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A.bstract . 1 C t" h s accelerated gro·.;.,th during recent 
A new computing paradigm termed Socia ompu mg a . d 1- · Th 

· · · d d web and mobile base app 1cat1ons. ese 
years. Social Computmg has mtro uce many . II h 

· · · d" · I b d shoot businesses as we ave caused apphcat1ons are enhancing the tra 1t1ona ar an . . 
manifestation of new web and mobile based business models. These n~w buSi~ess_ models 
acquire advanced business processes based entirely upon Social C_omputmg a~plicat,ons. _To 
define Social Computing and understand the dynamic behavtor of. Soc'.al Computmg 
characteristics a generic model for Social Computing is proposed and, _m this res_earch, we 
extend the idea of the model to investigate the impact of Social Computmg on bus mess. The 
paradigm shift opens up opportunities for businessmen not only to do business but also to 
enhance customer intimacy, and inspire the people of the business world. Today as technology 
is growing with rapid speed so constant reinvention is a necessity. To be on the cutting edge 
and enhance the sustainability in business the relevance of customers is important. Social media 
like YouTube, Facebook, Twitter, Linkedln, Biogs, Instagram can create positive opportunities 
to communicate ideas, to find up to date information, to add values to the product, to make 
business_ i~teresting and engaging, to develop new way of thinking, to builds relationship, to 
support JOtnt effort on venture and to be imaginative. 
Keywords: Social Computing, Catalyst, Business Success, Business Models. 

Objectives: 
The Key objectives of the study are· 

• !o describe the long-lasting relationship between the consumers and its stakeholders of 
business. · ' 

• To enhance the communication, participation collaboration and . 
the opinion regarding relevant tools need to be re~ogn· d approval of stakeholders, 

T 1 
IZe . 

• o exp ore factors that contributes to enhancin d ' · I 
using social media. g ,g,ta engagement in the business world 

1 Introduction 

Toda~' s market scenario expects to go to customers rat . . 
to business. The business success depend 

1 
her than to wait for customers to come 

ffi . b . s on w rnt are custon1"" . ' d e ect1ve usmcss focuses 011 the need f "'Is nee s, wants or desires. The 
• so customers and n lfil h 

on mvestmcnt (ROI) one needs to t·argct ti 
1
. ' 1 1 st cm. To maximize the return 

. 1c au( 1cncc Th i . 
age range, manta! status, location gentle. t'f1 · e < cmograplucs such as customer's 

"t T d , , , a ucncc m·itt,. . 
cu::. omer. o un crstand the target m·i,·I 'l . . ' cts most while understandina the 

I h . , ' <e I cscarch 1s m ·t · "' 
to exp ore t e likely target markets. Tl 1 .. . os important. Google trends help us 
G I d G . te oc<1t1on and I .· 

oog e tren s. oogle local1zcs search . . , . . popu a11ty-based reply are given by 
t d d cs, so compclttor b . 
o un erstan . we sites design and content one has 

India's total population is more than 1 44 b' . 
try) In I d. 1 . · 1111011 peo•ll (' , 

coun . n 1an popu at1on, 462 million (o. 78°/4 . t e_ Its the second most populous 
users are from age group 18 to 24 years. The 

1 
t o) me_ active social media users Maximum 

India, 680.44 million people are active on Fac~~s pkcr click for Facebook in India is Rs 64 In 
oo (as per 2024 . . survey on statistica) 
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A Per city wise users, Mumbai has th h' 5 
. , · F b k e tgl_,est number of Facebook users . More than 50% of 

ople ate usmg ace oo as a sour f 
pe b k 1·s an influential t I ce O news. ln business to market any new product 
face oo oo. 
Tl e next largest social media tool is J t . . . 1 

. I d' Th I . t ns agiam. More than 350 rntll1on people are Instagram 
users m n ia. e ai ges age group on Instagram is 18-24 years. 

1.1 Why Social Computing? 

Jnnovat~ve communicati_on techniques are called social computing, social media, web 2.0 or 

Enterp1:1se 2.0 Internet itself has b~come a computing platform. Web 2.0 applications get 

immediate feedback and can update information without a conscious refresh 
t.t.1 Web 2.0 Applications · 

A new digital ecosystem promotes creativity, collaboration, connectivity, community and 
convergence. 

• AJAX- it is a web de:elopment technique that updates a web page without reloading the 

page. AJAX enables po1t1ons of web pages to reload with fresh data instead of requiring the 
entire web page to reload. 

• Tagging - Tag describes a piece of information in manifold, it expresses overlapping 

associations rather than rigid categories. Geo tagging is used in information on maps. 

• Really Simple Syndication (RSS) - with RSS feeds the subscribers receive customized 

information when then want it, without surfing thousands of web sites. Subscribers receive a 

notification of the changes and information about the new content. 

• Biogs or weblogs - Blogs are open websites, which are open to public. The blogger express 

his/her feeling with the help of series of entries. Millions of biogs on the web is refereed as 

blogosphere. 

• Micro . blogging - Blogging using short messages, images or videos is called micro 

blogging. 
• Wiki - It represents a web site made of contents posted by users. Wikis promotes 

collaboration. 
• Social networking web sites - Social networks supports activities. It allows users to create 

profile, post messages and create connections, media share etc. 

• Enterprise social networks _ It represents business oriented social network or corporate 

social networks. 
• Mash up_ A website that takes contents from different web sites, mix them and create new 

contents 
Web 3.0 is the third-generation internet service for websites and applications. It will create 

more intelligent, connected and open websites. 

1
) Increased collaboration . . _ ·k ti 11 The collaborative 

People with similar interests can share their ideas a~d can woi. 0
~
1 .:ei · 

1 
d,, . , . • 't 

exchange of ideas helps to successfully find software arch1t~du1~ ant c:s1gn: p10Je~~ 
m • fi wikis helps to virtually co111wd peop 1:: 

~nagement etc. the social networking sites, orums, . . · . ,' •. , t' rn ·il structurl'S become 

Wtth each other. Using social networking tools, the _~rad_iti~~•~1 ~>.Lg,m_iz1\1
'.~blci~

1
s are shared and 

obsolete. Improved collaboration between the vat ious usct gwups . . . . I' 
solutions are suggested. It reduces redundancy and advances common tu11ct1ona tty. 
2
8) Enhanced innovation • I•"'~ "L''' c·ist'ly uncovered and 
o · I • · t' where new I( """ " .., ' • 
c,a computing creates a new stage tor •~nova ,_on 

1 
. kin, combim:d together can emerge 

~odels spotted. The public forums and mnov~t,ve I un . g fi . development of new features. 
~~dership or ownership. Amazon.com uses social computmg 01 t 

'virtual teams' working on the same ideas helps in product enhancemen · 
3
) Increased productivity . Pg. I 05 
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SOCIAL COMPUTING: A CATALYST FOR B ' d ductivity. In software project the 

. . I d to increase pro . I . I B . , 

Consistently correct mformat1on access ea s . . ves delivery of so ution. n us mess 

I 
.· by experts I mpr o . d . . 

solution sharing and knowledges ,a, mg . . · red infonnatron an communicating 
. t . extracti ng , equr II b , . 

Process Outsourcing (BPO) environ men s, . 0 des i an projects, co a oraLive work on 

. . . . . d the call time. 11 0 
. . fu · . · 

rt m real tune wrth co-workers 1e uces f . •ect and simp!Jfies ture 1teiat10ns. In 

the shared a11ifacts speed up the early stagesfo a pt OJnt'ty 1· dentify answer more quickly. As 

. . 1 · ff, rts o commu . 

these entire scenanos the col ective e O . . . s The knowledge available on social 

more questions are answered, the repeatability mcrease · 

p!atfonn is treated as a baseline for the new employee. 

4) Improved employee relations . 1 
·t would be the best thing for th 

lf employees are get along very well co-worket s t ,en 
I h tt . f t - I e 

organization/company. If employees are happy in the company t e~ a n t~n ra e ts very ow. 

Social computing allows employees to connect wit~, each other. Usmg social netw~rks, biogs 

and wikis helps employees to share ideas and experiences of employees can be heat d on these. 

5) Improved employee engagement . . . 

Employees can exchange ideas with each other in company usmg social media. The shared 

co1mections improve the face to face connections and a sense of belongings within each other. 

The common interest of employees can create bonding with them. Social media has the ability 

to influence decisions in the company. 

6) Attracting younger workers 

'! oung ~1orkers u~ually have e~pectations a?out workplace such as workplaces must be highly 

mteract1ve, ub1qmtou~ computing and mobile computing. With the practice of technology the 

worker can become highly productive. Social computing devices and applications can be used 

by all '.ange of humans._ Humans are able to perfonn the task parallel hence the social 

computmg can be beneficial. 

7) Promotion and public relations 

Most of the companies prefer to brand their d . . 

Customers' loyalty is a key factor fi fi pro uc~s 0
~ pubhc facmg social computing. 

. or pro It generation m online k t· M f 

compames are trying to retain their custo . b . . mar e mg. ost o the 
mers y taigetmg customers' loyalty. 

Literature Review 

Social media tools are gaining popularity and . . 
many com · - are mcreasmgly us d · I 

. pames, rangmg from start-u d e m regu ar operations of 

corporations (L t 1 20 . ps an small and m d" . 
. ee e a, 08· Os1mo 2008· A d . e mm enterpnses to larae 

extensive use of social media little, is kn , n nole, 20 IO; Bell and Loane 2010) Despi~e 

technologies have b · ' own on the spec· fi · ' · 

The study "Th J on usmess process performance (D I IC impact that these tools and 

M e mpact of Social Media on B . enyer et al, 2011 ). [9] 

ogos looks at how soci I d" usmess Perfonnan ,, b . 

Using SponsorPay a me ta tools help improve b . ce Y Ma.rtm Smits and Serban 

, a startup in on(· us mess operat · d 

combined interviews a d me game advertisin ' ions an perfonnance. 

Go?gle Apps and Sal~sfi~:;c:s ~ith 60 employees. Th;' ;s a case stu~y, the research~rs 

which leads to better bus · enhance teamwork con y _ouocl that social media tools hke 

mess result Th ' 1mun1caf 
together creates a strong sy t · s. c study shows II t ~ ion, and knowledge sharing, 

ffi t· 1 
· ~ cm that h ·I la using a n · f . . 1 

e ec 1ve y. Despite focusing cps manage intc. 1 ' 11x o social media too s 

c . . J • on one cornp· 1 na and ext 1 b . . • · 

an positive y impact business e -~ . any and industry th , . erna us mess activ1t1es 

The study "Digitalization as , r I Ollnancc. 
1 

C Sludy suggests that social media 

Agility" explores how businaess~~lor for Business S111·v1·v· I· 
1 · I · es can ,l A c · · 

vo att e times. Using Apple Inc , , use digital tccl 1 · . nt1cal Analysis of Business 

and e h · as a case st <l · 1110 og1es t . 

d" . -commerce elp large companic , u_ Y, 1t examines h _0 . stay competitive dunng 

igI~a_l transformation allows compa:;e111am agile and rcsi/w d1g1tal tools like ERP, cRM, 

traditronal views of competitors to part cs to innovate ere tent. The research highlights that 

J 
ncrs The tud ' a e custom fft 

oumal of the School of Lan ua . · s y suggests th l;!r networks, and s . 1 
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11 1HI 11tnvc, cspcc1ally SMEs th , ' ey need t d fl ·b ·1· r~·s1)l)ns1wncss, and overall bLis,· 0 a opt digital tools to improve ex1 1 tty, ness perfi such us hi gh <.:0sts and Lhe need r.
0

.. o~·mance. However, the study also notes challenges 
11 1 1nLegnt . 

The s1udy "The Role of Soehl M - 1. .' 1011 with existing systems.[6) 
. , cc 1a 111 Enl · B · d' · socln1111an and Sanny Ekawat,· e . ianc1ng us1ness Performance" by Ly 1awatl 

' . . . ' xammes wh b . . . bencf its 1L provides. Social media • .d Y usmess owners adopt social media and the 
' ts w1 ely used b . . . helping businesses ;n marketing c t ecause it 1s low-cost and easy to implement, 
' us omer commun · t· d · · k · · h Th research, based on a survey of 609 b . _,ca 10n, an gammg mar et ms1g ts. e 

usmcss owners I J k · ~ " d h · l d. ·d · 
11

romoting products reducin 
1 

•
1 

. .n a at t .. , 1oun t at soc1a me ia a1 s m 
' g mat <etmg costs 1m · · I · h. d expanding mnrkct reach. Des ite chall . , ptovmg customer re at10ns 1ps, an 

feedback, the overall impact if soci;I eng~s ltke co~tent creation and _mana~(ng negat!ve 
. . • 

1 
. media on bus111ess performance 1s pos1t1ve offenng 

signi/11.,ant m vanlages 111 marketing and ctistot . [ ] ' 
11 

• • net engagement. 7 
The study Social Media as a Catalyst for the Dev I · t f T · 8 · s d f 
, . •• • • . , • , 

11 
• e opmen o ounsm usmess: A tu yo 

row1sm Indust1y of Pc1k1stan by Khushboo Rafiq M h d K ·1 L kh d K ·1 . 1 , u amma amt a o, an uma1 
/\bbas Jaffiry explores how social media influences the t · · d t · p k' I . . . ounsm m us ry m a 1stan. t uses a 
quant1t~t1ve ap!1roaeh :v1rh 206 survey responses to understand the role of social media in 
enhancing t~unsm bus.mess. T~e findings suggest that people trust opinions and experiences 
shared by fncnds , fa1mly, and mfluencers more than traditional advertisements. Social media 
platforms like YouTube and Vlogs are particularly effective in influencing travel decisions. 
The study concludes that tourism companies should focus on earned media marketing tools 
rather than conventional advertising to better engage potential tourists and build credibility.[5] 

1.3 Social Computing In Business Marketing 
"Social computing in business marketing means using social media, online communities, and 
collaborative tools to connect with customers, build relationships, and promote products or 
services. Here's how it works: 
Social Media Marketing: Businesses use platforms like Facebook, Twitter, and Instagram to 
share content, run ads, and interact with customers to get more people interested in what they 

offer. 
Content Marketing: Businesses create and share helpful and interesting content like blogs, 
videos, and infographics to attract and keep customers engage~. . .. 
Influencer Marketing: Businesses team up with popular social media personaht1es to reach 

new audiences and build trust. 
Community Engagement: Businesses create online spaces where customers can chat, ask 
questions, and support each other, building loyalty and advocacy. . . . 
Social Listening: Businesses use tools to listen to what peopl~ are saymg on social media, 
helping them understand what customers like and what they don t. . 
Customer Service: Businesses use social media to quickly respond to customer questions and 

concerns, building trust and loyalty. . . .11 more about their customers and 
Data Analysis: Businesses study social media data to lem 
how to improve their marketing strategies. . • connect with customers 
0 II 

. . . b . ·l(eting helps compa111es ' 
vera , social computing m usmess mai 

build their brand, and reach their goals." 

1.4 Research Methods: . 1 1 . 11 a survey. The online business 
T I d · th' -,er 1s collecte, t 11 oug ' . 

o ana yze the trend, data use tn · 1s paJ · d 1 . t 1 as 13 atu·ibutes, online s!1oppmg 
s . h h 16 samples an c ala se 1, h . urvey used m this researc paper as ' . ·t of attributes as follows s own m 
Survcy has 129 samples and 14 attributes. The dataset consis 

the following table. 

. d Culture Studies 
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SOCIAL COMPUTING: A CATALYST FOR B . I des company name, location, 

· d - d for survey inc u . r • 
Online business Survey the attributes cons1 e1 e 1 · latform for business, on me posting 

· f b · ·s use of on me P dd · · ng qu -· 
category of business, doma111 o usines ' . . ·th stakeholders, a I essi e11es, 

,. db· I co111111un1cat1on WI 
of info rmation customer 1ee dC <, . 
addressing ne; product, and growlh in business . . shown in following fig . 1. 

. f 1 b ·, ess survey IS as 
The graphical representation o t 1e us, 1 , , · 

10 

I 
pM@~, M1111111ill!I~•, rS!ls)IM 

Fig 1 : Graphical representation of online business survey. 

Online Shopping Survey covers info1mation like name of person filling the online survey, 
location, gender, age group, family income, qualification, employment type, online purchasing, 
online shopping likes, frequency of purchase, experience rating, discovery of product and 
pa:yment method. The graphical representation of the survey data is as shown in fig. 2 

30 

15 

' 

■ 11 ■ 3 3 4 1
6 

5 . . I ··-· ■--1 I Fig 2: Graphical representation of on line sho . -ppmg survey 

I.5 Resulls: 
Data Mudd & Analy~is 
WeJ.:a knowledge explorer model fior < 1. h . . 
Th 

>n me s opping is h 
e arff luad~r loads the data file a d 1 ·· fi , . · ass. own below. 

d· , Tl 1 . . n c ass, tcc1t1on model . , 1· 
ata. 1c n,;~u tis di!>played w,ing tex t viewer. is app icd to generate rules on the 
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Affl.(IJdtr ClmAulgntr Cross\l.tll~a,ion 
Foldt..liker 

Fig3. Classifier model using knowledge flow 

Fig 4. Model evaluation 

...... : - ; .. 4 

, . 
,•. -r 
.. ~ . 

Fig 5. Model performance chart 
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BUSINESS SUCCESS . . . SOCIAL COMPUTING: A CATALYST FOR . d' t distribution 1s depicted m ' d · wise <1 a 
I that the gen ei f ales prefers to shop The model performance chart s 1ows . .d t"fi d that number o rn . b eastl y I en I ie following fi g. as per graph it can e 

online as compared to females. 

l·O 

~o 

3L' 

10 

(l 

· F ig 6:-·Gender wise age grm{p distribution 

1.6 Conclusion 

• 1:3 10 ~o 

45 t n ~G 

g Abo 0r<' oO 

The data modelling and analysis is done using WEKA tool. The data collected has huge potential to take social computing in businesses to successful level. Data insights can be obtained for business owners to work on current online business scenario and capture the market. Data visualization helps to get clarity of user liking. Online shopping dataset analysis helps to identify that the dominant shopping trend is online; hence it helps to find that number of online shopping users are more in the country which sells products online. The numbers of online shopping users as compared to offline shopping users are in larger fold hence this analysis will definitely help the business market to analyze the user trend and will help business owners, to come up with new ideas to sale products online. 

l. 7 Discussion 
As per the business survey conducted the urban population contributed more than rural population. The following fig. depicts the percentage of urban and rural businessman. 

Fig 7. : Art!a wise% of businc 

t Urban area 
t Rural area 

ss owners 
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The business categorization is de · t d · . ·b 

-
1 

pie e in followm 0 fig. The business to customer contn utors 
·s comparative y more than busi b . 0 
1 ness to us111ess and customer to customer category. 

• Business to Business 

• Business to Custorner 

" Cus'.omer '.o Customer 

O Cus:omer rn Business 

Fig.8 : Business categorization 

The category of business to business, business to customers where business owners find it easy 
to reach to the customers through social media as usage of mobile, internet connectivity is more 
in urban areas as compared to rnral areas. 

The business domain is categorized into food, clothing service etc. is shown in following fig. 
the highest percentage of business domain 

Fig 9 . Business domain classification 

O Food 

0 Clothing 

1t, Service 

0 Health 

• Training 

O Oiher 

The frequency of posting the products online can be daily, weekly, monthly or quarterly. It 
provides an advantage to entrepreneur/ business owner to update the products as and when 
required. The demand supply can be easily managed with the flexibility to promote the 
products. 
The_ queries/ feedback/ suggestion of the cuslomers are addressed after eve1y purchase by the 

busmess owner through written communication. 
Advertisement of new product in the market is <lone using social media by the business owners. 
98.3% business owners have said that the paradigm shift of doing business from traditional 
(offline) to modem (online) way has increased their profits levels and most of them prefer 

conducting business through social media. . . 
Thus we can say social computing has brought a paradigm shift of conductmg busmess from 
0ffline mode to online mode. 
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4 6% of the people from urban areas, of 

Accord mg to the survey conducted tor customei 5 9 · . ·I · g 68.3 % & 31 % are post d . f" 8 45 , · • 1·ere1· on\ 1ne s 1oppm · 
1 1erent age groups between \ lo yc,11 s P 1

' graduates and graduates respectively. . . l t nline is convenient saves 
96.9% purchase from website or mobile app. Purchasing pioc uc s 

O 
UPI ' 

. . I . t·t card Google Pay or · 
t11ne. Transaction usually takes place throug 1 c1ec 1 , 

· · •I ·t f I opping is listed in following fig. 
As pc,· o,1hne shoppmg survey the frequency c rn1 o s 1 

10 

f-0 

- -1 ,l 
C: 
:, 
0 
'-' 3J 

l J 

Qu,l r\cr!y r•;lo nlhly Yr,Jrl\· 
Shoppig frilquency 

-None 

Fig 10 . Histogram of online shopping 
Customer preferences for on line shopping are as shown below 

l ', 

l'J 

t ln ·•l;i., 
y•,-1 ' /ii .. I u l!o 

Fig I l. Custo111er preferences for onl" ·l . • ll\C S 10pp111g 

II Cot int 

"Social computing is really helpful for daily tasks . l· , l<i\ 
• • • 1> • 

110W,ll ,1ys It's '\ t . 
actlv1t1es use. uu1>mc1>ses that operate online find ' t , • . · . • sys cm onlmc that many helps with different things. lt'i:; all done throuuh the -

1

1 
lsupci usctul bl.lcausc social computing "' 11 crnct using 'b · 

people. 
' We sites or apps to connect In business, social computing is a big hcl1>. It makes p. . 

1ocesses • .· Just about the technology - people who manage these sy ·t e,\sier and faster. And it's not 1 S . l . d . s ems phy ab. I . . 
run smooth y. ocia computmg ocsn't Just benefit busi . . .. '. ' ig roe m making thmgs their problems. It's like a win-win for everyone involved~~sses, it also helps consumers solve 

Journal of the School of Language, Literature and Culture Studies ISSN: 0972-9682, Series: 26, Book No. 02, Year: 2024 Pg. 112 



soCIAL COMPUTING:" CATALYST Fo11 
' ' 'BUSINESS SUCCESS 

l{cfcrcnccs 
I ;\irbnb.2016. "Rent Unique Pia,,. t S . "R · d 
· . •. . 'c1.:s O lay from Local I lusts in 190+ Countries. etneve 

17 Janumy, 2016, liom www.a1rbnb.com 

2. Rlumbe~·g, 1:·, Cooper, ?· R., and Schindler, P. S. 20 I I. Business Research Methods. 
McGraw-Hill Higher Education. 

3 Economist. 2013."J\.11Eyeslli1Ll1ec.•1 .· r. / Q12013 
• ~ · ... 1 HU mg [',Conomy." Technology Quartery · 

Rctncvccl I :cbruary, 20 I 4.from http://www.economist.com/r,odc/21572914/print 
4. Economist. 20 I 5. "News Companies and Faccbook:Friends with Benefits?" Retrieved I 
October, 2015 , fromhttp: //www.economist.com/news/business/21651264-facebook-and­
scvcral-ncws-firms-havc-cntered-uneasypartnership- friends­
bcncfits?zid -=291 &ah=906e69ad0 I d2ee5 l 960 I 00b7fa502595 
5. Rafi,1, K .. Lakho, 1\1. K., & Jartiry, K. A. (2022). Social Media as a Catalyst for the 
f)cvclopm cnt of Tourism Business: A Study of Tourism Industry of Pakistan. Journal of 
Business & Tourism, 8(02), 53-70. 
6. Mujaya. J.. Law, K., Ito, S., Sisu, J., & Grosu, A. (2023). Digitalization as a Factor for 
Business Survival: A Critical Analysis of Business Agility. In Proceedings of the 16th 
Jntcmational Management Conference, pg (pp. 539-546). 
7. Soclaiman, L., & Ekawati, S. (2022, May). The role of social media in enhancing business 
pcrfonnance. In Tenth International Conference on Entrepreneurship and Business 
Management 2021 (ICEBM 2021) (pp. 400-404). Atlantis Press. 
8. Smits, M., & Mo gos, S. (2013). The impact of social media on business performance. 
9. Lee, S. H., DeWester, D., & Park, S. R. (2008). Web 2.0 and opportunities for small 

businesses. Service Business, 2, 335-345. 

J • , ml Culture StuJit:s 
ournal of the School of Language, Literature a 

ISSN: 0972-9682 Series: 26, Book No. 02, Year: 2024 

' 

Pg. 113 



{ "type": "Document", "isBackSide": false }


{ "type": "Form", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }


{ "type": "Document", "isBackSide": false }

