourage individuals from consuming tobacco products, specifically cigarettes.

Keywords: De-marketing, De-marketing strategies, Consumer’s attitudes,

smoking.
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