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Abstract

In the context of organizations and their relationship with the increasingly competitive
environment, leaders have been pressured to establish control systems in which the differences
between employees are exacerbated since, in the absence of labor competencies, these are
They are intended to substitute for acts of loyalty to the company that lead to violence towards
those who are the culprits of poor performance or are not seen as part of a working group. This
is how organizational violence is justified within collaborative teams, as would be the case of
Higher Education Institutions where the phenomenon is exacerbated with the emergence of
electronic technologies, devices, and networks. The objective of this study was to establish the
reliability and validity of an instrument that measures organizational violence. A non-
experimental, cross-sectional, and confirmatory study was carried out with a selection of 100
students from a public university in central Mexico. The results show that organizational
violence would be made up of eight factors: prejudice, depersonalization, benevolence,
harassment, subjugation, objectification, stigma, and harassment, which show the limits of the
study and guidelines of research concerning equity.

Keywords - Formation, Organizing Violence, Sexism, Benevolence

1. Introduction

Until December 2022, the pandemic has claimed the lives of two million in the world (WHO,
2021). In Mexico, about 500 deaths are estimated related to the SARS CoV-2 coronavirus and
the Covid-19 disease (PAHO, 2021). In this scenario, mitigation policies focused on
confinement and social distancing, affecting remote work. In this sense, Mexican
organizations, by registering the lowest salaries among the member countries of the
Organization for Economic Cooperation and Development (OECD), reveal a culture and
environment conducive to questioning labor rights (OECD, 2021).

Coupled with the economic and occupational situation, the pandemic intensified the
differences between employees by confining them to their residences and living with family
members in a small and crowded space (Chaparro, 2020: p.113). In this way, the study of
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violence in the Covid-19 era supposes a wide spectrum of differences between the parties
involved, but also the inhibition of commitment and innovation.

In this way, violence in digital networks is based on prejudice, depersonalization,
benevolence, harassment, subjugation, objectification, stigma and harassment through a
technology or devices in information and digital communication protocols (Carreon et al.,
2020). Consequently, at the level of organizations, violence in digital networks is part of
an asymmetric professional training process in which the differences between leaders and
employees overlap towards the climate of relationships between employees, generating
a subsystem of violence in that the employees close to the leaders are the beneficiaries of the
vicious circle of differentiation. Indeed, technological educational, scientific and seems
to obey an organizational logic in which training professional and violence degree of policy
Organizational are factors that explain the differences between countries that allocate amounts
similar investment and similarities between countries that support their production from
different budgetary and financial amounts.

2. Literature Review

The theoretical frameworks that explain organizational formative violence are: 1) theory of
reasoned action, 2) theory of planned behavior, 3) theory of spontaneous processing and 4)
theory of knowledge networks.

The argues that attitudes are mediators of the effect of beliefs about the intentions and acts. An
increase in beliefs increases dispositions towards specific and deliberate decisions and
actions. It is a process that goes from the general, in terms of beliefs, to the in terms of
intentions and actions. However, the predictive power of the general belief is to be bounded,
by the specificity and dimensionality of attitudes. Given that attitudes convey the effect of
beliefs, they delimit their indicators in dispositions likely to be carried out (Castel and
Freundlich, 2010).

The theory of planned behavior warns that the effect of beliefs on behavior is mediated by
attitudes and perceptions of control. In a contingent situation or event, the perception of
control increases its predictive power of intentions and behaviors if and only if it interacts with
specific dispositions. To the extent that the perception of control decreases, its relationship
with attitudes makes a minimal effect on decisions predictable. Necessarily, the deliberate and
planned process of decision-making and strategy implementation requires a perception of
control consisting of the dispositions towards the object (Castro and Martins, 2010).
The attitudes because of the activation of experience with the attitude object. Attitudes are
associations between evaluations of objects. A negative evaluation increases the disposition
and with it the spontaneity of the behavior (Caykoylu et al., 2011).

A network is a set of central and peripheral nodes around which symmetric or asymmetric
interaction relationships are established. In the first case, the central nodes are distanced from
the peripheral nodes. The informational gap between the nodes is explained by the
discontinuous transfer of knowledge. In the second case, the differences between central and
peripheral nodes are reduced to a minimum, facilitating the exchange of information (Fuentes
and Sanchez, 2010). The theory of knowledge networks states that universities and companies
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are nodes of information exchange that become productive relationships through their
knowledge exchanges, development of interdisciplinary projects and training
flows (Adenike, 2011).

Degree of policy explains collaborative relationships aimed at balancing demands and
resources in contexts of scarcity, uncertainty, insecurity and risk. The theory anticipates the
emergence of factors such as trust, commitment, and satisfaction that in turn determine
innovation and eventually organizational happiness. Professional training networks are
information and communication systems related to the development of educational
competencies derived from institutional and organizational synergies. They involve
information technology systems from which it is possible to build an academic or work
identity as long as the nodes form consensus and co-responsibilities around scientific and
technological production (Molero, Recio and Cuadrado, 2010).

Professional training networks for relations between institutions and organizations are exposed
to problems inherent to collaborative relationships. In this way, the work environment is the
determining factor of agreements, agreements and / or consensuses oriented to organizational
development; industrial, scientific, and technological, as well as the innovations of
collaborative groups. That is why they are knowledge management instruments and
innovations that make it possible to overcome the discrepancy between industrial growth and
sustainable development (Coronel, 2010).

The formative violence suggests that the differences between production systems investing
similar amounts of money to their processesare organizing climate, asymmetrical
relationships violent. In this sense, organizations approach the imbalance between demands
and resources, but it is inequity and discretion that allow the adjustment of task relationships
to the diffuse objectives of companies (Diaz, 2013). Organizational formative violence, unlike
RFP, is indicated by asymmetric and inequitable relationships between the members of the
knowledge network. In this way, management is replaced by dogmas; freedoms are displaced
by discretion; Opportunities give way to impositions, capacities are reduced to their minimum
expression in the face of kinship, and co-responsibilities are inhibited by attributions of
guilt (Guillén, Lleé and Perles, 2011). Formative violence would be the result of the
interrelation between relative and simple majorities and minorities that when innovating
increase or decrease their participation in the construction of an organizational climate. This is
how professional training networks are power groups that, by centralizing their decisions,
generate a formative dissidence and with it the discussion for consensus or the use of violence
as a persuasive or dissuasive instrument for knowledge management and technological
innovation (Carreon, 2011).

Violence of degree of policy warns of the emergence of an organizational climate that is
embodied in discourses of power in which differences, conflicts and disagreements are
symptoms of a discretionary management or indicate a consensual management, but on the
influence of the majority on minorities. He anticipates the emergence of conflicts that, in his
opinion, would explain the increase in creativity more than trust, initiatives and personal
efforts more than trust and group commitment, as well as pragmatism more than satisfaction
aimed at innovation, but also towards conformity (Tayo and Adeyemi, 2012).
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Organizational violence studies have focused on the deliberate, planned, systematic and
improvised process of professional training focused on formative violence such
as mobbing, bulling, stalking, and trolling in electronic networks in which that employees
of an organization interact (Carreon et al., 2020).

Organizational studies show that the work environment is a preponderant factor in explaining
collaborative relationships between employees and managers. In this sense, workplace
violence has been identified as a factor adjacent to vocational training since it involves
interpersonal and task conflicts that inhibit productivity and competitiveness. Within the
framework of the relationship climate and workplace violence, this study is inserted into the
discussion about sexism as an inhibitory factor in productive relationships (Borjas, 2010).
Despite educational institutions and for-profit organizations pursuing common objectives, the
discrepancy between responsible professional training and productivity unrelated to
sustainability is predominant in the disagreements and conflicts between academic and
business actors (Vargas, 2011).

However, business financing that promotes the specialization of knowledge and technological
innovation encourages scientific production towards the optimization of natural resources and
thereby disseminates a labor identity contrary to the values of equity, altruism or
biosphericism. These are asymmetric relationships in
which verticalism, sexism or ostracism are indicators of a field of organizational power from
which the management, production, quality, and innovation of knowledge are
controlled (Cuesta, 2012). In the educational organizational field, professional training is the
process around which it is expected to develop the competencies that will allow the student to
enter the workplace. In this sense, the collaboration agreements between universities and
companies are aimed at adjusting the skills and knowledge of students to the requirements of
the local and global market. This assumes symmetrical relationships between the participants
since trust, cooperation, commitment, satisfaction, and ease are indicators of an
entrepreneurial training (Gargallo, 2010).

In contrast, when asymmetric relationships prevail over the members of a network, distrust,
selfishness, dissatisfaction and stress emerge as a limiting paradigm of task and collaborative
relationships. The analysis of the meanings around the knowledge network by teachers shows
a work environment of asymmetric relationships. Around which the absence of professional
entrepreneurship is a factor to consider when evaluating the effectiveness of the professional
internship program (Gil, 2010). The theoretical frameworks that explain the behavior of
knowledge networks through information and communication technologies have established as
determining factors the evaluative principles, the beliefs about information and the normative
principles of the socialization of the Internet and electronic devices. The relationship between
these variables with respect to technological behavior has been established from the assumption
according to which attitudes, perceptions and intentions are mediators of the impact of values,
beliefs and norms on the use of a technological device (Long, 2010).

Innovation is an effect of the exchange of information between research and technology
projects and the strategic planning of knowledge. In this sense, a knowledge network implies
the collaborative participation of specialists and technologists around a productive-
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technological activity. Therefore, the configuration of a network is carried out from the
organizational-collaborative structure between universities and industrial
sectors (Borjas, 2010).

In terms of organizational networks, two types of knowledge converge: codified and tacit. The
first refers to productive relationships in which communication of procedures, recruitment and
training are responsible for implementing the mission and vision of the organization among
human resources (Cerron, 2010). The second type of knowledge is articulated from the
exchange of procedures not written in a manual but transferred by the more experienced staff
to the new staff. These are beliefs and values around the execution of tasks, the use of
technical equipment and production-distribution procedures (Coronel, 2010). Both types of
knowledge symbolize the construction of an organizational-labor-technical culture around
which trust is fundamental. E | trust factor absent involves setting up a network could not be
carried out since collaborative learning requires a distribution of responsibilities where who
does not follow the labor dynamics organizational Lima, it is excluded (Cuesta, 2012).

In this sense, knowledge networks require three conditions to survive: horizontal power,
redistributed among the members of the network, and the burden of responsibility, aimed at
each one of the members of the network. The solution to problems after the network
configuration is in the network itself. Therefore, decisions are established through an induction
mechanism rather than a selection mechanism (Diaz, 2013). An essential factor of the network
is the translators who have skills and knowledge about the needs of operational staff and the
requirements of administrative staff around strategic planning of goals. If different languages
are considered between the growth needs of a company and basic research, translators are
essential since their transdisciplinary training and their theoretical-applied experience are a
link between entrepreneurs, administrators, and staff (Gil, 2010).

Self- efficacy is a perception and / or a belief motivated by trials of personal or impersonal
successes and errors carried out deliberately or discursively. Given that self-efficacy refers to
failure, but mainly to success, even despite those failed trials that encourage achievement, the
perception and belief of self-efficacy is based on the achievement of expected objectives
rather than on competitiveness, recognition or learning vicar. If self-efficacy is a system of
perceptions and beliefs focused on success, then the group to which the self-effective agent
belongs or wants to belong is related to success. Because groups are diverse, self-efficacy
varies based on this diversity. A competitive group attributes success to one of its members
when he has exceeded previous achievements, which by the way were set by the group. In this
sense, the concept of self-efficacy seems reliably adjusted to the influence of a group on the
objectives, system, and achievements of an individual (Anwar and Norulkamar, 2012). If self-
efficacy is a system of perceptions that encourage achievement by delimiting effective
capacities, self-efficacy would also be a system of perceptions and beliefs, but unlike self-
efficacy, these would be oriented to the execution of a procedure or technology. The factors
that drive self-efficacy would be identical in the case of self-efficacy. If competitiveness,
recognition, and vicarious learning drive self-efficacy, then self-efficacy would also have that
drive (Arnau and Montané, 2010).
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Attitudinal psychological studies have focused on its conceptualization, formation, activation,
accessibility, structure, function, prediction, change, inoculation, identity, and
ambivalence. Attitudes have been defined based on emotional and rational dimensions. Both
dimensions are the result of experiences and expectations. This implies its structure:
unidimensional or multidimensional that is configured in exogenous and endogenous
factors. That is, when attitudes activate decisions and behaviors, they cause a peripheral,
emotional, spontaneous, heuristic, and ambivalent process. In contrast, when attitudes transmit
the effects of values and beliefs on intentions and actions, they are endogenous mediators of a
central, rational, deliberate, planned, and systematic process (Berdecia, Gonzalez &
Carrasquillo, 2012).

Psychological studies have shown significant differences between attitudes towards people
and attitudes towards objects. The former refers to stereotypes or attributes and the latter refer
to evaluations or dispositions. In both, ambivalence is an indicator of change when beliefs and
evaluations interact, forming negative and positive dispositions towards the object. Conflicts
are formed within the components formed by beliefs towards the object. Resistance to
persuasion is a consequence of attitudinal ambivalence. If the environment threatens the
formation and function of attitudes, These, will adapt the individual to contingencies. In this
way, attitudes have two essential functions: selfish and utilitarian (Cardon et al., 2013).

Attitudinal change refers to emotions and affections that are consequential to individual acts
and for which people feel responsible. It is also about the social influence that the teaching
groups exerted on the students. Or, the reception of persuasive messages aimed at central
reasoning, or persuasive messages aimed at peripheral emotionality. In general, the attitudinal
system is sensitive to the instability of the object and to cognitive variations that affect the
consistency, stability, prediction, competence, or morality of the individual (Celik,
Turunc & Begenirbas, 2011). Consistent changing attitudes is to relate to its multidimensional
structure resulting from the majority pressure. The diversity of dimensions implies a consistent
construction of attitudinal change. That is, attitudes assume a function of internalized
responses to constant situations framed by the mass media (Chiang, Méndez &
Sanchez, 2010). Attitudinal change is to relate to the deterrent principle of inoculation. Before
the attack of persuasive messages, the perception of threats, risk and uncertainty is induced. In
general, overexposure to present messages induces a high development and thereby
persuasion. The massive delivery of persuasive messages, motivation, and consequent
management skills can lead to helplessness. That is, before the wave of information, people
reduce their perception of control and tend to believe that events are
immeasurable, unpredictable, and uncontrollable. Or individuals form an identity that consists
of identifying with an administrative group about a teaching group. In the process of
helplessness, the individual builds the change of attitude and its reinforcement of
hopelessness. In the identity process, it is the group that influences the person's attitudinal
change. Helplessness is a process of self-validation or prophecy self-fulfilled. In contrast,
identity is a convergent validation of group norms (Chinchilla & Cruz, 2010).

The social influence of the teaching group or administrative group refers to the majority norms
and minority principles oriented to attitudinal change. The influence of majorities fosters
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individual conformity and minority principles, conflict, and attitudinal change. Recently, the
minority style has turned out to be the most permanent factor of social influence and
attitudinal change. In other words, the construction of majority consensus seems to have an
ephemeral effect and the construction of dissent seems to offer constant change (Diaz,
Hernandez and Roldan, 2012).

Studies of attitudes toward behavior have focused on their ambivalence. as people try to
balance the favorable and unfavorable information to the dispositional order keeping
ambivalent attitudes. That is, attitudinal objects are part of the environment in which people
find themselves and their need to order, predict and control it. Therefore, although the
attitudinal object is consistent with their perceptions, values and beliefs, people must contrast
these objects with the behaviors associated with them (Figeiredo et al., 2012).

Education is a system of knowledge networks that make up a teaching-learning cycle. At the
beginning of the educational cycle, knowledge networks are just a blueprint. Production
strategies are guided by an emerging paradigm rather than dominant. It is about the
plausibility of theories because knowledge is hardly supported by ideologies. The second stage
of the educational cycle is peer evaluation, which consists of adjusting the projects to the
policy of the administrative group. Subsequently, in the third stage, the diffusion of knowledge
is observed in institutional academic spaces (Fuentes, Herrero and Gracia, 2010).

Studies on knowledge networks warn that the formation of groups and project planning are as
important as trust and identity around an organization, institution, or university. The formation
of groups has its origin in the social psychological processes of categorization, comparison,
representation, and social identity around which conflict and change are the foundations of
knowledge networks (Galindo and Echavarria, 2011).

Conflict precedes change. These are asymmetric relationships between the members of a
group about members of another group considered as alien to the common interests of a
group. Conflict emerges when differences between groups are evident. The conflict emerges
now in which one of the students violates the practice regulations affecting knowledge
transfers. Since the teacher-researchers are responsible for managing and training students in
their insertion into the mission and vision of the organizations, they must ensure compliance
with  the regulations and sanction those who violate the collaboration
rules (Holden and Karsh, 2010).

Another type of conflict, the one related to innovation defined asthe influence of a
persevering minority in their actions with the intention of persuading or dissuading
an administrative group. It lies within the organization or the university, it is the conflict in
which the students involved perceive a greater use of their capacities and
resources. Consequently, they demand greater management and training to achieve objectives
focused on administrative-technological innovation (Lopez and Lopez, 2011).

On the other hand, change is a consequence of conflict. It is a process in which conversion
precedes persuasion that triggered a conflict and a central or peripheral attitude of need for
cognition. The attitudinal change around the questioning of convictions alludes to a dissuasive
process in which the information can be rationalized or emotional. In the first case, the need
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for cognition can lead to a dissonance in which the information does not match
expectations. In the second case, the information fosters emotions that increase expectations
towards the informational-attitudinal object (Morales, Ariza, & Muiiiz, 2012). In this sense,
change is also synonymous with conversion in which attitudes towards an object lead to a
modification of the individual's behavior towards the group (Rios, Téllez & Ferrer, 2010). In
the case of knowledge networks, conflict and change are essential processes to understand the
barriers and the facilities of knowledge transfer between symmetric and asymmetric groups
around the information of an object, process, institution, or organization (Rodriguez, Retamal,
Lizana and Cornejo, 2011).

Individuals establish categories, comparisons, identities, and representations around
themselves in relation to members of a group and about other individuals belonging to other
groups (Rojas, Garcia and Garcia, 2011). By establishing benchmarks, conflicts within an
academic group can be transferred to conflicts between organizational groups. This is the first
step for the delimitation of identity or belonging to a group (Shrrof, Denenn and Ng, 2011).

The intra and inter-group categorization consists of a set of perceptions around the resources,
skills, and capacities within a group about another group. If perception is the biased ordering
of objects, groups, and their individuals, they bias their appraisals when evaluating their
actions and those of others. This is the case of the attribution bias around which individual
perceptions attribute achievements to their abilities and attribute their failures to the abilities
of others (Sobrados and Fernandez, 2010).

After categorization and comparison, identity underlies. These are membership decisions
based on biased attributive judgments. If a student perceives greater possibilities for personal
growth in a group to which he does not belong, he will decide to change or convert his ideas to
those of the favored group. In this sense, the knowledge network would be the one most
favored by individual judgments and attributions. At this point in the group formation process,
two types of reference are constructed: teaching group and administrative group (The et al.,
2010).

The administrative group builds its identity underlying the capacities of the teaching group. In
other words, the constitution of a knowledge network is not only carried out from the
perceptions of capacity of the members of a group, but also from the incapacity perceptions of
the teaching group (Vargas and Arenas, 2012).

To the extent that anadministrative group biases its evaluative judgments, it
transfers the teaching group to its conflicts. Perceptual bias turns into attributive bias and ends
up as selective bias. By focusing the bias on the teaching group, the individual from
the administrative group builds a framework of representations around which the capacities,
resources and limits of the administrative group are interpreted about
the teaching group (Yafez, Arenas & Ripoll, 2010).

The representation of the teaching group competencies supposes an evaluation of their
behaviors by the individual and their teaching group. It is a set of emotions and cognitions
around the causes of the act of the teaching group in comparison to the actions of the
administrative group. That is, individuals only want to observe the acts that contradict
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the administrative groupand  try to  minimize  their  effects on  people's
decisions (Zampetakis and Moustakis, 2013).

To the extent that the individual has contact with the teaching group, he increases his emotions
and cognitions around the actions of the teaching group. Precisely, from these experiences it is
possible to infer attitudinal processes that explain the exclusion of the teaching group because
they are  attributed  different  resources and  capacities = compared to
the administrative group (Yuangion, 2011).

In this process of exclusion, the emotional-cognitive-behavioral consistency that explains the
differences between the groups underlies. If the administrative group excludes the members of
the teaching group, then it will have shown a high consistency that threatens the consistency of
the administrative group. Therefore, individuals who belong to an administrative group tend to
see  significant  differences  with respect to  the teaching group and its
members. The consistency of the administrative group is biased when compared to
the teaching group since a biased idea can only be a prejudice rather than an
argument (Prada, 2013). In the field of knowledge networks, the consistency of the
administrative group and the teaching group is incompatible. For a knowledge network
towork, it requires a group administration that can link their knowledge with a
group teaching inconsistent in their emotions, cognitions and actions, reasons, knowledge
transfer of the administrative group justify synergy groups because it remedies the
inconsistency of  the group or  teacher. This process can also be observed if
the administrative group is inconsistent, and the teaching group is consistent (Orantes, 2011).

However, individuals who perceive emotional-cognitive-behavioral inconsistency around the
production of knowledge in their administrative group, end up migrating to
the teaching group since it will allow them greater personal growth. This migration process is
of an emotional-cognitive order since the emotions around the teaching group produce
aversion to the administrative group, affinity, and adherence to
the teaching group (Omar, 2010).

Translators, those with knowledge, skills, and abilities to manage synergies between the
group teaching, they tend to seek data to support their efforts knowledge. However,
inaccessibility to the teaching group prevents knowledge management, the formation of
synergies and the transfer of knowledge. If individuals have restricted access to
a teaching group, they can mimic it with the administrative group and fall under the
assumption of natural compatibility of knowledge of both the teaching group and the
administrative group. The consequence of this compatibility will be the inhibition of the
knowledge network and its turning into corruption, simulation or nepotism around the
production and transfer of knowledge. In other words, an increase in inaccessibility to
the teaching group increases the chances of failure of organizational, scientific, and
technological programs between the administrative group and
the teaching group (Medina, 2010). Translators, as knowledge managers, are mediators of
relationships between teachers and students. When the organizational climate between
the administrative group and the teaching group becomes one of ambiguity and adversity
rather than transparency and loyalty, those involved in knowledge networks manipulate
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information to pursue their interests, translators must persuade both groups of the
unsustainability of their relationship. It is not enough to diagnose group differences, it is also
essential to reduce risks and uncertainty by enhancing the benefits of each link and node of the
knowledge network (Manning, 2010).

Now, the affective-behavioral consistency between both groups implies creativity, which
introduces an innovative dynamic to both groups. It is a flexible organizational climate in
which s and potentiate ideas about production and transfer of knowledge. Since knowledge
networks are diverse, in each link or node it is necessary to heterogenized the production and
transfer of knowledge. To the extent that the organizational climate is soft, it increases trust
and identity within both groups (Long, 2013).

Trust and identity are the result of a type of persuasive information known as belief and the
organizational environment in which beliefs are disseminated is known as attitude towards the
knowledge network, its members, and processes. An increase in information related to the
network increases the certainty, production, and transfer of knowledge. In contrast, the
decrease in information inhibits the group relationship. Consequently, collaborative, and
innovative relationships have an impact on productivity, however, stress such as exhaustion,
depersonalization or frustration can emerge because of the increase in productive demands
(Gil, 2010).

However, a part of the professional training processis only explained since in the
organizations there are barriers that inhibit development. In this sense, ambivalence and
organizational violence are external to professional training. Therefore, knowledge
management involves training networks that innovate in adverse and contingent situations, but
also underlie the conflicts and asymmetries inherent to the organizational climate.

In this way, professional training is indicated by conflicts derived from its degrees of
organizational discretion. As it intensifies, inequality materializes in monopolistic habits, but a
reduction to its minimum expression generates consensus in top management. L at discretion
is discursive or heritage of senior management, persuasion deterrence are products of
monopoly or consensual fields. In other words, discretion as an antecedent of monopoly
habitus anticipates formative violence since it suppresses innovation and generates conformity
and obedience, verticalism, sexism, and ostracism (Carredn, 2013).

However, more recent research has shown that the socialization of information in knowledge
networks disseminates its effect on perceptions of utility and risk, as well as on attitudes related
to anxiety and addiction to networks, the main determinants of behavior. In this way,
technological behavior is determined by information processing around a knowledge
network. This effect, being mediated by collaborative decisions, increases the predictive power of
beliefs about task and interpersonal relationships in an organization (Adenike, 2011).

On the other hand, collaborative intentions suppose attitudes of trust, perceived capacities, and
informative beliefs that, when interrelated, determine the favorable or unfavorable decision-
making for a group of knowledge. However, the knowledge construction process would not be
feasible without the formation of trust attitudes in which collaborative groups disseminate
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information that will be categorized into learning or motivation tools aimed at achieving
objectives and goals (Cerrdn, 2010).

In parallel, the perceived capacities complement the formation of categories of information since
it is about skill and knowledge around the construction of a professional training
network. However, some studies suggest that professional training and the construction of a
network are different processes since they assume selfish values that contradict altruistic
values. It is a series of group norms around which individuals are professionally trained or are
emotionally oriented when forging an identity. However, it is the socialization of information that
will determine the behavior of an individual in a collaborative group (Gargallo, 2010).

By way of review, the state of knowledge has explained the organizational performance of groups
and collaborative networks in situations of scarcity, uncertainty, insecurity, and risk. Individuals
and groups develop a climate of trust potentiate their work commitment and approach to life
satisfaction, but also implement a management creative and innovative processes as a response to
the contingency. Model put forward by the state of knowledge at the assume that the socialization
of knowledge consists of beliefs general information, is general effects on each of the mediating
factors of its relationship with the behavior. Therefore, the specification of the dimensions
of behavior could indicate that there are other intermediate factors with respect to
socialization. These are eight indicators of technological behavior which explain the formation of
a collaborative group based on information processing.

In the case of trust, technological behavior is indicated by collaborative relationships in which the
benefits would not be based on costs, but rather derived from interdependence when carrying out
a specific task. In other words, professional training that involves the intensive use of
technologies comes from symmetrical relationships that a group establishes to distribute skills
and disseminate knowledge. These are committed relationships since if a member does not
develop work skills, then they will be excluded from a group that has established a culture of high
productive quality. In this sense, collaboration is the result of shared goals, while individualism
would be an effect of the goal system that rewards personal effort (Manning, 2010).

In the case of cooperation, unlike simple normative collaboration, technological behavior implies
specialized skills and knowledge for the fulfillment of purposes. That is why groups are driven to
establish cooperative relationships since the group itself must exchange information, process
strategies, or implement techniques that involve continuous support among its members (Medina,
2010).

However, another indicator of technological behavior is the empathy among its members since
intensive work and the achievement of objectives or the fulfillment of goals implies affective
and emotional relationships to reduce personal conflicts to the absence of communication
(Omar, 2010). Regarding solidarity, unlike collaboration or cooperation, it involves
professional training based on the dynamics of collaborative teams within the knowledge
network. While collaboration and cooperation are determined by social values, solidarity goes
beyond the normative or evaluative principles that unite the groups, it isan awareness
of scarcity and uncertainty that allows anticipating situations of shortage by sharing resources
(Orantes, 2011).
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Consequently, propensity for the future is the result of solidarity behaviors that anticipate risk
scenarios. In effect, collaborative groups are motivated by prevention and coping strategies in
situations that are unfavorable to the groups with whom they share objectives and goals
(Prada, 2013).

The indicator par excellence of technological behavior is entrepreneurship or dissident
spirit. Indeed, the use of a technology and even more so the formation of collaborative
networks would not make sense if profits were only pursued in the short or medium
term. Vocational training consists of anticipating scenarios of scarcity, risk and uncertainty for
which knowledge groups form networks that are essentially entrepreneurs, dissenters from the
situations that are coming or the catastrophes that are expected (Vargas, 2011).

Social violence was indicated by hostile sexism in which male gender identity inhibited the
development of female gender identity. Gender identity seems to be a condition on which
benevolent discourses are developed that confine the function of female identity to the care
and attention of the work group or work team. The specification of relationships suggests that
organizational formative violence is indicated by eight Factors related to prejudice,
depersonalization, benevolence, harassment, subjugation, objectification, stigma, and
harassment that make up a climate of relationships and tasks in which discourses emerge that
reduce the merits of individuals and enhance the differences between groups (Carredn, 2014).

The theoretical and empirical relationships selected from the literature on formative violence
in electronic networks will be adjusted to the empirical observations carried out in an
institutional, organizational, and academic context of central Mexico. The theories and
findings reviewed in the literature when explaining the phenomenon of formative violence in
different contexts, areas and scenarios will give an account of the institutional and academic
situation that prevails in the public university with respect to violence practiced in electronic
networks and will even anticipate scenarios of conflict between the actors. Even though the
theoretical and empirical frameworks have accounted for the dependency relationships
between the factors that explain organizational violence, the specificity of the
interrelationships in digital networks, as well as the context of study, exceed the theoretical
and empirical assumptions.

The objective of the present work was to confirm the structure of labor and domestic violence
that is generated in confinement and prolonged social distancing and in confined and crowded
spaces. The objective of this work is to establish the reliability and validity of an instrument
that measures violence in electronic networks. Violence, for the purposes of this work,
consists of the differentiation between two or more actors with respect to a relationship of
power and influence that configures a system of personal and organizational insecurity or
security.

Are there significant differences between workplace and domestic violence reported in the
literature with respect to the factors established in the present study?

The premise that guides this work refers to the fact that domestic or intra-family violence has
spread to the workplace, but with the advent of the pandemic it is possible to observe an
inverse process of importation of workplace violence to the residential niche (Casados, 2020:
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p. 215). Considering that central Mexico is distinguished by its high population density and
family overcrowding, this labor violence transferred to the domestic space is distinguished by
dimensions related to the differences between the parties in tension, as well as the
prolongation of the situation (Herrera et al., 2021: p. 1027). As the confinement intensifies,
workplace and domestic violence increases, but merging in dimensions that demonstrate a
diversification of the modes and forms of violence. In this way, it is expected that not only
will there be significant differences between the theoretical dimensions with respect to the
established factors, but it is also assumed that such factors will make it possible to predict or
anticipate scenarios of greater conflicts between the parties.

The present work is part of the discipline of Social Work, an area of institutional studies, but
includes concepts related to the psychology of organizations such as entrepreneurship, the
sociology of work for the case of human capital and labor economics for the case of
knowledge networks (Garcia, 2020).

3. Method
Design. A confirmatory, cross - sectional study of qualitative court held and quantitative.

Sample. A non-probabilistic selection was made of 100 students from a public university. The
selection criterion was to belong to the system of practices and social service in organizations
and institutions with and without profit aims of the municipality of Chimalhuacan, State of
Mexico.

Instrument. The Carreon Organizational Formative Violence Scale (2014) was used, which
includes 32 statements regarding prejudice, depersonalization, benevolence, harassment,
subjugation, objectification, stigma and harassment with five response options ranging
from “it does not resemble me situation” to “looks a lot like my situation” (See table 1).

Table 1. Operationalization of variables

Factor Definition Reagents Choices

Bullying Degree of persecution of 291032 0= does not resemble my situation, 1
individuals or groups who are = very little resembles my situation, 2

blamed for the results of the = little resembles my situation, 3 =
organization. somewhat resembles my situation, 4 =

very much resembles my situation
Benevolence Degree of confinement of 9to12 0 =does not resemble my situation, 1
individuals or groups = very little resembles my situation, 2

perceived as vulnerable, = little resembles my situation, 3 =
marginalized or excluded in somewhat resembles my situation, 4 =

the work environment. very much resembles my situation
Reification Degree of minimization of  21to24 0 = does not resemble my situation, 1
the achievements of = very little resembles my situation, 2

individuals or groups that = little resembles my situation, 3 =
collaborate in the same work somewhat resembles my situation, 4 =

process. very much resembles my situation
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Depersonalization Degree of indifference 5t08 0 = does not resemble my situation, 1
towards individuals or groups = very little resembles my situation, 2

that participate in the same = little resembles my situation, 3 =
collaborative process. somewhat resembles my situation, 4 =

very much resembles my situation
Stigma Degree of attribution of 35t028 0 =does not resemble my situation, 1
causality to individuals or = very little resembles my situation, 2

groups to which negative or = little resembles my situation, 3 =
unfavorable elements are somewhat resembles my situation, 4 =

associated with the very much resembles my situation

organization.

Harassment Degree of speeches and 13to 16 0 =does not resemble my situation, 1
actions directed at individuals = very little resembles my situation, 2

or groups that participate in = little resembles my situation, 3 =
the same collaborative level. somewhat resembles my situation, 4 =

very much resembles my situation
Prejudice Degree of attributions of guilt  1to 4 0 = does not resemble my situation, 1
towards individuals or groups = very little resembles my situation, 2

oriented by trust and = little resembles my situation, 3 =
commitment directed towards somewhat resembles my situation, 4 =

satisfaction, innovation, and very much resembles my situation

happiness.

Subjugation Degree of ignorance of the 17t0 20 0 =does not resemble my situation, 1
merits of an individual or = very little resembles my situation, 2

group that participates in the = little resembles my situation, 3 =
same collaborative project. somewhat resembles my situation, 4 =

very much resembles my situation

Source: self-made

Procedure. The participants were interviewed and surveyed in the university facilities. They
were informed that the results of the investigation would neither positively nor negatively
affect their school situation. They were asked to answer the questions and statements
honestly. They were invited to consult the results in the final report of the research group. The
data were processed in the Statistical Package for Social Sciences (SPSS) and the Structural
Moment Analysis Software (AMOS) in versions 10 and 6.0.

The parameters of kurtosis, Cronbach's alpha, KMO coefficients, Bartlett's test, factorial
weights, Pearson correlations, “phi” covariances, “beta” and “range” weights, as well as
adjustment indices and residuals were used to contrast the model of specified relationships
with the observed data.

Normal. The kurtosis value close to the unit was assumed as evidence of the normal
distribution of the responses of respondents with respect to the statements that measure the
study variables in an instrument with response options and interval measurement levels.
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Validity. KMO coefficients greater than 0.600 and the Bartlett test with significance level less
than 0.050 were assumed as evidence of product-moment correlations that facilitated the
exploratory factor analysis of principal components with varimax rotation. Subsequently,
factorial weights greater than 0.300 were considered as evidence of the maximization of
variance in terms of the factors derived from the exploratory analysis. Percentages of
explained variance greater than 0.20 were assumed as evidence of acceptance of the null
hypothesis.

Reliability. Cronbach's alpha value greater than 0.70 was assumed to be enough to
demonstrate the internal consistency of the indicators with respect to the general scale and the
subscales. The product moment correlation higher than 0.90 was considered as evidence of
collinearity and multicollinearity, which means that the items are similar in terms of their
contents.

Correlation. Pearson's r values close to unity and zero were discarded from subsequent
analyzes as they signify collinear or spurious relationships. On the other hand, those values
higher than 0.30 and lower than 0.90 were assumed as evidence of dependency relationships.

Covariance. The “phi” values between 0.30 and 0.90 were identified as evidence of
dependency relationships for the case of categorical variables or in combination with
continuous variables.

Structure. The “beta” values between exogenous and endogenous variables between 0.30 and
0.90 were assumed as evidence of dependency relationships. Similarly, “gamma” values
between endogenous variables close to zero or to unity were discarded from subsequent
analyzes.

Adjustment. The Goodness of Fit Index (GFI for its acronym in English) close to unity was
assumed as evidence of fit and acceptance of the null hypothesis. On the contrary, values
lower than 0.975 were considered as evidence of rejection of the null hypothesis and
acceptance of the alternative hypothesis.

Residual. Values close to zero were assumed as evidence of fit between the specified
relationships and the data obtained, therefore, the null hypothesis of fit between both models
was accepted. In contrast, values greater than 0.007 were considered as evidence of rejection
of the null hypothesis.

4. Results & Discussion

The Table 2 shows values near zero kurtosis were interpreted as prerequisites for multivariate
analysis. In other words, the instrument in general terms seems to be distributed in moments
that can be correlated with each other and for this reason, validity and reliability estimates are
recommended.

Table 2. Instrument descriptions

R Regent M SD K A F1 F2 F3 F4 F5 F6 F7 F8
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1 My superior 3.0 02 14 072 0.39
recognizes 5 8 2 1 1
my personal
merits

2 My superior 34 03 1.0 072 040
ignores my 6 0 4 5 3
physical
attributes

3 My superior 3.0 05 12 074 050
ignores my 8 6 6 9 6
collaboratio
n

4 My superior 3.0 01 14 079 0.62
recognizes 4 8 7 3 4
my ability

5 The 29 02 13 0.70 0.40
opposite sex 4 5 6 3 5
admires my
physical
attributes

6 The 24 03 13 0.79 0.57
opposite sex 8 9 9 4 1
acknowledg
es my self-
denial

7 The 20 04 16 0.79 0.68
opposite sex 4 7 3 1 2
ignores my
collaboratio
n

8 The 23 01 18 0.73 0.73
opposite sex 9 8 2 9 2
admires my
contribution
to the team

9 My superior 3.0 0.2 1.0 0.72 0.51
exalts 1 6 5 9 6
my physical
beauty

1 My superior 3.8 00 12 0.74 0.66
0 ridiculesmy 2 4 7 0 3
physical
attributes

1 My superior 3.2 04 13 0.73 0.78
1 emphasizes 6 7 2 0 2
my
intelligence
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1 My superior 35 03 15 0.75 0.30
2 accentuates 7 7 2 1 5
my
contribution
S
1 The 28 03 13 0.79 0.61
3 opposite sex 3 1 6 2 4
admires my
ideas
1 The 27 05 17 0.74 0.72
4 opposite sex 9 1 5 9 5
ridicules my
criticisms
1 The 25 04 18 0.75 0.36
5 opposite sex 7 7 3 1 5
debates my
mistakes
1 The 29 04 19 0.75 0.46
6 opposite sex 3 4 0 7 5
discusses
my physical
beauty
1 My superior 3.0 03 14 0.75 0.72
7  considers 5 6 7 8 5
that 1 am
essential
1 1My 31 02 17 0.72 0.32
8  superior 7 5 2 6 1
assumes |
must be
sexy
1 M7i 30 01 18 0.76 0.42
9  superior 8 8 5 1 5
considers
that | am
capable
2 My superior 34 05 17 0.78 0.53
0  assumes 6 9 9 3 7
that 1 am
smart
The 27 09 13 074 0.39
opposite sex 0 2 7 9 5
admires my
body
2 The 26 00 15 0.74 0.46
2 opposite sex 3 6 2 6 1
compliment
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S my
physical
beauty

N

The 28 02 17 071 0.53
3 opposite sex 1 1 3 6 7
invades my

sentimental

privacy

N

The 26 04 15 0.5 0.65
4 opposite sex 9 6 2 1 7
is aware of

my love

relationship

S

2 My superior 30 05 16 0.75 0.45
5 speaks ill of 5 8 2 3 7
the opposite
sex

2 My superior 39 04 14 0.75 0.52
6 believes 4 8 8 9 1
that the
opposite sex
should stay
at home

2 My superior 3.1 08 13 0.75 0.67
7 saysthatthe 7 8 5 1 8
opposite sex
must be
maintained

N

My superior 3.2 06 12 0.75 0.78
8 points out 6 1 7 9 9
that the

opposite sex

should take

care of the

children

N

The 28 03 12 0.75 0.56
9 opposite sex 8 8 9 9 7
can achieve

the  goals

without my

help

The 27 03 10 074 0.62
opposite sex 1 1 5 1 4
requires my

collaboratio

n to achieve

o w
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the goals

3 The 26 06 13 0.74 0.73
1 opposite sex 8 4 6 6 6
would have
other
purposes
without my
help

The 29 04 12 0.78 0.35
opposite sex 0 8 8 4 1
would have

the same

merits

without my

support

N W

Source: Prepared with the study data: R = Reactive, M = Mean, D = Standard Deviation, C =
Kurtosis, A = Alpha removing the value of the item. Kurtosis = 2.035; Bootstrap = 0.000 F1
Harassment (23% of the variance), F2 = Benevolence (22% of the variance), F3
Reification (21% of the variance), F4 = Depersonalization (20% of the variance), F5
Stigma (6% of the variance), F6 = Harassment (4% of the variance) , F7 = Prejudice (3% of
the variance) , F8 = Subjugation (1% of the variance)

The s correlations greater than 0.300 and less than 0.900 which were established as the
threshold required to interpret the construct validity. Even though the principal component
analysis with varimax rotation distributed the factorial weights in eight dimensions, the
percentages of explained variance indicate that only four meet the minimum essential
for testing hypotheses and accepting the fit between the specified relationships and the data
obtained.

In this way, the harassment, benevolence, objectification, and depersonalization factors
explain 86% of the total variance.

For harassment was configured with reagents 1 to 4 accounting for 23% of the variance,
kindness included items 5 to 8 and explained 22% of the variance, objectification was
established by the indicators 9 to 12 and obtained 21% of explained variance. Finally,
depersonalization was indicated by symptoms 13 to 16 and obtained 20% of the variance.

Table 3 shows the correlations between the eight factors in which it is possible to observe their
level of significance, but with values of associative relationships close to zero and
interpretable as spurious due to their correlation with other unspecified factors.
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Table 3. Correlation and covariances between factors

FL F2 F3 F4 F5 F6 F7 F8 F1 F2 F3 F4 F5 F6 F7 F8

F1 1,000 1,871 0.549 0.540 0.659 0.671 0.540 0.543 0.540

F2 0.292 1,000 1,893 0.498 0.540 0.549 0.672 0.523 0.762
**

F3 0.293 0.284 1,000 1,824 0.426 0.540 0.549 0.651 0.673
** *

F4 0.294 0.629 0.263 1,000 1,745 0.62° 0.548 0.438 0.651
* **k* *

F5 0.283 0.493 0.123 0.125 1,000 1,804 0.546 0.548 0.635
** *kx*k * *

F6 0.202 0.214 0.124 0.546 0.136 1,000 1,723 0.581 0.505
** * * **k* *

F7 0181 0.126 0.453 0.194 0.137 0.231 1,000 1,892 0.540
* * *kx*k * ** *

F8 0.678 0.115 0.263 0.175 0.147 0.236 0.136 1,000 1,498
*k*k ** * * ** * *

Source: Prepared with the study data: F1 = Harassment, F2 = Benevolence, F3 = Objectification, F4 = Depersonalization, F5 = Stigma,
F6 = Harassment, F7 = Prejudice, F8 = Subjugation: Level of significance: * = 0.05; ** = 0.01; *** =0.00 1
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The first factor on harassment works was significantly associated with the subjugation (r =
0.678; p = 0.00 1). As the formative violence materializes as harassment, it also intensifies in
terms of the confinement of the victim.

However, labor benevolence when related to depersonalization and stigma (r = 0.629 and r =
0.493 both with p = 0.00 1) seems to indicate that an increase in comments that attribute to the
opposite sex a job function in relation to A position in the family is linked to an increase in the
indifference of their merits and the assignment of general attributes to their family, work, or
social role.

For its part, the correlation between reification and prejudice (r = 0.453; p = 0.001) warn about
labor relations in which the sexes are considered instruments around the achievement of
objectives that are associated with gender roles.

Finally, depersonalization with harassment (r = 0.546; p = 0.001) seems to demonstrate a
process in which the lack of capabilities and m € labor rites would be associated with the
enhancement of physical attributes.

Based on the correlations used, a reflective model of organizational formative violence was
specified (see Figure 1). Theeight factors validated in which Benevolence is reflective
indicator (B = 0.69). In other words, formative violence in the institution where the study was
carried out seems to be indicated by a discourse that discourages equity and consensus.

Figure 1. Structural equation modelling

32,43.,50,61 ,31,59,63,44 ,30,41,65,57 38.44,32.,53 69,54 .60 ,45 ,38,59 .43 64 45,56,35,38 ,49,50 .62 ,58
T1r2r3r4, (5c6r7r8 rorfordirl2 r13riar1sri6 ri7r18r19r20 r21r22r23124 12517627128 2930731132
12,13,10,11 ,18,19,13,14 ,10,11 ,15 ,17 18 ,14 12 ,13 19,14 .10 |15 18,19 .13 ,14 15,16 ,15 ,18 19,10 ,12 ,11

ele2e3ed eS5ebe7e8 e9ellellel? el3eldelSel6 el7el8el9e20 e?le22e23e24 e25e26e27e28 e29e30e31e32

Source: Prepared with the study data: F1 = Harassment, F2 = Benevolence, F3 =
Objectification, F4 = Depersonalization, F5 = Stigma, F6 = Harassment, F7 = Prejudice, F8 =
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Subjugation; e = Error measurement, R = Reactive, € relations between factor and indicator,
=> relation between error and indicator, €==» relations between factors

However, the fit parameter and residual [X = 15.25 (2gl) p = 0.000; GFI = 0.950; RMR =
0.009] determined the rejection of the null hypothesis.

It istrue that benevolence is a preponderant symptom of formative violence, but the eight
indicators that should make it explicit do not correspond to the answers to the items that
measure each of its dimensions.

Discussion

Compared to studies on workplace violence, which highlight the modeling of negative factors
(harassment, mobbing, sabotage) as determinants of positive factors (commitment, innovation,
and attention to violence), this study has confirmed eight dimensions where workplace
violence is diversified. To be able to build a victim profile in an environment of violence, the
state of the art and the present work agree that a work structure of violence prevails, even in
innovative organizations with a work commitment.

Johnson et al., (2018: p. 623) found that organizational violence was associated with response
rate. That is, the discrediting of the employee by your organization prevails over a late
response to your case. In the present work, a diversified and systematic organizational
violence was found that would correlate with the rate of attention to each of the eight
dimensions of violence found in the confirmatory study.

Zalemm et al., (2020: p. 11) showed that violence at work negatively and directly determines
work commitment (-, 54), although the work environment and organizational culture have a
positive impact (, 29 and, 20 respectively). In the present work, it was rather demonstrated that
eight factors derived from workplace violence prevail in aspects of work culture and work
environment. This is the case of patriarchal benevolence that is distinguished by a
condescension of the leader towards his employees, as well as the subjugation that supposes
the exclusion of people in important positions due to cultural prejudices or traditional norms.

Zhou et al., (2020: p. 10) showed that harassment, sabotage and mobbing directly and
negatively affect innovative work behavior (-,799; -, 860; -, 648 consecutively). In the present
study, it was evidenced as a factor of violence to bullying, which explained the highest
percentage of variance in the structure of factors observed (23%). In other words, harassment
iIs a central factor that explains a phenomenon of workplace violence and negatively
determines another structure of innovation at work.

Research lines concerning the modeling and empirical testing of direct, negative, and
significant relationships between the factors of organizational violence with the factors of
innovation, commitment and attention to labor rights will allow to identify processes of
violence that inhibit or increase a culture and an unfavorable or favorable work environment
towards a profile of victims of workplace violence.

5. Conclusion
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The present study has established benevolence as the preponderant indicator of formative
violence. From this reflective relationship, it can be inferred that in the study sample a
discourse is developed regarding the enhancement of self-denial and attention as general
attributes of the victims in their professional training process. The contribution of the present
study to the state of knowledge is that the organizational climate, being considered as a
determining factor of interpersonal relationships and task relationships, could be shaped by a
formative violence.

However, it is necessary to explore the dimensions of the organizational climate since
workplace violence is only one aspect of the relationships that can be established between
employees and managers. It is true that benevolence would explain the absence of hostile
sexism in organizations and would anticipate harassment or workplace bullying, but its
percentage of explained variance in the work environment would be lower since organizations
are focused on responding to work demands rather than to observe equitable and violence-free
relationships between their talents.

Organizational violence in general and formative violence, indicated by prejudice,
depersonalization, benevolence, harassment, subjugation, objectification, stigma, and
harassment supposes a process of differentiation between members of an organization that, in
the case of Public Institutions of Higher education seems to be inherent to its development
since, the training of talents would be gestated at the same time as the training of victims and
perpetrators.
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Abstrak

Bisnis MYSNDWCH menyajikan roti lapis yang diberi isian dan toping berbagai macam
seperti selai kacang, pisang, madu, telur, keju, sosis, dll. Bisnis MYSNDWCH dibangun oleh
sekumpulan mahasiswa yang mau berbisnis dan memulai usaha dengan baik yang terletak di
kota Palembang, Sumatera Selatan. Dengan tujuan bisa membangun minat mahasiswa untuk
berwirausaha dan menjadi mahasiswa yang mandiri dan profesional maka dari itu kami
memilih Strategi penjualan produk makanan yang kami produksi sendiri yang nantinya bisa
menambah tempat kuliner yang berada di kota sumatera selatan. MYSNDWCH dalam
mengembangkan bisnis dilaksanakan menggunakan pemasaran online dengan metode Earned
Media adalah sebuah bentuk publikasi brand. Kata yang tak jarang pula diklaim sebagai
earned content atau free media ini publikasinya tidaklah dari asal perusahaan, melainkan
berasal dari pelanggan, pengguna, audiens, atausiapa pun. Earned media pula bisa diartikan
menjadi media pemasaran yang diperoleh secara organik, serta tak berbayar. Bentuk awal
masal earned media artinya pemasaran viral atau yang didapat berasal hasil review, repost,
share, atau rekomendasi yang dilakukan pelanggan pada pelanggan lain. dengan adanya kami
menggunakan metode ini kami berharap bisa membantu kami dalam mengembangkan usaha
yang kami rintis ini selain kami mempelajari cara dan metodenya kami juga akan selalu
objektif dalam memilih bahan baku dalam pengolahan makanan yang akan kami sajikan
kepada pelanggan/konsumen kami yang nantinya akan menambah kesan terbaik bagi
konsumen kami dalam memakan kuliner yang kami sajikan yang akan menambah pemasukan
keuangan ke kami. Jenis penelitian ini memakai penelitian deskriptif menggunakan
pendekatan kualitatif. Hasil bahasan yang kami terangkan dalam penelitian ini menganalisis
penerapan strategi Earned Media terhadap penjualan dan pemasaran MYSNDWCH yang
sangat membantu serta sangat efektif dalam mengembangkan usaha yang dirintis.

Kata kunci: Analisis, Pemasaran Online, MYSNDWCH, Earned Media
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Abstract

MYSNDW(CH business serves sandwiches topped with various fillings and toppings such as
peanut butter, bananas, honey, eggs, cheese, sausages, etc. The MYSNDWCH business was
built by a group of students who want to do business and start a business well located in the
city of Palembang, South Sumatra. With the aim of being able to build students' interest in
entrepreneurship and become independent and professional students, therefore we chose the
strategy of selling food products that we produce ourselves which can later add culinary
places in the city of South Sumatra. MYSNDWCH in developing a business is carried out
using online marketing with the Earned Media method is a form of brand publication. The
word, which is not infrequently claimed to be earned content or free media, is published not
from the company's origin, but comes from customers, users, audiences, or anyone else.
Earned media can also be interpreted as marketing media that is obtained organically, and is
free of charge. The initial form of mass earned media means that viral marketing or what is
obtained comes from the results of reviews, reposts, shares, or recommendations made by
customers to other customers. With the existence of us using this method we hope to help us
in developing the business that we started in addition to learning the methods and methods
we will also always be objective in choosing raw materials in food processing that we will
serve to our customers / consumers which will later add the best impression for our
consumers in eating the culinary that we serve which will increase financial income to us.
This type of research uses descriptive research using a qualitative approach. The results of the
discussion that we explained in this study analyzed the application of the Earned Media
strategy to MYSNDWCH sales and marketing which is very helpful and very effective in
developing the business that was initiated.

Keywords: Analyzes, Online Marketing, MYSNDWCH, Earned Media

1. Pendahuluan

Pada zaman saat ini peningkatan penyebaran akses internet dibarengi pula dengan banyaknya
bisnis makanan yang berjualan secara online, sebagai akibatnya menyebabkan persaingan
antar bisnis makanan sangat tinggi. Keadaan inilah yang menuntut MYSNDWCH
memerlukan strategi penjualan guna untuk menghadapi persaingan antar bisnis tersebut.
strategi pemasaran artinya akal pemasaran serta sesuai itu unit usaha dibutuhkan buat
mencapai target-target pemasaran, taktik pemasaran terdiri berasal pengambilan keputusan
perihal biaya pemasaran yang asal nyadari perusahaan (Kotler,P 2000).

seni manajemen pemasaran pada bisnis artinya suatu cara buat memperoleh hasil yang
diinginkan sesuai syarat dan struktur yang berlaku. taktik ini bermanfaat buat mengantisipasi
problem-problem dan kesempatan masa depan pada kondisi yang tepat secara sistematis,
rasional, kritis, komprehensif dan integrative. Strategi pemasaran mengarikulasikan sebuah
rencana dalam penggunaan terbaik sumber daya dan keunggulan perusahaan untuk mencapai
tujuannya. Salah satu strategi pemasaran yang dapat digunakan adalah Pemasaran Online.
Dan menurut para ahli bahwa Strategi pemasaran artinya perencanaan usaha secara
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menyeluruh buat menjangkau calon konsumen serta mengubahnya sebagai pelanggan
(Kurniawan,K 2021).

Bisnis MYSNDWCH ini, menyajikan roti lapis yang diberi isian dan toping berbagaimacam.
Bisnis MYSNDWCH dibangun oleh sekumpulan mahasiswa yang mau berbisnis dan
memulai usaha dengan baik yang terletak di kota Palembang, Sumatera Selatan.Strategi
MYSNDWCH dalam mengembangkan bisnis dilaksanakan menggunakan pemasaran online
dengan metode Earned Media. Earned media pula bisa diartikan menjadi media pemasaran
yang diperoleh secara organik, serta tak berbayar. Bentuk awal masal earned media artinya
pemasaran viral atau yang di dapat berasal hasil review, repost, share, atau rekomendasi yang
dilakukan pelanggan pada pelanggan lain. Sebab itu, jenis media ini lebih awam serta efektif
dipergunakan dalam taktik pemasaran konten atau content marketing (Cinthya 2022).

Salah satu media internet adalah media sosial. Media sosial adalah salah satu teknologi
informasi yang dapat digunakan sebagai media komunikasi pemasaran produk
MYSNDWCH. Konsep “media sosial” terdiri dari dua kata: “sosial” dan “media”. Sosial,
dalam konteks ini, berarti interaksi antara individu dengan kepentingan yang sama,
kelompok, atau bahkan komunitas. Media adalah kanal atau platform yang memungkinkan
penciptaan dan Penukaran dari konten yang dihasilkan pengguna. Sifat sosial yang saling
berhubungan memungkinkan pelanggan untuk membuat, mengembangkan, dan menyebarkan
konten iklan, yang kemudian mempengaruhi perilaku mereka (Lee dan Cranage, 2014).

Selain menggunakan pemasaran online dengan metode Earned Media sebagai media promosi,
tetapi juga harus memperhatikan kualitas produk MYSNDWCH dan harus dapat menjangkau
pembeli atau konsumen yang berada di seluruh daerah Palembang, serta terus berinovasi dan
terus kreatif dalam produk MYSNDWCH. Dengan menerapkan taktik tersebut, maka
MYSNDWCH diharapkan akan membuat para pembeli atau konsumen merasa puas serta
nyaman dan dapat mengalahkan para kompetitor lainnya serta menjadikan MYSNDWCH
menjadi produk yang terpopuler di Palembang.

Berdasarkan latar belakang yang telah dijabarkan adapun tujuan dari penelitian ini adalah
Analisis Pemasaran Online Produk MYSNDWCH Menggunakan Metode Earned Media.

2. Teori

2.1 Komunikasi Pemasaran

Komunikasi pemasaran artinya wahana dimana perusahaan berusaha menginformasikan,
membujuk, serta mengingatkan konsumen secara pribadi juga tak pribadi, perihal produk
serta merek yang dijual (Philip Kotler & Kevin Lane Keller 2009).

2.2 Komponen penting dalam pemasaran produk

a. Produk (Product)
Produk makanan di MYSNDW(CH yaitu roti lapis. Produk MYSNDWCH merupakan
roti yang dipanggang dan diberiisian dan toping bervariasisepertiselaikacang, pisang,
madu, telur, keju, sosis, dll. Varian produk melewati pertimbangan melalui beberapa
perhitungan seperti harga, kelayakan, dan kualitasproduk.

b. Harga (Price)
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Harga yang dimaksud adalah harga yang tepat. Harga dipengaruhi oleh beberapa
perhitungan seperti harga modal, daya beli customer, kualitas produk, target pembeli,
kompetitor, dil.
c. Promosi (Promotion)

Pemasaranartinya proses dimana perusahaan membangun nilai bagi pelanggan serta
membentuk korelasi yang bertenaga dengan pelanggan, dengan tujuan menangkap
nilai asal pelanggan menjadi imbalannya (Kotler & Armstrong 2014). Pemasaran
artinya suatu proses sosial yang melibatkan aktivitas buat menerima apa yang
diperlukan dan imbas Bauran Pemasaran Terhadap Keputusan Pembelian Diinginkan
melalui pertukaran menggunakan mengembangkan korelasi bertukar berkelanjutan
(Mullins, J & Orville C.Walker,Jr 2013).Promosi yang digunakan MYSNDWCH
adalah pemasaran online dengan metode Earned Media. Seperti Instagram, Tiktok,
Facebook, dll.

2.3 Earned media

Earned media adalah sebuah bentuk publikasi brand. Kata yang tak jarang pula diklaim
sebagai earned content atau free media ini publikasinya tidaklah dari asal perusahaan,
melainkan berasal dari pelanggan, pengguna, audiens, atausiapa pun. Earned media pula bisa
diartikan menjadi media pemasaran yang diperoleh secara organik, serta tak berbayar. Bentuk
awal masal earned media artinya pemasaran viral atau yang didapat berasal hasil review,
repost, share, atau rekomendasi yang dilakukan pelanggan pada pelanggan lain. Sebab itu,
jenis media ini lebih awam serta efektif dipergunakan dalam taktik pemasaran konten atau
content marketing (Cinthya 2022).

2.4 Kualitas produk

Kualitas produk yang baik di deskripsikan di iklan dan promosi yang diharapkan oleh
konsumen. Untuk menjaga kepercayaan konsumen, MYSNDWCH setiap hari selalu
melakukan pemeriksaan terhadap setiap produk MYSNDWCH agar kualitasnya selalu terjaga
dan MYSNDWCH mendapatkan brand image yang selalu baik.

Berikut ini merupakan dimensi kualitas produk berdasarkanTjiptono (2008):

a. Performance (Kinerja)
Performance berkaitan menggunakan ciri operasi dasar yang asalnya dari suatu
produk.

b. Durability (DayaTahan)
Berkaitan menggunakan berapau sangat auumur sebuahproduk yang bersangkutan
bisa bertahan sebelum akhirnya produk tadi wajib diganti biasanya semakin
besarfrekuensi pemakaian konsumen atas suatu produk maka akan semakin besar pula
daya beli produk tadi.

c. Conformance To Specifications (Kesesuaian dengan Spesifikasi)
Maksudnya adalah sejauh mana karakteristik operasi dasar dari suatu produk dapat
memenuhi spesifikasi tertentu dari konsumen atau dengan kata lain tidak ditemukan
cacat pada produktersebut.

d. Features (Fitur)
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Features merupakan karakteristik sebuah produk yang dirancang untuk
menyempurnakan fungsi produk dan/ atau menambaanh ketertarikan konsumen atas
produk tersebut.

e. Reliabilitas (Reliabilitas)

Yaitu probabilitas bahwa produk yang bersangkutanakan bekerja dengan baik dan
memuaskan ataupun tidak dalam periode waktu tersebut. pada biasanya semakin
mungil kemungkinan terjadinya kerusakan di sebuah produk maka itu berarti produk
tadi dapatdipercaya.

f. Aesthetics (Estetika)
Estetika berhubungan tentang bagaimana penampilan produk yang bersangkutan.

g. Perceifed Quality (KesanKualitas)
Perceifed Quality tak jarang di klaim menjadi akibat asal pemakaian pengukuran yang
dilakukan secara tak eksklusif sebab terdapat kemungkinan bahwa konsumen tak
mengerti atau kurang info terhadap apa produk yang bersangkutan.

h. Serviceability

Serviceability meliputi kemudahan serta kecepatan buat direparasi serta kompetensi
serta keramah tamahan staf layanan.

3. Metode Penelitian

Jenis penelitian ini memakai penelitian deskriptif menggunakan pendekatan kualitatif.
Penelitian deskriptif artinya penelitian yang memilih nilai setiap variabel, apakah satu atau
lebih variabel berdiri sendiri, tanpa korelasi atau perbandingan menggunakan variabel lain
(Sujarweni, V. Wiratna 2014).

Pendekatan kualitatif artinya pendekatan penelitian yang berlandaskan kerangka berpikir
fenomenologi serta konstruktivisme pada pengembangan ilmu pengetahuan. Pendekatan
kualitatif dipergunakan, sebab kenyataan yang didapatkan asal penelitian tersaji pada bentuk
naratif tanpa analisis statistik (Ikbar, Yanuar 2012).

Pokok bahasan pada penelitian ini mengkaji penerapan strategi Earned Media terhadap
penjualan di MYSNDWCH.

4. Hasil dan Pembahasan

Earned media adalah sebuah bentuk publikasi brand. Kata yang tak jarang pula diklaim
sebagai earned content atau free media ini publikasinya tidaklah dari asal perusahaan,
melainkan berasal dari pelanggan, pengguna, audiens, atausiapa pun. Earned media pula bisa
diartikan menjadi media pemasaran yang diperoleh secara organik, serta tak berbayar. Bentuk
awal masal earned media artinya pemasaran viral atau yang didapat berasal hasil review,
repost, share, atau rekomendasi yang dilakukan pelanggan pada pelanggan lain. Sebab itu,
jenis media ini lebih awam serta efektif dipergunakan dalam taktik pemasaran konten atau
content marketing (Cinthya 2022).

4.1 Hasil dari pemasaran online MYSNDWCH menggunakan Earned Media:
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1. Postingan review produk di akun media sosial pelanggan
Saat pelanggan merasa puas terhadap apa produk MYSNDWCH, diharapkan
pelanggan akan memberi pendapat pribadinya lewat media sosial mereka yang
disertakan link pembelian dan akun media sosial MYSNDWCH yang selanjutnya
unggahan media sosial mereka banyak dilihat oleh orang lain. Promosi yang
digunakan MYSNDWCH adalah pemasaran online dengan metode Earned Media.
Seperti Instagram, Tiktok, Facebook, dll.

2. Liputan media (Media Coverage)

Saat produk MYSNDWCH disebut atau ditulis secara sengaja atau tidak sengaja di saluran
media tanpa harus membayar sedikitpun.

3. Rekomendasi mulut kemulut (Word of Mouth)

Saat pelanggan merasa puas terhadap produk MYSNDWCH dan pelanggan tersebut
diharapkan akan memberitahu orang lain dengan percakapan sehari-hari.

4. Hasil Pencarian Search Engine Search engine optimization (SEO)
berperan penting dalam earned content. Pasalnya, setiap kali kami membuat konten untuk
produk MYSNDWCH kami, search engine akan “mencatat” konten kami di direktorinya.
Jika kueri penelusuran seseorang cocok dengan produk MYSNDWCH yang baru saja kami
tulis (istilah keyword), produk MYSNDWCH kami mungkin akan muncul di halaman
pertama hasil pencarian (SERP).
4.2 Strategi Meningkatkan Earned Media
Berikut adalah beberapa strategi yang akan kami terapkan untuk meningkatkan peluang
Bisnis produk MYSNDWCH untuk mendapatkan earned media terbaik.

1. Buat dan Pertahankan Media Relationship Perlu kami ketahui bahwa media
relationship sama seperti hubungan lainnya, yaitu kami perlu memelihara (lead nurturing) dan
membangun kepercayaan pelanggan. Membentuk korelasi ini tidak wajib dilakukan hanya
melalui email (email nurturing). Oleh karena itu, kami harus meluangkan waktu kami untuk
membangun media relationship kepada pelanggan kami. Dan kami akan menemukan bahwa
nama brand kami secara alami akan muncul di artikel dan media lainnya dan serta merta
menarik pelanggan kami.

2. Membuat konten yang Menarik Bagian dari kesuksesan earned media dengan content
marketing adalah memiliki konten yang layak untuk dibagikan dan terlibat dengan pelanggan
(customer engagement). Maka dari itu kami selalu membuat konten penjualan produk
MYSNDWCH setiap harinya denagn harapan bisa di jangkau oleh konsumen/pelanggan
kami, Jika konten produk atau layanan kami cocok dengan konsemen/pelanggan kami, maka
kemungkinan pelanggan kami merasa terdorong untuk membagikannya kepada orang lain.
Misalnya, kami bisa membuat konten yang interaktif dan memiliki visual yang eye catching
sesuai persona pelanggan kami.

3. Manfaatkan Semua Marketing Channel Pada dasarnya, media sosial menjadi saluran
terbaik untuk mendapatkan earned media terbaik. Maka dari itu kami tidak akan membatasi
batasi promosi produk kami hanya pada media sosial. Kami akan Kirim konten kami di email
newsletter kami atau bisa minta karyawan kami untuk membagikannya di media sosial
karyawan kami (strategi employee activation). Untuk mempermudah usaha kami dalam
meningkatkan earned media, gunakan strategi advocacy marketing pada karyawan untuk
mengirimkan konten terbaik produk kami kepada orang-orang yang sudah menjadi
penggemar berat produk MYSNDWCH kami. Dan kami memikirkan karyawan kami sebagai
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brand ambassador untuk mempromosikan produk MYSNDWCH kami karna dengan adanya
bantuan dari konten kreator yang sudah terkenal itu bisa berdampak terhadap penjualan
produk MYSNDWCH

4. Memakai Strategi Endorsement
Kami akan Rajin memberikan produk kami secara cuma-cuma atau gratis kepada para
Youtuber, blogger, Tiktokers atau influencer, atau mengajak orang-orang yang sudah
memiliki massa, subscriber, atau penggemar itu untuk datang ke toko kami dalam acara
‘Kunjungan Toko MYSNDW(CH ’, dan menyaksikan pengolahan produk-produk dari sebuah
produsen dan kegiatan produksi pembuatan produk kami. Atau memberikan layanan jasa
secara gratis kepada mereka agar dapat merasakan pengalamannya, dan mau menceritakan
kembali melalui konten video atau foto-foto sebagai pendukung ceritanya yang akan dilihat
banyak orang maka dengan demikian kami berharap dapat menarik massa konsumen yang
banyak untuk datang ke toko kami.

5. Memakai Strategi Giveaway dalam produk kami
Kami sangat mengetetahui bahwa dengan adanya metode giveaway ini akan menarik
konsumen kami, kami sebagai Produsen atau marketing kami juga diharapkan memilikii
jadwal proyek bagi-bagi hadiah atau giveaway kepada netizen dengan persyaratan tertentu,
atau program tebak kuis berhadiah, atau aneka lomba sederhana dengan hadiah yang
menggiurkan buat pengikut setia media sosial kami dengan adanya metode giveaway ini kami
bisa lebih di kenal oleh masyarakat.

6. Menggunakan Strategi Riding the Wave dalam pemasaran produk MYSNDWCH

Marketing dan produsen kami jangan sampai ketinggalan berita dan gosip yang sedang
trending dan banyak diperbincangkan orang melalui media sosial dan lingkungan nyata.
Dengan begitu, terdapat banyak peluang yang mampu diambil buat media promosi serta
‘beriklan’ secara gratis, bahkan bisa sebagai perbincangan menarik bagi yang lihai
menggunakannya. Seperti contohnya, suatu kali ada cuplikan vidio tiktok dengan kata-kata
yang banyak diketahui orang dan menjadi ramai perbincangan, yakni: “Kamu Nanya” ”Dan
Kamu Bertanya-Tanya”. Maka dari sebuah kata sederhana itu bisa digunakan untuk produk
dalam promonya, bisa promosi dengan vidio singkat dengan kata-kata yang sedang viral
tersebut atau media lainnya yang dibuat menarik, unik, bahkan lucu juga bisa kami buat
untuk menarik konsumen untuk datang ke toko kami dengan adanya viral atau kehebohan
dimedia sosial tersebut bisa menarik konsumen.

7. Menggunakan strategi Optimalkan Konten Marketing

Marketing kami dapat membuat blog berisikan kumpulan tentang artikel dan tulisan-tulisan
yang tidak secara langsung beriklan atau berpromosi produk dan jasa. Melainkan artikel serta
tulisan berisikan aneka macam resep kuliner, informasi perihal kesehatan, olahraga,
parenting, atau tulisan-tulisan lain yang berguna serta edukatif buat masyarakat. Misal tim
marketing kami memberikan sebuah merek barang-barang olahan makanan memberikan
informasi tentang pentingnya menjaga pola makan dan gerakan-gerakan sehat yang dapat
dilakukan di rumah atau kantor, dan tanpa di sadari kami sudah memberikan iklan produk
kami ke konsumen.

Alasan kami Mengapa Earned Media Itu Penting bagi pemasaran produk MYSNDWCH
Selain karena efektif dalam menjangkau pelanggan, earned media dianggap penting karena
beberapa alasan lain, seperti kemampuannya dalam melengkapi media lain, maka dari itu
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dapat meningkatkan kredibilitas produk MYSNDWCH kami, dan merupakan pemasaran
bebas biaya.
4.3 Alasan lainya kenapa kami memilih metode Earned Media seabagi berikut:

1. Melengkapi Media Lain
Dana yang dikeluarkan untuk pemasaran biasanya tidak sedikit. Karena itu, kami perlu
memaksimalkan segala potensi pendapatan untuk penghasilan yang maksimal.

Dalam hal ini, kami bisa mengombinasikan earned media dengan paid dan owned media yang
dapat memperkuat strategi pemasaran produk kami. Earned media pula akan membantu
distribusi serta penguatan konten secara lebih baik sebab bisa menjangkau lebih banyak
komsumen/pelanggan yang akan tiba ke kami.

2. Meningkatkan Kredibilitas Merek produk kami

Pelanggan yang puas dapat mempengaruhi orang lain untuk jadi pelanggan MYSNDWCH. Ia
akan terlihat meyakinkan kepada orang lain bahwa produk kami baik dan berkualitas,
berbeda dengan kami yang memang berjualan yang ruang lingkupnya hanya sebatas toko
kami. Menggunakan alasan ini, earned media artinya hal yang sangat krusial bagi kami. Di
mana promosi asal pelanggan akan menaikkan popularitas merek atau eksposur yang lebih
baik dari sebelumnya.

3. Bebas Biaya

Salah satu manfaat yang terlihat kentara asal earned media artinya media tadi tidaklah
memakan biaya atau gratis. Hal ini akan sangat membantu usaha kami, serta menggunakan
metode ini sangat mampu membantu bagi para pembisnis terutama yang baru merintis.
karena, saat berinvestasi pada sebuah metode pemasaran yang salah, perusahaan dapat
kehilangan banyak uang pada waktu cepat. Belum lagi sebab banyaknya orang yang lebih
mempercayai review pelanggan dibandingkan iklan online.

5. Kesimpulan

Berdasarkan analisis pemasaran online, maka dapat disimpulkan bahwa strategi pemasaran
dengan menggunakan metode earned media adalah sebuah bentuk publikasi brand yang
didapatkan melalui metode organik. Bentuk publikasi ini tak berasal dari perusahaan,
melainkan dari pelanggan, audiens, atau bahkan media. Earned media pun diklaim sangat
efektif pada memasarkan produk, terutama yang berbasis content marketing atau pemasaran
konten. Bahkan Bisnis MYSNDWCH ini, menyajikan roti lapis yang diberiisian dan toping
berbagai macam. Bisnis MYSNDWCH dibangun oleh sekumpulan mahasiswa yang mau
berbisnis dan memulai usaha dengan baik yang terletak di kota Palembang, Sumatera
Selatan.Strategi MYSNDWCH dalam mengembangkan bisnis dilaksanakan menggunakan
pemasaran online dengan metode Earned Media yang bertujuan untuk menghadapi
persaingan antar bisnis. MYSNDWCH menerapkan pemasaran online dengan metode Earned
Media agar mendapat hasil review, repost, share, atau rekomendasi yang dilakukan
pelanggan kepada pelanggan lain tanpa harus membayar sedikitpun dangan harapan kami
bisa memajukan bisnis kami ini.

6. Saran
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Saran yang dapat diberikan untuk pelaksanaan strategi pemasaran menggunakan
metode earned media harus lebih rajin dalam mereview hasil produk selanjutnya adalah
sebaiknya jangan beri celah kesalahan dalam membuat konten karena bisa berdampak negatif
pada produk, dan jangan lama-lama dalam menguplud konten produknya, serta harus lebih
peka terhadap hal-hal yang sedang viral karena dengan lebih peka terhadap yang sedang viral
maka akan bisa mendatangkan konsumen/pelanggan.
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