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Abstract

Background and Objective: The Purpose of this research is The Model of Interactive/Qualitative
Analysis (IQA) of Perceptual themes on the base of Self-Fulfilling Prophecy in Support of Green
Products about of Knowledge-Based Companies in the Field of Food.

Material and Methodology: In this study, which was conducted in two qualitative and interactive
sections, 15 specialists and experts in the field of marketing at the university level and 20 managers in
knowledge-based companies participated in these two sections.

Findings: Results in the qualitative part of the existence of three main.

Discussion and Conclusion: The results in the qualitative section also showed that the main driver of
perceptual approaches in the aesthetics of green products is the proposition of using material design as
an aesthetic ecosystem in capturing the minds of customers, which will have consequences such as brand
identity of green products.It was also found that the main stimulus for perceptual approaches to green
product health was the use of international logos and the insertion of special codes (USDA) into green
product health, which led to the stimulation of customers' perceptions of the organic nature of green
food products.

Keywords: Perceptual themes on the base of Self-Fulfilling Prophecy, Support of Green Products,
Interactive/Qualitative Analysis.
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Figure 1. The process of transcendental success in social interactions
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Figure 2. The ecological purpose of green products
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Table 1. The Process of Critical Analysis
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Figure 3. Theoretical framework of research after meta-analysis and Delphi analysis
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Table 3. Internal Relationship Relationships (IRD) Themes of Perception Statements in the Aesthetics of Green
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Figure 5. systematic representation model of perceptual propositions on the aesthetics of green products
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Table 4. Internal Relationship Relationships (IRD) Themes of Perception Statements in Green Health
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Figure 5. Model of systematic representation of perceptual propositions on the health of green products
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Table 5. Internal Link Relationships (IRD) Themes of Perception Statements in Social Convergence
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Figure 6. A systematic representation model of perceptual propositions on the social convergence
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