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Abstract: The objective of this article is to the demonstrate a complex system that makes 
it possible for users to reduce their costs expenditures when purchasing specific goods by 
making society-aware decisions. The system bases the estimation process of social-economical 
values that are proportional to the extent of social awareness on external cost calculation 
methodology. Basically, the concept of the described intelligent system places the elements 
aimed to boost external savings and profits and to motivate socially aware decisions around 
the “concept of returning customers”.
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1. Introduction

T he objec t ive of t h i s a r t ic le i s  t he 
demonstration of a complex system that 
opens up the possibility for users to reduce 
expenditures when purchasing specific goods 
by making society-aware decisions, thus 
creating social savings.

In order to achieve this goal, a system 
structure needs to be created that is suitable 
for the monitoring and measuring of daily 
individual decisions, for the estimation of the 
extent and effects of society-awareness when 
making those decisions, for the monetizing 
of those effects, and for the display of the 
social-economical value proportional to the 
estimated extent of social awareness. 

The system declares the individual choices 
as socially aware decisions if the decision 

maker, besides trying to realize his/her own 
goals, also serves the wellbeing of the society 
and considers the interests of the society as 
a whole (Crane, 2008).

In a few typical sectors, for example in 
insurance, health care, transportation 
(Junevičius, et al., 2009) and sport, some of 
the characteristic features of socially aware 
processes, such as the common financing of 
common goals are traditionally present. It 
is easy to see that in any insurance activity, 
the insured individuals, organizations or 
groups form a surety community, with the 
basic interest of minimizing risk factors 
(Sipos, 2014). Generally, it’s also true that 
the public f inancing rate of the health 
care, transportation and sport sectors is 
significantly higher than that of the rest 
of the sectors. Of course, there are also 
sectors out there where the aforementioned 
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characteristic features of social awareness 
are less explicit, however, they still exist in 
the background. Such sector is for example 
commerce, where during the consumption 
process the consumer can ponder the 
external effects of the purchase of each 
product or service.

As a summary, the aim of the aforementioned 
system is to motivate consumers to opt for 
the purchase of goods and services that 
contribute to the largest possible external 
savings and profits, in other words, the 
manifestation of a value proportional to the 
estimated extent of social awareness.

2. Methodology

The system bases the estimation process 
of socia l-economica l va lues that are 
proportional to the extent of social awareness 
on external cost calculation methodology. 
Considering the definitions of welfare 
economics, external effect is the factor 
that, in addition to the directly affected 
part icipants of an economic act iv it y, 
indirectly affects the wellbeing of another 
party (Munilla et al., 2005). In other words, 
in the present system (Monzon, et al., 2013) 
externality (an external economic effect) 
is defined by a factor that, as a result of the 
economic activities of an individual, an 
organization or a group, affects the wellbeing 
of another person, organization or group 
not affected by the economic and financial 
processes of the activity itself. Based on ISO 
26000 (ISO, 2010), this methodology breaks 
down individual socially aware decisions to 
the following economical, ecological and 
social categories:

1.	 the economical categor y includes 
for example the aspects of economic 
performance and the indirect economic 

effects (an indirect effect is for example 
the decrease in resource prices due to 
the resource-saving decisions made by 
micro-economical participants);

2.	 the ecological category includes for 
example the aspects of energetics, 
harmful substance emission, waste 
ma nagement a nd t ra nspor tat ion 
(European Commission, 1995);

3.	 the social category includes for example 
the aspects of health care, security, equal 
opportunities and human rights.

3. Evaluation

Basically, the concept of the described 
intelligent system places the elements aimed 
to boost external savings and profits and to 
motivate socially aware decisions around the 
“concept of returning customers”.

The platform provided by the intelligent 
s y s tem open s up oppor t u n it ie s  for 
cooperation between customers from the 
demand side of the market and individuals 
or corporations from the supply side thereof. 
One of the basic elements of the concept 
is that the participants of the economy 
and the products and services they offer 
are classified in one of these groups upon 
joining the system. The consumers access 
the offered products and services via the 
platform provided by the system. This is 
where the social-economical value resulting 
from socially aware decisions manifests in 
the market processes, in other words this is 
where the value of social profits and savings 
are deducted from the price of the products 
and services. However, it is important to note 
that the system should also promote social 
values that are hard to monetize, this way 
user behaviors such as generosity, politeness 
or responsible decision-making and socially 
aware lifestyle can be assessed.
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The main objective of the concept is to build 
a consumer basis that is open to socially 
aware processes to purchase the products 
and services that create social savings and 
profits (Figure 1). The consumer joining 
the system supports the socially responsible 
participants of the economy by choosing 
the socially useful product or service out 
of the service- or product range offered 
in the given market segment. As another 
basic rule of the “returning customer 

concept”, when a customer repeatedly 
chooses to purchase their offered goods, 
the supported participants of the economy 
discount the social savings resulting from 
the selling of their products. The socially 
aware sales and purchases are realized 
via the system’s marketplace, which also 
provides opportunities for consumers to 
exchange the various social category’s 
savings accumulated as a result of socially 
aware purchases.

Fig. 1. 
Covered and Possibly Coverable Social-Economic Fields of the System

T he basic concept prov ides rel iable 
returning customer groups for individual 
or cor porate suppl iers, who are a lso 
dedicated to the social field characterizing 
the operation of the given participant of 
the economy. Additionally, it provides 
opportunities for socially aware consumers 
for the display of the social savings and 
profits resulting from their decisions in the 
market processes.

Supporting the concept and to enhance 
its usability, with special regards to the 

realization of the marketplace, the intelligent 
system should be character ized by a 
modular structure. Furthermore, during 
the realization of the system processes, 
cooperation of the following modules is 
imperative (Figure 2):

1.	 the “ individual” module monitors 
and measures the routine individual 
decisions;

2.	 the “participant of the economy” module 
is responsible for the discounts and 
motivation opportunities provided by 
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the market- or community participants 
of the economy;

3.	 the “value added” module enables the 
assessment and monetization of the 
extent of the effects of social awareness 
and the establishment of the social-
economical value proportional to the 
estimated extent of social awareness, as 
well as the indication of social savings 
and profits in the social processes;

4.	 the “net work ” module a l lows for 

the network sharing of indiv idual 
information and profiles and enables 
the promotion and realization of socially 
significant projects and community 
communication;

5.	 the “business” module is responsible 
for the creation and market-based relay 
of information valuable for the profit-
oriented participants of the economy, 
with special regards to the areas of 
marketing and market-research.

T he modular st r ucture suppor ts the 
following system functions:

1.	 Measurement of external effects of 
consumer decisions (Beke, et al., 2014);

2.	 Estimation of external expenditures of 
consumer decisions;

3.	 Generating of sharable user profile, 
based on consumer decisions affecting 
the society;

4.	 Consideration of external savings and 
profits associated with purchases during 
future purchases;

5.	 Possibility of exchange of external 
savings of different social categories 

between users, while considering the 
demand for external savings of different 
social categories, with special regards to 
the supply-demand relation;

6.	 Advertising of socially significant projects 
and community communication;

7.	 A nalysis of aggregated consumer 
decisions, market-research (Lógó, 
2009);

8.	 Decrease of environmental pollution, 
preference given to environment-
friendly products and services;

9.	 Reducing energy-consumption, giving 
preference to energy-efficient products 
and services;
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Fig. 2.
Basic Concept Behind the Modular Structure
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10.	 Stopping or slowing down unfavorable 
social processes (for example segregation, 
discrimination, unequal opportunities) 
and giv ing preference to products 
and ser v ices strengthening social 
development (e.g. equal opportunities, 
wheelchair-friendly facilities).

The realization of the system calls for the 
following research and development actions 
(Figure 3):

1.	 Development of system elements 
suitable for measuring the external 
e f f e c t s  o f  c on s u me r  de c i s ion s , 
using already ex isting technolog y 
(smartphones, online shopping);

2.	 Defining the scientific methodology 
for the estimation of external effects of 
consumer decisions;

3.	 Creat i ng a  com mu n it y net work 
suitable for generating sharable user 
profiles;

4.	 Defining the scientific methodology 
underlying the consideration of external 
savings and profits associated with 
purchases;

5.	 Creat i ng a mat hemat ic a l  model 
al lowing the exchange of external 
sav ings associated w ith di f ferent 
social categories, while considering the 
demand for external savings of different 
social categories, with special regards to 
the supply-demand relation;

6.	 Development of a module suitable for the 
promotion of socially significant projects 
and community communication;

7.	 Development of a market-research 
methodology suitable for the analysis 
of aggregated consumer decisions.
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4. Conclusion

Summing up the article we can conclude that 
the objective of research is the demonstration of 
a complex system that opens up the possibility 
for users to reduce expenditures when 
purchasing specific goods by making society-
aware decisions, thus creating social savings.

The system bases the estimation process 
of socia l-economica l va lues that are 
proportional to the extent of social awareness 
on external cost calculation methodology. 
Considering the definitions of welfare 
economics, external effect is the factor 
that, in addition to the directly affected 
part icipants of an economic act iv it y, 
indirectly affects the wellbeing of another 
party (Munilla et al., 2005).

Basically, the concept of the described 
intelligent system places the elements aimed 
to boost external savings and profits and to 
motivate socially aware decisions around the 
“concept of returning customers”.

The platform provided by the intelligent 
s y s tem open s up oppor t u n it ie s  for 
cooperation between customers from the 
demand side of the market and individuals 
or corporations from the supply side thereof. 
One of the basic elements of the concept is 
that the participants of the economy and 
the products and services they offer are 
classified in one of these groups upon joining 
the system. 

The consumers access the offered products 
and services via the platform provided by the 
system. This is where the social-economical 
value resulting from socially aware decisions 
manifests in the market processes, in other 
words this is where the value of social profits 

and savings are deducted from the price of 
the products and services. However, it is 
important to note that the system should 
also promote social values that are hard 
to monetize, this way user behaviors such 
as generosity, politeness or responsible 
decision-making and socially aware lifestyle 
can be assessed.
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