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A REVIEW STUDY ON ELECTRONIC PAYMENT SYSTEM
Meenal Agrawal*, Alok Bansal**
In an electronic commerce surrounding, payments are made in an electronic form, and hence known
as Electronic Payments. In other words, E-payment was developed to facilitate e-commerce transactions
between consumers and sellers. E-payment system is increasingly becoming a daring means of
payments in todays business world and this is due to its efficiency, convenience and timeliness. It is
a payment system that is continuously being embraced and adopted in the financial system of both
developed and developing countries with a view to simplify and ease payments. Hence, it becomes
necessary for researchers to study the various available literatures on e-payment system and its adoption
determinants that are useful to understand the better functioning of e-payment systems for the users.
The paper reviews the comprehensive literature on e-payment systems and comes out with research
gaps to further explore this emerging field having lots of research potential.
Keywords: Electronic Payment System, E-commerce, Commerce.

INTRODUCTION
The emergence of Information and
Communication Technology (ICT) has
completely changed the lives and operations
of individuals and organizations respectively.
ICT and Digital technologies had made great
evolutionary development in finance,
economics, operational costs (Slozko and
Pello, 2015) and enhanced organizational
performance (Ali, 2010). The era of ICT and
digital innovations has come along with a
dynamic change in the world business
environment, whereby, business transactions
are constantly shifting from cash-based
transactions to electronic-based ones
(Mohamad et. al., 2009). Also, the global
proliferation of the internet and its rapid use
over the years has contributed much in
facilitating electronic commerce in global
business environment (Fernandes, 2013). In
other words, the internet users have been
growing rapidly today and along with this
growth, e-commerce and e-payments are
also growing rapidly.
Consequently, as transactions among
business partners continue to extend on the
e-commerce platform, an electronic payment
*

solution emerged to replace the former cashbased payment systems (Dennis, 2004). The
advent of this development in the global
business environment challenged most
organizations to automatically switch from
the conventional paper-based money
transactions to an electronic payment system
which is widely known as the e-payment
system. Generally, electronic payment can be
defined as a platform used in making
payments for goods/services purchased
online through the use of internet (Roy and
Sinha, 2014). Subsequently, with the
introduction of e-payment system, the world
payment system turned out to align with the
current trend of cashless transactions among
individuals, businesses and governments
(Odi and Richard, 2013). As a result of this,
the world payment system is gradually
changing from coins and paper based money
to electronic forms that provide more
convenient, fast and secured process of
making payments among individuals and
organizations (Premchand and Choudhary,
2015).
E-payment systems are important
mechanisms used by individuals and
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organizations as a secured and convenient
way of making payments over the internet
and at the same time a gateway to
technological advancement in the field of
world economy (Slozko and Pello, 2015). In
addition, it has also become the major
facilitating engine in e- commerce through
which electronic business success relied
upon. Electronic payment system had also
brought about efficiency, fraud reduction
and innovativeness in the world payment
system (Oladeji, 2014).
Furthermore, e-payment system tends to
bring many electronic modes of payments
through which financial institutions offer
different e-payment opportunities and
services to their customers such as the credit
cards, debit cards, on-line banking and
mobile banking (Premchand and Choudhry,
2015). As a result, the adoption of e-payment
technology is ever increasing in today s
business environment (Balogun, 2012) and
public sector establishments (Kaliannan and
Awang 2010; Hussein et.al 2010; Gil and
Luna, 2003). However, despite all these
benefits associated with e-payment,
adequate ICT know-how among users and
fear of security breach remain the most
concern of individuals, organizations and
experts in the field of information system
(Khairun and Yasmin 2010).
The focus of the present study is to provide
extensive literature reviews of different
studies done on e-payment system world
over and in India. The present study also
focuses on the adoption, factors that
influence its usage, issues and challenges in
e-payment system. The paper starts with
defining key terms in e-payment system and
also covers topical literature reviews and
finally it ends up providing research gaps and
giving suggestions and conclusion.
REVIEW OF LITERATURE
Singh (2009) showed that although the
existence of variety of e-commerce payment
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systems, credit cards was the most dominant
payment system. Secondly, alternative ecommerce payment systems in some
countries are debit cards. In fact, like many
other studies, this study also revealed that
the smart card based e-commerce payment
system is best and it is expected that in the
future smart cards will eventually replace the
other electronic payment systems. Thirdly,
from the basis of limited users e-cash is not a
feasible payment option. Thus, there are
number of factors which affect the usage of
e-commerce payment systems. Among all
these, user base was most important. In
addition to this, success of e-commerce
payment systems also depends on consumer
preferences, ease of use, cost, industry
agreement, authorization, security,
authentication,
non-refundability,
accessibility, reliability, anonymity and public
policy.
Moertini et. al. (2011) explored the detailed
method that was proposed specifically to
develop suitable electronic payment system
to handle tuition in the universities, with the
case study of a university in Indonesia. The
methods which were proposed to develop
the suitable electronic payment system were
bank partners and payment product
selection criteria, university policies and
regulations, system architecture, data
exchange between systems and interaction
between virtual account system and
university payment system. They found that
these methods were also based on the
classical paradigm of software engineering.
In order to generalize the methods, larger
scope of research is needed. The methods
should also be enhanced using the newer
paradigm of software engineering, such as
object-oriented, service-oriented, etc., which
are also suitable for IS development in
organizations. It is also important that new
or enhanced methods to address the main
issues in electronic payment systems
(efficiency, security, convenience, etc.)
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Khalili et. al. (2012) explored that when
companies entered into electronic
commerce market or choosing an electronic
payment system that will work well with the
way they run their business that is both
popular and safe is a major concern. So, this
research identified major criteria and current
situation of e-payment systems in Iran and
indicated that debit card was the most
preferred e- payment system, followed by
credit card and electronic check. Rachna and
Singh (2013) analysed and found that it is not
possible to say that which mode of payment
is perfect, although each one of them has
advantages as opposed to others. The study
revealed that if the clients want to maintain
privacy, then they choose those payment
methods which guarantee a higher level of
privacy such as E-cash or Net Bill Checks, but
if the priority is security, they should use,
smart cards. They found that both
consumers and service providers can benefit
from e-payment systems leading to increase
national competitiveness in the long run. The
successful implementations of electronic
payment systems depends on how the
security and privacy dimensions perceived
by consumers as well as sellers are popularly
managed , in turn would improve the
market confidence in the system.
Yaqub et. al. (2013) investigated the
challenges of implementing electronic
cashless policy in Nigeria. They found that
despite the numerous benefits that this policy
brings to the nation, banks and individuals,
it also has its own challenges. They found
challenges which can be discussed in the
study as security, infrastructure, legal and
regulatory issues as well as socio-cultural
issues. The study revealed that payment
systems in Nigeria during the past few years
have undergone significant progress, but
some transactions are still cash-based.
Therefore, there is a need to create more
awareness to attract the unbanked people
into the banking system as large proportion
of the Nigerian population is unbanked and

7

going cashless will automatically get more
people into the banking system. Through the
study it was found that most Nigerians are
not aware of the benefits of electronic
payments and are, therefore, slow to adopt
it. So, the banks must also be educated to
promote e-payments; training programs for
senior management of the banks and all other
cadre. It is also recommended from the study
that strategic segments of the economy
should be the subject of focus first, especially
the unbanked segment. In this way, the
vision of reducing the unbanked will be done
gradually and systematically.
Hamid and Cheng (2013) found that there
was major variations among the tertiary
students in respect to perceived risks of
types of payment i.e. cash and electronic
payment. However, the young adult users
were indifferent in perceived risks linked
with number of purchases. In an online and
technology based self service environment,
the degree of perceived risk is associated with
perceived security of the platform as well
reliability of a firm of which a consumer
performs a transaction. They also discussed
the implications to service providers and
policy
makers
and
offer
some
recommendations to improve the epayment systems quality.
Oyewole et. al. (2013) explained the
relationship between e-payment system and
economic growth as means of reviewing
current transition to cashless economy in
Nigeria. The study indicated that e-payment
system positively contribute to economic
growth in terms of real GDP per capita and
trade per capita. The results showed that
only ATMs were found presently to have
contributed positively to economic growth
while other e-payment channels contributed
negatively. The author concluded that a
significant positive relationship exists
between e-payment system and economic
growth in Nigeria. Hence, the current
cashless policy should be tailored towards
ensuring effective e-payment system and

8

other factors which bear much relevance on
successful transition to cashless economy
should be prioritized.
Teoh et. al. (2013) examined the factors
influencing
Malaysian
consumers
perception towards e-payment. The results
showed that e-payment is widely used which
reflect the growth of e-payment services in
Malaysia and the regression results showed
the three factors, i.e. benefits, self-efficacy
and ease of use which were significantly
associated with consumers perception
toward e-payment but security and trust
were not significantly associated with
consumers perception toward e-payment,
but as such, both security and trust warrant
further investigation. The findings confirmed
the prominence of all of the five factors
investigated, allowing practical implications
from the perspective of strategies to boost
e-payment use to be prescribed. Above all,
the authors suggested from their study that
Malaysian banks and online transaction
facility providers should continually enhance
their e-payment services in view of the
promising growth rate and it is essential that
the services provided must meet consumers
expectations.
Jansorn et. al. (2013) revealed that the model
of Unified Theory of Acceptance and Use of
Technology (UTAUT) and Structural Equation
Modelling (SEM) were used for testing
hypotheses. In the addition, this study
extends the modulators and three factors,
Service Quality, Fee and Security. The results
of the study showed that Performance
Expectancy, Effort Expectancy, Social
Expectancy and Facilitating Conditions are
the all main factors are important to adoption
of electronic payment from actual users.
Furthermore, e-Payment services were the
medium or service providers of e-Payments
helping increase convenience, rapidity, and
facilitation in today s people daily life.
However, they found that there have not
been more people to utilize the e-payment
in Thailand.
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Aggarwal (2014) revealed that the growth
of e-commerce and online shopping is
increasing at very rapid speed especially in
the country like India where people like
nuclear families; prefer online shopping for
shortage of time. Also the trend of online
shopping is increasing in customers, where
they sit on front of a computer and order
the goods and services at anywhere and
anytime. With the increasing trend of ecommerce, the trend of e-payment also
increases because the main mode of online
shopping is e-payment and the customers
also preferred e-payment for other utility
services also which helps to save their
valuable time. So, this paper contributes in
the group of researchers to promote the epayment system between the customers and
also a further scope for researchers, to study
the various advantages and limitations of epayment.
Subramanian (2014) revealed that banks and
other financial institutions should
concentrate further on efforts to encourage
corporate, individual /retail customers and
also noted that the gaps in the bill payments
eco-system for lack of inter-operability, high
cost of cash, cheque /draft collection and poor
accessibility in semi-urban and rural areas to
ensue efficient innovative paper free
electronic payments and settlement systems
form the backbone of economic well being
of the nation. In addition, the study also
revealed that simplifying documentation
requirements, increasing role of non-banks
in the payment systems, innovation and
competition, uniformity and addressing risks
could facilitate more usage of the innovative
efficient paper free mode. The author found
that the study has number of limitations that
must be acknowledged i.e. data on Internet
banking and Mobile banking were not
available. Therefore, these results of this
study were not applicable to the full extent
of paper free electronic payment systems in
India and, therefore, there is a scope for the
further research.
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Roy and Sinha (2014) presented an empirical
review of electronic payment acceptance in
Kolkata. The study showed that the model
formulated and evaluated the factors like
Perceived Ease of Use (PEOU), Perceived
Usefulness (PU), Perceived Credibility (PC),
Perceived Risk (PR) and Customer Attitude
(CUAT) to continue using e-payment
acceptance. They revealed that among the
factors, Perceived Ease of Use (PEOU) is
found to be the most significant predictor.
Conversely, the study explored that
customer attitude was found to have least
significant affect on adoption of e-payment.
The author said that from the findings it was
clear that customer have to use more and
more online payment system. The more
customers use the new technology more
they will be friendlier with it. The study
showed that e-payment system has shown
tremendous growth in India, but still there
has lot to be done to increase its usage as still
90 percent of the transactions were cash
based. So, there is a need to widen the scope
of electronic payment. The study showed
that innovation, incentive, customer
convenience and legal framework are the
four factors which contribute to strengthen
the E- payment system.
Dehbini et. al. (2015) found that all of the
factors like usefulness, ease of use,
satisfaction, compulsion, norms and network
externalities have significant effect on
acceptance of electronic micropayments
cards. They suggested that other researchers
should study the other factors like culture,
or compare micropayments electronic cards
in Iran with another countries and also study
about IT infrastructure that is needed to
perform same systems like mobile payments
which in turn helps in making the classic
city into electronic and modern city. This
research was conducted on citizens who used
this type of payments in their
micropayments but other researchers also
can do research on people who are service
providers like seller.
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Tella and Abdulmumin (2015) revealed that
respondents were satisfied with the epayment system for the payment of salaries
at the University of Ilorin. Therefore, the
vacuum of not knowing whether or not
respondents are satisfied with the e-payment
system introduced by the university two
years ago is now being filled. Furthermore,
the study has successfully confirmed the six
factors identified in the study as good
determinants of e-payment system. The six
factors were Perceived Security, Perceived
Speed, Ease of Payment, Convenience,
Anonymity and Traceability. This also has
bridged the gap of unknown factors that
have the likelihood of determining epayment system in the mandatory
environment. In the same way, the study
had been able to add to the existing limited
research and study on e-payment system in
the Nigerian context. Since the results in this
study has demonstrated that some
respondents are less satisfied with the epayment system, it is recommended that
there should be improve ment on the epayment system at the University so that all
the stakeholders could be satisfied.
Kaur and Pathak (2015) found that after
critical analysis and comparison of various
modes of electronic payment systems, it is
somewhat difficult to suggest that which
payment system is best. They revealed that
some systems were quite similar, and
differed only in some minor terms. Thus,
there are number of factors which affect the
usage of e-commerce payment systems.
Among all the various modes of payments
user base is most important and success of
e-commerce payment system also depends
on consumer preferences, ease of use, cost,
industry agreement, authorization, security,
authentication, non- refundability,
accessibility and reliability and anonymity
and public policy. Based on the review of
the findings, it was clear that the Internet is
playing a more and more crucial role in the
field of e-payment. The study revealed that
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the peoples were not aware and educated.
They have not any knowledge of epayment.
Junadi (2015) examined consumer s intention
to use e-payment system in Indonesia and
found that it was based on UTAUT to
investigate customer s intention to use epayment technology in Indonesia. The two
external variables added to UTAUT model,i.e.
culture and perceived security. Culture was
be used to explain more details about
consumers habits while perceived security
explained how secure e-payment system is
that consumers feel accordance with the
conditions of Indonesian society. Rouibah
(2015) found out the five contributions, in
which first contribution in the Arab world
that showed most used EPS. The second
contribution consists the most used EPS that
received high satisfaction. The third
contribution consists to shed light on EPS not
currently used and that consumer intent to
use in the next coming 12 months. The fourth
contribution is the classsification of the most
perceived obstacles towards using
alternative electronic payment system. The
fifth contribution that perceived obstacles are
related to risk perceptions, lack of law and
regulations that protect online consumers,
lack of security protection, lack of failure to
fulfill the services and products are promised
and lack of reputation of EPS service
provider. He also found that the study
suffered from two limitations. The first one
was related to time of data collection since it
collected data only on one time and the
second limitation was related to the level of
education of participants. The study targeted
highly educated consumers and ignore
consumers with little computer literacy.
Islam (2015) found out that in order to make
e-payment secure and make e-commerce
effective in Bangladesh each of the
operational and legal issues has to be
addressed by the relevant authorities. Cyber
law should be enacted to deal with fraud and
settle any dispute between buyers and sellers.
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Electronic Fund Transfer being essential for
giving necessary impetuous to e-commerce
should be made secure and efficient. It was
revealed from the survey that the main
concern of the customers and service
providers about any electronic payment was
the security. e-Banking service providers
should ensure that online banking is safe and
secure for every user in all kind of
transactions. The authors also proposed a
secure e-payment model in general and on
debit card and credit card to bring customers
confidence on e-payment and increase the
volume of e-commerce in the context of
Bangladesh.
Kaur and Kaur (2015) revealed from their
paper that technology has made our lives
easier. It has cut across distance, space and
even time. They found that one of the
technological innovations in banking,
finance and commerce is the Electronic
Payments. Electronic Payments introduced
the technological breakthrough that
facilitates to perform financial transactions
electronically, and thus avoiding long queues
and other hassles which are related to
traditional payment system. As payment
system are backbone of the financial
infrastructure of the nation and enhance
globalisation so there is a need to create and
develop the payment system that are
efficient, reliable and affordable.
Kabir et. al. (2015) critically reviewed
previous existing e-payment adoption
studies across the world. The paper had also
highlighted and analysed past researches by
giving much emphasis on three distinct
elements in each study, these include the
scope, geographical location of the study,
theories/models used and methodology.
Firstly, the findings of the study showed that
most of e-payment adoption studies were
carried out in less developing countries
especially African countries. Secondly, the
study also showed that survey method was
the predominant method used by previous
studies to investigate the adoption of e-
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payment systems across the world. Thirdly,
they found that banking sector had been in
for front runners on e-payment adoption
studies as significant number of the past
studies used bank customers and staff as
respondents. Furthermore, the most daring
instrument used for data collection in the past
studies was the questionnaire method.
Moreover, it was found that the most
frequently used models in determining epayment adoption in the past studies were
the Technology Acceptance Model (TAM)
and Unified Theory of Acceptance and Use
of Technology (UTAUT).
Nwankwo and Ajemunigbohun (2016)
attempted to examine the implementation
of electronic payment systems in service
delivery of insurance companies in Nigeria
and the study proved that there was an
improvement in e-payment systems in
relation to service delivery process within the
Nigerian insurance market space but it was
discovered that electronic payments have not
been fully accepted within the Nigerian
insurance industry. Tennyson and Mercy
(2014) had noted reasons why electronic
payment systems are significant to include:
improvement of quality of life; improvement
of effective service delivery and increase in
the social wellbeing of Nigerians; provision
of quicker and better services and
spontaneous responses to demand
conditions; enhancement of competitiveness
and helps to gain a competitive advantage.
Dastan and Gurler (2016) pointed out that
perceived trust, perceived mobility and
attitudes positively affect the adoption of
Mobile Payment Systems (MPS); perceived
usefulness and perceived ease of use have
no effect on adoption of MPS. The study also
revealed that reputation is positively related
to perceived trust and finally environmental
risk is negatively related to perceived trust.
Singh et. al. (2016) revealed that electronic
payment refers to the mode of payment
which doesnt include physical cash or
cheques. It includes debit card, credit card,
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smart card and E-wallet etc. e-commerce has
its main link in its development on-line in
the use of payment methods. They found
that the effectiveness of electronic payment
system depends largely on the availability of
an efficient ICT infrastructure where reliable
network connectivity, durable hardware and
high expertise in ICT are available. The risks
in the online payments are theft of payments
data, personal data and frauds have become
rejection on the part of customers. Therefore,
until the use of electronic signatures is wide
spread we must use the technology available
for the movement to guarantee reasonable
level of security. The successful execution of
electronic payment system depends on how
the security and privacy factors perceived by
consumers as well as sellers.
Mathur (2017) found from his study that
there is technological innovation in banking,
finance and commerce i.e. the Electronic
Payment. This system provides better
freedom to various users in payment. The
study also revealed that people were not
aware about the safety and security
concerns while making e-payments. So there
is a need to have awareness programs about
safety and security concerns of e-payment
system by the various agencies. Oney et. al.
(2017) made an attempt to identify the
determinants of perceived security and
perceived trust and their effect on use of
Electronic payment system. The findings
have showed that both perceived security
and perceived trust have a positive and
significant effect on use of electronic
payment system. In other words, when users
observe the EPS as safe and trustworthy, they
are more willing to complete their
transactions electronically. The findings have
also showed that technical protection is the
strongest factor of both perceived security
and trust. Thus, the study revealed that
technical protection can increase consumers
feelings of security and trust on the use of
electronic payment system.
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Saini and Sharma (2017) found that growth
in internet usage and e-commerce
significantly affect the e-payment. Factors
such as trust and risk were not found to be
linked with consumers perception towards
e-payment and factors such as usefulness,
security and ease of use are very huge
determinants that need to be studied
seperately. The review related to the study
of electronic payment system discussed here
are summarised in Table 1.
RESEARCH GAP
The various past studies done on e-payment
system were more conceptual and theoretical
in nature and some empirical research
studies related to electronic payment system
were done with the help of various models
like Technology Acceptance Model (TAM),
Unified Theory of Acceptance and Use of
Technology (UTAUT) etc. These models help
in analysing factors influencing the
customer s intention and adoption towards
e-payments. Many authors have focused on
conceptual work on electronic payment
system and thus, literature revealed that very
little empirical work has been done on epayment system. On the other hand the
literature also revealed that studies related
to e-payment system generally discussed
from the banks perspective but it was
observed that users/consumers are equally
important for fostering technology based
financial innovation. With increased number
of e-commerce users a better understanding
about users confidence and comfort levels
towards using e-payment system is quite
essential. Thus, to encourage e-commerce
users to use e-payment system should be
considered as an important variable in
further researches.
In the light of relevant literature on the topic
of electronic payment system, there is a
significant gap found in the contextual
studies as per Indian sub-continent. The
existing literature specifically in the area of
e-payment system are very limited which
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leads to the need of research studies that
contribute to the relevant literature related
to design and development of appropriate
e-payment system. Another gap has been
found for the future study showing the
effects of demographics (Gender, Age,
Education, Income, occupation, etc.) on the
use of electronic payment system. Along the
conceptual and theoretical studies there is a
need to conduct more empirical studies in
developing countries like India with an aim
to generate mass knowledge about epayment system that can be meaningfully
used by the researchers, users/consumers
and banking industry for promoting
excellence in the competitive business
environment.
CONCLUSION AND SUGGESTIONS
Nowadays e-payment has become one of the
most popular activities that users do from
their convenient locations. The growth of the
e-commerce
provides
tremendous
opportunities for the users of e-commerce
to make electronic payments. Because of the
wide acceptance of e-payment system for
various purposes, it becomes particularly
important for practitioners, consumers and
for researchers to understand the various
aspects of e-payment system which will be
turning out to crucial and important mode
of payment. e-payment had been the topic
of interest for many researchers in developed
countries and hence many studies conducted
on e-payment there, were taken into
consideration. Electronic Payment System is
very economical and effective technological
platform for payment purposes. But for
making it user-friendly for more numbers of
users, additional features needed to be
explored. In other words, electronic payment
system will be designed in such a way that
more and more users can use this system. It
is suggested that researchers can find out
various features and factors that can lead to
the increase utilization of e-payment system.
Further, exploring factors affecting users
opinion/intention about electronic payment
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system will also be a very useful contribution
for todays competitive world. Many banks,
corporate, and government agencies can be
highly benefited from the findings of such
researches; therefore, researchers may
conduct the study on e-payment system in
their further studies.
References
Aggarwal, M. (2014). E-payment, Paripex - Indian Journal of Research,
3 (10), 33-34.
Ali, R. (2010). E-Government Adoption in Developing Countries:
The Case of Indonesia, Journal of Emerging Trends in Computing and
Information Sciences, 2 (5).
Dastan, I. and Gurler, C. (2016). Factors Affecting the Adoption of
Mobile Payment Systems: An Empirical Analysis, Emerging Markets
Journal, 6 (1), 17-24.
Datawneh, A. M., Aldhmour, F. M. and Alfugara, S. M. (2015). The
Adoption of Electronic Payment System (EPS) in Jordan - Case
Study of Orange Telecommunication Company, Research Journal
of Finance and Accounting, 6 (22), 139-148.
Dehbini, N., Birjandi, M. and Birjandi, H. (2015). Factors
Influencing the Electronic Payment Cards in Urban
Micropayments, Basic Research Journal of Business Management and
Accounts, 4 (2), 62-70.
Dennis, A. (2004) Electronic Payment System: User-Centered
Perspective and Interaction Design. Eindhoven, Netherland:
Technische
Fernandes, L. (2013). Fraud in Electronic Payment Transactions:
Threat and Countermeasures, Asia Pacific Journal of Marketing and
Management Review, 2 (3), 23-32.
Gil-Garcia, J. and Luna-Reyes, L. (2003). Towards a Definition of
Electronic Government: A Comparative Review, Techno- legal
Aspects of Badajoz, Spain: Formatex.
Hamid, N. R. and Cheng, A. Y. (2013). A Risk Perception Analysis
on the Use of Electronic Payment Systems by Young Adults, WSEAS
Transaction on Information Science and Applications, 10 (1), 26-35.
Hussein, R., Mohamed, N., Ahlan, A. and Mahmud, M. (2010). Egovernment Application: An Integrated Model on G2C Adoption
of Online Tax, Transforming Government: People, Process and Policy,
5 (3), 225-248.
Islam, M. M., Rashid, H. and Alam, M. G. (2015). Secure Electronic
Payment : Proposed Method for the Growth of E-commerce in
Bangladesh, Asian Business Review, 15 (2), 89-96.
Jansorn, T., Kiattisin, S. and Leelasantitham, A. (2013). Study of
Acceptance Factors for Electronic Payment Services, ISS & MLB,
452-461.
Junadi, S. (2015). A Model of Factors Influencing Consumer s
Intention to Use e-payment System, International Conference on
Computer Science and Computational Intelligence, 214-220.
Kabir, M. A., Saidin, S. Z. and Ahmi, A. (2015). Adoption of Epayment System - A Review of Literature., Proceedings of the
International Conference on E-Commerce, Kuching, Sarawak.
Kaliannan, M. and Awang, H. (2010). Adoption and use of EGovernment Services: A Case Study of e-procurement in Malaysia,
WSEAS Transactions on Business and Economics, 7 (1).

13
Kaur, K. and Pathak, D. A. (2015). E-payment System on E-commerce
in India, International Journal of Engineering Research and
Publications, 5 (2), 79-87.
Kaur, R. and Kaur, R. (2015). Current and Future Scenario of Epayment System in India, International Journal of Business
Management, 2 (1), 676-681.
Khairun, N.K. and Yasmin, M. H. (2010). E-commerce Adoption in
Malaysia: Trends, Issues and Opportunities, ICT Strategic Review.
Malaysia: PIKOM Publishers, 89-134.
Khalili, H. A., Ebrahimi, S. B. and Nalchigar, S. (2012). Evaluation
of E-payment Systems in Iran using Analytic Hierarchy Process,
African Journal of Business Management, 6 (19), 5950-5956.
Mathur, D. (2017). A Survey of Awareness about Security in Epayment System, International Journal of Mechanical Engineering
and Information Technology, 5 (3), 1846-1850.
Moertini, V. S., Athuri, A. A., Kemit, H. M. and Saputro, N. (2011).
The Development of Electronic Payment Systemfor Universities
in Indonesia: On Resolving Key Success Factors, International
Journal of Computer Science and Information Technology, 3 (2), 16-33.
Mohamad, A., Haroon, A. and Najiran, A. (2009). Development of
Electronic Money and its Impact on the Central Bank Role and
Monetary Policy, Issues in Information Science and Information
Technology. 6 (1), 339-344.
Nwankwo, S. I. and Ajemunigbohun, S. S. (2016). Empirical
Examination of the Implementation of Electronic Payment System
in Service Delivery of Insurance Companies in Nigeria, Journal of
Economics and Management, 24 (2), 64-76.
Odi, N. and Richard, E.O. (2013). Electronic Payment in Cashless
Economy of Nigeria: Problems and Prospects, Journal of
Management Research, 5 (1), 138-151.
Oladeji, K. (2014). Integrated Personnel and Payroll Information
Systems (IPPIS) for Universities and Other Higher Institutions of
Learning, A Paper presentation at Northwest University, Kano 
Nigeria.
Oney, E., Guvan, G. O. and Rizvi, W. H. (2017). The Determinants
of Electronic Payment Systems Usage from Consumers Perspective,
Economic Research, 30 (1), 394-415.
Oyewole, O. S., Gambo, E.-M. J., Abba, M. and Onuh, M. E. (2013).
Electronic Payment System and Economic Growth: A Review of
Transition to Cashless Economy in Nigeria, International Journal of
Scientific Engineering and Technology, 2 (9), 913-918.
Premchand, A. and Choudhry, A. (2015). Future of Payments  Epayments, International Journal of Emerging Technology and Advanced
Engineering, 5, 110-115.
Rachna and Singh, P. (2013). Issues and Challenges of Electronic
Payment Systems, International Journal for Research in Management
and Pharmacy , 2 (9), 25-30.
Rouibah, K. (2015). Electronic Payment Systems and Use Satifaction
in An Arabic Country: Evidence from Kuwait, Issues in Information
Systems, 16 (2), 149-160.
Roy, S., and Sinha, D. I. (2014). Determinants of Customer s
Acceptance of Electronic Payment System in Indian Banking Sector
- A Study, International Journal of Scientific and Engineering Research,
5 (1), 177-187.
Saini, G. S., and Sharma, S. (2017). Factors Affecting Consumers
Perception Towards E-Payment Systems in India, Indian Journal of
Computer Science, 23-31.

14

Prestige International Journal of Management and Research
Singh, S. (2009). Emergence of Payment Systems in the Age of
Electronic Commerce: The State of Art, Asia Pacific Journal of Finance
and Banking Research, 3 (3), 18-40.

Teoh, W. M., Chong, S. C., Lin, B., and Chua, J. W. (2013). Factors
Affecting Consumers Perception of Electronic Payment System:
An Empirical Analysis, Internet Research, 23 (4), 466-485.

Singh, T. V., Supriya, N., and Joshna, M. (2016). Issues and
Challenges of Electronic Payment Systems, International Journal of
Innovative Research and Development, 3 (2), 50-53.

Tennyson, O. and Mercy, O.E. (2014). E-payment System and Its
Sustainable Development in the Nigerian Economy, European
Journal of Business and Management, 6 (8), 48-56.

Slozko, O. and Pelo, A. (2015). Problems and Risks of Digital
Technologies Introduction into E-Payments, Transformations in
Business and Economics, 14, (1), 42-59.

Yaqub, O. J., Bello, T. H., Adenuga, A. I. and Ogundeji, O. M. (2013).
The Cashless Policy in Nigeria - Prospects and Challenges,
International Journal of Humanities and Social Science, 3 (3), 200-212.

Subramanian, S. (2014). Paper Free Payment Systems in India: An
Analytical Study, International Journal of Management, 5 (1), 80-87.
Tella, A., and Abdulmumin, I. (2015). Predictors of User Satisfaction
with E-payment System: A Case Study of Staff at the University of
llorin, Nigeria, Organizacija, 48 (4), 272-286.

Bibliography
Balogun, A. (2012). Electronic Retail Payment Systems in Nigeria:
User Acceptance through Infrastructural Approach (Masters
Dissertation, Liverpool John Moores University).

A Review Study on Electronic Payment System

15

16

Prestige International Journal of Management and Research

Prestige International Journal of Management and Research || ISSN: 09746080 || Vol. 10 (5), April 2018

17

A STUDY OF ADOPTION OF GREEN BANKING PRODUCTS AMONG
CUSTOMERS
Shail Shri Sharma*, Sopnamayee Acharya*
Green banking is different from traditional banking, as green banking focuses on promoting
environment friendly banking. Green banking is also known as ethical banking. This study attempts
to analyze the adoption of green banking products among customers with different age groups.
Analysis of Variance (ANOVA) test is applied for analyzing the data. This paper explains that there is
a significant difference in the adoption of green banking products across various age groups
individuals, as young generation is more inclined towards green banking products than middle age
and senior age groups. Therefore, more awareness is needed to be created among the middle and
senior age groups individuals. Here, we will examine the impact of age on green products/ proposals
started by banks. Apart from this the different age groups come across with many technical procedural
troubles and administrative troubles too while using green products provided by bank in India will
also be studied.
Keywords: Green Banking, Traditional Banking, Environment Friendly Banking, Ethical Banking.

INTRODUCTION
These days green banking concept has been
adopted by most of the banks in India. Green
banking defines promoting environment
friendly concept among the customers.
According to Schultz (2012) Green banking
means promoting environmental-friendly
practices and reducing carbon footprint from
banking activities. Green banking helps to
cater dirt free and greener environment to
customer for future as well. Usually green
products which are provided by banks are Solar ATMs, Mobile Banking, Green Channel
Counters, Green Loans, Online Banking,
Green Mortgages, Green Remit Cards, Green
Credit Card, Online Savings Account, Green
Certificate of Deposits, Green Checking
Account, E-Investment Services, Recycle
Paper or Recycle Waste and Bonds and
Mutual Fund for environmental friendly
project. Some of the products are gaining
popularity amongst customer and they are
ready to accept these services provided by
bank. Although paper less work has
minimized the administrative approach and
customer can themselves feel they are
contributing to the society to pay their bills
*

online, digital/ online transactions and opting
e-service investments etc.
Green banking is like a normal banking,
which considers all the social and
environmental factors; it is also called as an
ethical banking. Ethical banks have started
with the aim of protecting the environment.
These banks are like a normal banks which
aims to protect the environment and it is
controlled by same authorities as what a
traditional bank do (Rao and Prasad, 2015).
These days usually government institutions
are following green mantra in their
operations which need proper initiative by
banks to convey the message to their
customers about global warming. It could be
one of the major factors which can play
dominant role, awareness and consciousness
towards the society as well as environment.
REVIEW OF LITERATURE
A general scanning of literature available in
India from different published sources
indicates that very few detailed studies have
been conducted in India in the field of
Banking, particularly in the field of Green
Banking. However, many studies have been
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conducted abroad, particularly in the
western developed countries. But these are
not very relevant in Indian context. This
section reviews empirical literature on Green
Banking conducted in country as well as
abroad.
The study conducted by Bhardwaj and
Malhotra (2014) linked the performance of
bank with the green banking adoption. They
found a positive relationship between
adoption of green banking and bank
profitability. On the other hand, similar study
by Rajput et.al. (2014) found no relationship
between green banking initiatives and
banks profitability.
Sudhalakshmi and Chinnadorai (2014)
studied the green banking adoption status
of Indian banks. Their study showed that not
many initiatives have been taken by banks
in India as far as green banking is concerned.
They concluded that banks have to play a
proactive role in order to take environmental
and ecological aspect as a part of their lending
process, which would force industries to go
for mandated investment for environmental
management.
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customers are more concerned about
environmental problems and they are willing
to go green, following other people who are
making green efforts. Green concern as a
construct of social influence dimension
significantly influence use of internet
banking. The study also indicated that word
of mouth communication from friends and
family significantly influences the internet
usage.
Nath et.al. (2014) conducted a study on green
banking practices and recommended for
change in routine operations of banks by
adoption of paperless banking, online
banking, and mobile banking, and mass
transportation system, green cards made up
of recycled plastic. They carried out SWOC
analysis wherein, they explained time and
cost saving as the major strength, lack of
infrastructure, computer illiteracy are the
major weakness, opportunities that are
available is that people are becoming techsavvy and environmentally conscious, but
the major challenge is internet connectivity
and moreover no banking practices are not
fully secured.

Jha and Bhome (2014) have made an attempt
to highlight the strategic aspects of Green
Banking, opportunities and challenges faced
by green bank in India. The aim of their
research is to study the
major Green
Banking initiatives taken at national and
international level. They found that SBI has
taken more green banking initiatives as
compared to ICICI Bank.

Ahmed (2012) discussed the contemporary
green banking initiatives taken globally and
more specifically in Bangladesh. He gave
policy recommendation which included
giving rewards to the banks for positive
green banking initiatives by developing
green index rating and building awareness
amongst the stakeholder such as
Competitors, Corporate Consumer, and nonCorporate Consumer, employee, employee
union and Government Regulatory
Organization. Bahl (2012) suggested that RBI
and Indian government should be proactive
and formulate green banking policy,
guidelines and financial incentives for
effective green banking.

KO et. al. (2014), in their research paper,
found that there is a significant positive
relationship between green concern and
internet use. Their study shows that banks

Singh (2012), in his paper expressed societys
growing concern about the natural
environment, the business organizations are
also modifying their working in order to

Choudhury et. al. (2014) advocated for the
necessity of stakeholder s influences in green
banking practice and recommends some
indication for Government, the whole
banking sector and for the business
community.
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increase greenery. Similarly, Papastergiou
and Blanas (2011) conducted study on
Sustainable Green Banking and found that
50 percent banks were in defensive phase,
40 percent in preventive, and 10 percent
were in offensive stage.
Kalloch and Bachman (2011) highlighted that
the online and small community banks are
seen as greener than large banks. One big
criticism of large banks is that they finance
environmentally detrimental endeavors.
Getzner and Kra¨uter (2004) in their research
paper tested the respondents willingness to
invest in green shares. Authors found that
education,; income, environmental
awareness and the expected profit are the
main explanatory variables.
RATIONALE
The adoption of green banking products has
many dynamics. It is always important for
decision makers to know how the adoption
of green banking product is different among
various age groups, gender, and occupants.
Geographical location, accessibility of green
banking products, and financial literacy also
play an important role in the adoption of
green banking products. It enables the
decision makers to determine which groups
need to be more focused and targeted
because green banking is not only
convenient to the customer but also help the
banks to reduce their cost.
OBJECTIVE
l

To analyze the impact of age on
adoption of green banking products
in India.

HYPOTHESES
H0: There is no significant impact of age on
adoption of green banking products.
H1: There is a significant impact of age on
adoption of green banking products.
METHODOLOGY
The Study: The study is empirical in nature.
The basic purpose of the study is to
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understand the impact of age on adoption
of green banking products.
The Sample: To select the sample, the
Convenience sampling technique has been
used. Convenience sampling is a nonprobability sampling technique where
subjects are selected because of their
convenient accessibility and proximity to the
researcher. The 100 questionnaires have been
distributed personally and online through
Google forms to the sample respondent.
Samples are drawn from various regions of
Indore.
Tools for Data Collection: The data for
adoption of green banking product and age
pattern have been collected through
structured questionnaire. The questionnaire
includes fifteen questions on the usage of
green banking products, namely Solar ATMs,
Mobile Banking, Green Channel Counters,
Green Loans, Online Banking, Green
Mortgages, Green Remit Cards, Green Credit
Card, Online Savings Account, Green
Certificate of Deposits, Green Checking
Account, E-Investment Services, Using
Recycle Paper or Recycle Waste, and Bonds
and Mutual Fund for environmental friendly
project. The individual usage score for each
green banking product has been calculated
on 5 likert point scale, where, likert scale
measures, frequency of usage of green
banking products.
Tools for Data Analysis: The Analysis of
Variance, popularly known as the ANOVA,
is used in cases where there are more than
two groups. In order to test the null
hypothesis, Analysis of Variance test has been
applied. To test the equality of variance
among various age groups, Levene test has
been applied.
RESULTS
The descriptive statistics of mean usage of
green banking products across various age
groups have been shown in Table 1. The
descriptive statistics shows that the usage of
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green banking product is high among
individuals of age groups of 20-35, with mean
score of 27.23, whereas, the usage is
minimum among individuals of age above
65 with mean usage of 21.36 only. The
standard error of the mean score for each
group is between one and two, which is
consistent and moderately low.
To test the hypothesis, ANOVA test has been
conducted. The result of ANOVA test has
been shown in Table 2. The p-value of chisquare statistics is found to be 0.041 (less than
0.05), which reject our null hypothesis that
adoption of green banking product is having
no significant relationship with Age. Since,
ANOVA test assumes variance is equal across
various age groups, therefore, to test the
equality of variance, Leven test has been
applied and results have been shown in
Table 3.
The p-value for Levene statistics is more than
0.05 which provides evidence of equality of
variance. The present study finds significant
difference in usage of green banking
products between age group of 20-35 and
65 above.
CONCLUSION
Green banking is defined as promoting
environmental-friendly practices and
reducing the carbon footprint from banking
activities. It involves use of online banking,
mobile banking, green channel counters, estatement, green loans, solar ATMs etc. i.e.
using banking services through online
activities. It is a common perception that it is
more customary among youth, whereas less
popular among aged people. Therefore, the
present study tests for adoption of green
banking habit among various age groups.
The present study finds that the young
generation is more inclined towards green
banking products than middle aged and
senior aged groups (above 60 years). The
present study only tests for adoption of
green banking products among various age
groups. No separate study has been
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conducted to find out why adoption of
green banking products is more popular for
one age group than others. The results in
the present study are based on sample of 100
only, which is very small as compared to the
overall population. To select sample, the
present study has used the convenient
sampling technique. So, the results may be
influenced by sampling error. Therefore, the
present study finds that there is more need
to create awareness about green banking
products adoption among the middle and
senior age groups individuals than young age
people.
References
Ahmed, S. U. (2012) Green Banking: Advancement and
Opportunities, Journal of Business and Economics, 92 (1&2), 1-12.
Bahl, S. (2012). The Role of Green Banking in Sustainable Growth,
International Journal of Marketing, Financial Services and Management
Research, 1(2), 27-35.
Bhardwaj, B. R. and Malhotra, A. (2014). Green Banking Strategies:
Sustainability through Corporate Entrepreneurship, Greener
Journal of Business & Management Studies, 4 (4), 180-191.
Choudhury, T.T. (2014). Influence of Stakeholders in Developing
Green Banking Products in Bangladesh, Research Journal of Finance
and Accounting, 4 (7), 77-77.
Getzner, M. and Kräuter, G. (2004) Consumer Preferences and
Marketing Strategies for Green Shares: Specifics of the Austrian
Market, International Journal of Bank Marketing, 22 (4), 260-278,
Jha, N. and Bhome, S. (2014). A Study of Green Banking Trends in
India, International Monthly Referred Journal of Research In
Management & Technology, 2, 127142.
Kalloch, A. and Bachman, B. (2011). Green Banking, Missouri
University of Science and Technology Scholars Mine, Business
and Information Technology.
Ko, M. (2014). Customer Personality, their Perception and Green
Concern on Internet Banking Use, Journal of Information Technology
Management, 11 (10), 1-14.
Nath, V., Nayak, N. and Goel, A. (2014). Green Banking Practices 
A Review, International Journal of research in Business Management,
2 (4), 4572.
Papastergiou, A. and Blanas, G. (2011). Sustainable Green Banking:
The Case of Greece, PRIME (Practice Issues in Management &
Economics), International Journal, 4 (1), 81-93.
Rajput, S., Arora, N., and Khanna, N. (2014). A Study on Customer s
Awareness on Green Banking Initiatives In Selected Public &
Private Sector Banks with Special Reference to Mumbai, IOSR
Journal of Economics & Finance, 28-45.
Singh, K. (2012). Innovated Technology in Banking Services, Journal
of Internet Banking and Commerce, 17 (2), 1-15.
Sudhalakshmi, K. and Chinnadorai, K. M. (2014). Green Banking
Practices in Indian Banks, International Journal of Management and
Commerce Innovations, 2 (1), 242245.

A Study of Adoption of Green Banking Products Among Customers

21

22

Prestige International Journal of Management and Research || ISSN: 09746080 || Vol. 10 (5), April 2018

A STUDY OF EFFECT OF FINANCIAL EXPOSURE ON ASSET
ALLOCATION DECISIONS OF INDIVIDUALS IN INDORE
Manish Sitlani*, Pinky Shrivastava**
Individual investment behaviour has always been a matter of keen interest for the researchers at all
time. The economists and philosophers across the globe are largely divided on two fronts from this
perspective. One group is of the opinion that individuals are rational in their behaviour, be it investment
or any other decisions. On the other hand, stand experts who believe that individuals behave irrationally
and their asset allocation decisions are guided by their demography, market sentiments, etc. With this
background and with the presumption that individuals are rational in behaviour and their financial
exposure shall affect their preferred asset allocation decisions.,This research work explored the effect
of financial exposure on preferred asset allocation decisions of individuals in Indore. Further, it has
also been attempted to explore the preferred asset allocation decisions of individuals in Indore.
Thereafter, the effects of financial exposure of respondents/individuals on their preferred asset allocation
decisions have been explored. It was found that financial exposure of individuals in Indore has no
significant effect on their preferred asset allocation decisions.
Keywords: Preferred Asset Allocation Decisions, Financial Literacy, Investment Experience, Financial
Exposure.

INTRODUCTION AND RATIONALE
Individual investment behaviour is always an
interest area for researchers across the
world. Psychology of individuals at the time
of taking asset allocation decisions attracts
researchers to identify or predict their
behaviour towards investment choice.
Financial innovations have considerably
increased the asset options available with
individuals. Now, if an individual considers
a particular asset allocation framework, a
wide range of financial products and services
and their combinations are available with the
financial service providers.
Various academicians, research scholars and
research organizations have conducted large
number of studies evidencing the effect of
financial knowledge and investment
experience on asset allocation decisions of
individuals (Masters 1989; Byrnes et. al. 1999;
Grable 2000; Dywer et, al, 2002). A second
dimension to these findings comes from the
studies that have proved that financial
standing and risk capacity of individuals
affect their asset allocation decisions (Pratt
*
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and Arrow, 1964, Lipe, 1998 and Yang and
Qiu, 2005). These studies and their findings
indicate that individuals are rationale in their
behaviour and take their investment
decisions wisely. Apart from the various
factors that are considered to affect the asset
categorizing by individuals, level of financial
exposure that an individual carries, also
stands as an important factor. Making a
perfect asset allocation decision is even more
dynamic today than ever before.
Financial Exposure
Seen from the perspective of an individual,
financial exposure is the degree of financial
risk an individual is carrying at a given point
of time. It is a combination of large number
of factors associated with an individual
including his/her risk bearing capacity and
his/her financial standing including earnings
and savings, awareness of various
dimensions of financial knowledge/
awareness and financial experience that an
individual carries. These three are different
broad dimensions of financial exposure as an
individuals financial risk is affected by these
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dimensions differently. Additionally,
demographic traits like age also affect the risk
exposure in an indirect manner. An individual
with formal financial education or higher
financial awareness due to experience with
financial services industry, investment
experience with financial instruments, or
other factors is less exposed to financial risk
as he understands financial intricacies in a
better manner. Similarly, an individual with
good financial stability and higher income
and savings capacity is less affected by
financial risk because of these factors.
Financial exposure associated with an
individual affects his/her further risk taking
capacity. Extending this further, the capacity
to take additional financial risk is expected
to affect the individuals future investment/
asset allocation decisions. So, those with
higher financial exposure take various
measures to reduce their financial exposure
including safeguarding their future
investment/asset allocation decisions. To
illustrate, banks and financial institutions will
attempt to distribute secured and mortgage
loans rather than unsecured loans, especially
in situations when they have already
distributed considerable amounts of
unsecured loans. On the similar lines,
individuals buy life and general insurance
products so as to mitigate the risk associated
with their life and property.

class. Asset allocation is the strategy an
investor uses to distribute his or her
investments among various classes of
investment vehicles, to optimize returns
from it. In other words, asset allocation can
also be defined as the strategy of dividing
your total investment among various asset
classes. Asset allocation is an organized and
effective method of diversification. There is
no simple formula that can find the right
asset allocation for every individual.
However, the consensus among most
financial professionals is that asset allocation
is one of the most important decisions that
investors make.
In a nutshell, it can be concluded that Asset
Allocation is the rationale process of
distributing the savings of an individual
investor in different categories of assets so
as to balance risk and reward according to
his goals, risk tolerance and investment
horizon.
The asset allocation decision process of an
individual can be well understood by the
following individual financial management
model by Leimberg et. al. (1993).

Asset Allocation
Asset allocation is the strategy used in
choosing between the various kinds of
possible investment, in other words, the
strategy used in choosing in what asset class
such as stock and bond one wants to invest.
Dividing investment portfolio between
different asset classes, namely Equity Shares,
Bonds and Debentures, Money Market
Instruments etc. With an objective to get a
regular income and appreciation in the value
of investment is called Asset Allocation.
Basically it is a method of diversification of
investible funds in various asset categories
to minimize the loss due to uncertainties
associated with a particular type of asset
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Figure 1: Individual Financial Management
Model by Leimberg et.al., 1993
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Financial Exposure and Asset Allocation
Decisions of Individuals
A number of studies have been undertaken
relating to inter-relationship of financial
literacy, asset allocation and risk tolerance.
These studies have explored that those with
low financial literacy are more likely to have
problems with managing debt, are less likely
to save, are more likely to engage in highcost credit, and are less likely to plan for the
future. Evidences are there to prove that
those having prior financial exposure have
made wise investments and reduced the
uncertainty.
The degree of experience one has in financial
market reduces his risk of making wrong
asset allocation decisions. According to
Byrnes et. al. (1999), the prior experience and
the degree of knowledge of the subject in
hand reduce the differences in risk taking.
Similarly, Grable (2000), found evidences in
his study that financial risk tolerance levels
increases when financial knowledge
increases. Menkhoff et. al. (2006), evidenced
that experience gained from a learning
process may lead to a comparatively more
risk averse behaviour. They also stated that
the more experience one has the less risk he/
she is willing to take (Menkhoff et. al. 2006).
Masters (1989) examined whether people
with knowledge of investments have
different risk taking preferences than those
without any investment knowledge. He
found that knowledge of investment is
positively correlated to an individuals
financial risk tolerance.
Asset allocation decision is a dynamic process
and it became more complex due to new
innovations in financial market. It is assumed
that financial literacy enables people to make
better financial decisions and to understand
and manage risk and well informed and
knowledgeable investors or planners take
wiser decisions.
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REVIEW OF LITERATURE
On an investigation of the available literature,
it was found that Financial Exposure of
Individuals is a relatively newer concept. The
existing body of knowledge relating to
behavioural finance and individual asset
allocation/investment decision making more
or less talks about related concepts including
risk tolerance, risk preferences, rationality
and irrationality, individual personality type,
market sentiments, etc., but no noticeable
work in the existing literature talks about
financial exposure of individuals. Financial
exposure represents the level of risk that an
individual has assumed in his/her existing
financial decisions. It implies that it is the level
of financial risk that an individual is actually
exposed to.
An individual may be exposed to financial
risk for so many reasons. It may be due to
the level of poor financial awareness, lack of
financial understanding due to absence of
formal/informal financial education, lack of
exposure in financial decisions due to no or
little experience of taking financial decisions,
instability of income source, irregularity of
income generation, fluctuation in the amount
of income, number of dependents, limited
amount of income due to single income in
family, high expenses/income ratio due to less
income/ high expenses or other reasons, poor
financial strength of the family, etc. All these
factors put together decide the level of
financial risk an individual is exposed to.
Researchers of present and past had quiet
frequently undertaken a large number of
studies concerning asset allocation decisions
of individuals. A considerable number of
studies have been undertaken from the
dimension of financial risk tolerance/risk
preference of individuals (Cordell, 2002;
Doubleday, 2002; Boone and Lubitz, 2003;
Yang and Qiu, 2005; Allen et. al. 2007)
Further, many researchers have also
associated asset allocation decisions of
individuals with rational/irrational factors
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including demographic/ psychographic/
socio -economic dimensions (Pratt and
Arrow, 1964; Zuckerman, 1994; Barsky et. al.
1997 and Grable, 2000). Going still further, a
large number of researchers also studied
asset allocation decisions of individuals from
the perspectives of individual personality
type; market sentiments, information
overload/asymmetry, etc (Hammond et. al.,
1967; Riley and Chow, 1992; Hawley and Fujii,
1993; Sung and Hanna, 1996, Fan and Xiao,
2006, Robert, et. al. 2003). Many researchers
also considered financial knowledge and
investment experience of individuals while
conducting their related researches in
behavioral finance (Masters, 1989; Byrnes et.
al., 1999; Dywer et. al. 2002; Menkhoff et. al.
2006). As the researchers of recent and
remote time have not considered financial
exposure of individuals while exploring the
underpinnings of asset allocation decisions
of individuals, there exist no noticeable work
associating the financial exposure and asset
allocation decisions of individuals.
RATIONALE OF THE STUDY
Each of these categories of studies have
separately evidenced that investors behave
rationally and their asset allocation decisions
are decided by their knowledge/ awareness,
experience and financial standing/risk
bearing capacity. But there hardly exists
studies exploring the combined effect of
financial literacy, investment experience and
risk bearing capacity on asset allocation
decisions of individuals. In this research it is
tried to explore the combined effect of
financial literacy, investment experience and
risk bearing capacity, as represented by
financial exposure, on asset allocation
decisions of individuals. The rationale behind
this study lies in the fact that individuals are
expected to be rational in their behaviour, be
it investment decisions or otherwise, and so
their financial exposure shall affect their
preferred asset allocation decisions. But, in
reality, is it the status of individuals in Indore?
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To explore the same, this research work has
been undertaken.
OBJECTIVES
l

To explore the preferred asset
allocation decisions and financial
exposure of individuals in Indore

l

To explore the impact of financial
exposure on asset allocation decisions
of individuals in Indore.

HYPOTHESIS
The key objective of the study was to explore
the impact of financial exposure of
individuals in Indore on their preferred asset
allocation decisions. Financial exposure is the
level of financial risk that an individual is
exposed to. Based on the rational human
behavior, it can be presumed that if an
individual is highly financially exposed, he/
she shall avoid taking more financial risk. So,
his future financial decisions shall reflect risk
reducing behavior. Similarly, if the existing
level of financial risk for a person is low, he/
she can assume more financial risk in his
future financial decisions. This implies that
he/she may consider comparatively riskier
asset allocation decisions in the light of the
other parameters.
Similarly, the asset allocation decisions taken
by an individual is one of the key parameter
deciding the degree of financial exposure of
an individual at a given point of time. In this
manner, financial exposure and asset
allocation decisions are closely inter-related.
Further, the existing literature largely
support this notion that the individuals are
more or less irrational in their behavior and
their asset allocation decisions are guided by
their personally and physiological traits , and
the level of risk assumed by them in their
existing asset allocation decisions has no
major role to play. In the light of this
background, the following hypothesis is
generated relating to objective of this
research work:
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Hypothesis
H01: Financial Exposure of individuals in
Indore has no significant discriminant ability
as for as their preferred asset allocation
decisions are concerned.
METHODOLOGY
The Study: The current study is exploratory
in nature. It is an attempt to explore and
understand the preference of asset allocation
in various financial assets and explore the
impact of the same.
The Sample: The sample was taken from 404
respondents of Indore region. Non
probability convienence sampling technique
was used in the current study.
Tools for Data Collection: As the basic
objective this research work is to explore the
impact of financial exposure of individuals
of Indore it was imperative to have and
instrument for measuring financial exposure
of individuals, in spite of intense desktop
investigation the researchers could not come
across any instrument for measuring
financial exposure of individuals
respondents, so it was decided to consider
unpublished scale developed by Sitlani for
the purpose. This scale is comprised of fifteen
items measuring the various dimensions of
financial exposure of individuals, each of the
items on this scale has been given weights in
the range of 1-4, lower weight representing
lower financial exposure of the respondent
individual and vice-versa. A respondents
financial exposure is measured by totaling
the weights of options marked by him/her.
The fifteen items in the scale measures the
15 dimensions of financial exposure: (Table
1). These dimensions put together measures
the financial exposure associated with
individuals.
The sum total of the weights of responses
marked by a respondent represents his/her
financial exposure, where lower score
represents lower financial exposure and
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higher score represents higher financial
exposure.
Tools for Data Analysis: The 15 items
unpublished scale developed by Sitlani for
the purpose of measuring financial exposure
of individuals was subjected to pilot study
before being finally considered for the
purpose of this research work. In order to
conduct the pilot study, a total of 40
respondents representing individuals from
Indore on various demographic parameters
were considered. These individuals belonged
to different genders, age groups,
occupations, education level, Income level,
financial knowledge etc.
After collecting the data from respondents
Cronbach Alpha co- efficient was calculated
to test the reliability of the scale for the
present study. The value of Cronbach Alpha
Co-efficient (0.68) indicated a satisfactory
degree of consistency of the scale for the
current study.
RESULTS
One of the main objectives of the study is to
explore the Preferred Asset Allocation
Decisions of the individuals in Indore. So it
was necessary to finalize the investment
options available to the respondents for the
purpose of data collection. There exist a large
number of investment options/avenues and
many of these are more or less same in terms
of their key features including Risk, Return,
Safety etc. Looking to this multiplicity of
investment avenues and segment of
individuals who are part and parcel of this
study (Individuals, who are not expert of
investment industry and broadly cannot
differentiate large number of similar
investment avenue in technical terms), it was
decided to identify and finalize the
investment avenues to be offered to the
respondent individual on some suitable basis.
In order to finalize the investment avenue
to be offered to individual of Indore, a two
stage explanatory approach was adopted. At
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the first stage, a detail review of existing
literature on investment avenues available
for individuals was done. Based on the
finding of review, a final list of available
investment avenues was prepared.
Stage I  Identification of Available
Investment Avenues on the Basis of Existing
Literature
There is a huge list of investment options
available for individuals in India in general
including Individuals of Indore. A vast data
is available where number of industry
experts and researchers have classified Asset
Choice and considered the same for their
respective works in different manner.
As considered by Sitlani and Sharma (2013)
the following six investment avenues were
finally considered to collect the required data
to meet the key objectives of this research
work:
1.

Equities and Derivatives

2.

Fixed Return Investments

3.

Gold, Silver and other Precious
Metals/Stones

4.

Mutual Funds

5.

Real Estate

6.

Insurance and Annuities

The focus area of present research work is
respondent individuals in Indore and it was
required to categorize/explore the asset
choice of individuals in Indore. The
respondent individuals were required to
identify their preference for investment from
the offered asset options explored in the light
of first objective discussed above. For the
purpose of further analysis the opinions of
respondents were further divided in two
parameters. In the beginning, the
respondents were asked to list out their
preferred asset choice from 1 to 6 out of
available investment avenues, the most
preferred investment avenue must be given
Rank 1, and the least preferred investment
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avenue to be identified as Rank 6. On the
basis of collected data the comprehensive
frequency table of preferences indentified by
respondents is given in Table.
The table 2 exhibits that out of 404
respondents, 110 respondents (27.2 percent)
have ranked Fixed Return Investments,
Bonds etc. as their most preferred asset
choice which is the maximum out of total
ranks, Real Estate (104, 25.7 percent) scored
2nd and Insurance (67, 16.6 percent) stood at
3rd place. Mutual funds have been ranked by
21 respondents (5.2 percent) as their Most
preferred asset choice which is the least
preferred amongst all. Similar observation
found that as high as 163 (40.3 percent)
respondents have ranked Shares/
Commodities/ Derivatives as their least
preferred asset choice, followed by Mutual
Funds (85, 21 percent) and Insurance (59, 14.6
percent). A very few i.e. 27 respondents (6.7
percent) ranked Fixed Return Investments,
Bonds as least preferred Asset choice.
To be clearer on the preferred asset choice of
respondent individuals, the data collected
from respondents was further analysed by
using basic statistical analysis tools including
descriptive and mean rank analysis. Results
generated from the analysis are exhibited in
table 3.
As seen from the table 3, Fixed Return
Investments with a mean value of 2.92 is the
most preferred investment avenue for the
respondent individuals in Indore. The results
of standard deviation analysis of this
investment avenue (1.60) is close to the
minimum standard deviation amongst all the
investment options (1.44), which verify that
the respondent individuals in Indore do
prefer the fixed return investments when it
comes to asset allocation. This asset choice is
followed by Real Estate and Gold, Silver,
Precious Stones respectively. The results
further clearly show that the Mutual Funds
with a mean value of 4.27 and a standard
deviation of 1.44 have been considered as the
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least preferred asset choice by the
respondent individuals.
In order to explore the financial exposure of
respondent individuals, 15 items unpublished
scale developed by Sitlani was considered.
The options associated with various
questions/items on the scale have been
allotted weights and the sum total of the
weights represent financial exposure of the
individual, higher the score, higher the
financial exposure, and vice versa.
The collected data was analyzed in order to
categorize the individuals of Indore in terms
of their financial exposure. The financial
exposure scores of the respondent
Individuals were found to be in the range of
21 to 42. The frequency distribution of
exposure scores of respondent Individuals is
exhibited in bar graph and table 4.

Frequency
#
"
!





! #

% ' ! !! !# !% !' "

Graph 1: Frequency Distribution of Financial
Exposure Scores of Respondents Financial
Exposure Score
It was decided to categorize financial
exposure of individuals of Indore in three
broad categories, first representing
Individuals who are highly financially
exposed, second representing Individuals
who are moderately financially exposed,
and third representing Individuals who are
poorly financially exposed. To categorize the
Individuals of Indore in the above discussed

financial exposure categories, the approach
adopted by Sitlani (2013) has been followed.
Accordingly, descriptive analysis with the
concept of quartiles was applied with the
help of SPSS for windows, the results of
which are exhibited in table 5.
As presented in Table 5, the result arrived
from the related analysis clarifies that the 25th
percentile of the financial exposure score of
respondent Individuals of Indore falls at the
score of 27, hence the respondents having
an exposure score of less than 27 were
categorized as Individuals with low financial
exposure. Similarly the 75th quartile of the
exposure scores of Individuals of Indore falls
at the score of 32, so respondents with an
exposure score of more than 32 were
categorized as Individuals with High
Financial Exposure. The 50 th percentile falls
between these two categories identifying the
Individuals of Indore with an exposure scores
in the range of 27- 32, and this category was
classified as Individuals with Moderate
Financial Exposure.
As summarized from above analysis, a total
of 91 respondents comprising of 22.5 percent
comes in the first category of Individuals
with Low Financial Exposure, at the same
time a total of 86 respondent individuals
comprising of 21.3 percent merged in the
category of Individuals with High Financial
Exposure. And finally the rest of the 227
respondents with 56.19 percent come in the
category of Individuals with Moderate
Financial Exposure.
To explore the impact of Financial Exposure
on Preferred Asset Allocation Decisions of
Individuals in Indore, Canonical Discriminant
Functions of the variables were calculated
with the help of SPSS software. The results
of the same have been reported in table 6  9
and are discussed hereinafter.
As seen from the group statistics exhibited
in Table 7, the mean values of financial
exposure scores of respondents preferring to
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invest in any of the asset category are ranging
within 29.2 to 31.62. It indicates that though
asset choice of respondent individuals are
different, they seems to be indifferent in
terms of their financial exposure scores. So
apparently there seems to be no impact of
financial exposure on preferred asset choice
of individuals in Indore. This will be further
clarified by canonical discrimination scores
exhibited in Table 8 and 9.
As seen from As exhibited in the Table 9 the
statistics value of Wilks Lambda in .978 with
a significance value of .110. This clearly
indicates that the variation in asset choice of
respondent individuals is largely caused due
to other factors (to the extent of 97.8 percent)
and only 2.2 percent of variation in asset
choice is explained by financial exposure of
respondents it implies that there is no
significant impact of financial exposure on
preferred asset choice of individuals in
Indore. This is further confirmed by
Eigenvalues of .023 and canonical co- relation
value of .149 reported in table 8. Hence, the
null hypothesis H01 Financial Exposure of
individuals in Indore has no significant
discriminant ability as for as their preferred
asset allocation decisions are concerned
stands not rejected.
FINDINGS AND DISCUSSION
To explore the Asset Choice of Individuals in
Indore was one of the key objectives of this
research work. This research work has
explored that individuals in Indore more or
less prefer to take low and moderately risky
assets allocation decisions which basically
comprises of assets like insurance policies,
real estate, bonds and debentures etc. This is
followed by low risk assets like bank deposits,
government securities, post office savings etc.
that assures a certain rate of return. A very
small proportion of the representative
population has preferred to take high risk
allocation decision comprises of investment
in assets like commodities and shares, bullions
etc.
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This finding of the study is in line with earlier
researches where it was found that the
individuals more or less prefer to take safe
asset allocation decisions. The target
population of the study was respondent
individuals in Indore, which is a growing tierII city, and out of total 404 respondent
individuals, 220 respondents were found to
fall into the category of Family Annual Gross
Income of less than Rs. Five Lac. Hence, this
finding of the study correlates with the
previous studies by Sung and Hanna (1996),
Grable (2000), Schooley and Worden (1996),
Riley and Chow (1992), Cicchetti and Dubin
(1994), and Grable and Lytton (1999),
confirming that individuals having lower
level of Income opt for fixed return
investment options.
The results are further in tune with the large
number of earlier studies which have
empirically evidenced that the individuals
pursuing the safer occupations like service
choose to invest in safer assets. Sung and
Hanna (1996a) and Lee and Hanna (1995)
found in their work that individuals involved
in their own business or self employed are
having a different approach while taking
investment decisions whereas those who are
engaged in service have an different
approach for investment decisions. The
theory is further confirmed by the findings
of Blume (1978), Masters (1989), Meyer et. al.,
(1961), Barnewall (1988) and Hammond et al.,
(1967), who found in their researches that the
investment decisions of individuals do have
an impact of the occupation they follow.
It was observed by Meyer et. al. (1961) that
individuals who are having entrepreneurial
qualities in them show greater courage
towards intermediate level risks then those
who are not having the same qualities.
Barnewall (1988), concluded that those
individuals who show less risky behaviour
also choose occupations where less
economical and political risk is involved.
Similarly Blume (1978), narrated that
professionals in particular and the self-
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employed individuals had a lower propensity
to minimize risks than did other investors and
were at least as willing as the rest of the
stockholding population to assume
substantial risks. Hence the findings of this
research also support and are in tune with
the previous studies as far as Asset choice is
concerned.
This study has revealed that Real estate is
the second most preferred asset choice for
individuals in Indore. In recent times the
Indian real estate sector has witnessed high
growth with the rising demand for office as
well as residential spaces. The Smart City
Project, where there is a plan to build 100
smart cities (Indore is one of those proposed
Smart Cities), is a prime opportunity for the
real estate companies and to encash the
opportunity, the companies and banks are
offering various attractive plans to the
investors to invest in property. The reflection
of the same is shown in the research and
hence it is observed that the respondent
individuals ranked the same as second most
preferred asset choice.
A very small proportion of the representative
population has preferred to take high risk
Asset allocation decision comprising of
investment in assets like Mutual Funds,
Shares/commodities/Derivatives
etc.
Respondents being from a developing town
were found to have not much awareness
about the risky investment options available
in the market. As most of the respondents
being falling into the category of FAGI of less
than Rs. five lac and belonging to service
class, this may be the reasons for their least
interest in risky asset categories.
Individuals in Indore can broadly be
categorized in three financial exposure
categories including individuals with low
financial exposure, individuals with
moderate financial exposure, and individuals
with high financial exposure. Individual in
Indore more or less carries moderate degree
of financial exposure comprising of their
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financial awareness, investment experience
and risk bearing capacity.
One of the objectives of the study was to
explore the impact of financial exposure on
the asset allocation decisions of individuals
in Indore. To achieve this objective, the
respondent individuals were categorized into
three exposure categories on the basis of
their financial exposure scores. Indore is a
growing city and individuals here are having
a basic tendency of playing safe is there in
their mindset. They opt of safer jobs, safer
investment options, do live in joint families
where they have more financial dependents,
in most of the houses females are not
working and generally dont contribute
financially in the family income.
Hence, a different lifestyle pattern is clearly
visible in tier II cities like Indore. Due to
limited earnings, the individuals do spend,
save and invest but the combinations they
follow never allow them to have very high
or very low financial exposure. The 227
respondents out of 404 with a percentage of
56.19 strongly confirm the findings. As
revealed by data analysis, majority of
respondent individuals have been found to
carry moderate financial exposure.
The study is in line with previous findings
by Meyer et. al. (1961), Hammond et. al.
(1967), Barnewall (1988) that those who are
involved in Business and profession, having
higher level of Income with entrepreneurial
qualities do take bold decisions and likely to
have high financial exposure. The findings
are also in line with the research work done
by Grable and Lytton (1999), Grable (2000),
Cicchetti and Dubin (1994), Schooley and
Worden (1996), Riley and Chow, 1992 who
found that the occupation, income level and
financial position of the individuals have a
positive impact on their investment decisions,
which, directly or indirectly, have an impact
on their financial exposure status.
This research work empirically evidenced
that there is no significant impact of financial
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exposure of individuals in Indore on their
preferred asset choice. Earlier researches in
behavioural finance have established this fact
that investment behaviour of individuals is
an irrational phenomenon and individuals
are more or less guided by psychometric,
demographic, personality and other variables
in making their asset choice decisions.
Earlier researchers have empirically
evidenced that individuals are more or less
irrational while taking investment decisions
and are basically risk averse in nature.
Friedman and Savage (1948) were amongst
the pioneers advocating the same. In their
noted work of these authors titled Utility
Analysis of Choices involving Risk they
have defined risk aversion as: An investor
who can choose among comparable
investments will always choose one with the
lowest risk. Later studies in the area of
behavioural finance have explored that there
are large number of other factors including
psychological and demographic factors that
indicate that investors are more or less
irrational while making asset choice
decisions. Hence, the findings of this research
work support the theory of irrational
behaviour of individuals evidencing that the
existing level of risk that an individual has
assumed has nothing to do with his/her
future asset allocation decisions.
Key Recommendations
On the basis of the major findings of the
study, following important recommendations
are made for financial institutions, financial
consultants and participants of investment
industry i.e. the agencies mediating financial
decisions of individuals in Indore:
l

The findings of the study implies that
individuals in Indore, as a targeted
segment of investment industry, are
comfortable to make low and
moderately risky assets allocation
decisions which basically comprises of
assets like insurance policies, real
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estate, bonds and debentures etc.,
they also prefer to invest their savings
in bank deposits, government
securities, post office savings.
Insurance companies, Banks, Mutual
fund managers should take care of
the specific interest and need of
people in Indore while designing the
financial products for them or focus
more on offering them the
moderately risk, return portfolio.
l

This study explored that the financial
exposure of individuals in Indore is
not significantly associated with their
preferred asset choice. It implies that
individuals in Indore are not affected
by their existing level of financial risk
while considering asset options for
their future asset choice decisions.
The preferred asset choice of
individuals in Indore in more or less
guided by their psychological and
other traits and the level of risk
already assumed by them has no
significant role to play as far as their
future asset choice decisions are
concerned. So, those intermediating
asset choice decisions in individual
investment industry in Indore are
recommended not to consider the
existing level of financial exposure
while offering them asset options.

CONCLUSION
Behavioural finance and individual asset
allocation decisions has been an interesting
area of research for long and various experts
have studies this area from different
dimensions during different course of time.
The findings of different researchers have
been contradictory to each other there by
laying down the foundation for similar
researches repetitively.
The present study has attempted to explore
the preferred asset allocation decisions and
financial exposure of individuals in Indore
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and thereafter have attempted to explore the
impact of financial exposure on asset
allocation decisions of individuals in Indore.
Indore is a Tier II town in central India, it
represents a different set of individual
demography generated due to an amalgam
of business cum service class inhabitants
reason being it was a perfect population for
investigating the asset allocation decision of
respondents under study, the diversified
demography of individuals helped to have
unique results which were not found in
existing researches. However in some cases
the results also supported the existing
literature but altogether the uniqueness of
data has its impact. The concept was
developed after through study of existing
literature and it was found that the asset
allocation decisions of individuals were
studied by various authors in light of its
association with risk factor attached to the
assets. There were no studies available on
asset allocation decisions of individuals with
association of their financial exposure.
The study explored preferred asset allocation
of respondents and found that individuals
in Indore prefer to take low and moderately
risky assets allocation decisions which
basically comprises of assets like insurance
policies, real estate, bonds and debentures
etc. Their second preference is low risk assets
that assures a certain rate of return like bank
deposits, government securities, post office
savings etc.. A negligible no. of respondents
preferred to opt for high risk asset allocation
decisions comprises of investment in assets
like commodities and shares, bullions etc.
While measuring the financial exposure of
respondents in Indore it was found that the
individuals in Indore are having a basic
tendency of risk aversion. They choose to be
in jobs to have a fixed income, they also go
for safer investment options, they believe in
joint families where they have more financial
dependents, female member of the families
are still a house wife or in involved in
teaching and lowest earners in the family.
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This structure left them with very less savings
and dont allow to have very high or very
low financial exposure and reported
moderate financial exposure of respondents
in Indore.
Finally, the impact of financial exposure on
preferred asset allocation decisions was
analysed with the help of statistical tools and
it was found that there is no significant
impact of financial exposure of individual in
Indore on their preferred asset allocation
decisions. The reason for the non association
was identified as the irrational behaviour of
individuals and the findings of this research
work supported the theory of irrational
behaviour of individuals.
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A STUDY ON FACTORS AFFECTING CHILDREN WITH REFERENCE TO
CONFECTIONERY PRODUCTS ADVERTISEMENTS IN INDIA
Ravi Kumar*
Today major companies are focusing on children as their major markets be it consumer durables or
fast moving products. Especially in India, where there is a demographic dividend advantage, companies
have found a very profitable market that is growing almost every day. This can be said much to the
credit of working parents, more disposable income, brand preference and a general preference of parents
providing facilities to their children which they themselves could not experience. From an early age it
is seen that children have a general obsession towards sweet foods such candies and chocolates which
stands under the confectionary food products. Major FMCG companies consider this as a market in
which if positioned properly then a long term customer is developed. But in this era of competition we
see, some of the advertisements distracting the children. This is majorly seen in the case of
advertisements of confectionary products in which the content, appeal, expertise and design used in
the advertisements drastically change the mentality and behavior of children. Hence a research study
was conducted to identify the factors that affect children with reference to confectionary product
advertisements and seven factors namely Advertisement Utility, Advertisement recall, Positive
influence, Advertisement appeal, Direct influence, Evidence and Commercial aspects were found out.
Keywords: Children, Advertisements, Confectionery Products, Advertisement-Recall, Advertisement
Utility, Advertisement Appeal.

INTRODUCTION
With globalization, Indians are changing their
habits. As we get aware of new things, we
often try them and many times amend them
into our habits. Out of all the product
categories, the most habits changed are
related to our food. India has seen a massive
transformation from a land of traditional
food delicacies to becoming a favorable
market for fast food or junk food. Moreover,
we are surrounded by the never ending
marketing efforts of the corporate firms,
who try in every possibility to influence us
in believing that their products are nothing
but the best.
Children, unfortunately too are exposed to
countless advertisements on every media. A
newspaper, television serial or even a radio
show, is incomplete without advertisements.
Children in general tend to be attracted
towards advertisements of food items.
According to Cairns et. al., (2009) fast food
items, candies, chocolates, snacks and
*

beverages are often advertised in time slots
where the major audiences are children.
Moreover, the brands also aggressively
advertise on special channels devoted to
children. Apart from developed countries,
many studies such as Consumers
International (1999), Karupaiah et. al. (2008)
and Huang et. al. (2012) which focused on
developing countries and advertisements of
food items to children have also reported the
same problems. Children (Below the age 12
years) have very limited cognitive power and
many times are not able to understand the
core message or the intended message. The
deciding criterion for the age is taken by the
pioneer study conducted by Ward (1972) as
maximum citations were found for the study.
Confectionery products in simple words are
food items which are sweet. Confectionery
products are divided into two categories.
The first category is the bakers
confectionery which includes bakery
products such as cakes, pastries and other
baked products which are sweet in nature.
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The second category is the Sugar
confectionery which includes chocolates,
candy, sweetmeats, chewing gum and
bubblegum basically made up of sugar.
As per Kotler (2012) the techniques
commonly used in such advertisements
often use animated characters of popular
shows or non fictional characters. Special
emphasis is also given on packaging of food
products to make them more attractive to
children. Television is a major media, where
the demonstration of eating the food item is
an added advantage along with the
appropriate use of audio and video. Even in
India, maximum advertisements of
chocolates, snacks and beverages are
marketed heavily in children television
channels. Moreover, a study conducted by
Ernst and Young (2012) concludes that the
number of new childrens networks and
food advertisements aired on childrens
networks have risen in India during the past
few years.
REVIEW OF LITERATURE
As per Harrison and Marske (2005) and
Warren et. al. (2008) advertisements for
confectionery food items such as candy/
sweets/soft drinks or pizza/fast foods are
targeted at children, while convenience
foods are mainly directed at general
audience.
Ernst and Young (2012) found out that
corporate firms try to capture attention of
general audience (child audience and adult
audience both) as sometimes older children
and adults also watch programmes aired on
childrens networks.
Buijzen and Valkenburg (2002) in their
research study found that the most
frequently used appeals in commercials
aimed at children were based on positive
emotional appeal such as affection,
adventure, fun and playfulness. Banister and
Booth (2005) in their study related to the
topic, concluded that marketers should focus
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on a child-centric approach to their
marketing communications and in their
market researches should listen to the
experiences and thoughts of children rather
than regarding the children as interviewees.
Buckingham (1993) as scope for future
research and research implications,
suggested that seven to twelve-year-olds in
his study were having the cognitive ability
to understand the advertisers, objective as
well as the ability to decode the message of
the advertisement. Young (1990) concluded
in his research that children need to be aware
of the fact that the advertised message in
advertisement is only to create a persuasion
for purchasing the product and nothing else.
Gunter and Furnham (1998) highlighted the
ethical point of view of advertisements
towards children, emphasizing on the fact
that if the children are not aware of the
commercial aspect of the marketing
communication message and cannot
understand it completely then the
advertisement is unethical as it takes
advantage of their innocence.
Bartholomew and ODonohoe (2003), in their
research, formulated the cognitive ability of
children in three roles. The first role is ad
masters, the second role is ad controllers and
the third role is ad critics. Ad masters dealt
with the understanding of the advertiser s
objectives and the ads meanings and styles.
Ad controllers were those children who liked
to exhibit an element of control over
advertising, such as avoiding advertisements
or ignoring them. Ad critics were those
children who critically evaluated
advertisements according to their ability to
appeal and technical aspects of ads.
RATIONALE OF THE STUDY
The researches conducted in the past in
general have not identified the factors that
affect the cognitive thinking of children with
respect to confectionery products, moreover,
maximum studies done in the past are in
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context to developed nations where children
are many a times the purchaser. Also, it has
been observed that maximum authors who
had conducted academic research on the
effects of advertising on children have been
mostly driven by ethical perspectives.
In the Indian context, till the age of 12 years,
the parents play a very important role in the
purchasing of the product. Hence, the role
of parents (for children below 12 years) also
needs to be analyzed. Hence the research
study will help to understand how children
and parents are influenced by the
advertisements of confectionery products in
India.
OBJECTIVE
l

The main objective of the research
study was to find out the factors that
affect children with respect to
confectionery
product
advertisements in India.

METHODOLOGY
The Study: It was a empirical research, which
included the respondent filling a
questionnaire about recent advertisements
of confectionery products.
The Sample: The sample size was 200. 100
responses were collected from parents
whose children were below the age of 12
years. In case the child was above 12 years,
the questionnaire was filled up by the child.
Tools for Data Collection: Both primary and
secondary data are used in the research. A
5-point likert scale questionnaire was used
to collect the primary data. The scale is
validated and reliable as per the subject
experts. For secondary data journals,
research papers and internet sources were
considered.
Tools for Data Analysis: Factor analysis was
used for data analysis in order to generate
results for interpretation.
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RESULTS
After applying appropriate tools on the data,
following details were found:
Cronbachs Alpha was found to be 0.733
(Table 1), which is considered good for
reliability as per Malhotra (2005). Malhotra
has also elaborated the fact that the alpha
co-efficient may have values from 0 to 1. The
higher the value of this co-efficient better is
the consistency. A value less than 0.6 is
avoided as it translates into poor internal
consistency reliability. In such a scenario since
some items do not share equal consistency,
it is better to remove such items.
KMO (Kaiser-Meyer-Olkin) measure and
Bartletts test gave result of .795 (Table 2),
which is considered appropriate for Factor
Analysis as per Malhotra (2005). The Factor
analysis depends on the scores of KMO
(Kaiser-Meyer-Olkin) which denotes the
appropriateness for the same. It is also
known as the Measure of Sampling
Adequacy and has values from 0 to 1. Higher
values of KMO generally signify that the
factor analysis is statistically appropriate for
data analysis and generalization. In simple
words the value of KMO being close to 1
would explain a perfect correlation between
variable thus ensuring that the results of
factor analysis can be considered appropriate.
If the value of KMO is below 0.5, then it is
suggested that the factor analysis is not
appropriate rather the researcher should try
to collect more data.
Factor analysis provided results in which
following factors were generated (Table 3
and 4):
FACTOR 1: ADVERTISING UTILITY
This factor comprised of: Wants expertise
(.784), Ads are useful (.534), Product fits to
lifestyle (.543) and Better than relative ads
(.648). The total factor load came out to be:
2.509
This factor explained 18.648 percent variance.
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FACTOR 2: ADVERTISEMENT RECALL
This factor comprised of: Teaches something
(.581), Reminds some experiences (.648) and
Advertisement being different (.694). The
total factor load came out to be: 1.923 This
factor explained 10.075 percent variance.
FACTOR 3: POSITIVE INFLUENCE
This factor comprised of: Good feeling (.673),
Confident (.644) and Feel good (.621). The
total factor load came out to be: 1.938. This
factor explained 7.412 percent variance.
FACTOR 4: ADVERTISEMENT APPEAL
This factor comprised of: Advertisement
holds attention (.767) and Important facts
(.629). The total factor load came out to be:
1.396. This factor explained 6.817 percent
variance.
FACTOR 5: DIRECT INFLUENCE
This factor comprised of: Speaks direct (.792),
Easy to Relate (.603) and Learned something
(.464). The total factor load came out to be:
1.859. The factor explained 6.604 percent
variance.
FACTOR 6: INNOVATIVE EVIDENCE
This factor is comprised of: Evidence (.811)
and Innovative (.578). The total factor load
came out to be: 1.389. This factor explained
5.895 percent variance.
FACTOR 7: COMMERCIAL ASPECT
This factor is comprised of: Message runs in
mind (.621), Commercial message (.585) and
meaning understood (.546). The total factor
load came out to be: 1.752. This above factor
explained 5.180 percent variance.
DISCUSSION
In the research, seven factors with significant
factor loads were generated. The factors
clearly underline and define the attributes
that have effect on children with respect to
advertisements of Confectionery products.
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The first and most important factor
Advertising Utility  focuses on the
transformation of the advertising message,
suggesting a utility to the child with respect
to the Confectionery products. The
advertisements if clearly suggest the primary
or the secondary benefit to the child then
the advertisement can be more impactful.
The primary benefit could be the taste, flavor
or size. The secondary benefit could be the
sales promotional tools such as free gift.
The factor is justified even with the review
of literature as found in the study of Kelly
et. al. (2008) and Effertz and Wilcke (2012).
They also focused on the various themes/
appeals which are deployed in food
advertisements include highlighting taste/
flavour/smell/texture of the advertised or
focusing on premium offers (competitions,
giveaways, rebates and vouchers)
The second factor is Advertisement Recall.
In case of children also recall is very
important. If the advertising message is
made in a catchy manner with rhymes and
jingles, it can surely lead to better recall.
Moreover the use of characters (fictional and
non-fictional) can also be included in this
critical factor.
The factor is justified with the previous
research studies as conducted by Kunkel and
Gantz, (1992), Consumers International
(2008), Kelly et. al. (2008) and Effertz and
Wilcke (2012) as all the studies clearly
mention that for the purpose of recall,
promotional characters such as celebrities,
sports persons, cartoon characters and
spokes/branded characters to woo children.
Studies of Kotler et. al. (2012) also support
the use of jingles and slogans in their
research. In the critical study, Kotler
concluded that food advertisements also
feature jingles/slogans, showing children
with advertised foods and featuring real
children and animal characters to promote
foods choice as well as brand choice. Further
elaborating, he also gave a scenario that
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whenever, children are asked to choose
between the foods with or without
promotional characters on packaging, they
generally select foods promoted through
promotional characters.
The third factor is Positive Influence. This
factor strictly relates to the feeling, a child
gets after viewing the advertisement and
feeling good either by associating with the
advertised product or the thought of merely
consuming it. In either way, the feel good
factor  will come into the picture, not only
ensuing a positive desire but also an intent
to purchase the product.
The forth factor is Advertisement Appeal.
Appeals in the advertisements can make all
the difference for the brands. In case of
children, the common appeals used are
emotional appeals which are positive in
nature (such as fun, love, pride etc). The use
of rational appeal such as including facts and
figures is also important, however the
dominant tone of the advertisements
towards the children should be of positive
emotions.
The factor is justified with the review of
literature as per the studies of Kunkel and
Gantz, (1992), Consumers International
(2008), Kelly et. al. (2008) and Effertz and
Wilcke (2012) which conclude that various
themes/appeals which are deployed in food
advertisements include associating the
product with fun/happiness, highlighting
taste/flavour/smell/texture of the advertised
food, emphasizing the products peculiar
features or capabilities (products
performance)
The fifth factor is Direct Influence. This
factor keeps in mind the cognitive ability of
the children. As per this factor, the
advertisements of the Confectionery
products must not be very complicated
rather should use the direct sell technique
of advertising. The direct sell technique, in
simple and straight words inform the child
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about the core benefit and if done properly
can open the doors for transformation and
creation of desire.
The sixth factor is Innovative evidence. This
factor is a mixture of two co -related
attributes of the marketing communications.
The message if communicated in the usual
manner, will seem to have very limited effect
of the child. However, if the advertising
message is communicated with innovation
either in the text or the visual, then the
advertisement becomes more appealing for
the child. Evidence is an attribute for the
children of parents, who, many a times are
cautious about the Confectionery products
and tend to seek out more information about
the claims made in the advertisements.
The last factor is the Commercial Aspect.
The commercial aspect signifies the Action
towards the marketed Confectionery
product. All the Confectionery products have
a single objective and that is to sell the
product. In this factor both children and
parents come in to the picture, as many time
children are not aware of the commercial
point of view of the advertisements but the
parents clearly understand it. In such a
scenario, the advertisers should not directly
intend the commercial message rather
should focus more on recall, as suggested by
the factor analysis. It would work better for
the brands in the long term.
CONCLUSION
Advertisements influence everybody
including children. The content, appeal,
expertise and design used in the
advertisements not only change mentality
and behavior of children, but also make them
a critical part of the marketing process. The
study from an industry point of view has
identified seven factors, with which the
Confectionery products can be marketed
properly to the children as well as parents.
The seven factors namely Advertisement
Utility, Advertisement recall, Positive
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influence, Advertisement appeal, Direct
influence, Innovative evidence and
Commercial aspects, if managed properly in
the advertisements can make the
advertisement much more impactful.
SCOPE FOR FUTURE STUDIES
The research opens the doors for further
research in the field of positive/negative
effect of the factors. Also a conceptual study
of ethics involving all the factors can be
conducted. confectionery products, is a niche
category hence the study can also be
expanded in various co-related domains such
as traditional sweets.
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A STUDY ON IMPACT OF CUSTOMER RETENTION STRATEGIES ON
CUSTOMER SATISFACTION AND CORPORATE IMAGE
Tarannum Syed*, Rajnish Jain**
The reforms in the Indian financial sector have led the Indian Banking sector to undergo drastic
changes through the creation and diversification of products/ service portfolio, entry of new private
sector and foreign banks, institutional changes, adoption of modern technology, globalization of banking
activities etc. Customer retention is extremely crucial in attaining sustainable growth and competitive
advantage. This study was designed to examine and evaluate the impact of customer retention
strategies on customer satisfaction and corporate image. Descriptive research design was used and
the primary data was collected through questionnaires and interviews. Findings show that customer
retention strategies have a positive impact on customer satisfaction and corporate image. The study
recommended that the key to increase banks profitability and growth lies in the ability of the banks in
identifying, attracting and retaining their customers better than competitors.
Keywords: Customer Retention, Customer Satisfaction, Retention Strategies and Corporate Image.

INTRODUCTION

Customer Satisfaction

Banks are considered to be the most
important service providers where the
customers keep in their hard earned money.
The entire relationship is based upon trust
as a result naturally the expectations of the
customers are peak high and they seek high
level of service. In the present economic
scenario and downturn customer retention
is imperative and extremely challenging as
compared to any other service industry. It is
more economical to keep customers than to
acquire new ones. The cost of acquiring
customers to replace those who have been
vanished are sky-scraping.

Customer satisfaction can be defined as a
post-purchase evaluation of a product or
service given pre-purchase expectations. It
has also been suggested by some researchers
that satisfaction is really about subjective
evaluations of the experiences and outcomes
as they buy or use products and services.
Customer satisfaction is the best indicator of
customer making purchase in the future
which helps the firm gain competitive
advantage and increase market share. In
addition, long term relationship with
customers often means a greater resulting
profitability as their economic positions
improve over time.

Customer retention is an activity a business
undertakes to reduce customer defections.
An organizations ability to retain and attract
new customers, is not only related to its
services or products, but related to the way
it provides services to its existing customers
and the reputation it creates within the
marketplace.
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Corporate Image
Corporate images are perceived as the
mental pictures of an organization. It is the
sum total of these perceived characteristics
of the corporation that we refer to as the
corporate image. Corporate image and
reputation are every company s or
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organizations most valuable assets. An
excellent reputation doesnt necessarily
guarantee success but a bad reputation can
definitely tarnish banks growth and future.
Any negative hit to banks reputation often
results in loss of customer trust which is
extremely difficult to win. Corporate image
is beyond attractive corporate offices,
producing quality products or rendering
quality service, advertising, paying good
salary and so on. It focuses on establishing
proper governance, integrity and transparent
systems that would boost customer
confidence.

OBJECTIVE

REVIEW OF LITERATURE

METHODOLOGY

Companies need to change the way they
treat their customers. They also need to
formulate strategies to retain their customers
(Reichheld, 2003). Customer retention
programs help the companies in maintaining
a good relationship with and retaining their
profitable customers (Reinartz and Kumar,
2003).

The Study: The study is exploratory in nature
and tries to examine and evaluate the impact
of customer retention strategies on customer
satisfaction and corporate image.

Customer satisfaction is the foundation for
any organization to retain its existing
customers (Khan, 2012). According to
Ranaweera and Prabhu (2003) the more the
number of satisfied customers, the greater is
their retention, the positive word of mouth
generated through them and the financial
benefits to the firms who serve them.
According to Cohen et. al. (2007), customer
satisfaction has for, many years been
perceived as a key determinant of why
customers leave or stay in an organization.
Organizations need to know how to keep
their customers even if they appear to be
satisfied. Payne (2012) argues that corporate
image is a tool for competitive advantage and
there is a quite clear and explicit rapport
between corporate image and performance
of the corporation. In marketing field,
researches have found critical role of
corporate image in consumers buying
behavior in product and services businesses
(Ishaq, 2012)

l

To examine and evaluate the impact
of customer retention strategies on
customer satisfaction and corporate
image.

HYPOTHESES
H 01: There is no significant impact of
customer retention strategies on customer
satisfaction.
H 02: There is no significant impact of
customer retention strategies on corporate
image.

The Sample: Primary data was collected
from 500 bank customers. Purposive
sampling technique was used to select the
sample.
Tools for Data Collection: The data was
collected
through
self-designed
questionnaire based on the 5 point Likert
scale.
Tools for Data Analysis: Correlation Analysis
and Linear Regression method were used to
analyse the data.
RESULTS
Customer retention strategies were extracted
after thorough review of literature and
interaction with experts and customers.
These strategies are used by banks in order
to retain the existing customers and to attract
the new customers. These strategies include
Responsiveness, Price, Security, Service
Orientation, Loyalty Programs, Reliability,
Grievance Redressal System, Physical
Appearance, Convenience and Customer
Engagement.
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The study explores the correlation analysis
between customer satisfaction, corporate
image and customer retention strategies. It
shows that the dependent variables customer
satisfaction and corporate image are
positively correlated with the independent
variable customer retention strategies. There
is a strong positive correlation between
customer satisfaction, corporate image and
customer retention strategies (Table 1 and 2).
In addition, the study conducted a linear
regression analysis to determine the effect
of customer retention strategies on customer
satisfaction and corporate image in banks.
H 01 : There is no significant impact of
customer retention strategies on customer
satisfaction.
As per the Table 3 and 4 the independent
variable was studied which explains 98.2
percent of customer satisfaction as
represented by the adjusted R2 and beta value
is .991. This, therefore means that
independent variable namely customer
retention strategies contributes about 98.2
per cent to customer satisfaction in banks.
Therefore, null hypothesis was rejected.
H 02 : There is no significant impact of
customer retention strategies on corporate
image
As per the Table 5 and 6 the independent
variable was studied which explains 95.6 per
cent of corporate image as represented by
the adjusted R2 and beta value is .978. This
therefore means that independent variable
customer retention strategies contributes
about 95.6 per cent to corporate image in
banks. Therefore null hypothesis was
rejected.
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FINDINGS AND CONCLUSIONS
The study concluded that customer
retention strategies have positive impact on
customer satisfaction and corporate image.
If the customer is satisfied he will stay with
the bank for a longer period of time, provide
opportunities for cross sell and referrals
which help in building banks profitability and
growth. Today most of the banks emphasise
more on profit objectives, ignoring ethical
and social responsibility which is crucial for
projecting desired corporate image. The
banks should move out from the
conventional strategies of product
development and diversification and should
now effectively focus and develop customer
retention strategies in such a manner that it
meets the ever increasing demands of the
customers.
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ADVERTISING EFFECTIVENESS OF BOURNVITA AD PHILOSOPHY
AMONGST BUSINESS MANAGEMENT STUDENTS
Ajit Upadhyaya*, Minal Uprety**, Rajeev K Shukla***
The study focused on TV ad effectiveness on business management (BBA and MBA) students with
special reference to ad Philosophy Bournvita-Tyyari jeet ki (Preparing to Win). The Bournvita
targeted customers with ad Philosophy Tayyari jeet ki (Preparing to Win) with celebrity like Abhinav
Bindra, Leander Pace and Sunidhi Chouhan, who were top performer at the point of campaign launch,
resulted in good market growth. The key message in very beginning was able to hold the consumer
interest for the advertised product. Age wise significant difference was found in students response
that frequent display of the same advertisement have greater influence upon product purchase.
Keywords: Bournvita, Tayyari Jeet Ki (Preparing to Win), Ad Effectiveness, TVC, Celebrity.

INTRODUCTION
There were multiple messages that
Bournvita on air commercial part of the
Tayyari jeet ki (Preparing to Win) campaign
covered. Like hard work and determination
can take you places, second a character who
believes in leading by examples and girl
empowerment. This commercial struck the
chord and was different from conventional
milk food drink advertising in India, which
dwelt mostly on functional benefits. A teaser
campaign was unveiled in Times of India for
three weeks. Three celebrities were roped in,
namely Abhinav Bindra, Leander Pace and
Sunidhi Chouhan. Cadbury Bournvita is
amongst the most trusted and loved brands
in India. It has natural and scientific nutrients
multiplying the power of milk and provide
children Tan aur Man ki Shakti, thereby
preparing them for achievement.
Preparation is critical for any achievement
that captured in campaign tag line Tayyari
Jeet Ki (Preparing to Win) (Pinto, 2013).
In 2016, malted food drink brand, Cadbury
Bournvita introduced new variant Cadbury
Bournvita Badam Booster, targeting the
brands core target audience Mothers. The
TVC conceptualized by Ogilvy & Mather,

reinforced the Brands philosophy of Tayyari
Jeet Ki by positioning the new variant to be
a partner in preparation for exams. Again in
one more TVC in extension of the brands
successful campaign Tayyari Jeet Ki, brand
continued the mother s role in progressive
parenting and inculcating good habits in her
child (gymnast ad) (Adage India, 2016).
REVIEW OF LITERATURE
It has been proved that projection of
superstars in advertising is a way to get wide
publicity and attention (Ohanian, 1991).
According to Schlecht (2003) within a
corresponding social group celebrities
generally differ from the social norm and
enjoy a high degree of public awareness.
Celebrities role is shaping as spokesperson
for promoting products and services in
advertising. (Kambitsis et. al., 2002, Tom et.al.,
1992). Clark and Horstman (2003) believed
that product endorsed by the celebrity will
have more purchases and higher value.
Celebrity endorsement in certain situations
can enhance recall and consume assessment
of the products. But Raturis (2005) finding
was distinct as for selling purpose it denied
a role of celebrity sales person. The perceived
expertise and trustworthiness of an endorser
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make the message effective and the central
goal of advertising is to persuade the
customers that can modify consumers
attitude towards the brands (Soloman, 2002).
Source attractiveness refers to the endorsers
physical approach, personality, likeability and
similarity to the receiver (Soloman, 2002).
Since consumers do not make brand
purchase choices at the time of advertising
exposure, but on the basis of memory of the
advertising messages (Mehta and Purvis,
2006) spokespersons have a significantly
positive influence on advertising attitudes
and advertising attitudes have a big positive
influence on purchase intentions (Lin, 2011).
Peng (2000) disclosed that celebrities
influence opinions of attraction and reliability
on advertising attitudes for products with
high involvement. Wang et. al. (2002)
classified spokespersons into celebrities,
experts and typical consumers to explore
consumer involvement, product types and
the effect of communication through
advertisement with a spokesperson.
Celebrities effect justified upon advertising
recall rates, advertising attitudes, attitude
towards spokespersons and purchase
intention (Wang et.al., 2002). Lian (1990), in
his study, also found celebrities positive effect
on advertising recall, advertising attitude,
product attitude and purchase intention.
According
to
Weilbacher
(2001)
advertisement works as a communicative
vehicle which build awareness and offer
knowledge about the product. Celebrity
endorsement, advertising effect and
advertising appeal positively affect the
consumer s purchase intention (Wang, et. al.,
2012). Buda and Zhang (2000) observed that
the key message should appear first to hold
the consumers interest and to convince them
for the advertised product. Petty et. al. (1983)
said that the impact of advertisement
message could be high if the communicators
image is trustworthy and has high
accountability. The right usage of
interpersonal intimacy and attachment can
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cause consumers positive reaction to
advertising (Bang and Lee, 2016; David, 2016;
Bidmon, 2017). According to Plese and Dlacic
(2015) non verbal communication always
plays an important role in evaluating
characteristics of the person that uses the
advertised product. Choi and Rifon (2007)
said that celebirty s positive image in
customer s mind can more influence the
advertisement message. Because of shadow
effects or multiple products endorsement,
sometimes celebrity endorsement can
influence consumer s purchase intentions
negatively (Lee and Littrell, 2005). Apejoye
(2013) found celebrity endorsement influence
on students purchase intention. Rasool et.al.
(2012) mentioned that consumers move to
the economic products due to an effective
advertisement which makes them awareness
about prices, characteristics, quality,
ingredients etc. Luczaj (2015) found that the
consumer s adoption of advertisement
medium is influenced by the colour used in
the advertisement displayed through print
medium, television, internet and outdoor.
Several studies have proved that repeated
exposure to a message comprising a brand
logo, viewed at a low attention level,
contribute to improved brand ratings
(Grimes and Kitchen, 2007). Lee (2001) found
that only exposure effects are mainly rooted
in implicit memory.
Fang et. al. (2007) found in an internet
advertising context that when number of
exposures increased then evaluations of the
brand was more positive. In a study
comparing effects in implicit and explicit
memor y, Shapiro and Krishnan (2001)
showed that brand advertisements can
favorably influence intent to purchase
brands a week after exposure.
OBJECTIVE
l

To study the TV ad effectiveness upon
business management (BBA and
MBA) students with special reference
to Bournvita ad Philosophy Tyyari
Jeet Ki (Preparing to Win).
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HYPOTHESES
H 01 : Age wise there is no significant
difference in effect of celebrity endorsement
in ad upon purchase decision.
H 02 : Age wise there is no significant
difference in Friends/relative/advisor
influence along with ad upon product
purchasing decision.
H 03 : Age wise there is no significant
difference in effect of Endorsers individual
image in Ad upon product consideration.
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H 011 : Age wise there is no significant
difference in students response that multicolors depiction or use in ad have major
influence upon them in purchasing product.
H 012 : Age wise there is no significant
difference in students response that they like
the print ad In big poster form.
H 013 : Age wise there is no significant
difference in students response that they can
recall advertisement even after couple of
days.

H 04 : Age wise there is no significant
difference in students response that they
only consider products feature while
watching ad.

H 014 : Age wise there is no significant
difference in students response that
frequent display of the same advertisement
have greater influence upon product
purchase.

H 05 : Age wise there is no significant
difference in students response that Product
punch line/ tag line depicted in ad influence
product purchase.

H 015 : Age wise there is no significant
difference in students response that visual
ad are better than print ad.

H 06 : Age wise there is no significant
difference in students response that they
compare Bournvita with other brand before
purchase.

H 016 : Age wise there is no significant
difference in students response that they
prefer
advertisement
in
which
communication message is simple, clear and
direct.

H 07 : Age wise there is no significant
difference in students response that they
consider only price of product after seeing
ad for product purchase.

H 017 : Age wise there is no significant
difference in students response that If
instruction of use given in ad, it generates
their interest in product purchase.

H 08 : Age wise there is no significant
difference in students response that Product
Packaging displayed in advertisement
influence preference for the product.

H 018 : Age wise there is no significant
difference in students belief that if in
advertisement something unique added
regarding product knowledge then
advertisement appeals them to product
purchase.

H 09 : Age wise there is no significant
difference in students response that The
body text / body copy are determinant of
advertisement influence upon product
consideration.
H 010 : Age wise there is no significant
difference in students response that that big
font size of words have a greater influence
to read advertisement and in turn influence
product purchase decision.

METHODOLOGY
The Study: The study is empirical in nature
and is an attempt to understand advertising
effectiveness of Bournvita Ad philosophy
amongst business management students.
The Sample: Entire sample was divided into
age brackets i.e. under 13-19, 19-25 years
business management students. The sample
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population was Business management
students (BBA and MBA) of Indore city.
Convenience sampling technique was used
for collecting the data of 240 management
students.
Tools for Data Collection: Primary data were
collected with the help of self designed
structured questionnaire.
Tools for Data Analysis: The reliability test,
f-test and One-way ANOVA were applied for
the purpose of data analysis.
FINDINGS AND DISCUSSION
Reliability of scale was tested and Cronbachs
Alpha was found 0.847 (Table 1). The
reliability coefficient of the study variables
have more than the minimum acceptable
level of 0.60 (Nunnally, 1978). The hypotheses
H01, H02, H03, H04, H05, H06, H 07, H08, H09, H010,
H011, H012 and H013 were not rejected but H014
stood rejected as age wise significant
difference found in students response. The
results show that frequent display of the
same advertisement have greater influence
upon product purchase. The students under
19 years age bracket were agreeing with
repeated ad exposure effect upon product
purchase (Table 2). Grimes and Kitchen (2007)
also found that several previous studies had
also proved that repeated exposure to a
message comprising a brand logo, viewed at
a low attention level, contribute to improved
brand ratings. While students above 19
years age bracket were not agreeing with
repeated ad exposure effect upon product
purchase i.e. they would have considered
other elements contributing to product
purchase other than this one.
Hypotheses H 015, H 017 and H 018 were not
rejected but H 016 stands rejected as age wise
significant difference among students
response was found, that they prefer
advertisement in which communication
message is simple, clear and direct (Table 2).
As simple, clear and direct message would
have been considered general message by
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under 19 age bracket students while above
19 age bracket students would have
perceived this as transparent and believable.
This could be the confirmation of earlier
findings in which celebrity image in
customer s mind have larger influence upon
message (Choi and Rifon, 2007).
CONCLUSION
Bournvita ad targeted customer with
Philosophy Tayyari Jeet Ki (Preparing to
Win) with celebrity like Abhinav Bindra,
Leander Pace and Sunidhi Chouhan, who
were top performer at the point of campaign
launch, resulted in good market growth. The
key message in very beginning was able to
hold the consumer interest for the advertised
product, the similar result was found with
Buda and Zhang (2000). It can be easily
perceived that if celebrity image is
trustworthy and had high accountability
then the impact of advertisement message
could be high (Petty et. al., 1983). The one of
the ad campaign in which principle held
meeting with childrens parents had
generated intimacy with target group. The
right usage of interpersonal intimacy and
attachment can cause consumers positive
reaction to advertising. Bang and Lee (2016),
David (2016) and Bidmon (2017) also
indicated the same feelings. The TVC
(television commercial) could have derived
more profit with this unique positioning and
market coverage and sale, had they
communicated other target group with other
channel communication strategies.
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AN EMPIRICAL ANALYSIS ON IMPLICATIONS OF HEALTH AND
SANITATION ON GDP (QUALITY OF LIFE) OF MAJOR COUNTRIES OF
THE WORLD
Amitabh Joshi*, Yogendra Singh Rajavat**
In this paper, an attempt has been made to study the effect of investment in sanitation and health on
GDP. Regression analysis has been performed to check whether any relationship exist between the
independent variables i.e. investment in health and sanitation and with dependent variable i.e. GDP.
The study was conducted on data collected from 2002 to 2016 of top nineteen countries of the world.
The results found that overall effect of expenditure on health does significantly affect the growth in
GDP but there is no correlation between expenditure on sanitation and GDP growth rate. The paper
concluded that in the long run there is a dividend in terms of income per capita but the effects will be
visible after decades of implementation expenditure the effects will be visible expenditure.
Keywords: Health Expenditure, Sanitation, Expenditure, Quality of Life, GDP.

INTRODUCTION
WHO has defined sanitation as Sanitation
generally refers to the provision of facilities
and services for the safe disposal of human
urine and feces. Inadequate sanitation is a
major cause of disease world-wide and
improving sanitation is known to have a
significant beneficial impact on health both
in households and across communities. The
word sanitation also refers to the
maintenance of hygienic conditions, through
services such as garbage collection and
wastewater disposal.
Roman cities and Roman villas had elements
of sanitation systems, delivering water in the
streets of towns such as Pompeii, and
building stone and wooden drains to collect
and remove wastewater from populated
areas like, the Cloaca Maxima into the River
Tiber in Rome.
Like other infrastructure sectors, water and
sanitation is characterized by large, sunk
investments with long payback periods. But
in contrast with the telecommunications and
power sectors, there is little or no scope for
introducing direct competition in any of the
*
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main operational segmentstreatment,
transmission, or distribution. The sunken
investments and natural monopoly
characteristics make the water and sanitation
sector vulnerable to political expropriation
and contracting problems.
Investment in water and sanitation can be
an engine for accelerated economic growth,
sustainable development, improved health
and reduced poverty. SIWI (2005) at United
Nations in New York in conjunction with the
thirteenth meeting of the commission on
sustainable development found that poor
countries with access to improved water and
sanitation services have enjoyed annual
average growth rate of 3.7 of Gross Domestic
Product (GDP) while those without adequate
investment saw their GDP growth at just 0.1
percent annually. This report suggest that
increased investment in water and sanitation
boost countries economic growth, the
benefits far outweigh the investment costs,
national economies become more resilient to
unreliable rainfall, it also contribute to
increased productivity and investment is
within reach of most nations.
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REVIEW OF LITERATURE
Bustrom et. al. (2016) in their study on the
impact of improved water and sanitation in
Stockholm from 1875 to 1925, examined the
decline in overall mortality among children,
both in general and socio economic group.
They found that probably among many other
causes the decline was due to improvements
in provisions of water and sanitation changes
in hygienic perception and behavior and
general socio economic improvements
including improved nutritional status.
Ashraf et. al. (2015) studied chronic ill-health
and the prospect of premature mortality
they said that chronic ill health haunt billions
of people around the developing world. They
found that large improvements in health
lead, in the long run, to modest increases in
GDP per capita. Further, this increases in GDP
per capita take several decades to arrive.
Controlling specific diseases that have a high
burden in developing countries would also
produce small effects.
Mint (2010) observed that inadequate
sanitation cost India about 6.4 percent of its
Gross Domestic Product (GDP) or the
equivalent of $53.8 billion in 2006, according
to a new report from the Water and
Sanitation Program (WSP), a global
partnership administered by the World Bank.
Ashraf et. al. (2009) challenged the
conventional wisdom that improvement in
a countrys health care results in meaningful
improvements in its GDP. The authors
conclude that large improvements in health
appear to lead to only modest increases in
GDP per capita. This increase, in GDP are far
from immediate, as these effects take several
years to materialize. They also concluded
that by eliminating Malaria or Tuberculosis
in the typical country in sub Saharan Africa
would raise GDP per capita by only two
percent in the long run.
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Greenberg (2012) examines the effect of
improved sanitation on child health in urban
Bangladesh to assess the relative importance
of household versus neighborhood
characteristics and of adult latrine usage
versus safe disposal of childrens feces. Using
fixed-effects regression. The author
concludes that investments in sanitation
improvements offer important externalities,
and that sanitation programs must
encourage the safe disposal of childrens
feces in order to produce maximum health
gains.
OBJECTIVE
l

To study the relationship of health
expenditure
and
sanitation
expenditure on GDP.

HYPOTHESES
H01: There is no significant impact of health
expenditure on the GDP.
H 02: There is no significant impact of
sanitation expenditure on the GDP.
METHODOLOGY
The Study: The current study is exploratory
in nature. The research aims to understand
the relationship between health expenditure
and sanitation expenditure on the GDP.
The Sample: The data has been collected
from the secondary source. Data was
collected for a period starting from 2002 to
2016.
Tools for Data Collection: The Data for the
current study has been taken from various
secondary sources. Data of top 19 countries
of the world in terms of GDP (US$), health
expenditure per capita and sanitation
expenditure per capita has been taken.
Tools for Data Analysis: The collected data
was analysed using correlation and
regression analysis.
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Data Analysis:

the GDP growth with positive correlation.

This paper studies the quantitative
relationship between dependent variable
(GDP) and the independent variables
(Health expenditure and Sanitation
investment) by following statistical models.

The Table 3 displays R, R squared, adjusted
R squared, and the standard error. R, Larger
values of R indicate stronger relationships.
The values of R squared was found to be
0.993. The adjusted R square value was found
to be 0.992 which reflects high goodness of
fit of the model. So it can be said that the
model very well fits. The next step was to
test the hypothesis

RESULTS AND DISCUSSIONS
Table 1 displays descriptive statistics for each
variable. The mean is taken for 14 years i.e.
from 2002 to 2016, for the Investment in
Sanitation, Health Expenditure and GDP in
terms of US $ for Top 19 countries of the
world. The huge gap between mean values
of health expenditure and sanitation
investment suggest that the expenditure
done on sanitation by countries is relatively
very small in relation to total health
expenditures.
The Table 2 displays Pearson correlation
coefficients, significance values, and the
number of cases with non-missing values.
Pearson correlation coefficients assume the
data are normally distributed. The Pearson
correlation coefficient is a measure of linear
association between two variables.
The significance level (or p-value) is the
probability of obtaining results as extreme as
the one observed. If the significance level is
very small (less than 0.05) then the correlation
is significant and the two variables are linearly
related.
In this research the significance level is .000
for Health Expenditure shows that it is
significant for increased GDP where as it is
insignificant for Sanitation expenditure with
value of 0.361 which is higher than 0.05.
The correlation value between GDP and
Sanitation Expenditure is low with a negative
sign; a very low degree of negative
correlation exists. The correlation value
between GDP and health expenditures is
large, hence high degree of positive
correlation appears. Thus, it can be said that
only health expenditures significantly affect

H 01: There is a significant impact of health
expenditure and sanitation expenditure on
the increase of GDP.
The Table 4 summarizes the results of an
analysis of variance. The sum of squares,
degrees of freedom, and mean square are
displayed for two sources of variation,
regression and residual. If the significance
value of the F statistic is small (smaller than
say 0.05) then the independent variables do
a good job explaining the variation in the
dependent variable. The result is significance
equal to 0.000. Thus, it can be said that
hypothesis 1 is accepted. Overall effect of
investment in sanitation and health
expenditure affects the growth rate of GDP.
The unstandardized coefficients are the
coefficients of the estimated regression
model. In this the equation for GDP becomes:
(-10955989136225.930) + (11186864003.394)*
Sanitation expenditure- (1706646381.136) *
Health Expenditure.
Often the independent variables are
measures in different units. The
standardized coefficients or betas are an
attempt to make the regression coefficients
more comparable.
The t statistics can help you determine the
relative importance of each variable in the
model. As a guide regarding useful
predictors, look for t values well below -2 or
above +2. For sanitation and GDP, the t value
is .760 and the significance is .461 it means
that Investment in sanitation does not affect
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the growth in GDP. Thus, the first null
hypothesis cannot be accepted. Further, the
second null hypothesis result of GDP and
health expenditure, the t value was 41.896
and significance value was .000 which means
that the health expenditure have no
significant affect on growth in GDP.. These
findings were similar to study done by Ashraf
(2015) which concluded the same result that
Health affect the economic growth of a
country.
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positive correlation with GDP. Hence, the
more and more countries spend on health
the more value of GDP can be witnessed.
The regression values also conclude that
health expenditures are good predictor of
GDP where as sanitation expenditures are
not significant with GDP values. So the paper
suggest that countries should go forward for
incurring health expenditures because it will
somewhere lead to increased value of GDP.

CONCLUSION
There are many studies done across the
world to analyze the impact of health
expenditures and sanitation expenditure. But
the implications of these variables on gross
domestic product of countries however have
gained late attention in India. The focal point
of this study was to show the empirical
relation between sanitation expenditure
incurred by countries and total health
expenditures incurred by countries with the
variations in GDP rates of respective
countries.
For the purpose of analysis time series data
had been chosen for the period from 19952011, GDP was taken as regress and, while
sanitation expenditures and health
expenditures were the regressors of the
regression model. Both variables showed
opposite correlations, hence it can be
concluded that sanitation expenditures have
no relationship with GDP values, whereas,
health expenditures show high degree of

References
Ashraf, Q. H, Lester, A. and Weil, D.N. (2015). When Does Improving
Health Raise GDP?, Yale Economic Review, Summer, 5 (2), ABI/
INFORM Complete, 24.
Burström, Bo, Macassa, G., Öberg, L., Bernhardt, E. and Smedman,
L. (2016). Equitable Child Health Interventions: The Impact of
Improved Water and Sanitation on Inequalities, American Journal
of Public Health, Feb 2005; 95, 2; ABI/INFORM Complete, 208.
Greenberg M. R, (2012). Editorial, American Journal of Public Health,
102 (2).
SIWI (2005). It Pays to Invest in Water and Sanitation, Appropriate
Technology, 32, 2; ABI/INFORM Complete, pg. 13

Webliography
Bad Sanitation Costs Bangladesh 6.3% of GDP: World Bank. (2011,
Oct 06). Asia Pulse, pp. n/a. Retrieved from http://en.wikipedia.org/
wiki/Sanitation 25 august 2012 at 12 Noon.
http://www.nber.org/papers/w14449 20 august 2012 at 11 PM
http://www.wsp.org/wsp/sites/wsp.org/files/publications/
af_finsan_mdg.pdf 24 august 2012 at 12 Noon.
http://www.wsp.org/wsp/sites/wsp.org/files/publications/
financing_analysis.pdf 24 august 2012 at 12 Noon.
Poor Sanitation Drags GDP down by 6.4%. (2010, Dec 21). Mint,
pp. n/a. Retrieved from http://search.proquest.com/docview/
818761282?accountid=135227 21 August 2012 at 11 PM
www.springerlink.com/index/PX5017127L34Q250.pdf 23 august
2012 at 11 PM

An Empirical Analysis on Implications of Health and Sanitation on GDP (Quality of Life) of Major Countries ...

61

62

Prestige International Journal of Management and Research

Prestige International Journal of Management and Research || ISSN: 09746080 || Vol. 10 (5), April 2018

63

AN EMPIRICAL STUDY ON ANALYZING THE EFFECT OF INCOME ON
PREFERRED INVESTMENT AVENUES
Sarfaraz Ansari*, Yogeshwari Phatak**
Investment decision of investors is influenced by many socio-demographic features of Investors.
Income level of investor plays a significant role while taking investment decision. The income level is
also significantly and positively related with risk taking capacity of investors. The present study was
aimed to analyze the effect of income level of investors on preferred investment avenues. Data was
collected through self designed questionnaire and presented to 500 individual investors using random
sampling. Preferred Investment Avenue was analyzed through percentage and graphical analysis
while statistical significant difference between income level and preferred investment avenues was
measured through One-way ANOVA. The study found that Deposit was the most preferred investment
avenue of investors and it was also found that income level of investors affect the choice of investors
while investing. The result illustrated that there is significant impact of income level regarding variable
income, fixed income securities, deposits, tax sheltered securities, mutual funds and insurance while
there is no significant impact of income level with respect to real assets. The study also found that
higher income level investors prefer to invest in variable income securities, mutual funds and tax
sheltered investment avenues.
Keywords: Investment Pattern, Preferred Investment Avenues, Investment Alternatives, Investment
decision, Income Level of Investors.

INTRODUCTION
Indian economy is continuously growing
after liberalization and privatization in 1991
and since then the Indian Financial Market
has shown a rapid growth because of foreign
participants in the market in form of FDI and
FII. The Indian Financial Market plays an
important role in channelizing saving into
investment through various financial
instruments. Under the surveillance of
financial regulators, these financial
instruments are traded and exchanged
between investors in the market. Investors
frame their investment objectives according
to their age and income as these
demographics characteristics also signifies
their risk taking capacity. It has been also
found that, when age of investors increases
the risk taking capacity decreases because
investors set their goal according to age and
income level in light of their risk taking
capacity.
*

There are varieties of financial instruments
available in India for investors to invest their
investible surpluses and take part in capital
formation of economy. These financial
instruments range from financial securities
to non financial securities having many
classification according to their nature and
characteristics. The financial avenues may be
classified into negotiable and non-negotiable
instruments. Negotiable Instruments are
transferable and freely tradable in the market
between buyer and sellers. These
instruments may provide variable income as
well as fixed income to the investors.
Securities like equity share, mutual funds etc.
comes under variable income security while
fixed income securities includes Bonds,
Debenture, Government securities etc. The
non-negotiable instruments are non
transferable and non securitized financial
investment like Deposit Schemes, Post office
Savings etc.
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Recently tax sheltered schemes are also
popular among investors which are used as
tool to get tax redemption and reduce tax
liability. Investors get dual benefit in case of
insurance policy as they get return with
benefit as well as they provide risk cover to
safeguard investors life from financial losses
in case of any uncertainty in future. Real
assets also have sigfnicant place among
investment avenues as they are considered
as safe because of their physical presence like
Gold, Silver and Real estate etc (Pandian,
2012). Negotiable securities may be classified
into variable income generating security and
fixed income generating securities. Variable
Income Securities like Equity Shares provide
a return which is determined by market
forces. These securities are available in
market and their price can be determined
by markets forces. They are tradable in the
market and their value changes with respect
to time because of supply and demand of
investors. These securities possess both
higher risk as well as higher return as
compared to fixed income securities and it is
even possible that investor may get negative
return. The return in variable securities are
fluctuating as number of factors influence
returns like growth, economic situations,
investors sentiments and behavior
(Avadhani, 2016 and Pandian, 2012).
Demographic characteristics of investors
such as education, income, number of
dependents; knowledge level and ethical
behaviour of investors were important
predictors of financial risk tolerance. Among
these demographic characteristics Income,
Education, Financial Knowledge were the
most significant factors and had a deep
impact on financial risk tolerance and
investment behaviour (Grable and Joo, 2004
and Gibson et. al., 2013). These demographic
characteristics play important role while
taking investment decision and selecting
investment alternatives. The study identifies
the most preferred investment avenue as
well as analyzing the effect of income levels

Prestige International Journal of Management and Research

of investors while selecting investment
avenues.
REVIEW OF LITERATURE
Many studies held in the past to study the
effect of demographic characteristics of
investors on investment decisions found that
age, income, gender, occupation and
education has significant effect on
investment decisions of investors (Kliber,
2016, Chitra and Jayashree, 2014, Jain and
Mandot, 2012, Rajalakshumi and
Manivannan, 2017 and Warren et. al., 1990).
Another important variable of demographics
i.e., Income, which is positively and
significantly related with investment
decisions and many studies proved that
investment increases with increase in income
level. Higher income investors have high
propensity to invest because they have more
investible surplus as compared to others
(Talha et. al., 2015). Some studies have shown
that investment decision of investors is
affected by investors income level, education
level and workplace activity (Tamimi and
Kalli, 2009).
Sireesha and Laxmi (2013) investigated the
impact of demographics on select investment
avenues considering gender, age, income,
occupation, education as demographic
variables. They found that income with
saving had more significant effect on purpose
of investment while age, occupation and
consultants advice had a significant effect
on income. They also found that most of the
investors followed their investment
consultants and their preferred investment
alternatives were those having less risk like
Mutual Fund, Gold, FDs and Bank Deposits
etc. They concluded that all the demographic
variables considered in the study have an
impact on investors choices of alternatives.
Praba and Malarmathi (2015) explored the
factors which stimulate an individual
investor s decision on the basis of
demographics and identified that investors
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whose expenses were more than income
have saving opinion than those whose
income equal to expenses as such investors
would invest to manage contingencies. They
also found that investors invest only when
free money is available. They conclude that
gender, number of earning members in
family, individual annual savings, borrowing
habit, risk profile, financial dependency and
individual income-expense ratio, sole
responsibility for investment decisions has
significant association with factors
encouraging investment.
Kantidas (2001) analyzed preferred
investment avenues among rural and semi
urban household in northern eastern region
of India with an objective to analyze
investors profile, their portfolio practices,
investment experiences and risk perception
of investors. He also studied the relationship
between demographic profile and
investment avenues chosen by the
households and found the most preferred
investment alternatives was insurance and
preferred mostly in the age group of 40 to
50 years because it had the features like tax
saving, life protection and average profitable
investment avenues. Investors belonging to
age group less than 40 years were mostly
attracted by stock market. He also found that
investment in property was least preferred
alternative opted by investors. Preference of
investors also change with income level as it
was found that higher income level investor
group preferred to invest in stock market.
He concluded that investment pattern of
household in India has changed over a period
of time because of change in lifestyles,
consumption model, financial inclusion and
regulators role in financial market.
Anushan and Yasir (2014) studied investment
preference of investors in Tiruchirapalli with
an objective to understand high risk
investment option preference of investors.
They considered twenty one alternatives of
investment (i.e., saving account, forex,
foreign stocks, money market funds, fixed
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deposits, post office deposits, PPF, bonds and
debentures, mutual funds, insurance,
commodities, real estate etc.). Out of these
alternatives, six investment avenues were
identified as most preferred alternatives of
investment. These were property, life
insurance, fixed deposit, saving bank
account, commodity and stock. According to
their study investors do not prefer to invest
in risky asset and try to avoid investing in
risky asset. They also found that risk averse
nature increases with age group of investors
and it is also affected by income level of
investors as investment in risky asset
increases with high income group investors.
Education and financial literacy were found
to be a significant factor in this study and it
concluded that if investors are financially
literate they plan their investment according
to their risk tolerance level and make their
portfolio in diversified securities.
Joseph and Prakash (2014) identified
preferred investment avenues of investors
and the factors responsible for taking
investment decisions. Their study has been
undertaken with the objective to analyze the
investment choices with the help of survey
conducted on individual investors and found
that most of the investors were not aware
about features of securities and, therefore,
did not wish to invest in them. In this study
the most preferred investment alternatives
were bank deposits and insurance as they
are risk free investment alternatives. They
also found that investment choices vary in
different age group as young investors invest
mostly in risky assets while older age group
investors invest in riskless securities. Their
study concluded that investment decision
and income level of investors have very close
relationship as income increases investors try
to invest in more risky securities.
OBJECTIVES
l

To identify the preferred investment
avenues.
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l

To study the perception of
respondents of different Income
levels regarding Variable Income
Securities as an Investment Avenues.

l

To study the perception of
respondents of different Income
levels regarding Fixed Income
Securities as an Investment Avenues.

l

l

l

To study the perception of
respondents of different Income
levels regarding Deposits as an
Investment Avenues.
To study the perception of
respondents of different Income
levels regarding Tax Sheltered
Avenues as an Investment Avenues.
To study the perception of
respondents of different Income
levels regarding Mutual Funds as an
Investment Avenues.

l

To study the perception of
respondents of different Income
levels regarding Insurance as an
Investment Avenues.

l

To study the perception of
respondents of different Income
levels regarding Real Assets as an
Investment Avenues.

HYPOTHESES
H 01 : There is no significant difference
between perception of respondents of
different Income levels regarding Variable
Income Securities as an Investment Avenues.
H 02 : There is no significant difference
between perception of respondents of
different Income levels regarding Fixed
Income Securities as an Investment Avenues.
H 03 : There is no significant difference
between perception of respondents of
different Income levels regarding Deposits
as an Investment Avenues.

H 04 : There is no significant difference
between perception of respondents of
different Income levels regarding Tax
Sheltered Alternatives as an Investment
Avenues.
H 05 : There is no significant difference
between perception of respondents of
different Income levels regarding Mutual
Fund as an Investment Avenues.
H 06 : There is no significant difference
between perception of respondents of
different Income levels regarding Insurance
as an Investment Avenues.
H 07 : There is no significant difference
between perception of respondents of
different Income levels regarding Real Assets
as an Investment Avenues.
METHODOLOGY
The Study: The study is empirical and
exploratory in nature which identifies the
preferred investment avenues and analyzes
the significant effect of income level of
investors regarding preferred investment
avenues.
The Sample: The study was conducted on
500 individual investors for that convenient
sampling was used. Out of 500 respondents
477 responses were found suitable for the
study (Table 1).
Tools for Data Collection: The data was
collected
through
self
designed
questionnaire. Questionnaire was divided
into parts A and B. Part A was containing
information related to demographics
features of respondents like age, income,
gender, education and occupations. Part B
was containing information related to
preferred investment alternatives. Preferred
Investment avenues were taken according
to two categories i.e., negotiable investment
alternatives and non negotiable investment
alternatives. Further, negotiable securities
were sub divided as variable income
securities like equity shares etc., fixed income
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securities like bonds and debentures. Non
negotiable securities include deposits, tax
sheltered saving schemes, life insurance,
mutual fund and the last category contains
traditional investment alternatives like real
estate, gold and silver etc. Respondents were
asked to rate investment alternatives in five
categories viz. Highest Preferred, High
Prefer red, Average Investment, Low
Investment, and Lowest Investment.
Tools for Data Analysis: The arithmetic
mean technique was applied and represented
through percentage and graphical analysis.
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In order to analyze the significant effect of
income on preferred investment avenues
One way ANOVA was applied.
RESULTS AND FINDINGS
It has been observed from Table 2 and Figure
1 that the mean of Deposits (3.94) was highest
among all the avenues. Hence, it can be
inferred that the most preferred investment
avenue was Deposits followed by Insurance
(3.59), Real Assets (3.57), Tax Sheltered
Avenues (3.46), Mutual Fund (3.21), Variable
Income Securities (2.91) and Fixed Income
Securities (2.69).

Figure 1: Preferred Investment Avenues
HYPOTHESES TESTING AND RESULTS
One Way Anova test was conducted for
testing the statistical significant differences
between perceptions of respondents of
different Income levels regarding preferred
investment avenues at 5 percent level of
significance. It has been found that p-value
of Variable Income Securities, Fixed Income
Securities, Deposits, Tax Sheltered Avenues,
Mutual Funds, Insurance was less than the
critical level of 0.05; therefore, the Null
Hypotheses has been rejected. Hence, it can
be stated that there is significant difference
between perceptions of respondents of
different Income levels regarding Variable

Income Securities, Fixed Income Securities,
Deposits, Tax Sheltered Avenues, Mutual
Funds, Insurance as an Investment Avenue.
It was also found that p-value of Real Asset
was more than the critical level of 0.05;
therefore, the Null Hypothesis is not rejected.
Hence, it can be stated that there is no
significant difference between perceptions of
respondents of different Income levels
regarding Real Assets as an Investment
Avenue (Table 3 and 4).
DISCUSSION
Preference of investors towards Deposits
signifies risk averse nature of investors
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(Anushan and Yashir, 2014; Kahnemen and
Tversky, 1979). Selvi (2015) also mentioned
in her study that investment scenario has
been changed recently because of
underperformance of risky assets and
investors now shifting their investment
towards less risky and safe alternatives.
Joseph and Prakash (2014) also found that
investors prefer to invest in Deposit,
Insurance and post office saving as they
want safety of returns and do not want to
take risk in investment. It can be inferred
from the result that higher income investors
prefer to invest in variable income securities
as they have higher risk taking capacity. The
same result has been observed in the study
of Graham et. al. (2009) that higher income
level reduces risk averse nature of investors,
therefore, they invest more in risky securities
like shares, commodity which provide
variable returns. Monica and Agarwal (2017)
also found that investor deploy funds with
the aim of earning income or growth in value
of assets. They also found that income of
investors determines the risk taking capacity
of investors and it is positively correlated
with investment. It means investors who are
earning higher income will have high risk
tolerance and invest larger amount of their
savings in investment. Sarwar and Afaf (2016)
conducted a comparative study between
psychological and economic factors affecting
investment decision making behaviour. They
found that monthly income of investors have
significant relationship with investment
decision making.
CONCLUSION
The present study was aimed to identify the
most preferred investment avenues of
individual investors and to analyze significant
impact of income level of investors regarding
preferred investment avenues. It was found
that Deposits was the most preferred
investment alternatives. The preferred choice
of investors signifies the risk averse nature
of investors. Investors want to put their
funds in safe and non risky investment
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alternatives. Investors scared of investing in
risky assets because of uncertain future
returns. The variability in returns is because
of many uncontrollable reasons which
intimidate investors to take position in risky
assets. The study also found significant effect
of income regarding Variable Income
Securities, Fixed Income Securities, Deposits,
Tax Sheltered Avenues, Mutual Funds,
Insurance and it can be concluded that lower
income group put their maximum savings
in safe investment avenues and exhibit risk
averse nature as their objective of investment
is to meet future requirement with safety of
principle and liquidity at the time of
requirements. Higher income group try to
maximize their wealth and invest more in
risky securities. The study also found that
there is no significant impact of income
regarding real assets and it can be concluded
that investors belong to any income group
found safe while investing in hard and
physical assets like gold or real asset. The
study concludes that investor should take
calculated risk and then invest. Investment
awareness among individual investment was
lacking and therefore they do not want to
take risk and invest in risky assets to earn
better return.
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ARE CANDLESTICK CHARTS BETTER PREDICTOR OF INDIAN STOCK
MARKET CRASHES ?
Varun Sarda*, Yamini Karmarkar**, Neha Lakhotia***
The stock market crashes have been studied by a number of researchers and investors but still a lacuna
remains in successful prediction of the same. This results in a loss of a huge amount of capital of large
financial institutions and the individual investors alike. If the impending crash is predicted using
some technique then it may save a lot of people from these losses. The present study is an attempt to
solve the problem of prediction of stock market crashes using Candlestick charts based on the
quantitative parameter of predictive efficiency. MATLAB Software is used to prepare Candlestick
charts for the purpose of analysis. The current study aims to understand the efficiency of Candlestick
charts in predicting the stock market movements. The period of study is from 1997 to 2011. The
Candlestick Charts are able to predict three out of four crashes on Indian Stock Markets with 100
percent predictive efficiency.
Keywords: Indian Stock Market, Candlestick Charts, Predictive Efficiency.

INTRODUCTION
Considering case of a small stock market
investor Mr. Shyamlal, who had invested
Rs. 1,00,000 prior to the crash of 08th January
2008 in a portfolio of asset mirroring BSE
Sensex. Just after the downfall of the crash
his wealth had declined by 29 percent pulling
down the value of his investments to
Rs. 71,000. Had he invested the same amount
in a fixed deposit, he would have got
Rs. 1,08,000 at the end of the year. There
would have been so many changes in his
spending pattern and so many adjustments
in his routine due to this downfall in order
to fill the loss caused. There are several
investors like him. This raises a question that
investment analysis community is equipped
with lot of investment analysis techniques to
map the fluctuations in the stock market but
still they fail to predict the volatilities precisely
and particularly they are unable to predict
the anticipated crash. Therefore, the question
that arises is that is there any way by which
an impending stock market crash be
predicted so that the investors be sheltered

from huge anticipated losses? Candlestick
chart patterns may prove to be a solution to
the same.
Candlestick Chart Pattern
Candlestick chart pattern first used in the
seventeenth century in Japan by a farmer
Homma Munehisa. There are various trend
reversal patterns in candlestick analysis and
one of them is Doji. A candle without a real
body or with a very small real body is called
a Doji. Buyers lead in a powerful upward
trend daily, in general. Subject to condition
that a Doji pattern appears for a day means
that the bull did not dominate, that is, bulls
and bears were in equality. This may be a
sign of change. Similarly, sellers are more in
a downtrend market. A Doji becoming visible
in a downtrend illustrate that the bears may
be putting in great efforts to push the prices
on lower side and consequently a
turnaround may be in the offing. Another
reversal pattern is Hammer, according to its
name; Hammer appears as a hammer
consisting of a small fat head and a lengthy
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handle. It is a sole candlestick reversal
pattern that is found in a market that has
been falling. Another reversal pattern is
Shooting Star which is exact opposite to the
Hammer. It has a long upper shadow and a
small real body at the lower end of the
candles range. Shooting Star can be looked
for when market is in an uptrend. One more
reversal pattern is Hanging Man, having the
same shape as that of a Hammer but which
is seen during a rising market.
REVIEW OF LITERATURE
As described by Pan and Albert (2008)
candlestick chart technique has its roots in
Japan and was first used in the seventeenth
Century. Homma Munehisa was a well-todo farmer, commodity trader and key player
in Dojima rice exchange in Osaka. Their
study details on research executed on
Japanese candlestick charts to review
whether they have extrapolative information
in violation of the weak form of the Efficient
Market Hypothesis (EMH). An opening to the
past and practice of Japanese candlestick
charting trails along with a conversation of
the conviction of its inventor that it is a
manifestation of the power of some times
irrational human sentiment in the market
place. Their research uses a sample of two
hundred fifty seven NYSE stocks during the
March-April 2005 period. Analysis of all the
stocks exhibiting a particular candlestick
pattern during the period is examined for
surplus returns on twenty following trading
days. The outcomes of the study point
toward a small but statistically significant
surplus return over the five days subsequent
to the emergence of the candlestick pattern
and suggest the existence of a transitory
anomaly in the weak form of the EMH.
Considering markets to be influenced by
human emotions and believing in behavioral
finance school of thought, Homma Munehisa
constructed candlestick charts to predict
future price of commodity as reported by
Taylor (2002). As per Adam Sorab, in
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foreword of a book by Clive (2009), technical
analysis methods have grown considerably
over some of the past decades, few
approaches are remotely ancient. Japanese
Candlestick pattern is one of them. It is
motivating that a lot of these ancient
methods continue to provide highly useful
buy and sell indication when applied to
modern markets and securities.
Clive (2009) suggests that candlesticks are
diagrammatic illustration of price movement
and so they show the markets thinking and
emotion, and any alteration in this thinking
and emotion that may be unfurling. If an
investment decision of time horizon of more
than two weeks is to be taken then daily and
weekly candlestick charts may be used. Long
term investors use longer-term charts to have
an outlook of the larger picture and weekly
charts do exactly the same. Overlaying
candlesticks may be used onto longer-term
moving averages of 50-day and 200-day. The
study gives some golden rules while trading
using candlesticks:
l

Candlestick chart patterns should
never be used to hit against obviously
time-honored trends.

l

Candlestick charts should never be
used in isolation, i.e., it should be
combined with some other method
for confirmation.

l

More than one time frame (both short
and long term) of analysis should be
used.

l

Support and resistance levels should
not be forgotten.

l

The patterns that work well for the
chart to be used should be found out
invariably.

l

When back-testing the system, one
needs to be cautious about the entry
and exit points.
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Stop loss should be used always
which hopefully can be moved so that
it converts into stop profit.

Since candlestick charts add a great deal of
additional information one should not be
bothered about the bar charts if candlestick
charts are being used.
METHODOLOGY
Candlestick represents the open, high, low
and close price of a security. The figure below
represents a security whose opening price
was lower than its closing price and the body
represents the difference between the two.
A hollow candle signifies upward price
advancement. The highest price that the
security had in the day is characterized by
high and the lowest price by Low. A full black
candle signifies downward price retreat.

Graph 1: A Candlestick
For candlestick drawing following logic is
used Open < Close = bullish = light in colour =
open real body
Open > Close = bearish = dark in colour =
filled real body.
There are various trend reversal patterns in
candlestick analysis and one of them is Doji.
A candle without a real body or with a very
small real body is called a Doji. One more
reversal pattern is Shooting Star whose
shape is exact opposite to the shape of a
hammer. It has a long upper shadow and a
small real body at the lower end of the

candles range. Shooting Star can be looked
for when market is in an uptrend. One more
reversal pattern is Hanging Man, having the
same shape as that of a hammer but which
is seen during a rising market.
The time series data for the study consisting
of BSE Sensex has been collected from
website of Bombay Stock Exchange. Bombay
Stock Exchange is the oldest stock exchange
in Asia and has the largest number of listed
companies in the world more than 5700 in
number. The equity market capitalization of
the companies listed on it is US $ 2 Trillion
making it the eleventh largest in July 2017.
Defining Crash
The below mentioned details have been used
by Bree and Joseph (2007) for describing a
crash. The time during which the fall in prices
is needed to occur is sixty weekdays, the fall
in prices should be of 25 percent, that is, it
should have touched 75 percent of the peak
price and the time period previous to the
peak for which there should be no higher
price than the price of the peak in the past
one year of 262 weekdays. The above
definition has been used in the present study.
The fall in prices were at many instances but
only the price drop which fulfill the said
criteria are defined as crash and the later
study is bordered to these large drop in
prices.
Candlestick charting technique is used to
predict the crashes on the Indian Stock
Market. MATLAB Software is used to prepare
Candlestick charts. Predictive Efficiency has
been employed as a Quantitative Parameter
to predict stock market crashes. Predictive
Efficiency is defined as the number of times
true signal generated out of total number
signals generated by a technique in
percentage terms.
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RESULTS AND DISCUSSION
Study of signals generated prior to beginning of a downward trend on BSE Sensex using
Candlestick Chart Pattern
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Graph 2: Candlestick Chart for First Crash Starting February 11, 2000
Study of First Stock Market Crash Starting
on February 11, 2000
Analysis of crash starting February 11, 2000
is done using candlestick chart pattern.
Graph 2 shows the relevant chart for 15 days
prior to and post the starting date of crash.
On February 10, 2000 Hanging Man pattern

was visible prior to the crash starting
February 11, 2008. In the Graph the small
arrow points at the candlestick formed on
the starting date of crash and the larger
arrow points at the Hanging Man pattern
formed a day before. This pattern was
signaling a trend reversal which happened
in the next few weeks.
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Graph 3: Candlestick Chart for Second Crash starting May 10, 2006
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Study of Second Crash Starting May 10, 2006
Now analysis of crash starting May 10, 2006
is done. Graph 3 shows the relevant chart
for 15 days prior and post the starting date
of crash. On May 9, 2006 Doji pattern was
visible prior to the crash starting May 10,

2006. In the Graph the small arrow points at
the candlestick formed on the starting date
of crash and the larger arrow points at the
Doji pattern. This pattern was signaling a
trend reversal which happened in the next
few weeks.
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Graph 4 Candlestick Chart for Third Crash Starting February 08, 2007
Study of Third Crash Starting February 08,
2007
Now analysis of crash starting February 8,
2007 is done. Graph 4 shows the relevant
chart for 15 days prior and post the starting

date of crash. On February 8, 2007 the crash
started and the hanging man pattern was
seen. In the Graph the arrow points at the
same. This pattern indicated a trend reversal
which happened in the next few following
weeks.
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Graph 5: Candlestick Chart for Fourth Crash Starting January 08, 2008

Are Candlestick Charts Better Predictor of Indian Stock Market Crashes ?

Study of Fourth Crash Starting January 08,
2008
Now analysis of crash starting January 8, 2008
is done. Graph 5 shows the relevant chart
for 15 days prior and post the starting date
of crash. On January 7, 2008 Hanging Man
pattern was visible prior to the crash starting
08th January 2008. In the Graph the small
arrow points at the candlestick formed on
the starting date of crash and the larger
arrow points at the Hanging Man pattern.
This pattern was indicating a trend reversal
which happened in the next few weeks. It is
clear from Table 1 that candlestick charts
were able to generate true signals for three
out of four crashes with 100 percent
predictive efficiency and one with 16.67
percent predictive efficiency.
CONCLUSION
The candlestick charts have helped in
capturing the price movements and their
prediction to a great extent. The signals
generated by candlestick charts have assisted
the investors in taking appropriate buy or
sell action. As per the definition of the crash
used in the study, four crashes were analyzed
using candlestick chart patterns. Candlestick
chart patterns were able to predict three
crashes with 100 percent predictive efficiency
and one with 16.67 percent efficiency out of
the four crashes. Thus it may be concluded
that candlestick chart patterns can be
effectively used in the prediction of crashes
in the Indian Stock Market.
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BURNOUT IN EDUCATION, TELECOM AND BANKING INDUSTRY : A
FACTOR BASED STUDY OF PRIVATE SERVICE SECTOR
Gitanjali Shrivastava*, Ira Bapna**
In recent years, the rise in stress and burnout has seen across all spheres of life, particularly in the
workplace and service sector. Burnout in organizations is a wide-spread phenomenon with far-reaching
corporal, cerebral and spiritual consequences. When individuals face stress due to various conditions
of their occupation and fail to cope with stress, it results into burnout. The employee who suffers
burnout becomes disorganized, disoriented and it may result into harmful psychological and
physiological effects. Burnout also adversely affects employees turnover and leads to adverse impact
on organizational effectiveness. A happy employee is considered much more productive compared
with the employees with higher level of burnout. If employees are delighted with the organization,
then they would play a vital role in decision making towards the services and work offered by the
organization. In contrast, a burned out employee will likely to exhibit unfavorable attitude that will
ultimately affect the behaviors. This paper aims at determining the factors of burnout in private service
sector. A sample of 512 employees of private service sector is taken under study.
Keywords: Burnout, Stress, Private Sector Education, Telecom, Banking Industry.

INTRODUCTION
The concept of burnout started as a
grassroots description of prolonged
occupational stress among human service
workers, where former engaged employees
gradually get overwhelmed of emotional
exhaustion, loss of energy, and withdrawal
from work (Freudenberger, 1974). Thus, the
burnout concept was developed from field
of observations  not from theory. Burnout
is a syndrome of mental, physical and
emotional exhaustion due to long term
involvement in emotionally demanding
situations (Pines and Aronson, 1988). When
individuals face stress due to various
conditions of their occupation and fail to cope
with stress, it results into burnout. The
employee who suffers burnout becomes
disorganized, disoriented and it may result
into harmful psychological and physiological
effects. Burnout also adversely affects
employees turnover and leads to adverse
impact on organizational effectiveness. A
happy employee is considered as much more
productive as compared with the employees
*

with higher level of burnout. If employees
are delighted with the organization, then
they would play a vital role in decision
making towards the services and work
offered by the organization. In contrast, a
burned out employee will likely to exhibit
unfavorable attitude that will ultimately
affect the behaviors.
REVIEW OF LITERATURE
Corporate pundits predict that Burnout the
Buzzword will keep on affecting the lives
of millions of service sector employees. Forty
five years ago, the concept of burnout was
first expressed by Herbert J. Freudenberger,
Christina Maslach, and Ayala Pines. This was
an age of social upheaval and strong social
commitment, with many young individuals
entering careers in human service
professions (Farber, 1983). Freudenberger
focused on the clinical approach and
Maslach and Pines focused on the empirical
approach.
Both
the
approaches
complemented each other well.
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Freudenberger (1974) believed this was a
phenomenon that occurred one year into
practice in free clinics. Cherniss concurred
with Freudenberger regarding the time
frame of the development of burnout.
Cherniss found burnout to commonly occur
in employees new to the profession. Within
one year, the ideals which drew them into
the profession were directly challenged by
their actual experience (Cherniss, 1980).
The concept of burnout has been researched
and studied in countries all over the world
(Maslach and Schaufeli, 2001). Burnout is also
the subject of numerous books (Edelwich
and Brodsky, 1980), magazine and
newspaper reports (Longcope, 1982) and
professional articles (Thornton, 1992),
indicating the importance of this
phenomenon. Since the 1970s, more than
5500 studies and books on burnout have been
published (Schaufeli and Enzmann, 1998;
Hallsten, et. al., 2002).
In current scenario, the economies of India
and China are booming, and burnout now
seems to attract attention in these countries
as well. It has been suggested that
globalization, privatization and liberalization
cause rapid changes in modern working life,
such as increasing demands of learning new
skills, the need to adopt new types of work,
pressure of higher productivity and quality
of work, time pressure and hectic jobs, which,
in their turn, may produce burnout 
particularly in rapidly developing countries
like India (Kulkarni, 2006). The need for
human service professionals continues to
grow as our population ages and as
responsibility for helping continues to shift
from private social institutions to other public
institutional forms of community-based
support (Cherniss, 1980). Thus, we can say
that burnout has travelled its journey from
mostly case studies and theoretical
considerations in the 1970s to hypothesistesting prospective studies.
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OBJECTIVE
l

To explore the factors of burnout in
private service sector.

METHODOLOGY
The Study: The study is exploratory in nature
and aimed at exploring the factors of burnout
in private service sector.
The Sample: The study has conducted in
Indore city. The employees of the private
service sector were the sampling unit for the
study and 512 respondents were studied, out
of which 170 were from private banking
sector, 172 were from private telecom sector
and 170 were from private education sector.
Convenient Judgment sampling technique
was used to select the respondents (Refer
Figure 1).

Figure 1 : Sample Collection of Burnout in
Service Sector
Tools for Data Collection
Both primary and secondary sources have
been used to collect the data. Standard
questionnaire from the book titled
Developing Managerial Skills in
Organizational Behavior authored by Lisa
A. Mainiero and Cheryl L. Tromley, Edition:
Second, Pearson Education has been
considered to collect the primary data. This
scale is based on 7-point Likert scale. Several
journals, magazines, internet, etc. were used
as secondary data collection sources.
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Tools for Data Analysis
Statistical measures such as KMO and
Bartletts test and factor analysis were used
to interpret the data. The tools were applied
through Statistical Software SPSS 17.0.
ANALYSIS AND FINDINGS
Private service sector (Banking, Telecom and
Education) resulted in total of thirteen
factors.
KMO Analysis
From the Table 1 it is clear that KMO value
was found to be .907 which suggests that it
is good to proceed for the factor analysis of
the data. Total variance was found out to be
57.520 percent which is given in Table 4 in
annexure.
Rotated Component Factors of Private
Sector
Table 2, 3, 4 and 5 show thirteen factors that
were extracted through factor analysis
Factor 1: No Creativity and Instability (4.071)
The first factor identified through factor
analysis was No Creativity and Instability
with factor load 4.071. Private sector
employees usually operate in high stress
environment which arises due to multiple
number of factors. Highest factor load is
given to no creativity, where they complain
that they dont have say in the decision
making. Also there is mismatch of personal
and professional values. The employee also
complains instability in terms of finances and
conflicting demands of work environment.
Ultimately all these factors lead to burnout.
Organization must focus on coping strategies
of stress and burnout and hence increase the
productivity. The factor consists of seven sub
factors viz., Financially unstable company
(.721); No congruency between my values
and organization values (.696); Confusing
and chaotic workplace (.639); Non creative
job (.589); My job not let me use my special
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skills or competencies (.524); People often
make conflicting demands on me (.457) and
Non understanding of how my work
contributes to the goals of the organization
(.445).
Factor 2: Clash of Professional and Personal
Life (3.334)
The second factor identified through factor
analysis was Clash of Professional and
Personal Life with factor load 3.334. This is
common factor which is present both in
public sector and private sector. Due to hectic
and complex work schedule, imbalance
occurs between in professional and personal
life of employee. They are unable to fulfill
the demand of both sides of the coin. This
directly affects the quality of work output in
organization and health of the employee.
Organization must introduce proper
measures to maintain the equilibrium
between the two so as to reduce the burnout
level. The factor consists of seven sub factors
viz., Unable to laugh at a joke about myself
(.659); Difficulty in accepting my weaknesses
and limitations (.599); Difficulty in getting
close to other people (.478); Often feel let
down by people and situations (.465);
Interference of work problem with personal
life (.430); Difficulty in accepting the
differences among people (.394) and Feel as
though I am the only one who can do my
job right (.309).
Factor 3: Ambitious (2.41)
The third factor identified through factor
analysis was Ambitious with factor load
2.41. More the ambitious fleet of employee,
it is good for the progress and performance
of organization, but as this ambition leads to
unhealthy competition, the burnout level
increases. The situation will become looseloose for private sector organization. The
factor consists of four sub factors viz., I expect
too much of myself (.667); I am very
ambitious (.655); Need to continually
generate excitement to keep away from
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being bored (.631) and I get very upset with
myself while doing mistake (.457).
Factor 4: Conflict and Uncertainty (2.611)
The fourth factor identified through factor
analysis was Conflict and Uncertainty with
factor load 2.611. Management guru says that
minimal level of conflict is good for the
performance of organization. It act as
antibiotic to find out the causes and solution
of the problem. When it covers the
dysfunctional aspect, it gives the birth to
burnout level. Uncertainty of growth and
stability is also the major problem that
private service sector is facing today. Proper
check should be kept on both to avoid
ambiguity and false decision making. The
factor consists of five sub factors viz., Conflict
between job and family demands (.616);
Spend my most of time with other people in
the course of doing my job (.565); Uncertainty
of growth (.515); I dont have a say in the
decisions that affect me (.515) and I seem to
spend most of my time putting out fires
(.400).
Factor 5: Impatient (2.392)
Fifth factor identified through factor analysis
was Impatient with factor laod 2.392. More
impatience level, more stress and burnout.
When things dont happen at fast pace and
the members of the team possesses more
weakness than strength, frustration graph
increases. Since in private sector most of the
people are heavily burdened with multiple
tasks, they easily get upset. Proper planning
and controlling should be taken as curative
step by the organization. The factor consists
of four sub factors viz., Get upset if things
dont go the way I planned (.675); Try to do
more than I could possibly accomplish (.663);
Impatient with other peoples weaknesses
and limitations (.529) and Impatient with
activities, things just dont happen quickly
enough (.525).
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Factor 6: More Work and Less Time (2.783)
The sixth factor identified through factor
analysis was More Work and Less Time
with factor laod 2.783. Work pressure and
scarcity of time causes the employee to be
burned out. This is the one of the most
common causes of wear and tear down of
employee health and morale. Organization
must ensure the proper time management
to accomplish the work on time. . The factor
consists of five sub factors viz., More work
in my job (.712); Less time after job (.605);
Usually cant take time out when I feel that I
need it (.537); No clarity about current duties
and future directions in colleagues (.494) and
There is a great deal of competition in my
job (.435).
Factor 7: Lack of Skills and No Control
(1.074)
The seventh factor identified through factor
analysis was Lack of Skills and No Control
with factor load 1.074. Skilled and trained
employees are the assets of organization.
They accentuate the positive and eliminate
the negative. Poor skill hampers smooth flow
of work and gives stress and burnout in
organization. With this employee looses the
control on the process and fall apart. The
factor consists of two sub factors viz., Job
requires skills that I havent completely
mastered (.560) and No control over my
productivity (.514).
Factor 8: Upset and Worried (1.713)
The eighth factor identified through factor
analysis was Upset and Worried with factor
load 1.713. Definitely when the employees
are upset and the surrounding environment
is tensed and worries, then the burnout level
increases. . The factor consists of three sub
factors viz., Get very upset when other
people make mistakes (.669), Identify so
closely with my work that, when something
goes wrong in my work, I fall apart or blame
myself (.570) and always worried about what
others think of me (.474).
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Factor 9: Conflict (1.755)
The ninth factor identified through factor
analysis was Conflict with factor load 1.755.
Conflict is the major causes of burnout.
Healthy conflict is good for organization
health but negative and dysfunctional
conflict leads to burnout issues. The factor
consists of three sub factors viz., Dont have
the resources I need to do job (.669),
Uncertain about my job duties and
responsibilities (.644) and Great deal of
conflict in my company (.442).
Factor 10: Repetitive Job (1.725)
The tenth factor identified through factor
analysis was Repetitive Job with factor
1.725. Job which is monotonous and
repetitive in nature causes mental fatigue
which in turn results in the sense of
dissatisfaction. Burnout eventually occurs by
this. HR professional always suggest job
rotation as a cure to this. The factor consists
of three sub factors viz., Main reason I chose
my job was salary, status, or power (.650),
Wish that I had more control over how I do
my job (.574) and Predictable, repetitive,
tedious and boring job (.501).
Factor 11: Distrust (1.623)
The eleventh factor identified through factor
analysis was Distrust with factor load 1.623.
Lack of trust among team members, boss and
subordinate, peers and colleagues generates
the manipulative environment. Excess of it
leads to stress and burnout as it interferes
and creates the hurdles and obstacles in
work. The factor consists of three sub factors
viz., Sometimes I set up situations in which I
cannot succeed (.642), Tend to distrust
peoples motives (.509) and Interference of
personal problems with my work (.472).
Factor 12: Pressure (1.425)
The twelfth factor identified through factor
analysis was Pressure with factor load
1.425. It is one of the most common factors
of burnout in organization. It is usually seen
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that employees are always under pressure
to succeed and they found it difficult to cope
up with such situations. Slowly and steadily
it leads to burnout. The factor consists of
three sub factors viz., I rarely change my
mind once Ive taken a stand on something
(.762), Feeling of always under pressure to
succeed (.345) and Difficulty in relaxing (.318).
Factor 13: Competitive (0.647)
The thirteenth factor identified through
factor analysis was Competitive with factor
load 0.647. It is often termed as bloodthirsty. High level of competition will break
the universal management Esprit De Corps
i.e unity is strength. It flows in the direction
of divide and rule. Functional competition is
good but its dysfunctional effect broke the
organizations team spirit. It then converted
into burnout. The factor consists of one sub
factors viz., feel very competitive toward my
fellow workers (.647).
CONCLUSION
On the basis of the results acquired and based
on the discussion the studies done by the
various research scholars and experts it can
be said that burnout produces negative
effects for both the employee and the
organization and it is serious that
occupational stress cannot be considered a
private issue for the employee to deal with
alone and in loneliness. The highest factor
load was 4.071 for factor No Creativity and
Instability, which reveals that lack of
creativity and stability in the organization will
result in high level of burnout in private
service sector viz. banking, telecom and
education.
The results of this study will hopefully help
employees and their organizations to
become more responsive and alert of the
increased threats, risks and difficulties for the
all-round psychological health. The major
factors that are found in private service
sector employees responses are instability
and uncertainty among the employees for
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their organization as they have to work
under deep work pressure, clash of their
personal life with their professional life and
because of this they feel too much stressed.
Due to job pressure they couldnt find time
for themselves and for their family. The
ambitious nature to grow higher in
organizational hierarchy in some of the
respondents also gave them stress. Some of
the respondents were managed well with
their work but they feel stressed with the
peer pressure as this influence on a worker
working with peer group, observers or
individual exerts that encourages others to
change their attitudes, values, or behaviors
to conform to groups, conflict between job
and family demands, wish of control and
power and difficulty in getting close to other
people and lack of skills and resources in
respondents. Some respondents in the
survey also confirmed their mulish and rigid
behavior as a cause for burnout.
Organization must keep a watch to
overcome the burnout arising due to these
factors.
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BUYING BEHAVIOUR OF RURAL CONSUMER TOWARDS PURCHASE OF
MOBILE PHONES: AN EMPIRICAL STUDY OF HIMACHAL PRADESH
Ruchy Sharma*
The life without mobile is almost impossible in present era. Now, in the present century, new
technologies introduce new brands of mobile every day. There is a rapid growth witnessed by the
companies producing mobile since last decade. Therefore, consumers have a wide choice of mobiles.
Due to increase of per capita income in Himachal along with technological advancement in mobile
technology, the number of mobile users has increased significantly. Himachal is becoming a very big
market for mobile manufactures. Many companies have established their showrooms in Himachal in
large numbers. So far, no valuable and comprehensive study has been conducted in Himachal Pradesh.
This study was initiated to study the buying behaviour of mobile phone users in Himachal Pradesh.
The study covers whole of the Himachal Pradesh. Every consumer who possesses mobile of any company
in the state is the population for the study. This study was based on primary data that was collected
from a randomly chosen sample of 1000 consumers. The inferences were drawn by analysis of collected
data with traditional statistical tools. The study was primarily undertaken to understand the behaviour
of rural consumers in respect of their brand preferences, selection of dealers, mode of payment, the
time/occasion to purchase the product, influence on their purchase decision and impact of price of
competitive brands on their purchasing behaviour. The topic of present study is focused on the rural
consumer of Himachal Pradesh.
Keywords: Mobile, Rural Consumer, Consumer Behaviour, Purchasing Decision.

INTRODUCTION
In business world, the knowledge and
behaviour of the consumer is very important
though this information is very limited.
Consumer behaviour is a rapidly growing
discipline of study. It is a very complex and
multidimensional process. It reflects the
complete information about decisions of
consumer with respect to acquisition,
consumption and disposal activities. It means
it is more than just how a person buys
products. Number of reasons force to study
the consumer behaviour being developed as
a separate marketing discipline. Some of
these are shorter product life cycles,
increased interest in consumer protection,
growth in marketing services, growth of
international marketing, development of
computer and information technology and
increasing competition etc. Marketing
experts have noticed that actions of
consumer and respective reactions are not
*

always same. Knowledge of consumer
activities and behaviour is one of the most
important aspects of the marketing.
Consumer behaviour research is conducted
for every phase of the consumption process,
from before the purchase take place (when
the consumer first becomes aware of a need),
to the search and evaluation of product
alternatives (ranging from simple to
extensive information search), to the actual
purchase decision (including such factors as
product and brand choice, store choice, and
method of payment), to after the purchase
takes place (through any periods of
uncertainty, satisfaction, dissatisfaction,
repurchase, or further search in the marketplace) (Lipson and Darling, 1971).
Mobile is considered as an essential part of
modern life. Mobile is becoming a basic need
rather than a luxury. Now in the present
century, new technologies introduce new
brands of mobile items every day. The new
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arrival of mobile has made the companies
constantly engaged in gaining the attention
of the consumers through competitive price,
offers etc. There is a rapid growth witnessed
by the companies producing mobile since last
decade. The manufactures have brought out
numerous models of superior technology.
Therefore, consumers have a wide choice of
mobiles.
Rural Consumer and Myths about Rural
Population
Government of India has defined rural area
as that which is not urban and urban area is
defined as all locations within a municipality/
corporation, cantonment board or a notified
town area committee, all other locations
satisfying all of the criteria like minimum
population of 5,000, and at least 75 percent
of male workforce engaged in nonagricultural activities, and a population
density of over 400 persons per sq.km. Some
of the myths about rural population are the
belief that rural people do not buy brands
and rural consumer buy cheap products. In
reality they seek value for money. It is also a
myth that the rural market is homogenous
mass. In fact, it is fascinatingly
heterogeneous.
Himachal Pradesh is a big state having large
numbers of mobile owners. Due to increase
of per capita income and technological
advancement, the number of mobile users
has increased significantly. There are so many
mobile phone companies which have
showroom in Himachal Pradesh. There is
very tough competition amongst the
manufacturers. Therefore, the producer
should have knowledge that what the
consumer wants. This objective can be
achieved only if well planned marketing
strategies, based on comprehensive study,
are formulated. This topic has been selected
for study so that an in- depth analysis of the
problems faced in the marketing of the
mobile phone can be undertaken. Mostly,
mobile is related with literacy as well as type
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of mobile is also related with the status
symbol in the rural areas. So, it is necessary
to know the brand choices and impact of
different factors on rural people while
purchasing mobile phone.
REVIEW OF LITERATURE
Mukherjee et. al. (2012) found that Indian
consumers are heterogeneous. The
disposable income is rising, consumption
patterns are changing and the level of brand
consciousness is rising. They are price
sensitive and therefore, appropriate pricing
of the product is crucial for market entry and
penetration. Hence, it is important that
retailers adopt appropriate market strategies
to target Indian consumers, know their
demographic profile, income patterns,
purchase behaviour and level of brand
consciousness. Rajput et. al. (2012) stated that
people are more conscious and aware
towards branded products. They are ready
to pay any price for comfort and quality of
branded products. In India people have
become more conscious presently only brand
image is not only the significant factor in
choosing the products but other factors also
like quality, verity, comfort, price and
expectations.
Kumar and Singh (2013) stated that rural
male teenagers in the age group of 16-19
years belonging to high income class had
significantly more influence in family buying
of cell phone than their counterpart.
Vijayalakshmi and Mahalakshmi (2013), in
their paper, investigated the impact of
internal and external factors on the buying
behaviour of the consumers. Further, the
authors have concluded that, marketers need
to concentrate on the influence of these
factors in order to effectively satisfy the
consumers who are differentiated in terms
of their decisions.
Prasad et. al. (2014), in the joint contribution
on changing face of buyers behaviour
towards on line shopping of financial
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products in India (A case study of Rajashthan
State), have critically analyzed the buyer
behaviour with regard to select goods
through online shopping. The authors have
viewed that, the nature of consumers have
been changed especially towards premium
products like TVs, refrigerator, mobile and
other goods where the consumers are now
more disposed to change their buying
behaviour when purchasing these through
online shopping.
Kumar and Kamaraj (2014) stated that the
decision making behaviour of customer with
regard to electronic goods may be influenced
by the gender. The study presented
consumer s decision-making styles towards
purchase of electronic goods namely, Mobile
phones, Laptops etc. in Chennai city. The
authors utilised the Consumer Style
Inventory (CSI), developed by Sproles and
Kendall in 1986 for investigating different
consumer decision making styles and
especially presented the difference between
male and female.
Singh and Singh (2014) found role of rural
teenagers was found dominant across all
decision stages in case of toothpaste and
bathing soaps however the male
respondents of 16-19 years old played
dominant role at information search and
evaluation stage and in brand selection at
final purchase stage. It was found that
influence of teenagers in family buying
decisions of toothpaste and bathing soaps
increases with increase in their age and
family income.
Yeung and Robert (2004) told that when
consumers get verbal information about a
products attributes, the influence of the
affect they are experiencing on their product
evaluations depends on their belief that the
product should be judged on the basis of
hedonic versus utilitarian criteria. When
consumers see the product before they
receive attributes information, however, the
products appearance can stimulate them to

form an affect-based initial impression that
they later use as a basis for judgments
independent of the criteria they would
otherwise apply. Consequently, the mood
that consumers happen to be in has different
effects on their judgments than it would
otherwise.
SCOPE OF THE STUDY
The scope of this study is strictly limited, as
it covers only Himachal Pradesh and only
mobile phone users. Himachal Pradesh is
selected for the present study because this
state has dealers of almost all brands of
mobiles because it has thousands of users.
At present, consumers of Himachal Pradesh
are consuming and enjoying almost all main
brands. Due to the working of various
showrooms the number of possessors of
different mobiles companies has increased
significantly. Much work has been done in
the field of rural consumer behaviour, as it is
the latest development in marketing.
OBJECTIVES
l

To study the reasons for brand
preference of rural consumer while
purchasing mobile phone.

l

To study the preference of rural
consumer regarding the selection of
dealer and mode of payment.

l

To examine rural consumer behaviour
while purchasing mobile phones.

METHODOLOGY
The Study: The study is exploratory in nature
and is aimed at analyzing buying behavior
of rural consumer towards purchage of
mobile phones with specific reference to
Himachal Pradesh.
The Sample: The complete Himachal
Pradesh acts as the universe and every
consumer who has mobile phone of any
company in the state under study as on
August, 2017 is the population for the study.
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Keeping in view the time factors for the
completion of the present study only a
sample of 1000 consumers has been selected.
Sampling Method
Multiple-stage sampling has been used in the
current study.
Stage 1: At this stage, using cluster sampling,
the whole area of Himachal Pradesh has been
divided into four groups, taking three
districts in each group.
Stage 2: At this stage, by using random
sampling from each group only rural areas
were chosen for the purpose of study.
Stage 3: At this stage, by using quota
sampling, a sample of 1,000 consumers has
been taken proportionately from rural
population keeping in view equal samples
from each district using mobile phones.
Stage 4: At this stage, the ultimate sample
was selected randomly. The sample
constitutes of proportionately all major
brands of mobiles sold by different
companies in the state under study. Further,
designing a sample, due care has been taken
to cover all demographic variables like age,
gender, income, education, occupation , etc.
in order to make the sample more
representative. But for this study we had
taken age only as demographic factor.
Tools for Data Collection: A questionnaire
was prepared for the study and was pretested on professional, businessmen, serviceholders, married, unmarried, male, female,
literate, illiterate, and discrepancies pointed
out were removed for improvement in the
questionnaire and a few were incorporated.
A sample of 50 respondents was taken on
the basis of random sampling techniques.
While carrying out pilot study, respondents
were encouraged to give their ideas about
each question as well as questionnaire as a
whole. In the present study, structured, nondisguised questionnaire was used, i.e.
predetermined
and
predrafted

Prestige International Journal of Management and Research

questionnaire was used for collection of
information.
Tools for Data Analysis: Consistent with the
objective of study the different tools and
techniques have been used for analyzing the
data. The data collected was analyzed with
the help of mathematical tools like
percentage method and simple average
method etc. Other statistical tools like
standard deviation, variance and chi square
were also used.
RESULT AND DISCUSSION
Table 1 represents the brand wise number
and percentage of consumers having mobile.
It is evident from table that 32.2 percent
consumers were having Samsung mobile,
while 22.4 percent Micromax followed by
20.2 percent of Nokia. Moto G, Lava, Karbon,
MI and Intex mobiles had not good share in
mobile market due to non availability of
good dealers, quality features, more repairs
and maintenance cost, low resale value, lack
of after sale services and durability.
Table 2 shows the relationship between age
and reason for the brand purchase. It was
found that consumers in all age groups
opined that reason for purchasing a
particular brand was good quality of mobile.
Other 28.7 percent in below 25 years; 24.3
percent in 25-35 years; 22 percent in 35-45
years and 13.2 percent in above 45 years and
above, felt purchase was done due to
features of mobile. The value of chi square
(26.790) at 5 (26.790) significance level is
found to be less than the table value so null
hypothesis is accepted which means there is
no significant relationship between different
age groups and reason to purchase a brand.
Table 3 clearly states the relationship between
age of consumer and consumer s preference
to mode of payment. It is obvious from above
that mostly consumers from all groups of age
i.e. below 25 years, in second, 25-35 years, in
third, 35-45 years and in fourth above 45
years made payment in cash. 25.3 percent
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consumers below 25 years, 24.9 percent in
25-35 years, 23.8 percent in 35-45 years and
26.5 percent consumers in the above 45 years
group adopted installment system for
making the payment. At 5 percent
significance level depicts that the table value
is more than the calculated value (6.712) so
null hypothesis is accepted and alternate
hypothesis is rejected. Hence, it is clear that
there is no significant impact of different age
groups on consumers for selection of mode
of payment.
Table 4 reveals the relationship between age
of consumers and their selection of dealer.
40.2 percent consumers belong to below 25
years and 45.9 percent in 25-35 years age
group had preferred to purchase through
authorised dealer. Most of the consumers
belonged to 35-45 years group preferred to
purchase from the dealer other than the
authorised dealer. In addition to this, it was
also found that very few consumers were
involved in online purchase and purchasing
directly from company. To establish whether
there is any impact of different age groups
on the selection of dealers. The chi square
value (27.827) is more than table value at 5
percent level of significance. So, the null
hypothesis is rejected and alternate
hypothesis is accepted. Hence, it is evident
that there is significant impact of different
age groups on consumers for selection of
dealer.
Table 5 represents the relationship between
age and taking opinion of others before
purchasing mobile phones. 57.5 percent
consumers below 25 years and 60 percent in
above 45 years were strongly agreed that
opinion of others was important.51.4 percent
were moderately agreed in 25-35 years
except 47 percent consumers were highly
and moderately agreed equally in 35-45 years
age group. The value (17.441) rejected null
hypothesis that there is significant
relationship between different age groups
and consumers decision to take opinion of
others before purchasing of mobile phones.

Table 6 shows the relationship between age
and time/ occasion to purchase the mobile
phones. From the above it is clear that 47.2
percent consumers purchased in normal
days in below 25 years and also 64.7 percent
consumers in 45 years and above, age groups
bought in normal days. While 42.5 percent
in 25-35 years and 42.7 percent in 35-45 years
age groups purchased during festival season.
At 5 percent significance level the value
(52.699) chi square is more than the table
value so alternative hypothesis was accepted
which concluded that there is significant
relationship between different age groups
and time/occasion to purchase electronic
product.
Table 7 represents the relationship between
age and person influenced the purchasing
decision. It was observed that in below 25
years 42.5 percent consumers, 35.4 percent
in 25-35 years, 33.5 percent in 35-45 years and
33.5 percent in 35- 45 years and above, took
decision to purchase their selves. It was also
found that 23 percent consumers in below
25 years were also influenced by their friends.
At 5 percent significance level the table value
(95.340) rejected null hypothesis and
alternate hypothesis was accepted which
concluded that there is significant
relationship between different age groups
and person influence the purchasing
decision.
Table 8 represents the relationship between
age and affect of price of competitive brand
in purchasing decision. It was observed that
78.2 percent in below 25 years, 86.7 percent
in 25-35 years, 86 percent in 35-45 years, 89.7
percent in above 45 years opined that price
of competitive brand affected their purchase
decision. The value (9.944) of chi square at 5
percent significance level rejected the null
hypothesis which apparently evident that
there is significant relationship between
different age groups and affect of price of
competitive brand of mobile phone on
purchasing decision of rural consumers.
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CONCLUSION
It is evident from the above discussion that
consumers in all age groups purchased
mobile phone due to its good quality. The
second priority of consumers was to have
different features in their mobile phones.
Only 3.2 percent consumers purchased
mobile for status symbol. Thus it can be,
concluded that mostly rural customers
purchased from any other dealer who have
all range of mobile phones, very few of them
go for authorised dealer. In addition to this,
it was also found that very few consumers
were involved in online purchase and
purchasing directly from company in all
categories. Further, it can also can be said that
consumers did not opt only cash payment
system as mode of payment. They liked to
adopt installment system also. Only 20.4
percent consumers availed credit facilities
from the dealer. It was concluded that the
impact of friends was more while gathering
information as the information was mostly
gathered by the help of friends but role of
advertisement was apparently clear and
impressive and internet also played good role
in educating rural consumers about the
product. It was found that consumers in
below 25 years age group and 45 years and
above, purchased in normal days while in
other age group consumers, preferred to
purchase in festival reason. It was found that
85.4 percent in all age groups were of opinion
that price of competitive brand affect the
purchasing decision. Only 14.6 percent who
did not agree with statements may know the
quality and difference in feature.
SUGGESTIONS
It is fairly advised to company that they
should implement strategy of adopting good
quality and unique features in their mobile
phones which can easily attract the
consumers and promote the brand itself.
Company should make strategy to educate
about the quality and distinct feature of their
product so consumer will come to know
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about the brand difference. Lack of
information among less educated consumer
lead to non-preference to branded product
which promotes them to purchase any other
product which seller want to sell. Brand
quality, features and brand image are the
main factors on which companies are
advised to give consideration. Due to
globalisation consumers are sometimes
unable to differentiate national and
international brands so every national
company is in position to compete with
international company in case of market
share. So, national brand should maintain the
international standards and improve the
quality as well as looks of the product.
Dealer plays important role in selling a
particular brand to customer so it is advised
that dealer should be encouraged by the
companies by offering him high discounts
and flexible payment system. In addition to
it, price of this product should be such that
it can be affordable. Micromax and Nokia
mobile companies are suggested to improve
the quality, after sale services, durability and
features of their product to compete with
the most popular brand i.e. Samsung. They
have to give consideration to the consumer s
tastes and preferences. It is strongly
recommended that companies should
improve their pace of delivery, make the
payment system easy at the time of
delivering the goods. To make consumer
participative in online shopping, companies
should make the arrangements to prevent
the frauds and make their sites safe. Dealers
can get payment through credit cards and
debit cards to make the system easy. Debit
card could help them to get cash and credit
card acceptance doesnt make any kind of
load on dealer that could be converted into
installments by consumers according to their
own convenience in installments. It is
recommended that dealers can provide cash
and installment dual system for high income
class while full installment system for low
income group. It is suggested to companies
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that they should encourage some kind of
cash point system or discount system if
existing consumer has recommended their
brand to their friends and relatives.
Company can make provision to encourage
the women to make independent decision
by choosing the preferred mobile on
Womens day or Mothers day to take away
product of their choice on easy installments
or on credit. Companies are advised to
display comments/feedback of consumers on
their online portals and brochures to attract
the consumers. Feedback comments are very
common on different websites. Companies
should make arrangements of comparing the
product features, quality as well as price of
competition brand to give reason to the
customers that why their brand is superior
to others, like different automobile
companies do.
References
Kumar, S. and Kamaraj, M. (2014). Decision-making Behavior
towards Electronic Goods: A Study of Male and Female Consumers
in Chennai City, International Journal of Management and Social
Science Research Review, 1 (5),
Kumar, S. and Singh, V. (2013). An Insight into Teenagers Influence
on Buying Decision Making Process of Rural Families. Paper

presented and published in National Conference on Paradigm
for Sustainable Business: People, Planet and Profit IIT Roorkee, 8-9
March, 2013.
Mukherjee, A., Satija, D., Goyal, T. M., Mantrala, M. K. and Zou, S.
(2012). Are Indian Consumers Brand Conscious? Insights for Global
Retailers, Asia Pacific Journal of Marketing and Logistics, 24 (3), 482499.
Prasad, S., Manne, A. and Kumari, V. (2014). Changing Face of
Buyers Behavior towards Online Shopping of Financial Products
in India (A Case Study of Rajasthan State), AIMA Journal of
Management & Research, 8 (4), February, 2014.
Rajput, N., Kesharwani, S. and Khanna, A. (2012). Consumers
Attitude towards Branded Apparels: Gender Perspective,
International Journal of Marketing Studies, 4( 2).
Singh, V. and Singh, A. (2014). Teenagers Influence in Family
Buying Decision Making of FMCG, AIMA Journal of management&
Research, 8 (4), February, 2014.
Sproles, G.B. and Kendall, E.L. (1986). A Methodology for Profiling
Consumers Decision-Making Styles, Journal of Consumer Affairs,
20(2), 267-279.
Vijayalakshmi, S. and Mahalakshmi, V. (2013). An Impact of
Consumer Buying Behaviour in Decision Making Process in
Purchase of Electronic home Appliances in Chennai (India): an
Empirical Study, Elixir Marketing Management, 59 (2013).
Yeung, W.M. and Robert S. (2004). Affect, Appraisal and Consumer
Judgment, Journal of Consumer Research, Volume 31, Issue 2, 1, Pages
412424.

Bibliography
Lipson, H.A. and Darling, J.R. (1971). Introduction to Marketing: An
Administrative Approach, Wiley.

Webliography
www.rural.nic.in

100

Prestige International Journal of Management and Research

Buying Behaviour of Rural Consumer Towards Purchase of Mobile Phones: An Empirical Study of Himachal Pradesh 101

102

Prestige International Journal of Management and Research

Buying Behaviour of Rural Consumer Towards Purchase of Mobile Phones: An Empirical Study of Himachal Pradesh 103

104

Prestige International Journal of Management and Research || ISSN: 09746080 || Vol. 10 (5), April 2018

CONSUMER DECISION MAKING STYLES OF WORKING WOMEN IN
BUYING APPAREL: AN EMPIRICAL STUDY OF INDORE CITY
Syed Razia Sultana*, Alok Bansal**, M. Vasim Khan***
The economy of India is on a growth spree since last two decades. This growth has increased the
shopping choices available to the consumers. Usually, economic growth goes hand in hand with
emancipation of women. Recently, an increasing number of working women in India create the worth
to study the buying behavior of working women. The consumer decision making process is very
complex. The purchase of goods or services comprises a number of factors that could affect each decision.
Todays consumers are more demanding and informed so the decision making is more complex and
vital for consumers today than in the past. The present study has tried to ascertain the decisionmaking styles of working women in buying apparel so as to provide information to marketers interested
in the decision-making profile of Indian working women and thus enabling them to build their
marketing efforts accordingly. The sample included 88 working women of Indore city. The consumers
decision making styles were identified by a structured questionnaire and captured eight styles by
conducting factor analysis. These styles were Novelty-Fashion-Consciousness, Confusion by more
choices, Brand Consciousness, Brand Loyalty, Impulsive-Buying-Style, Variety-Consciousness, TimeConsciousness and Quality-Consciousness.
Keywords: Working women, Consumer, Decision Making Styles, Buying Behaviour, Apparel.

INTRODUCTION
Consumers are the major beneficiaries of the
retail boom. The Indian consumer is
changing rapidly. Retailing is gradually
inching its way towards becoming the next
boom industry. Retailing has brought
immense change in the economy today, and
the consumer is the king of this Industry. All
activities of retailing are done to satisfy the
needs and wants of the consumer. Retailers
and marketers often seek to learn how and
why people shop. With the growth in
number of consumers in India, it is important
to study the buying behavior of consumers.
Consumer decision-making is a complex
process that significantly influences shopping
behaviour (Radder and JJ, 2006). The
consumer decision-making process is a
complex phenomenon. The purchase of
goods or services includes a number of
factors that could affect each decision.
Decision making is more complex and even
more important for consumers today than

in the past (Ravindran et.al., 2009). Consumer
decision is a signal for marketers, whether a
marketing strategy has been wise and
insightful or whether it was poorly planned
and missed the market. Hence,
understanding about consumer decision
making is essential for both domestic and
global businesses in crafting strategies
(Bandara and Wanninayake, 2014).
A consumer decision-making style is defined
as a patterned, mental, cognitive orientation
towards shopping and purchasing, which
consistently dominates the consumer s
choices (Sproles, 1985). There is an increase
in the market size due to the change in the
socio economic status of the Indian
consumers and specially women (Junaid et.
al., 2015). Usually, economic growth goes
hand in hand with emancipation of women.
If India can increase womens labour force
participation by 10 percent by 2025, India
could increase its GDP by 16 percent.
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Campbell (1997) stated that males view
shopping as need driven, whereas females
perceive it as enjoyable relating to satisfying
wants and desires. According to research,
shopping is a gendered activity and it is
woman who, to the largest extent, goes
shopping (Singh and Sarvanan, 2013).
Research also suggested that women spend
twice as long in a shop as men and that the
typical browser or window-shopper is
woman (Kuruvilla et. al., 2009). According to
Dittmar and Drury (2000) shopping is more
likely to be a psychological issue for women
than for men.
Women view shopping as a joyful activity.
Shopping as an activity is something fun and
recreational and women often feel happy
and satisfied afterwards. The female attitude
towards shopping seems very positive and
they look forward to this social event with
optimistic expectations (Holmberg and
Ohnfeldt, 2010). One of the challenges
working women face today is balancing their
roles as a life-partner, mother, wage-earner
and consumer. Married working women
experience time constraints and pressures
dealing with household responsibilities and
their jobs in the marketplace (Fernandes and
Londhe, 2014).
The present study is focusing on different
factors affecting buying behaviour and
preference of working women during a
purchase of apparel in Indore. The findings
of the study will help entrepreneur,
marketers, mangers and businessmen to
know about the existing as well as the future
customer s expectations in same segment. It
will also guide them for making a strategy
to enhance the product and customer s
values to retain the existing ones and attract
the new customer for getting consistent
business in long run. The study also provides
a base for future reference for working
women related studies.
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REVIEW OF LITERATURE
Most of the previous researchers have
adopted Consumer Style Inventory (CSI)
introduced by Sproles and Kendall in 1986
as a common tool for assessing the decisionmaking styles of customers. Though
researchers have validated CSI in different
cultural and social contexts, very limited
studies were carried out to explore the
relationship between consumer decisionmaking styles of working women. Sproles
and Kendall (1986) have refined this
inventory and accordingly developed a more
parsimonious scale consisting of 40 items.
According to them, consumer style inventory
consisted of eight mental characteristics of
consumer decision-making styles namely,
perfectionist and high-quality conscious,
brand conscious and price equals quality,
novelty and fashion-conscious, recreational
and hedonistic, price conscious and value for
money, impulsive and careless, confused by
over choice and habitual and brand-loyal.
The literature review regarding the
consumer decision making styles reveals that
the CSI has been applied in various studies.
Mokhlis (2009) stated seven reliable factors
and their corresponding decision-making
styles were identified as: Novelty, Brand
Conscious Consumer; Perfectionist, HighQuality Conscious Consumer; Confused by
over choice; Recreational, Hedonistic
Consumer; Impulsive, Careless Consumer;
Variety-Seeking; and Habitual, Brand-Loyal
Consumer. The one of the purposes of their
study was to apply the consumer styles
inventory developed by Sproles and Kendall
(1986) to examine specific shopping styles
involving athletic apparel.
John and Mohan (2015) used CSI model to
study scale developed by Sproles and
Kendall (1986). They administrated the CSI
on 340 students in Chennai city. They
identified six dimensions namely, price,
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brand, quality, confusion, brand loyal and
impulsiveness. The two dimensions namely,
novelty fashion consciousness and recreation
fashion consciousness have been grouped
into one and thus named as Novelty
RecreationFashion Consciousness. A new
dimension was seen in the young adults in
Chennai which was time consciousness.
Canabals (2002) exploratory study
investigates the decision-making styles of
young South Indian consumers. The data for
this study were collected from two
institutions of higher education in the city of
Coimbatore, India in the fall of 1995 utilizing
the CSI. Five reliable factors and their
corresponding decision - making styles were
identified. The five reliable factors identified
the style characteristics namely, brand
conscious, high quality conscious /
perfectionist, confused by over choice,
impulsive / brand indifferent and
recreational shopper.
Mishra (2010) in their study has tried to
ascertain the decision-making styles of
young-adult consumers by using of CSI on a
sample of 425 young-adult Indian
consumers. They identified ten factors, all
the eight factors spotted by Sproles and
Kendalls and other two were dissatisfaction
and store loyalty . They also stated that
confused by over choice factor has been
identified in every factor model and there is
no denying the fact that it plays a very
important role in the consumer decisionmaking in todays cluttered market place.
Singh and Tripathi (2013) in their study
identified total nine decision making styles
of consumers. These styles were shopping
enjoyment, habitual buying, brand
consciousness, perfectionist and quality
consciousness, brand loyalty, confused by
over choices, impulse buying and store
loyalty. Ravindran et. al. (2009) investigated
the decision-making styles of Indian

Prestige International Journal of Management and Research

shoppers in shopping malls consumers by
using of CSI and studied the variations in
these styles across different demographic
variables. The consumer s decision making
styles were identified by a structured
questionnaire and captured in six styles by
conducting factor analysis. These decisionmaking styles were price consciousness,
quality consciousness, recreational, confused
by over choice, novelty consciousness and
variety seeking.
Thus, the study of such particular consumer
decision-making styles is a significant subject
in the literature of consumer-interest studies.
Generally, female consumers make greater
efforts in attempting to comprehensively
analyze products and information, whereas
male consumers do not undertake a
comprehensive processing of information.
During shopping, female consumers are
more dominant than males. Males tend to
spend less time on shopping than women.
But very few studies target women or
working women as their targeted
population. Therefore, this study is an
attempt to study the working women
decision making styles of buying apparel in
Indore City. Indore is selected because it is
the largest city of Madhya Pradesh. Indore
was described by the Economic Times as the
commercial capital of the state. Indore is
shortlisted by the Ministry of Urban
Development as one of the 100 cities under
Prime Minister Narendra Modis ambitious
Smart City Mission.
OBJECTIVE
l

The objective of the present study was
to identify factors that affect decision
making styles of working women in
buying apparel.

METHODOLOGY
The Study: The study is exploratory in nature
and based on survey of working women of
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Indore city who have been working since last
one year or more.
The Sample: The targeted sample size was
100. The respondents for this study were
selected from the target population (working
women of Indore city) through convenience
sampling method. The respondents were
requested to reply to all the questions to the
best of their knowledge. But out of 100 only
88 questionnaires received which were
completed in all respects. Overall response
rate was 88 percent. After collection of
primary data, they were classified and coded
into SPSS 21.0.
The Tools for Data Collection: A
questionnaire was made to collect primary
data. It was designed following review of the
literature based on factors affecting decision
making styles of consumer. It consisted of 27
closed ended items based on five point Likert
scale (from Strongly Agree: 5 to Strongly
Disagree: 1). To reveal the demographic
information of the respondents such as age,
education, household income and marital
status, the questionnaire also contained a
section on these.
The Tools for Data Analysis: The frequency
distribution with percentage was used for
demographic analysis of respondents. The
reliability of the scale was determined by
Chronbachs alpha (±) method. The
Principal Component method of factor
analysis using Varimax Rotation was applied
to explore factors. SPSS 21.0 software was
used to analyze the collected primary data.
RESULTS AND DISCUSSION
Out of total number of respondents (88
working women) in the survey 52.3
percentage consumers were in the age
bracket of 18 to 30 years, followed by
consumers of 30-45 years of age (35.2
percent). Consumers with above 45 years of
age were only 12.5 percent. Percentage of
graduate and post graduate or above
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qualification of working women is 98.8
percent. Only 31.8 percent working women
in the sample have job experience of two
years or less. Among all the respondents 52.2
percent reported that their monthly income
was more than Rs. 25000. The demographic
analysis of the respondents is given in
Table 1.
The decision making styles of consumers
were captured using exploratory factor
analysis. Factor analysis was used with the
help of the Principal Component Approach
through Varimax Rotation.
Reliability Analysis: The reliability of the
scale was determined by Chronbachs Alpha
(±) method. Initially, all the 27 items were
taken for reliability test and then total 03
items with very low item-total correlation
were deleted to increase the reliability of the
scale. Initially, reliability of the scale was 0.534
and after deleting 03 insignificant items one
by one value of Chronbachs Alpha reliability
was raised to 0.761 (Table-2). Reliability of
0.761 indicates a very good level of internal
consistency for the scale.
Factor Analysis: The results of Bartletts test
of sphericity was found 0.00 which is
significant KMO measure of sampling
adequacy measure was 0.611 which indicated
that the data were appropriate for factor
analysis (Table 3). Principal Component
method of factor analysis using Varimax
Rotation was applied with the objective to
explore the factors from the collected
primary data on five point Likert scale. By
applying factor analysis on twenty four
significant items eight factors were extracted.
All the factors were having eigen value
greater than one. All the eight factors
together accounted for 68.184 percent of the
total variance. Table 4 summarizes all the
eight factors affecting decision making styles
of working women in buying apparels. These
eight factors have also been identified and
discussed by several studies as given below:
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CONCLUSION AND IMPLICATIONS
The objective of this study was to investigate
the factors affecting decision making styles
of working women. Total eight factors
affecting decision making styles of working
women were identified in this study. These
factors
included
Novelty-FashionConsciousness, Confusion by more choices,
Brand Consciousness, Brand Loyalty,
Impulsive-Buying-Style,
VarietyConsciousness, Time-Consciousness and
Quality-Consciousness. Identification of
factors affecting decision-making styles
among consumers (working women) helps
to profile an individual consumer style,
educate consumers about their specific
decision-making characteristics and councel
families on financial management.
Therefore, this study contributes to the
literature on consumer decision-making and
consumer education. Moreover, it provides
information to marketers interested in the
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decision-making profile of Indian working
women consumers and thus, enabling them
to construct their marketing efforts
accordingly.
Today, mostly all the marketers try to
understand their consumer and want to
satisfy their needs and desires. As number
of working women is increasing day by day
in India, an awareness of consumer behavior
of this segment, with particular reference to
their decision-making styles, is important for
marketers. This study on consumers
decision-making style will be useful for
retailers targeting Indian working women.
Profiling working women by their decisionmaking styles offer additional significant
ways to recognize and understand this
segment and to target each segment with
more focused marketing strategies.
There are several limitations that demand
future research. The study has been
conducted in Indore city of Madhya Pradesh,
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India. The results of the same, if conducted
in other part of the county may vary. The
sample consisted of eighty eight working
women and most of the working women
were of service class. The small sample size
is also error-prone. The factors affecting
decision making styles identified in this study
are for apparel purchasing. Results may vary
if purchasing decision making styles were
investigated for other product category.
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DISBURSEMENT OF SOCIAL SECURITY PENSIONS THROUGH ULTRAMODERN TECHNOLOGIES IN HIMACHAL PRADESH: A CASE STUDY
OF USE OF BIOMETRIC SYSTEM
Dinesh Kumar Sharma*
Biometrics is becoming one of the fastest emerging technologies in the Indian market with increased
usage in various Government and non-Government projects ranging from applications in driving
license to security needs of organisations even disbursement of financial benefits to the public. Even
as the biometric solutions are being deployed aggressively across multiple projects, these systems are
not entirely failure-proof. A study to find out the usability and benefits of disbursement of social
security pensions through the use of Biometrics technology in Himachal Pradesh was conducted.
This study focused on one district and based on primary data collected from randomly selected 250
respondents. The data was analysed and inferences were drawn through use of simple statistical
tools. It was observed and concluded that the experiment of use of biometrics in the disbursement of
social security pensions in this district was very good. Although there were still some problems in
disbursements but least of them was concerning with the technology.
Keywords: Pensioners, CSPs, Rural Beneficiaries, Social Justice, Distribution Points, Social Security,
Pensions Biometrics.

INTRODUCTION
Nothing is foolproof in this world and even
as the biometric solutions are being deployed
aggressively across multiple projects, these
systems are not entirely failure-proof. The
Bio-metric process involves a one to one
comparison of previously stored data (like
hand geometry measurements or retina
scans) with a live persons corresponding
attribute. Failure can be due to poor quality
of scan or even a hardware problem (Bedi,
2012). The solution lies in having the right
technological solutions, which are also
scalable and future ready. At present, the
Government of Himachal Pradesh is
implementing seven Social Security Pension
Schemes in Himachal Pradesh. These include
old age pension scheme; Indira Gandhi
National Old Age Pension Scheme; Widow/
Deserted/Ekal Nari Pension Scheme; Indira
Gandhi National Widow Pension Scheme;
Disability Relief Allowance; Indira Gandhi
National Disability Relief Allowance;
Rehabilitation Allowance to Lepers.
*

Government of Himachal Pradesh has
implemented the use of Biometric
technology in disbursement of pension
amount to beneficiaries in Una district. The
work is entrusted to State Bank of India and
it further outsources this work to Zero
Microfinance and Savings Support
Foundation (ZMF). ZMF has been appointed
as a business correspondent by 15 Banks, and
provides field operations for the ZERO
platform. ZMF manages the field force,
account creation, appointment of Customer
Service Points (CSPs), management of cash
and other logistics at the last mile. ZMF
creates the last mile operations network in
villages, under pre-defined service
agreements with banks and front-ends the
delivery of full-featured transactional
services on behalf of banks for financial
inclusion on the ground.
Need of Adoption of Bio-Metric Technology
in Disbursement of Pensions
This system started functioning in January
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2009 and prior to it a conventional technique
of disbursement through the network post
offices and postal services was being used.
In this conventional method, the
government deposited the amount in post
offices and postmen distributed the amount
in their respective areas. Primarily, this
system was good as post men knew each of
the beneficiaries personally. In Himachal, the
society is still almost traditional and the
emotions play vital role in day to day life
along with the dominance of elders in the
family as the widowed daughter in law may
not restrict her father or mother in law or
her own son and daughters to receive the
payments from the postman. If the amount
is misappropriated by the family members,
there were many social factors to abstain her
from making make complaints even with the
post man. The illiteracy, ignorance and many
other socio-economic factors do not allow
many pension beneficiaries to object if others
share the pension amount in the family.
Further, in the absence of any particular
mechanism or technological application the
postman feels free to disburse the payment
to one who can allure him with any kind of
benefit whether economic or non-economic
in nature. In some cases there were the
reports that the insecure old system allow
the postmen charge additional amount in
lieu of disbursement illegally. Such cases were
either not reported or they were not treated
contingently well by the postal officials/
incharges of the respected post offices.
Further, in the end it may be spelt out that in
spite of the fact that the Postal Department
has a full coverage of the whole of Himachal
but some points raised above create a doubt
in the overall efficiency and usefulness of the
department with the spirit of the social
security pension schemes. Any smaller
mistake made by the postman may deprive
of a beneficiary for not having any bug to
spend for the next three months. So, a need
of adoption of a foolproof system was always
felt and government of Himachal Pradesh
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implemented the plan to use the ultramodern technology in disbursement of
pension amount to beneficiaries of all the
seven pension schemes.
REVIEW OF LITERATURE
Singh and Singh (2012) published a research
paper on evaluation of electrocardiogram for
biometric authentication and evaluated a
new biometric electrocardiogram (ECG) for
individual authentication. It reported the
performance of ECG as a biometric and
addressed the research concerns to use ECGenabled biometric authentication system
across a range of conditions. Paper presented
a unique method to delineate ECG
waveforms and their end fiducially from
each heartbeat. Performance of the system
was evaluated in a uni-modal framework and
in the multi-biometric framework where ECG
was combined with the face biometric and
with the fingerprint biometric. The Equal
Error Rate (EER) result of the uni-modal
system was reported to 10.8 percent, while
the EER results of the multi-biometric
systems are reported to 3.02 percent and 1.52
percent respectively for the systems when
ECG combined with the face biometric and
ECG combined with the fingerprint
biometric. The EER results of the combined
systems prove that the ECG has an excellent
source of supplementary information to a
multi-biometric system, despite it shows
moderate performance in a uni-modal
framework. they critically evaluated the
concerns involved to use ECG as a biometric
for individual authentication such as, the lack
of standardization of signal features and the
presence of acquisition variations that make
the data representation more difficult. In
order to determine large scale performance,
individuality of ECG were to be examined.
Mohamad et. al. (2012) were of the opinion
that good bio metric system must qualify the
universality, uniqueness, permanency,
collectability and acceptability criterions. The
main conclusions of their study were that
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these technological systems were
increasingly used in our daily life to manage
the access of several resources. But certainly
there were problems and errors in this newer
technology and study believed that the three
evaluation aspects i.e. data quality, usability
and security should be taken into
consideration simultaneously when
evaluating and comparing biometric systems.
Bedi (2012) asserted that HCL Infosystems
has been implementing various biometric
based solutions. It uses from the very basic
Access and Identity Management Systems to
the very high-end AFIS (Automatic
Fingerprint Identification System). He
further told that presently some of key
solutions using Biometrics include Integrated
Multi-Location attendance tracking for
Government schools/offices; Biometric based
Smart card solutions for Governments
National AIDS Control Project (NACO);
MNREGA Workers card; Public Distribution
System (PDS); Identity and Access Solutions
at Border Check-post; mobile portable kits/
stations for enrolment; mobile hand-held
terminals for authentication.
Joseph and Lynette (2010) studied biometric
recognition and described all the
technicalities and challenges of biometric
systems. Cultural, social and legal aspects of
the biometric systems were also explained
in detail. All along this research opportunities
and the future of biometric systems was
discussed in detail. The research shed light
on each and every aspect of Bio-Metric
systems and their use.
Manfred (2010) conducted a research on
performance measures for biometric
recognition and depicted the overall
performance of biometric recognition of
individuals with the help of different tools
in metric spaces. The difference between
intra- and inter-characteristic definitions was
discussed as well as its influence on the
definition of biometric failure rates. On the
basis of these definitions it was shown with
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the help of numerous examples how
recognition performance could be influenced
by proper enrolment, by adding individuality
information (fusion), and by multiple
sampling during the process of recognition.
According to Mordini and Massari (2008)
biometrics have turned the human body into
a passport or a password. The author further
studied that the endless history of
identification systems teaches that
identification is not a trivial fact but always
involves a web of economic interests, political
relations, symbolic networks, narratives and
meanings. They summed up that certainly
there are reasons for the ethical and political
concerns surrounding biometrics but these
reasons are probably quite different from
those usually alleged.
Epstein (2007) examined the forms of power
brought into play by the deployment of
biometrics under the lenses of notions of
discipline and bio-power of foucault. These
developments were then analyzed from the
perspective of government, highlighting how
the broader spread of biometrics throughout
the social fabric owes not merely to the
convergence of public and private
surveillance but rather to a deeper logic of
power under the governmental state,
orchestrated by the security function, which
ultimately strengthens the state. It was
further concluded, that it associated with the
rise of a new governmental discourse, which
operated on a binary logic of productive/
destructive, and where the very distinctions
between private and public, guilty, and
innocent found decreasing currency.
However, biometric borders reveal a
complicated game of renegotiations between
sovereignty and governmentality, whereby,
sovereignty is colonized by governmentality
on the one hand, but still functions as a
counterweight to it on the other.
Breckenridge (2005) published in his paper
that US and UK proposed development of
national system of biometric identification
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and registration after the tragedy of
September 11. For much of the last century,
South Africans had lived with such a
biometric order and in recent years the
democratic state had begun to invest in a
massive scheme of digital biometrics for the
delivery of benefits and the elimination of
fraud. The system had been preceded by a
massive project of digital biometric grant
delivery that affected millions of people
throughout the country. These systems were
changing the nature of the state and the
relationship between private individuals and
the commercial domain. He further summed
up that for the countries considering a move
from the decentralised order of paper-based
identification to the new world of digital
biometrics, there is much to be learned from
a close study of contemporary South Africa.
Tulyakov et. al. (2005) proposed a biometric
vault system with main considerations on
security and integrity of the stored
information. This system could be used for
fast verification at multiple levels.
Bubeck and Sanchez (2003) published a study
on Biometric Authentication which was
based on a survey of the use of biometrics in
the field of computer security. It primarily
focused on biometric authentication and
briefly outlined the historical background on
concepts related to biometrics. Further, it
studied the distinction between the use of
biometrics for authentication and
identification, and the advantages of the use
of biometrics for both processes. The main
part of the paper introduced the present
biometric technologies in use and discussed
their evaluation. It studied False Match Rare
(FMR), False Non match Rate (FNMR) and
Failure to Enroll Rate (FTER). The study
concluded that biometrics had come a long
way from the first experimental devices to
recent commercial systems featuring a
reasonably balanced combination of
matching performance and ease of use
although there was much to be performed
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and system security needed to be taken care
of.
Jonathan et.al. (2000) conducted a study on
evaluation of Biometric Systems. The study
covered both aspects of Bio -Metric
Technology i.e. identification and verification
along with scenario and technology aspects.
The study included three technological false
alarm tests. For Face Recognition, Voice
Recognition and Fingerprints Recognition
tested a sample of 1196, 1000 and 40
respectively and found that false alarm rates
were very low. The study concluded that Biometric application was very useful but the
final decision about putting Bio -Metric
systems to work depends almost entirely on
application purpose.
OBJECTIVES
l

To study the disbursement of Social
Security Pensions in Himachal
Pradesh with respect to gender, age
and time taken for opening of pension
account.

l

To study the extent of timely
disbursement and reach of pension.

l

To study the preference of Pension
Dealing Options among the
pensioners namely, online, biometric
and money order.

METHODOLOGY
The Study: The study is exploratory in nature
and tries to analyse disbursement of social
security pensions through ultra-modern
technologies in Himachal Pradesh.
The Sample: All the beneficiaries of seven
security pension schemes on Una District
(Himachal Pradesh) formed the universe of
data collection. A sample of 250 was selected
from the frame of pension beneficiaries
through stratified random sampling
methodology. The primary data was
collected from these selected respondents by
a well-trained team of field investigators. The
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data was not only collected by formal means
but opinions of many other stakeholders
apart from the CSPs of Zero Mass Foundation
and pensioners, other officers and officials
of District Social Welfare Office, Different
Tehsil Welfare Officers, bank employees and
officers, employees of Post Offices,
representatives of Panchayati Raj Institutions
etc. were also made part of the study.
Tools for Data Collection: A self-designed
questionnaire was used for the purpose of
data collection.
Tools for Data Analysis: Simple statistical
tool like percentage distribution was used to
draw inferences and conclusions.
RESULT AND ANALYSIS
To find the answers of the research questions,
collected data was analysed with the help of
simple statistical tool percentage analysis to
understand the time span for pensions being
received by beneficiaries of different age
group.
Table 1 depicts that 69.1 percent males and
67.8 percent female pension beneficiaries are
newer and have been receiving the benefits
for zero to ten years. The combined of such
beneficiaries stood at 67.9 percent. The
percentage is followed by 24.0 percent overall
population of beneficiaries who have been
receiving the benefits for the last 10 to 20
years. This percentage is 25.8 and 23.0 for
male and female beneficiaries respectively.
Only 7.1 percent, 0.8 percent and 0.2 percent
beneficiaries were receiving the pensions for
the last 20-30 years, 30-40 years and even 64050 years respectively.
Further to understand the scenario of mode
of delivery of pension percentage analysis
was done. The table 2 clearly shows that out
of 250 beneficiaries 183 were receiving
pensions before 2009 and all 183 or 100
percent beneficiaries registered before 2009
were receiving the pensions through post
office. 67 other pension beneficiaries who
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were got on roll after 2009 were receiving
through Zero Mass operated biometric
system. Presently, all the 100 percent
beneficiary are getting their pensions
through their bank accounts of SBI operated
through customer service providers working
under business correspondence of Zero
Mass.
Next, the table 3 includes details about the
time taken by the Zero Mass for opening
Zero Balance bank accounts of pension
beneficiaries. The table shows that hundred
percent beneficiaries of each pension scheme
revealed that about three months time was
taken by the company to open their account.
No person or beneficiaries has responded in
favour of more than three months time
taken for opening of their respective bank
account.
Further, to understand the percentage
distribution of pension delivery and time
internal the results reveal that the Zero Mass
delivered respective pensions after an
interval of three months (Refer Table 4). In
this way it can be depicted that quarterly
payments are being made to pension
beneficiaries irrespective of different pension
schemes.
The table 5 depicted that only 30 percent of
the total pensioners have got their pensions
at the door steps whereas 46.2 percent
beneficiaries sometimes and 23.8 percent
beneficiaries never got the pensions at door
steps. The scheme wise percentage
distribution shows that largest 46.7 percent
disables got the pension at door steps while
30.2 percent, 21.0 percent and zero percent
respondents who always receive pensions at
door steps are old age, widow pension and
leper allowance respectively.
The table 6 depicted that overall 93.8 percent
respondents responded in favour of the use
of Biometric system of delivery for their
pension disbursements. Out of these 93.8
percent respondents 91.9 percent belongs to
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class of Old Age Pensions, 98.4 percent to
Widow Pensions, 93.3 percent to Disability
pension schemes. Some 1.5 percent out of
480 respondents advocates for online
submission of payments directly to the
accounts whereas rest of 4.7 percent
respondents favour the money order system
of payments in place of Biometric system of
delivery.
CONCLUSION
For the current study district Una was
selected as pilot district for the use of biometric technology in disbursement of various
pensions to the beneficiaries. The State Bank
of India was entrusted for the task on a
commission of 3 percent and SBI out-sourced
it to the ZMF on a 1.5 percent commission
basis. The ZMF further engage local
manpower on a .5 percent commission basis.
Almost two third percent beneficiaries of
different pensions have been receiving the
pension benefits for the last one decade and
further one fourth have been receiving for
the last two decades. Only a minimal number
of female beneficiaries has been receiving
these benefits mostly for the last half century.
Before 2009 all the pension beneficiaries were
receiving their respective pensions through
postman working under vast post office
network. After the institution of ATES in Una
district for the disbursement of pensions, all
the beneficiaries got their bank account
opened at the nearest bank branches of the
State Bank of India and till then they have
been receiving their pensions through
Customer Service Providers of Zero Mass
under SBI at their respective Service delivery
points. Zero Mass foundation which was
authorized for carry out the business
correspondence activities in the district by
State Bank of India had opened bank
accounts of all the pension beneficiaries
within the stipulated period of three months.
All the hundred percent pension
beneficiaries got their pensions under
quarterly mode of payments. No scheme of
social security pension is providing monthly
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payment so the Zero Mass and State Bank
of India are not disbursing the payment in
other mode. Thus, it can be concluded that a
few of the pensioners always receive their
pensions at door steps while nearly half of
the pensioners some time got their pension
at their door steps. Almost one fourth
pensioners never got their pensions at door
step. Biometric system of disbursement of
payments is most popular among the
pensioner beneficiaries. A few of the
beneficiaries are in favour of receiving
pensions through Money Orders and online
transfer of payments.
SUGGESTIONS
The study shows that the Bio-metric system
of pension disbursement is very good. But it
can still be improved if the following steps
were considered:
l

Bank or Zero Mass Foundation should
permanently employ the field
workers.

l

The commission of the Customer
Service Providers (CSPs) should be
enhanced.

l

Withdrawal daily limit of the CSPs
should be raised by bank.

l

The pensions should be disbursed on
monthly basis.

l

Zero Mass Foundation should
compensate the vehicle expenses, field
expenses and medical bills etc. of the
CSPs.

l

The CSPs should be provided
insurance cover by SBI or Zero Mass
Foundation.

l

All along this, to improve the
disbursement system, Government
should conduct regular surveys of the
pension beneficiaries regarding their
atrocities and other problems
regarding pension disbursements.
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EFFECT OF SALES PROMOTION ON CONSUMER PURCHASE
INTENTION
Pragya Keshari*, Farhat Ali Sayed*, Devendra Jain**, Swati Sabharwal***
Sales promotion has increased in popularity during past few decades. Marketing companies, whether
large or small, relying on sales promotion not for increasing the sales volume but also to increase
market share. In a cut throat competitive scenario, sales promotion is considered to be an effective tool
to attract customers. The present study has been taken up to determine the effect of sales promotion
on consumer purchase intention. The data required for the purpose of study was collected from male
and female respondents of Indore city with the help of a self-designed instrument consisting of 24
items on Likert scale. The total sample size was 150. Correlation and regression were used to analyze
the data.
Keywords: Sales Promotion, Purchase Intention, Purchasing Behavior.

INTRODUCTION
Marketing involves creation, distribution,
promotion and pricing of goods and services
to facilitate favorable relationship with
stakeholders in a dynamic environment
(Pride and Ferrel, 1995). The main aim of
marketing is to create an exchange in such a
manner that both the customers and
marketers are benefited. Out of all
marketing activities, the most challenging is
communicating with the customers, which
is done through promotion. In today s
competitive era, where customer is
considered to be the king, companies are
trying their best to attract the consumers.
There are numerous ways by which
companies lure consumers including various
promotion methods like advertising, sales
promotion etc. Promotion is considered to
be a very crucial aspect in attracting the
customers to the organization. Organizations
are increasing their promotional
expenditures looking at the increased
competition. Marketing companies are using
some form of promotion in order to
communicate or persuade the customer to
purchase the product created by the
organization.

Promotion is done by companies to increase
their voice in the cluttered market and gain
the attention of the customers. The basic
objective of promotion is to inform customer
and stimulate demand. The most important
thing about promotion is that it should be
unique and send the right message to the
right customer and the results should be
beneficial for the organization. Out of various
promotional tools used by the organization,
sales promotion is most frequently used by
companies to offer customers with value so
that they become attracted towards the
offering of the company. Sales Promotion is
defined as marketing activities usually
specific to a time period, place or customer
group, which encourage a direct response
from consumer or marketing intermediaries,
through the offer of additional benefits
(Peattie and Peattie, 1994). Basically sales
promotions strategies are used as short-term
technique to achieve the principal objective
of influencing the ultimate buyers to try a
brand or change their mind to another
brand. In many buying situations, a
consumer s purchase decision depends on
whether or not a deal is available for the
product (Neslin, 2002).
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Effect of Sales Promotion on Consumer Purchase Intention

There are two types of sales promotion
namely trade sales promotion and consumer
sales promotion. Trade sales promotion refers
to the inducement techniques by which a
channel member is encouraged to purchase
a product or promote the product to its
customers. Consumer sales promotion are
short term inducements done by the
manufacturers for the consumers directly in
order to stimulate the consumers to purchase
a product or service. There are various tools
that are used for consumer sales promotion.
Some popular sales promotion schemes
include rebates, coupons, premium, bonus
packs, loyalty programs, price offs and
product sampling to initiate trials.
The primary objective of a sales promotion
is to bolster sales by predicting and
modifying the purchasing behavior and
pattern of target customers. Not only that, it
also attracts new customers while retaining
the existing ones. With so much cut-throat
competition, no retailer wants to lag behind
in capitalizing every emotion and sentiment
of the consumer. Once one big company
starts sales promotion, it becomes a trend.
The future holds substantially good prospects
for sales promotion. The various rationale to
support the same include the fact that
consumers have accepted the sale season
and sales promotion as part of their buying
decision criterion. Such promotional activities
induce the reluctant buyers to make a
purchase decision as the incentives offered
and value for money increases. Also, with the
increasing tendency of businesses and
marketing professionals to focus on
immediate and short-term sales results has
further increased the importance of sales
promotion. Sales promotion is also
understood by managers and professionals
as a means to adequately differentiate their
product from the horde i.e. their competitors.
Other forms of promotions such as personal
selling, advertising, publicity etc. produce
response with respect to sales a little
gradually and slowly. Whereas sales
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promotion results in immediate and
measurable impact on sales which is
generally due to an impression of sense of
urgency on consumers to buy now. Also with
the passage of time and explosion of sales
promotion schemes, consumers have
become smart buyers and have learnt to earn
the rewards of being smart shoppers. With
increased awareness and understanding that
promoted brands do not necessarily
compromise on quality during the
discounted season, consumers now look
forward to such sales promotion schemes.
Not only this, with gamut of options available
in single product category, consumers now
anticipate alluring promotional schemes as
they too understand that the brand needs
them. Consumers evaluate the various
incentives associated with different brand.
With the advertising getting more expensive
day-by-day, sales promotional methods are
considered more cost-effective by both bigsized as well as small sized companies. Also,
with the increase in the disposable income
amongst working class, companies consider
promotion schemes as an effective medium
to cash in business from these impulsive
buyers. These discount deals are considered
as good way to increase sales via such disloyal
buyers, who shift to other brand just because
it is offered under a promotional scheme.
There has been a constant increase in
promotion and sales promotion expenditure
of most of the companies, even though the
total marketing budget has relatively stayed
the same. Such a scenario explicitly elucidates
that sales promotion is certainly a force to
reckon for.
With consumers becoming increasingly
choosy and attuned to the latest fashion,
technology etc. it has become imperative to
stay abreast of times. Companies need to
periodically upgrade their offering in order
to survive in today s competitive market.
Therefore, companies also use such sales
promotional tactics as a means to get rid of
their excess stock and pave way for fresh
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stock into the stores. Thus, at times such
promotional methods help companies to
quickly clear their excessive inventories, and
yet manage to stay at top in consumers
minds.
Consumer sales promotions are very
important predictors of consumer purchase
behavior, since they help to predict the
future purchase behavior and consumer
purchase intention for the product. Spears
and Singh (2004) define purchase intention
as an individuals conscious plan to make
an effort to purchase a brand. According to
Fishbein and Ajzen (1975) if one wants to
know whether or not an individual will
perform a given behavior, the simplest and
probably most efficient thing one can do is
to ask the individual whether he intends to
perform that behavior. Purchase intention is
instantaneous determinant of actual buy
(Engle et. al., 1986).
REVIEW OF LITERATURE
Sales promotion is an important element of
promotional mix, which helps the marketers
to survive in the marketplace (Soni and
Varghese, 2013). Sales promotion is a part of
promotional mix and its objectives are
directly linked to the overall marketing
strategy (Kotler, 2006). Promotion also makes
consumers switch brands and purchase
earlier and more (Blattberg et. al., 1995). On
the other hand, supportive nonprice
promotion can be used to enhance the sales
with price cut promotion (Narsimhan et. al.,
1996).
Obi (2004) asserted that sales promotion
consists of those activities which are
necessary to supplement personal selling.
Brassington and Pettitt (2000) defined sales
promotions as a range of marketing
techniques designed within a strategic
marketing framework to add extra value to
a product or service over and above the
normal offering which help in achieving
marketing objectives. Palmer (2004)
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concluded that sales promotions programs
are those activities that stimulate consumer
purchase.
Okoli (2011) found out that purpose of setting
up of a business is to earn profit and Louden
and Bitta (2002) suggested that business
objective is achieved through sales
promotion.
Developing
effective
promotional programs can help the
managers to understand the different types
of consumer responses. It will also help to
understand the different types of
environmental cues on consumer behavior.
Guadagni and Little (1983) and Gupta (1988)
enumerated that promotions are associated
with brand switching. According to
Montgomery (1971), Schneider and Currim
(1990), and Webster (1965) promotion-prone
households were associated with lower levels
of brand loyalty. According to McAlister
(1983) and Neslin and Shoemaker (1989) one
should add the purchase acceleration variable
for many consumer product. Blattberg et. al.
(1981), Gupta (1988), Neslin, et. al. (1985),
Ward and Davis (1978) and Wilson et. al.
(1979) discussed that the promotions are
associated with purchase acceleration in
terms of an increase in quantity purchased
and to a lesser extent, decreased inter
purchase timing.. Foxman et. al. (1988),
Kashani and Quelch (1990) and Huff and
Alden (1998) stated that legal, economic, and
cultural differences plays vital role, hence
sales promotions cannot be standardize. This
could be one of the most important reasons
that sales promotions differs between
country to country or state to state.
According to the self perception theory by
Dotson and Hyat (2012) if purchase is induced
by an external cause (such as a price
promotion) as opposed to an internal cause
(the brand) it will be reduced when the
external cause is removed. Sawyer and
Dickson (1984), Bawa and Shoemaker (1987),
Gupta (1988), Blattberg and Neslin (1990) and
Leone and Srinivasan (1996) explained that
coupons are the most favorite consumer
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responsive tools of sales promotion. As
consumer sales promotions are an integral
part of the marketing mix, marketing
managers use price-oriented promotions
such as price discounts, free coupons and
buy one get one free to increase sales and
market share, entice trial, and encourage
brand switching. Aaker (1991) and Shea
(1996) stated that non-price promotions may
encourage brand loyalty and adds value to
the brand.
Promotions have increased in popularity
during the past few decades (Blattberg and
Neslin, 1990). Raghubir and Corfman (1999)
stated that it is important to understand the
effects of promotion evaluation made by
consumer who do not have prior experience
with promoted brand. One of the key issues
for retailers and consumer researchers is to
find how promotions affect consumers
purchase intentions. The consumer purchase
intention is likely to follow the pattern of
discounting i.e an increase in discount
advertised is likely to increase consumers
perception of the discount, which is then
likely to increase consumers intentions to
buy (Berkowitz and Walton, 1980). According
to (Kotler 2006) consumers in habitual buying
behavior do not go through the usual beliefattitude- behavior sequence instead,
consumers just reach out for a product or a
service they are familiar with. According to
Della et. al. (1981) consumers purchase
evaluations of a product are based on its
perceived value, i.e a products perceived
quality and its perceived price.
Consumer do not have strong attitudes
toward a brand, rather they pick the one that
they can remember. Marketers of such
products and services are often using sales
promotions to stimulate brand switching and
trial (Kotler and Gary, 2006). Wirtz et. al.
(2007) provide an example of retaining
customers by loyalty programs. Sales
promotions to loyal customers should create
extra value in order to retain and reward
them, and to reinforce loyalty Peattie and

Peattie (1994). Many researchers believed
that probability for a repeat purchase in a
promotional purchase is lower than after a
non-promotional purchase because
customers might become comfortable with
the lower price and demotivated to buy with
the normal price Peattie and Peattie (1994).
Hence it is agreed by many researchers that
sales promotion affect short term sales but
long term effect is still debatable.
OBJECTIVE
l

To study the effect of various sales
promotional tools viz. Price Discount,
Coupons, Free Sample, and BuyOne-Get-One-Free (B1G1F) on
consumer purchase intention.

METHODOLOGY
The Study: The present study is descriptive
in nature undertaken to examine the effect
of various sales promotional schemes on
consumer purchase intention.
The Sample: The data required for the
purpose of study was collected from male
and female respondents of Indore city. The
total sample size was 150, with a break-up
of 82 males and 68 females.
Tools for Data Collection: The data required
for the purpose of study was collected
through a self-designed research instrument.
The instrument was divided into three parts.
The first part consisted of demographic
profile of the respondents, the second part
contained 24 items that measured consumer
attitude towards various sales promotion
schemes; and the last part consisted of six
statements measuring purchase intention of
the respondents. The statements mentioned
in the questionnaire were identified after a
thorough review of literature. The reliability
coefficient of the instrument was found to
be 0.864 (Table 1) and the validity was 0.93.
Tools for Data Analysis: Correlation and
Regression Analysis were done to arrive at
the results of the study.
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RESULTS
The results of pearson correlation revealed
that there exists significant correlation
between purchase intention (PI) and price
discount (PD) (r= 0.354); PI and Coupons (C)
(r= 0.473), PI and Free sample (r= 0.374), and
PI and B1G1F (r= 0.367) (Table 2).
After finding Correlation, all the four
variables PD, C, FS and B1G1F were
subjected to Multiple Regression Analysis
using Hierarchical Method (Table 3). The F
statistic for the overall goodness of fit of
model was 42.77, which is significant at ±
=0.00 (Table 4). In the model, Free Sample
was excluded, thus the equation of the
Purchase Intention can be written as:
PI = 10.796 + 0.162 C + 0.192 B1G1F + 0.221
PD + error
This final model explained 43 percent
variance in purchase intention and this
indicated that about 43.0 percent of the
dependent variable was explained by the
three factors. Of the three variables, Coupon
(² = 0.317) was more influential that of buyone-get-one free (² = 0.174) and Price
discount (² = 0.160). This result indicated that
consumers purchase intention would be
greatly affected by Coupons, Price Discount
and Buy-One-Get-One-Free would lead the
respondents to spend more.
DISCUSSION
Results of the study clearly indicated that
there exists positive correlation between
Purchase Intention and Sales Promotion, and
the dimensions of sales promotion i.e. Price
discount, Coupons, Free sample, and buyone-get-one-free. The result of the study
was supported by studies done by supported
by Blattberg and Neslin (1990) who have
shown that short-term sales are positively
affected by offering sales promotions. Ansah
and Poku (2013) suggested that sales
promotions are not only used to directly
generate sales but also to improve
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relationships with potential customers and
consumers so as to increase future sales. Nijs
(2001) supported that sales promotion has
effect on various aspects of consumer
purchase decision such as brand choice,
purchase time, quantity, and brand
switching. Cotton and Bebb (1978) opined
that customer reaction to sales promotion
varies depending upon the type and nature
of sales promotional tool used; a special item
might increase an existing customer s
inclination to make purchase, while other
type of sales promotion might be more
effective in attracting new consumers.
Rizwan et. al. (2009) studied the impact
various sales promotional tools on consumer
purchase intention and contended that
different consumers have different
preferences for sales promotional tools, and
they respond differently to these tools. But
still, price- based promotions are more
effective. They further suggested that the
consumer s choice for a particular product
or brand is affected by sales promotions as it
helps the consumer to decide which brand
he purchase when two different brands are
equally striking to the consumer. Sales
promotion tools play significant role in
consumer purchase decision while buying
white goods. The respondents are most
influenced by offer further followed by
premium and contest while price pack and
rebate have been found to be insignificant
(Soni and Varghese, 2013).
According to Nunes and Park (2003) price
discount is more popular as it lays more
emphasis on price, which leads people to
assess the incentive relative to what they pay.
Mir and Rehman (2012) contended that price
discounts with straight percentage off the
original price (example 50 percent -off)
positively influences the consumers
purchase intentions of the promoted
products. This finding is consistent with the
findings of Smith and Sinha (2000) who
found that consumers prefer straight price
discounts (example 50 percent off
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promotions) than other offers such as buy
two get one free especially when they are
intended to buy a single item or product.
Kwon and Schumann (2001) asserted that
consumer response to price discounts
depends upon the assessment of discount in
light of reception of benefit or utility
associated with purchase. Dib and Alnazer
(2013) compared the effectiveness of price
discount with premiums and concluded that
price discount is more effective than
premiums and results into higher purchase
intention. On the other hand, Grewal et. al.
(2003) contended that price discount may
increase the number of footfalls in the retail
outlet, but in long run it may have negative
effect on brands perceived quality and
internal reference price. Summers et. al.
(2006) in a study conducted on athletic
footwear, found that quality consciousness
is negatively related to purchase intention for
those consumers who believe that level of
price is directly related to the level of product
quality. This means that consumers who are
quality conscious are less likely to purchase
products that are offered with price
discount.
Coupons are among one of the popular sales
promotion tools. Belch and Belch (1995)
argued that offering coupon is one of the
oldest, most effective, and most widely used
tool to promote sales. Number of researchers
have argued that coupons are price
discrimination vehicles that differentiate
consumers with different degrees of price
sensitivity (Blattberg and Neslin, 1990;
Narasimhan, 1984; Vilcassim and Wittink,
1987). These researchers further suggest that
coupon redemption helps customers to save
more money. Blattberg and Neslin (1990)
opined that coupon helps marketing
companies not only in attracting new buyers,
but also brand switchers and deal-prone
consumers. Many research studies have
shown that coupons have positive effect on
purchase intention of the customer. Della et.
al. (1981) concluded that the greater the

127

discount value of the coupon, greater the
perceived offer value, the less the intent to
search, the greater is the interest in the brand.
Heilman et. al. (2002) found that consumers
who receive unexpected coupons while
doing shopping in the store, made
unplanned purchases and also bought in
larger quantities. Raghubir (1998) has shown
that coupons are also used by consumers to
make judgment about the price of the
product specially when there is no any other
source of information available. In an
extended study by the author in (2004), the
author support this notion that coupon value
is used as a cue by customer for inferring
price of the product. According to
Speikermann et. al. (2011), the use of coupon
has been increased among consumers in past
few years as they consider it as a cost saving
measure during turbulent economic
environment. Lee and Kim (2008) suggest
that coupon serve as a stimulus for sales as
they offer discounted price and additional
or free benefits; and increase consumer
motivation for purchases within shorter
period of time.
Buy-One-Get-One-Free (B1G1F) emerged
out as another important tool for sales
promotion. Under this scheme, the same
product is offered free with the purchase of
one unit of product. This means consumer
actually pays for one unit of product but gets
two units of the same product. Most of the
researchers view B1G1F as non-monetary
sales promotion Chandon et. al. (2000). Smith
and Sinha (2000) asserted that B1G1F is
perceived more favorable by consumers than
any other deal as it clearly indicates gain of
an additional unit when a consumer buys
one. They further suggested that consumer
prefers price discounts for highly priced
products, but for lower priced products,
B1G1F is the most preferred. Li et. al. (2007)
suggested that consumers prefer straight
price promotions (example 50 percent off)
for less frequently consumed products such
as powdered cheese and yogurt. Whereas
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extra product promotions like buy one and
get one free is mostly preferred for
frequently used products such as powdered
milk and fresh milk.
Free Sample, although not significantly
contributed in our study, but still considered
as an important tool of sales promotion,
especially for new product. Researchers have
agreed to the fact that free samples offered
at the point-of-purchase (POP) have a
positive impact on consumer purchases
(Heilman et. al., 2004) as they help in
generating trials and initial and repeat
purchases. Belch and Belch (1990). Cialdini
(1992) argued that free samples are provided
to the consumers in person and may cause
some consumers to view the sample as free
gift, which in-turn could lead to reciprocity
to repay the favor of gift by purchasing the
item.
CONCLUSION AND SUGGESTION
The results of the study revealed that sales
promotional tools such as Coupons, BuyOne-Get- One-Free and Price Discounts
significantly affect Consumer Purchase
Intention. The study can be extended to
compare the effect of sales promotion on
purchase intention across various product
categories. However, the present study does
not take into consideration the type of
product offered under sales promotion. The
present study was limited to Indore city and
it can be further conducted in other cities
also, as cross-cultural differences may lead
to difference in response to sales promotion.
The study can be replicated further to find
out effect of other promotional tools such as
advertising, personal selling etc. on Purchase
Intention.
As we know sale promotions is one of the
key elements in marketing mix for many
companies worldwide. Usually the budget
allocated to sales promotions has been
rapidly growing with marketers shifting their
attentions to sales promotions more than
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other methods like advertising. The results
of the study can be helpful for marketing
managers as it throw light on consumer
behavior. The findings of the study provide
valuable insight to marketing managers on
how purchase intention of consumers vary
with various sales promotional tools viz.
coupons, free samples, price discounts and
buy-one-get-one free.
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GST IMPACT ON WORKING CAPITAL MANAGEMENT AND
CORPORATE PERFORMANCE: A QUASI-EXPERIMENTAL STUDY
Atul Vora*, Prateek Sharma**, Anjali Malpani***
The major tax reforms of independent India in the form of Goods and Services Tax (GST) came into
force with effect from 1st July, 2017. This most revolutionary and mammoth taxation migration
comes up with several challenges, confusions and erroneous actions and decision. Working Capital
Management is most important exercise amongst these challenges. This quasi-experimental study
focuses on preliminary impact of GST on working capital management and profitability of the Indian
companies. For this purpose financial data were extracted from the annual reports relating to preGST period ends on September 30, 2016 and corresponding unaudited published financial data for
quarter ending on September 30, 2017 of 103 companies listed on Indian Stock Exchanges BSE and
NSE. The results indicate the negative correlation between NOP and ACP, CCC, NTC, CLTAR and
CR. However, positive correlation between NOP and APP and IT under both the period pre-GST
quarter ends on 30 September 2016 and corresponding post-GST quarter ending on September 30,
2017 while financial results show that sales of the companies increased by 8.73 percent while
profitability registered an increase of 18.52 percent. The two sample t-test showed that among indicators
of Working Capital Management (WCM), amount of Average Collection Period (ACP) and Average
Payment Period (APP) were significantly different for pre-GST and post-GST period. But there was
no significant difference found in Inventory Turnover (IT) Ratio and Current Ratio (CR) between
both the periods. Finally, Cash Conversion Cycle (CCC) and Net Trading Cycle (NTC) were also
found to be significantly different for pre-GST and post-GST period
Keywords: GST, Working Capital Management, Average Collection Period, Average Payment Period,
Cash Conversion Cycle, Net Trade Cycle.

INTRODUCTION
The Goods and Service Tax (GST) is one of
the most significant tax reforms in post
independence India being came into force
w. e. f. July 1, 2017 and will affect the interest
of all stakeholders of the business. It is
expected that GST will bring a significant
boost to investment and growth of the
Indian economy. It will also increase
productivity and competitiveness by
reduction in cost and improvement in
resource allocation. The objective of the GST
will be transformational and the implication
on the industry extends well beyond tax. This
transformation will affect every part of
business right from preparation of accounts,
financial reporting, tax computation, supply

chain and other areas of management
including working capital. The transition
would have to be managed in a phased
manner, wherein, dealers need to identify
the impact in the key areas of their business
and accordingly prepare different action
plan for the application of GST.
After amendments of the Constitution, both
the Centre and the State government are
empowered to levy GST. The GST subsume
various central (Excise Duty, Additional
Excise Duty, Service Tax, Countervailing or
Additional Customs Duty, Special Additional
Duty of Customs, etc.), as well as state-level
indirect taxes (VAT/Sales Tax, Purchase Tax,
Entertainment Tax, Luxury Tax, Octroi, Entry
Tax, etc). Now there is only be a nationallevel central GST (CGST) and a state-level
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GST (SGST). Thus GST would comprise of
three components namely CGST - which
would be levied and collected by central
government, SGST  which would be levied
and collected by state government and
IGST - which would be levied and collected
by central government on Inter-State sale so
as to maintain the credit chain.
Working capital management efficiency is
very important especially for manufacturing
firms, where a major part of assets is
composed of current assets (Van Horne and
Wachowitz, 2000). which directly affects the
profitability and liquidity of firms (Raheman
and Nasr, 2007). Working capital is known as
life blood for any economic enterprise and
thus its management is considered as most
important
function
of
corporate
management. Every type of enterprise
irrespective of their profit motive or not, its
size and nature of business, requires
considerable amount of working capital in
order to maintain optimum liquidity,
solvency and profitability of business.
GST has a direct linkage with the working
capital of the business. GST would result in
higher working capital requirements for most
of the companies engaged in the
manufacturing sector owing to the
requirement to pay the entire amount of GST
at the point of the dispatch of goods from
factory gates as well as for the movement to
warehouses. Most of the importer would face
the same problem of more working capital
requirement because under old tax regime
custom duty rate was 14 percent in case of
furniture and chemical goods but under GST
they need to pay 18 percent. This increase in
tax also means an increase in your working
capital, as you have to pay GST monthly as
opposed to quarterly in the existing taxation
system. GST will also lead to higher working
capital costs for some companies as their
payments are getting blocked at various
levels in the value chain and it is more
difficult for manufacturers to get input tax
credit immediately. This exercise is more
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painful for second and third-tier vendors as
large corporate buyers or original equipment
manufacturers hold up payments due to the
uncertainty about the tax liability and the tax
set-off for the supplied goods and services.
Many of the businesses currently need to
manage multiple warehouses across the
country in order to avoid paying extra taxes
for shipping goods across state borders. But
at the same time each of these warehouses
has to comply with the tax laws and rates of
the state in which it is located. This burden
of tax compliance adds to the cost of running
each warehouse, increasing the company s
operational costs and thereby working
capital needs. Under GST, companies wont
need to comply with CST, Octroi or Entry
Taxes, so it will be simpler and more
affordable to move goods across the country.
This will help businesses to operate their
warehouses more efficiently and locate them
where it makes the best business sense.
Considering the importance of working
capital management the researchers focused
on evaluating the working capital
management and profitability relationship.
REVIEW OF LITERATURE
Suman (2017) in his study argued that GST
requires businesses to maintain funds in the
form of electronic credit ledger with the tax
department, which may result in liquidity
crunch. The author also argued that the
harsh input tax credit mechanism will also
lead to working capital blockage
Joseph et. al. (2016) observed the impact of
working capital management on profitability
of selected PRFs in Ghana. The study
concludes that, in the PRFs in Kumasi
Metropolis, there is positive or favourable net
working capital for the firms and a
favourable net working capital to total assets
ratio. The most important WCM component
that drives the firms profitability, measured
in ROA, average days payable (ADP). The
other of WCM components, Cash
Conversion Cycle (CCC), Average Day
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Receivable (ADR) did not show significant
relationship with profitability.
Mahato and Jagannathan (2016) concluded
that the management of working capital
concerns the management of money,
inventories, accounts receivable and
accounts payable. It is necessary for all
orgnaizations to monitor its working capital
properly and maintain its appropriate level.
Shortage of working capital may lead to lack
of liquidity as well as loss of production and
sales. Correlation table reveals that ROA has
negative relationship with ICP, ACP, CCC and
Current Ratio and it also shows that ROA
has positive correlation with APP, Debt Ratio
and Firm Size.
Sehrawat and Dhanda (2015) think that GST
can also be used as an effective tool for fiscal
policy management if implemented
successfully due to nation-wide same tax
rate. Its execution will also result in lower
cost of doing business that will make the
domestic products more competitive in local
and international market.
Garg (2014) examined the impact of GST
(Goods and Services tax) with a historical
scenario of Indian taxation and its tax
structure and discussed the possible
challenges, threats and opportunities that
GST brings to strengthen our free market
economy.
Agha (2014) examined that by increasing
debtors turnover and inventory turnover
and by decreasing creditors turnover ratios,
the company can increase its profitability but
there is no significant effect of increasing or
decreasing the current ratio on profitability.
Therefore, the results of the research point
out that through proper working capital
management, the company can increase its
profitability. This above study will benefit and
contribute to the body of knowledge by
identifying how Pharmaceutical companies
manage their working capital in the most
effective and efficient manner in order to
multiply profitability of the business.
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Ani et. al. (2012) focused on empirical study
that the relationship between world leading
firms cash conversion cycle, sales growth
rate and profitability is positive and therefore,
that cash conversion cycle and sales growth
rate are effective determinants of the sector s
profitability. This result is also supported by
the multiple regressions which confirm that
the cash conversion cycle and sales growth
rate significantly impacts on the world top
five leading beer brewing companies
profitability.
Abbasali and Milda (2012), with a view to
finding the empirical evidence about the
impact of working capital management on
profitability and market evaluation, studied
a sample of companies listed on the Tehran
Stock Exchange for a period from 2006 to
2010. Return on assets and return on invested
capital ratio were used to measure the
profitability of firms, and Tobin Q ratio to
measure the market value of companies. The
variables of cash conversion cycle as working
capital management criteria, current ratio,
current assets to total assets ratio, current
liabilities to total assets ratio and total debt
to total assets ratio were used. Their results
point out that there is a significant
relationship between working capital
management and profitability.
Raheman et. al. (2010) examined that the
manufacturing firms are in general facing
problems with their collection and payment
policies. Further, the financial leverage, sales
growth and firm size also have significant
effect on the firms profitability. The study
also concludes that firms in Pakistan are
following conservative working capital
management policy and the firms should
concentrate and improve their collection and
payment policy. The effective policies must
be formulated for the individual components
of working capital. Moreover, efficient
Management and financing of working
capital (current assets and current liabilities)
can increase the operating profitability of
manufacturing firms.
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OBJECTIVES
l

To study the immediate impact of GST
on corporate performance of Indian
companies.

l

To analyze working capital
management between pre-GST and
post-GST period.

HYPOTHESES
H01: There is no significant difference in
Average Collection Period (ACP) between
pre-GST and post-GST period.
H02: There is no significant difference in
Average Payment Period (APP) between preGST and post-GST period.
H03: There is no significant difference in
Inventory Turnover (IT) between pre-GST
and post-GST period.
H04: There is no significant difference in Cash
Conversion Cycle (CCC) between pre-GST
and post-GST period.
H05: There is no significant difference in Net
Trading Cycle (NTC) between pre-GST and
post-GST period.
H06: There is no significant difference in
Current Liabilities to Total Assets Ratio
(CLTAR) between pre-GST and post-GST
period.
H07: There is no significant difference in
Current Ratio (CR) between pre-GST and
post-GST period.
METHODOLOGY
This research is practical and quasiexperimental and events associated (based
on historical information. Bagher et. al.
(2016). A quasi-experiment is an empirical
study used to estimate the causal impact of
an intervention on its target population
without random assignment and the most
common form of a quasi-experimental study
includes a pre-post test design (Dinardo,
2008).

Under this study intervention is
implementation of GST in India and causal
impact of GST is studied on working capital
management and corporate performance of
Indian companies. Along with the descriptive
analysis, Pearsons correlation is applied to
check the correlation between various
working capital management variables i.e.
ACP, APP, IT, CCC, NTC, CLTAR, CR and
corporate performance (profitability
measure). Student t-test is applied for
hypothesis testing to determine significance
in working capital management variables
between pre-GST and post-GST period.
Data and Variables
In the present study, there include 103
companies listed on Indian stock exchanges
BSE and NSE which are heterogeneous into
different sectors. These sectors include
automobile. Cement, heavy goods, chemical,
Fertilizer, pharmaceutical, oil and gas,
engineering, Food and consumable products,
Cable and Electric Goods, textile. Data are
extracted from the annual reports relating
to pre-GST period ends on September 30,
2016 and corresponding unaudited published
financial data for quarter ending on
September 30, 2017 of 103 companies. The
formula and abbreviations used for
measurement of all the variables are
presented in the Table 1.
RESULT AND DISCUSSION
Prior to two sample t-test, it is important to
check the correlation between various
working capital management variables i.e.
ACP, APP, IT, CCC, NTC, CLTAR, CR and
Corporate Performance (profitability
measure).
Table 2 shows the degree and direction of
relationship between Net Operating Profit
(NOP) and various variables of working
capital management capable of influencing
corporate performance. Under both the
period pre-GST quarter ends on September
30, 2016 and corresponding post-GST
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quarter ending on September 30, 2017, it is
evident that all the variables except IT and
APP are negatively correlated with NOP at
1 percent level of significance. The negative
correlation has been found between NOP
and ACP, CCC, NTC, CLTAR and CR.
However, positive correlation between NOP
and APP and IT in both the period.
The significant negative correlation between
NOP and ACP is consistent with the
perspective that the less time allowed to the
customers to pay their dues, the more money
is accessible to renew the inventory thus
leading to more sales which result to an
increase in profitability. The positive
correlation amongst NOP and APP can be
supported by the facts that lagging payments
to suppliers ensures that the firm has surplus
money to purchases more inventory for
production and sales thus, increasing its
profit. The positive relationship between
NOP and IT ratio can lends organizations for
higher level of sales and profitability with
optimum inventory level. The negative and
significant relation between NOP and CCC
support the contention that the time lag
between the expenditure for the
procurement of materials and the collection
of sales of finished goods increases
profitability.
Another important measure of working
capital management is the Net Trade Cycle
(NTC) which has also a significant negative
relationship with NOP, which implies that if
a organization is able to reduce the Net Trade
Cycle period can enhance the profitability.
Similarly, the Current Liabilities to Total Assets
Ratio (CLTAR) has a negative relationship
but not significant with NOP. Another
important negative relationship between
Current Ratio (CR) and Net Operating
Profitability (NOP) is conformation to the
traditional belief which shows a positive
association between Current Ratio and
profitability.
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Based on the results presented in Table 3, the
total number of observations in 103
companies. Corporate performance may be
assessed on the basis of descriptive analysis
of unaudited financial results compiled from
various news papers and web sites for the
period pre- GST quarter ending on
September 30, 2016 and post-GST quarter
ending on September 30, 2017, it can be seen
that sales of the companies increased by 8.73
percent while profitability registered an
increase of 18.52. The positive change in the
result support the instinct of GST such as
migration of unorganized players to
organized structure, decrease in the cost of
production, input tax credit etc.
H01: There is no significant difference in
Average Collection Period (ACP) between
pre-GST and post-GST period.
Results of Table 4 show that in two-sample t
test, Student-t value is 5.02 , Sig. is 0.733
which is greater than 0.05. Thus we reject
the H01. Average Collection Period (ACP) in
pre- GST and Post- GST period are
respectively 63.35 and 88.26 days which
shows accounts receivable period can be
considered as one of the useful indicators in
understanding firms working capital
management. During Post-GST period firms
have adopted liberal credit policy as against
pre-GST period in order to increase its sales
revenue.
H02: There is no significant difference in
Average Payment Period (APP) between preGST and post-GST period.
Two-sample t test result show that, Studentt value is 1.42 and Sig is 0.56 which is greater
than 0.05. Hence, we reject the H 02. The
Average Payment Period (APP) in pre-GST
and Post-GST period are respectively 55.20
and 68.17 days. Which indicates that average
payables in post-GST period is more than
pre-GST period and suggests that firms wait
longer to pay their accounts payables after
implementation of GST. It is also in
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confirmation of the fact that due to rise in
sales during post-GST period, purchases
must have been increased.
H03: There is no significant difference in
Inventory Turnover (IT) between pre-GST
and post-GST period.
According to result t-test value for inventory
turnover is .01 with sig. 0.000 which is less
than 0.05, thus we accept the hypothesis and
conclude that there is no difference in
Inventory Turnover (IT) ratio between preGST and post-GST period. It may also be
assume that increase in sales during postGST period is not due to inventory turnover
but it may be a result of liberal collection
policy of the firm.
H04: There is no significant difference in Cash
Conversion Cycle (CCC) between pre-GST
and post-GST period.
The fourth hypothesis of research predicts
no significant difference in the cash
conversion cycle between pre-GST and postGST period. Results show that in two-sample
t test, Student-t value is 1.81 and Sig is 0.282
which is more than 0.05. Hence, we reject
hypothesis and claimed a difference in cash
conversion cycle among pre-GST and postGST period. CCC is a metric that expresses
the length of time in days that it takes for a
company to convert resource inputs into cash
flows. A downward trend is positive,
indicating that the operating cycle is
shortening, while an upward trend is
negative, indicating that the cycle is
lengthening, that is tying up cash for a longer
period (Christopher, 2009).
H05: There is no significant difference in Net
Trading Cycle (NTC) between pre-GST and
post-GST period.
Another important measure of the working
capital management which is Net Trade
Cycle (NTC) included by Shin and Soenen,
(1998). The t-test result of this variable is
highly insignificant. Thus we reject
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hypothesis and conclude that organization
with relatively shorter NTC during post-GST
period which is more profitable. Further, by
reducing NTC to increase the efficiency of
working capital management results in
increased net operating income.
H06: There is no significant difference in
Current Liabilities to Total Assets Ratio
(CLTAR) between pre-GST and post-GST
period.
According to results of two-sample t test,
Student-t value is 3.23 but insignificant.
Hence CLTAR has increased. Higher level of
Current Liabilities to Total Assets Ratio
(CLTAR) indicates organizations following
aggressive working capital financing policy
especially in post-GST period resulted in
increased net operating income.
H07: There is no significant difference in
Current Ratio (CR) between pre-GST and
post-GST period.
According to result t-test value for Current
Ratio (CR) is .82 with sig. 0.029 which is less
than .05, thus we accept the hypothesis and
conclude that there is no difference in CR
between pre-GST and post-GST period. The
mean value of CR has decreased in post-GST
period, which may be due to decrease in
current assets or increase in current liabilities.
Further this result indicates that organization
increases their profitability following
aggressive working capital policy.
CONCLUSION
The present study investigate the impact of
GST on working capital management as the
preliminary financial impact of GST would
affect various components of working capital
such as accounts receivables, Inventory, cash
and bank balances, accounts payable etc. It
is because of the fact that after
implementation of GST companies need
more amount of funds to be invested on
these components as inventory lying with
the business will be GST paid goods,
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customers may ask for longer period of
credit. Further, impact of working capital
management would be on performance of
the firm in the form of sales revenue and
ultimately on profitability of the firm. The
results of data analysis based on descriptive
analysis shows the negative correlation
between NOP and ACP, CCC, NTC, CLTAR
and CR. However, positive correlation
between NOP and APP and IT under both
the period pre-GST quarter ends on
September 30, 2016 and corresponding postGST quarter ending on September 30, 2017.
On another hand, impact of GST also studied
on corporate performance in the form of
sales and net operating profit. Based on the
analysis of unaudited financial results of 103
companies for period pre-GST quarter ends
on September 30, 2016 and corresponding
post-GST quarter ending on September 30,
2017, it can be seen that sales of the
companies increased by 8.73 percent while
profitability registered an increase of 18.52
percent. The positive change in the result
support the instinct of GST such as migration
of unorganized players to organized
structure, decrease in the cost of production,
availability of completer input tax credit etc.
The two sample t-test showed that among
indicators of working capital management,
amount of Average Collection Period (ACP)
and Average Payment Period (APP) are
significantly different between pre-GST and
post-GST period. But there is no significant
difference in Inventory Turnover (IT) Ratio
and Current Ratio (CR) between both the
periods. Finally Cash Conversion Cycle
(CCC) and Net Trading Cycle (NTC) are
significantly different between pre-GST and
post-GST period
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IMPACT OF CUSTOMER CONVENIENCE AND COMMITMENT ON
CRM PRACTICES: A STUDY OF ORGANIZED RETAIL
Ruchita Shandilya*
Retailing is the final step in the distribution of products, for consumption by the end consumers. It
consists of all activities involved in the marketing of goods and services directly to the consumers, for
their personal, family or household use. The retail industry in India has come forth as one of the most
dynamic and fast paced industries with several players entering the market. Indian Retail Industry
is ranked among the ten largest retail markets in the world. The attitudinal shift of the Indian consumer
and the emergence of organized retail formats have transformed the face of retailing in India. Retail
has got two aspects connected, one is store retailing and other one is non-store retailing. Store retailing
includes departmental store, a multi brand outlet, which offers a large assortment under one roof,
trying to cater to not one or two but many segments of the society. On the other hand if we talk about
Non-store retailing it focuses on direct selling, direct marketing and automatic vending. With the
sign of reemergence of economic growth in India, consumer buying in retail sector is being projected
as a key opportunity area. As a consequence, Indian corporate houses are refocusing its strategic
perspective in retail marketing with the idea to use resources optimally in order to create core
competence and gain competitive advantage. Marketers are continuously searching for various
marketing avenues for increasing their market share. CRM in this context is a proper methodology
and an organized way to develop customers understanding. CRM principally is a deep analysis of
consumer behaviour. Present study provides detailed information about the growth of retailing industry
in India. It further examines factors like customer convenience and commitment among people across
different socio-economic classes in India and how the urban and semi-urban retail markets are
witnessing significant growth.
Keywords: Retailing, Customer Convenience, Customer Commitment, CRM.

INTRODUCTION
Retailing goes back to centuries, started as a
very primitive business but today has grown
tremendously. First, people were doing
businesses with their neighbors. Goods were
exchanged between them. Gradually people
began to collect themselves to a given
neighborhood, which provides a
geographical place to do the exchange. Then
came the issue of choice in given grocery, the
choices the customer had was limited, this
was the beginning of the concept of
everything under one roof. As time passes,
joint family changes into nuclear family and
then both members started earning which
resulted into a new way of lifestyle. From
then instead of mom-and-pop type of stores
*
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organized retail stores came into existence
(Akhter and Equbal, 2012). Indian Retail
Industry is ranked among the ten largest
retail markets in the world. The attitudinal
shift of the Indian consumer and the
emergence of organized retail formats have
transformed the face of Retailing in India.
With the sign of reemergence of economic
growth in India, consumer buying in retail
sector is being projected as a key opportunity
area. Retail is Indias largest industry. The
sector has witnessed an immense growth in
the last few years. The key factors responsible
for the retail boom have been the change in
consumer profile and demographics, increase
in the number of international brands
available in the Indian market (Sinha and Kar,
2007).
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There are certain factors which have led to
the growth of world class shopping
environment in our country increasing
urbanization, easy credit availability,
improvement in the infrastructure,
increasing investments in technology and
real estate are few of them. The malls,
convenience stores, department stores,
hyper/supermarkets, discount stores and
specialty stores are the emerging retail
formats that provide different shopping
experience to consumers (Sinha and Kar,
2007; Kotler, 2006). One study examined the
growing awareness and brand consciousness
among people across different socio economic classes in India and how the urban
and semi-urban retail markets are witnessing
significant growth (Jhamb and Kiran, 2010).
Future of retailing can be assumed to be very
promising due to favorable economic
environment created by the government
policies and technological up gradation of the
whole infrastructure. According to Swar
(2007), several demographic indicators show
favorable trends for the growth of organized
trade in India and these become the
important drivers for retail industry. Youth
population, increasing urbanization, dual
employment (both the spouse working), and
most important attitudinal shift towards
spending are few of them .Swar further
expresses that global retailers like Wal-Mart,
GAP, Tesco, J.C Penney, Sears and Carrefour
are trying to establish themselves in Indian
market. Infact Wal-Mart and TESCO has
already opened their stores with Bharti and
TATA in Indian market. Gupta (2004) is of
the view that with the changing socioeconomic scenario of India, the dynamics of
retail have also undergone a sea change.
There is addition of 3 more P s those are
people , process and physical evidence.
Aggarwal (2007) highlights the emergence of
organized retailing in India and views the
catalytic effects of retail on Indian Economy.
Employment generation, Growth of real
estate, Increase in disposable income and
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Development of retail ancillary market are
the various catalytic effects on Indian
economy. The transformation of traditional
formats into new formats, viz., departmental
stores, hypermarkets, supermarkets,
specialty stores and malls taking the lead in
attracting consumers in the metro cities.
Hino (2010) shared his observation about the
emergence and expansion of supermarkets
that gradually decreased the market share
of the traditional formats by displacing them
and the factors that helped supermarkets in
gaining consumers favors over the
traditional stores are the consumers
economic ability  and the format output.
Mishra and Mishra (2008) exposed that mall
space, demography, rising young population,
availability of brands, rising retail finance,
changing lifestyle, modern retail formats and
foreign direct investment are the strengths
and opportunities for modern retail model.
Goyal and Aggarwal (2009) opined that in
India, a consuming class is emerging as a
result of increasing income levels and dual
career families with high disposable incomes.
Retail has got two aspects connected one is
store retailing and other one is non-store
retailing. Store Retailing includes
departmental store, a multi brand outlet,
which offers a large assortment under one
roof, trying to cater to not one or two but
many segments of the society. On the other
hand, if we talk about Non store retailing it
focuses on direct selling, direct marketing
and automatic vending.
Organized retail in our country in spite of
the fact that it has entered in 90s is still
growing and expanding in a continuous way.
Goods trading has been a part of our
marketing and selling environment, but
today the scene is changing as like retail
sector is making a very significant
contribution towards the economic
development of the country. The effect is not
only restricted to the development but also
its redefining the shopping habits of Indians.
As today s market is buyers market not a
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seller market, consumer attitude and buying
behaviour is changing constantly. Retailers
are facing highly demanding, educated and
knowledgeable customers, demanding for
a very rich assortments of products and
continuously demanding and compelling
retailers to stock a huge product range, offer
attractive schemes for gaining loyal customer
base.

of customer convenience and commitment
in organized retail sector.

The number of Customer Relationship
Management (CRM) implementations has
grown dramatically in recent years.
According to Christopher (2003) and
Drucker (1954) the sole purpose of business
is to create and keep customers. This business
philosophy is operationalized today through
a firms strategy of CRM. CRM is a
combination of policies, processes, and
strategies implemented by an organization
to unify its customer interactions and provide
a means to track customer information. It
involves the use of technology in attracting
new and profitable customers, while forming
tighter bonds with existing ones. Customer
Relationship Management means creating
offers to customers based on their past
behaviors and demographic characteristics,
CRM giving service representatives
information about customer profitability and
how customers generate profits.

H 01: There is no significant impact of
commitment on CRM in organized retail
sector.

Rationale of the Study

The Sample: Sample size was 300 which
consisted of customers of organized retail.
Non-probability convenient sampling
method was used to collect data.

Organized retail in todays world is the most
booming sector. This in return is offering lot
of employment opportunity. This is further
able to support and enhance economic
growth of the nation. On the other hand
number of entrants in this sector is
accelerating continuously. This is further
intensifying the competition. For the
effective survival organizations are adapting
innovative customer oriented strategies CRM
is one of them. It is therefore very important
to identify the factors which support CRM
applicability in the organization. The current
study thus, aims to understand the impact

OBJECTIVE
l

To study the impact of customer
convenience and commitment on
CRM in organized retail sector.

HYPOTHESES

H 11: There is a significant impact of
commitment on CRM in organized retail
sector.
H 02: There is no significant impact of
customer convenience on CRM in organized
retail sector.
H12: There is a significant impact of customer
convenience on CRM in organized retail
sector.
METHODOLOGY
The Study: The present research is
exploratory in nature and is aimed at
understanding impact of customer
convenience and commitment on CRM in
organized retail sector.

Tools for Data Collection- Primary data,
being the most significant is gathered
through self structured questionnaire based
on 5-point Likert Scale.
Tools for Data Analysis- t-test, one wayANOVA, Correlation and Linear Regression
Analysis was used to analyse data.
RESULTS AND FINDINGS
H 01: There is no significant impact of
Commitment on CRM in organized retail
sector.

Impact of Customer Convenience and Commitment on CRM Practices: A Study of Organized Retail

H 11 : There is a significant impact of
Commitment on CRM in organized retail
sector.
To test the just hypothesis correlation was
applied on commitment and CRM in
organized retail sector. Table 2 shows the
correlations and it is evident from this table
that Pearsons correlation coefficient between
commitment and CRM in organized retail
sector is 0.943 which is significant since the
significant value (p- value) 0.000 is less than
0.05. Therefore, we may conclude that there
is significant association between
commitment and CRM in organized retail
sector. Furthermore, since the value of
correlation coefficient suggests a strong
positive correlation, we can use a regression
analysis to model the relationship between
the variables.
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that overall strength of association is
noteworthy. The coefficient of determination
r square was found to be is 0.890; therefore,
it can be said that 89 percent of the variation
in retail sector is explained by independent
variable customer commitment (Table 3).
Further, ANOVA Table is used to exhibit
models ability to explain any variation in the
dependent variable. ANOVA table (Table 4)
exhibits that the hypothesis that all model
coefficients are 0 is rejected at 1 percent as
well as 5 percent level of significance which
means that the model coefficients differ
significantly from zero. In other words it can
be said that there exists enough evidence to
conclude that slope of population regression
line is not zero and hence, commitment is
useful predictor of CRM in organized retail
sector.
From the table of ANOVA, it has been
revealed that the calculated F value is greater
than the tabulated value at .000 significant
levels. It means that null hypothesis cannot
be accepted.
The normal probability plot is (Refer Figure
1) obtained to test the assumption about the
normality of residuals and it appears that the
residuals are approximately normally
distributed. Thus, the assumptions for
regression analysis appear to be met.
The second hypothesis was tested next to
understand the impact of customer
convenience in organized retail sector.

Figure 1: Histogram on Commitment
Dependent Variable: CRM in Organized
Retail Sector
Over all model summary shows the value of
multiple correlation coefficient (r) was found
to be 0.943. It is the linear correlation
coefficient between observed and model
predicted values of the dependent variable.
r square was found to be 0.889 which was
also found to be significant which shows

H 02: There is no significant impact of
Convenience on CRM in organized retail
sector.
H 12: There is a significant impact of
Convenience on CRM in organized retail
sector.
Table 7 shows the correlations and it is
evident from this table that Pearsons
correlation coefficient between Convenience
and CRM in organized retail sector was found
to be 0.966 which is significant since the
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significant value (p- value) 0.000 is less than
0.05. Therefore, we may conclude that there
is significant association between
Convenience and CRM in organized retail
sector. Furthermore, since the value of
correlation coefficient suggests a strong
positive correlation, regression analysis can
be used to model the relationship between
the variables.
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ANOVA table exhibits that the hypothesis
that all model coefficients are 0 is rejected at
1 percent as well as 5 percent level of
significance which means that the model
coefficients differ significantly from zero.
Thus, it can be stated that there exists enough
evidence to conclude that slope of population
regression line is not zero and hence,
convenience is useful as predictor of CRM in
organized retail sector.
The normal probability plot (Figure 2)
represented normality of residuals and it
appears that the residuals are approximately
normally distributed. Thus, the assumptions
for regression analysis appear to be met.
CONCLUSION

Figure 2: Histogram on Convenience
Dependent Variable: CRM in Organized
Retail Sector
Over all model summary shows the value of
multiple correlation coefficient r was found
to be 0.966, it is the linear correlation
coefficient between observed and model
predicted values of the dependent variable.
Its large value indicates a strong relationship.
The coefficient of determination (r square) is
the squared value of the multiple correlation
coefficients. Adjusted r square was found to
be 0.933 and r square change was found to
be 0.933 and these values are significant
which shows that overall strength of
association is noteworthy. The coefficient of
determination r square was found to be 0.933;
therefore, it can be said that 93.3 percent of
the variation in retail sector can be explained
by Convenience (Table 8).

Customer convenience and commitment are
important attributes in retail sector. Thus, it
can be concluded that commitment and
customer convenience have significant
positive impact on CRM in organized retail
sector. CRM in organized retail sector that
commitment influences the CRM in
organized retail sector plays a pivotal role in
making the shopping environment friendly
and personalized. Even in modern stores,
where self -service is the norm; a sense of
commitment and convenience of customers
can be helpful without being obtrusive and
at the same time can ensure relationships
between customers in the retail sector.
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IMPACT OF FIRMS SPECIFIC CHARACTERISTICS AND
OVERSUBSCRIPTION RATE UPON LISTING DAY GAIN OF RECENT
INDIAN IPOS
Ashish Mahajan*, Manish Sitlani**
This paper investigates the determinants of listing day price performance of 62 IPOs listed on National
Stock Exchange and Bombay Stock Exchange during the calendar year 2016 and 2017. After
withdrawal of proposal of mandatory safety net margin but tightening of IPOs pricing norms there
was sharp decline in terms of number of IPOs in the year 2012 to 2014. Only 20 IPOs were listed on
BSE during that period and then market regained. Overall 46 IPOs out of 62 IPOs has shown positive
28.85 percent average first day return and remaining 16 IPOs have shown negative 8.03 percent
average first day return. The result of the study suggest that only oversubscription rate has significant
impact on first day gain. Other qualitative factors representing profitability of the firm like return on
net worth , earning per shares ,net assets value and price earnings ratio do not have any significant
impact upon listing day gain of recent IPOs. Therefore, it can be said that in Indian context the IPO
investors decision is mainly affected by demand pattern and they ignore firm specific characteristics
and issuers profitability while investing in IPO.
Keywords: Book Building Method, Information Asymmetry, Under-Pricing, Over-Pricing, Listing
Day Gain.

INTRODUCTION
To raise capital is one of the most important
and complex task for every company who
wants to go public. There are number of
objectives for going public out of which the
most important is to expand the business. At
a certain stage, it becomes imperative to raise
a large amount of capital at an affordable cost
to the company. As new issue of equity does
not involve the payment of any fixed
obligation in the form of dividend etc.
Moreover, it provides the best avenue for
capital appreciation in secondary market and
IPO becomes the most favored method of
raising fund.
In Indian context Krishnamurti and Kumar
(1994) studied 98 IPOs during 1992-93 and
found that the average initial return of 35.3
percent. Shah (1995) carried out a study on
2056 IPOs from 1991-1995 and found average
105.6 percent first day return. Madhusoodan
and Thripalraju (1997) conducted a study on
*

data set of 1992 IPO and found that winner s
curse explanation does not hold good in
India. Pandey and Kumar (2001) explored the
impact of signal on under-pricing.-based on
data set of 1243 IPOs during 1993-1995 they
found 68 percent IPOs are underpriced and
they also reported that smaller sized issues
tend to have higher initial returns as
compared to large issues. Maristely and
Subrahmanyam (2005) document the effects
of group affiliation on the initial performance
of 2,713 Initial Public Offerings (IPOs) in
India and finds that the under-pricing of
business group companies is higher than that
of stand-alone companies. Furthermore, they
find that the long run performance of IPOs,
in general, is negative. They also find that
Indian investors over-react to IPOs and their
over-reaction
(proxied
by
the
oversubscription rate) explains the extent of
under-pricing. Panday (2005) compare the
difference in under-pricing of IPO associated
with pricing method and found that initial
returns were higher in fixed price method.
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Many other studies relating to IPO exhibit
under pricing phenomenon for newly listed
firms during the early days of trading across
many countries and capital markets. Early
studies examined the performance of IPOs
on the US market. Ibbotson et. al. (1994)
found average abnormal return of 11.4
percent. Loughran et.al. (1995) based on their
survey of papers on the IPO under-pricing
report average initial returns of 10.0 percent.
At the international level most researchers
have found mixed results compared to
American findings. On the German market,
Ljungqvist (1997) using a sample of 189 firms
over the period 1970-1993 finds an initial
under-pricing of about 10.9 percent.
REVIEW OF LITERATURE
Rock (1986) finds that informed investors
would subscript to only the high-quality
issues, leaving uninformed investors step into
the poor ones. Therefore, underpricing must
occur on average as adequate compensation
to uninformed investors to participate in
those weak deals. Benveniste and Spindt
(1989) also demonstrate the information
gathering theory and stated that the underpricing is a means to induce informed
investors to reveal private information about
the demand for shares in the pre-selling
phase, thus allowing better evaluation of
offerings by the intermediaries. Benveniste
and Wilhelm (1990) reach a similar result
when the winner s curse is possible in an
environment that admits both informed and
uninformed investors. Loughran et.al. (1995)
show that countries that use book building
typically have less experience with under
pricing than countries using fixed price
offerings.
Hanley and Wilhelm (1995) and Ljungqvist
and Wilhelm (2002) found that greater under
pricing is associated with greater allocation
to institutional bidder. This study rely on the
relationship between allocation and price
revision to proxy for the information
contained in bids.
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The study of Bradley and Jordan (2002)
suggests that the issue price and the
following first-day after market return are
affected by public information such as market
index return and industry. The offering, IPO
in particular, easily gain attraction from
investor in the hot market, whereas, it hardly
finds investor to buy at any reasonable price
when the market is cold (Ibbotson et. al.,
1994). Benveniste and Spindt (1989) and
Hanley and Wilhelm (1995) link the
underpricing to market conditions and find
that when the market condition is good,
underwriter prefers to adjust only partially
information to the offer price to allow them
to favor large regular investors and to avoid
setting too high price. On the other hand, if
the market condition is bad, issuers may
refuse to lower the IPO price too much
relative to their expectation on initial return.
Cornelli and Goldreich (2003) found that
oversubscription and demand elasticity are
positively correlated with the first day return.
Benveniste and Busaba (1997) conclude that
the firms with more price uncertainty, or
more risk averse behavior are likely to prefer
fixed price for their offering. This reflect the
impact of issuing firm characteristics like firm
size, firm age, shareholders composition etc.
on first day return. Allen and Faulhaber (1989)
have highlighted the association between the
level of the capital retained by insiders and
the firm value. The author has observed that
from an Agency Theory view, a high level of
retained capital serves to align the interest
of firm owners (managers) with those of new
shareholders. This will lead to a higher value
of the firm. Jensen and Meckling (1976) show
that firms with a diffuse capital structure
observe more earnings than more
concentrated firms, which reduces the cash
flows and consequently the firm value.
Studies have reported a negative link
between firm size and short run underpricing (Megginson and Weiss, 1991; Ibbotson
et. al., 1994; Carter et. al., 1998). Finkle (1998)
found that larger firms with more diversified
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products lines and monitoring proceedings,
have better access to investment capital and
resources, which are crucial for their
profitability and survival indeed, the size of
the firm, is usually negatively associated to
its risk. Miller and Reilly (1987) and Clarkson
and Simunic (1994) argued that the size of
the IPO offer, measured by the total gross
proceeds raised from the market, is expected
to affect negatively the under-pricing level.
The size of the offering indicates the
uncertainty about IPO firms.
OBJECTIVES
l

To identify the under pricing level of
Indian IPOs floated during calendar
year 2016 and 2017

l

To analyze the impact of various
issuing firm related characteristics
upon listing day gain of IPOs floated
during calendar year 2016 and 2017.

l

To analyze the impact of
oversubscription rate IPO upon listing
day gain of IPOs floated during
calendar year 2016 and 2017.

METHODOLOGY
The Study: The present study is empirical in
nature and tries to analyze the impact of
firms specific characteristics and
oversubscription rate upon listing day gain
of recent Indian IPOs.
The Sample: For the purpose of study
secondary data relating to Indian IPOS have
been collected and incorporated in this paper.
Our sample consists of 67 IPOs floated in
Indian capital market during the calendar
year 2016 and 2017 and listed on National
Stock Exchange and Bombay Stock Exchange
(Refer Table 4). As keeping in view the various
independent variables relating to issuing firm
related characteristics like return on net
worth, earning per shares, net assets value
and price earnings ratio, only those IPOs
have been selected for which final prospectus
are submitted to securities and Exchange
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Board of India (SEBI) and is available on the
website www.sebi.gov.in. IPOs which were
withdrawn subsequently have been kept
away from the study.
Tools for Data Collection: The secondary
data was collected from various websites like
www.sebi.gov.in and www.chittorgar.com.
Tools for Data Analysis: For analyzing the
impact of various predictor variable up on
response variable i.e. listing day return, linear
regression analysis has been incorporated in
the study. For determining regression
coefficient value, beta, p-values and for
generating descriptive statistics a statistical
software package SPSS-21 has been used.
Listing day return has been calculated by the
following formula:
Listing day gain (R1DAY) = (P1- P0) / P0 * 100
P1 = closing price of share on listing day
P0 = Issue price of shares
Model specification
Dependant variable(Y): Listing day gain
(R1DAY)
R1DAY = ± + ²1 Ln_RONW + ²2 Ln_NAV +
² 3 EPS+ ² 4 price-earning ratio + ² 5
oversubscription rate+ [
·
± is the coefficient of common
intercept
·
²1 to ²5 are coefficient of independent
variables selected for listing day price
performance
·
xit represent different variables ith firm
at time t
·

[ represent error term

·
R1DAY = listing day market adjusted
gain of IPOs
·

RONW Return on Net Worth

·

NAV Net Assets Value

·

EPS Earning Per Shares
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RESULTS AND FINDINGS
The results revealed a value of r square of
0.747 and the adjusted r square was found
to be 0.723 (Refer Table 1). The ANOVA table
showed value of 0.00 which confirms the
significance of the model fit (Refer Table 2).
Further, the Durbin-Watson value was found
to be 1.807 for the current model which is
also acceptable (Refer Table 1). Thus, the
above model can be accepted for the study.
Further, the Table 3 shows that the
unstandardized coefficients were found to
be .083, -0.64, 0.465, -2.641 and -.611 for EPS,
NAV, Over subscription, Return on Net
Worth and PE Ratio were found to be
inversely affecting the dependent variable
whereas the EPS and Over subscription rate
positively affected the listing day gain
(dependent variable). Thus, it can be fairly
said that as per the current estimates the
model predicts 72.3 percent variation in the
listing day gain.
CONCLUSION
The above study indicates that out of five
variables only one variable oversubscription
rate was found to be positive and significant
in explaining listing day gain. Other variable
i.e return on net worth, earning per shares,
net assets value and price earnings ratio do
not have any significant impact upon listing
day gain. Overall model predict 72.3 percent
variation in listing day gain. the variables
selected are those which appears under the
heading basis for issue price in every
prospectus. Thus, it can be concluded that
in Indian context the IPO investors decision
is mainly affected by demand pattern and
they ignore firm specific characteristics and
profitability that is what we call quantitative
factors that constitute basis for issue price.
The study predicts that in long run the IPO
performance may not be promising and
subject to further investigation and such
behavior of Indian investors would turn into
huge losses in long run.
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IMPACT OF MICROFINANCE ON WOMEN EMPOWERMENT: AN
EMPIRICAL STUDY
Sukhjeet Kaur Matharu*, Sharda Haryani**, Suditi Jain***
In early 1990s, emergence of globalization and liberalization aggravated the problem of women workers
in unorganized sectors bad to worse as most of the women who are engaged in various self employment
activities, have lost their livelihood. Despite in substantial contribution of women to both household
and national economy, their work is considered just an extension of household domain and remains
non-monetized. Microfinance is dominated by Self Help Groups (SHGs) as an effective mechanism
for providing financial services to the Unreached Poor, and also in strengthening their collective
self help capacities leading to their empowerment. Microfinance and Self Heath Groups are effective
in reducing poverty, empowering women and creating awareness which finally resulted in the
sustainable development of nation. In this paper role played by microfinance in womens empowerment
are considered into three dimensions namely psychological, economical and social. In this study both
primary data and secondary data was used. Secondary data was collected from various books, journals,
websites and NGO reports. Primary data for the study was collected from 130 women respondents in
the five Self Help Groups in and nearby Indore city. The data collected was analyzed by using SPSS
16.0 statistical software. Six factors were explored in the study viz, economic independence,
psychological development, social empowerment, job opportunities and decision making that explained
the impact on women empowerment.
Keywords: Micro-Finance, Sustainable Development, Self Help Groups, Women Empowerment.

INTRODUCTION
Microfinance is an economic development
approach that involves providing financial
services, through institutions to low-income
clients, where the market fails to provide
appropriate services. The services provided
by the Microfinance Institutions (MFIs)
include credit saving and insurance services.
Many microfinance institutions also provide
social intermediation services such as training
and education, organizational support,
health and skills in line with their
development objectives. Activities of
microfinance include small loan for working
capital, collateral securities such as group
guarantees or compulsory savings, access to
repeat and larger loans based on repayment
performance, streamline loan disbursements
and monitoring and secure savings.

Micro credit is a component of microfinance
and is the extension of small loans to
entrepreneurs, who are too poor to qualify
for traditional bank loans. Especially in
developing countries, microcredit enables
very poor people to engage in self
employment project that generate income,
thus allowing them to improve the standard
of living themselves and their families. A
microfinance institution is an organization,
engaged in extending microcredit loans and
other financial services to poor borrowers for
income generating and self-employment
activities. An MFI is usually not a part of the
formal banking industry or government. It
is usually referred to as a NGO( NonGovernment Organization). Micro finance
through Self Help Group (SHG) has been
recognized internationally as the modern
tool to combat poverty and was effective in
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reducing poverty, empowering women and
creating awareness which finally resulted in
sustainable development of the nation.
Women have been the most underprivileged
and discriminated strata of the society not
only in India but the world over. Inspite of
all Government and Non-Governments
efforts, they have been highly ignorant
clients of the financial sector. In the recent
times, microfinance has been emerging as a
powerful instrument for empowering
women particularly, the rural women. The
main aim of microfinance is to empower
women. Microfinance is the provision of
financial services to low-income clients,
including consumers and the self employed,
who traditionally lack access to banking and
related
services.
Microcredit,
or
microfinance, is banking the unbankables,
bringing credit, savings and other essential
financial services within the reach of millions
of people who are too poor to be served by
regular banks, in most cases because they are
unable to offer sufficient collateral. Women
make up a large proportion of microfinance
beneficiaries. Traditionally, women (especially
those in underdeveloped countries) have
been unable to readily participate in
economic activity. Microfinance provides
women with the financial backing they need
to start business ventures and actively
participate in the economy. It gives them
confidence, improves their status and makes
them more active in decision making, thus
encouraging gender equality.
Concept of Microfinance
The term Micro literally means small and
is of recent origin and is commonly used in
addressing issues related to poverty
alleviation, financial support to micro
entrepreneurs, gender development etc.
There is, however, no statutory definition of
micro finance. The taskforce on supportive
policy and Regulatory Framework for
microfinance has defined microfinance as
Provision of thrift, credit and other financial
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services and products of very small amounts
to the poor in rural, semi-urban or urban
areas for enabling them to raise their income
levels and improve living standards. The
term micro finance, sometimes is used
interchangeably with the term micro credit.
However while micro credit refers to
purveyance of loans in small quantities, the
term microfinance has a broader meaning
covering in its ambit other financial services
like saving, insurance etc. as well. The mantra
Microfinance is banking through groups.
The essential features of the approach are to
provide financial services through the groups
of individuals, formed either in joint liability
or co-obligation mode. The other dimensions
of the microfinance approach are savings
thrift precedes credit, credit is linked with
savings/thrift, absence of subsidies and group
plays an important role in credit appraisal,
monitoring and recovery.
Concept of Empowerment
Empowerment is authorizing someone to
exercise some specific power or offering
someone certain means to achieve a given
end. Empowerment is defined as the process
by which those who lack the ability to make
strategic life choices previously acquire such
ability. Womens empowerment is the
capacity of women in reducing their socioeconomic vulnerability and dependency on
male household members, improving
involvement and control over household
decisions, economic activities and resources,
contribution to household expenses,
increased self confidence and awareness of
social issues. Empowerment can be viewed
as a means of creating a social environment
in which one can take decisions and make
choice either individually or collectively for
social transformation.
In India, several macroeconomic policies
have failed to resolve the issue of gender
inequality. Women constitute a sizeable
segment of the poverty-struck population
and have been the vulnerable section of
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society. They face gender specific barriers to
access education, health, employment etc.
Micro finance deals with women below the
poverty line. This target group of women
have an easy access to micro loans. Reasons
for this can be attributed to poor women
being the most disadvantageous due to lack
of education and access of resources. These
both are essential to help them work their
way out of poverty and for economic and
social up liftment. In countries like India, this
problem is more acute, despite of the fact
that womens labour makes a contribution
to the economy due to the total social status
and lack of access to key resources. Loans
are spread wider among the households if
routed through women benefits.
REVIEW OF LITERATURE
In their study Biswas and Rao (2014) state
that since the beginning of its activities in
early 70s, initiated by one person to help a
couple of bamboo weavers, MFIs have
covered a long distance of success by
reaching millions of households and needy
people not only in their country of origin,
but also around the developing and
underdeveloped world with thousands of
branches serving worldwide. This
exponential and spectacular growth by the
microfinance industry is just not because of
any market force but it has the dedication,
service and hard work of many people and
organizations. Through their commitment
and will for the noble cause to help the needy
people, they brought the forces together and
gave the momentum to this cause, so that
everyone can live a life worth living as a
human being and get the opportunity to
have something in life which they have not
even thought of. Today the success of the
activities of MFIs needs no reference or
introduction, as the lives of millions of
unprivileged people around the world
explains and speaks for itself. Therefore, for
the sake of our study results, some previous
studies have been referred to, as empirical
piece of evidence.
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Goetz and Gupta (1996), in their study had
examined the empowerment of women in
the context of the household decisionmaking process on the basis of qualitative and
quantitative analysis and the index of 
Managerial Control has classified the
borrowers into five categories ranging from
no control to full control on the use of the
loans. Hashemi et.al. (1996) in his study has
measured the impact of micro-credit on
womens empowerment for which
empowerment index was designed using
the eight empowerment indicators namely
mobility, economic security, ability to make
small purchases, involvement in major
decisions, participation in public protest and
political campaigning relative freedom from
family domination and political and legal
awareness. The result of his findings revealed
that women who contributes to their
households income has a significant factor
towards empowerment.
Malhotra et.al. (2002) in their paper revealed
a number of important strengths in the
existing work on womens empowerment
that provides the foundation for further
progress on measurement. The most
important of these is the fact that despite the
confusion in rhetoric and terminology, there
is greater consensus in the theoretical
literature on what empowerment means and
how it should be conceptualized, and even
operational zed than we had expected. We
find that there is substantial agreement on
process and agency as being essential to
womens
empowerment,
and
in
distinguishing it from related terms such as
gender equality. Moreover, considerable
groundwork has already been done in
developing frameworks that specify the
dimensions of empowerment, its contextual
nature, and the various levels at which it
could be measured. Although no existing
framework stands out above others as the
one to be adopted, taken as a whole, the
existing frameworks provide the essential
raw materials for developing a workable
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roadmap for
empowerment.

measuring

womens

Krishna (2003) in his study has defined
empowerment as means of increasing the
capacity of individual or group to make
effective development and life choices and
to transform these choices into desired
actions and outcomes. Naila (2005) concluded
that microfinance is an effective means to
achieve change in economic, social and
political aspects. The organizational capacity
built up by the MFOs for the poor women
provides the base for their social mobilization
which was not achieved by other
development organization. Both the
government and populist political parties are
seeking to capitalise the idea of self-help
groups for their own instrumental purpose.
Malathi and Vijayarani (2012) in their
research studied the relationship between
microfinance and women empowerment
was examined in the rural areas of Tamil
Nadu in India. The data using the 100 sample
size was analyzed using Chi-square test and
t-test which resulted to a conclusion that
microfinance help women in gaining
empowerment. It is judged on the basis of
economic position before and after joining
the SHG program and education
respectively. The microfinance programs
have its major focus on empowering the
women as they contribute to greater
economic growth and development.
OBJECTIVES
l

To identify factors affecting women
empowerment and the effectiveness
of microfinance scheme in promoting
women empowerment.

l

To analyze the effectiveness of
microfinance
on
women
empowerment.

METHODOLOGY
The Study: The study is exploratory in nature
and tries to analyse effectiveness of
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microfinance on women empowerment. The
study also attempts to identify the factors
affecting entrepreneurship among women.
The Sample: The study makes the use of
both primary and secondary data. Secondary
data was collected from various books,
journals, websites and NGO reports. Primary
data for the study was collected from 130
women respondents in the five Self Help
Groups in and nearby Indore city.
Tools for Data Collection: In order to analyze
the impact of micro finance on women
empowerment a self administered
questionnaire was used. Section A of the
survey instrument comprised of information
about the socio-demographic characteristics,
and Section B comprised of statements
measuring the impact of micro finance on
women empowerment. The questionnaire
was designed using multi-item scales on a
five-point Likert scale ranging from strongly
agree - (5) to strongly disagree - (1). Survey
instruments were personally administered
and 130 women respondents were
contacted. Out of the collected responses 15
were rejected because of missing data or
biasness leaving an overall sample size of 115
respondents.
Tools for Data Analysis: The data collected
was analyzed by using SPSS 16.0 statistical
software. Factor analysis technique  a
multivariate analysis technique was
employed analyse the data collected Factor
analyses are performed by examining the
pattern of correlations (or co variances)
between the observed measures. Factor
analysis is the technique which is often used
in data reduction to identify a small number
of factors that explain most of the variance
that is observed in a much larger number of
manifest variables. Factors having Eigen
values less than 1 were eliminated.
As a result, six such crucial factors were
identified in the study. 100 iterations were
being performed for computations. Rotated
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component matrix was used for factor
reduction and varimax method was used for
rotation. Varimax Method is an orthogonal
rotation method that minimizes the number
of variables that have high loadings on each
factor. This method simplifies the
interpretation of the factors. Correlation
Matrix was studied to identify the coefficients
and significance levels for each combination
of variables. The determinant score was
found to be 0.000 which indicates the
effectiveness of the questionnaire, scaling
and validity of variables included in it.
Reliability of the Measures: Reliability test
was conducted to measure the consistency
of the measuring instrument. Reliability of
the measures was assessed with the use of
Cronbachs Alpha. Cronbachs alpha
reliability estimates are used to measure the
internal consistency of the scales (Nunnally,
1978). As a general rule a coefficient greater
than or equal to 0.7 is considered acceptable
and is a good indicator of reliability. The
Cronbachs alpha for the questionnaire is
0.832. Hence it is reliable and can be used for
analysis. Kaiser-Meyer-Olkin test of
measuring the adequacy of sample was
applied. The results of KMO test show a
significance level of 0.695 (Table 1). It is an
indicator that sample for the study is
adequate as the value is > 0.6. Bartletts test
of sphericity is used to check whether the
appropriate inter correlation exist for
running factor analysis or not. It shows the
validity and suitability of the responses
collected to the problem being addressed
through the study. The greater the value of
test statistic, factor model becomes more
appropriate. The results of Barletts test of
sphericity in the present study indicate a
significance value less than 0.05. In summary,
it would mean that all the variables correlate
fairly well with all others and none of the
correlation coefficients are particular large.
Therefore, both the Kaiser-Meyer-Olkin
measure of sampling adequacy and Bartletts
Test of Sphericity shows that factor analysis
will be useful with the data.
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RESULT AND DISCUSSION
We have used principal component method
of factor analysis to determine the minimum
number of factors that will account for
maximum variance in the data (for all those
eigenvalues scores more than 1). This initial
solution was then rotated by using varimax
method with Kaizer Normalization to select
the variables with high loading on a
particular factor. Generally, factor loading
represents how much a factor explains a
variable. High loading indicates that the
factor strongly influences the variable.
The study resulted in following eight factors
(Refer Table 2):
Factor 1: Economic Independence comprises
of six items namely independent savings,
confident to face financial crisis, economic
development, reduction in poverty level,
reasonable rate of interest, and increase in
the level of family income. Item independent
savings has the highest item load of 0.751 and
item increase in the level of family income
has the lowest item load of 0.581. The total
load of this factor is 3.9 with 22.58 percent of
variance. Gangadhar and Malyadri (2015) in
their research on the impact of microfinance
on women empowerment had concluded
that empowering women is the main social
objective of microfinance programs and it is
difficult to evaluate the effectiveness of
microfinance program on women
empowerment. The findings of this study
revealed that it is a powerful tool in
enhancing women empowerment for its all
indicators like household economic decision
making, economic security, and family
decision making, mobility and legal
awareness.
Factor 2: Psychological Development
comprises of five items namely: increase in
level of self confidence, improvement in
courage, improvement in skills, happiness
and peace in the family, improvement in the
psychological well being. Item increase in
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level of self confidence has the highest item
load of 0.873 and item improvement in
psychological well being has lowest item load
of 0.532. The total load of this factor is 3.235
with 13.886 percent of variance. Sarumathi
and Mohan (2011) in their study concluded
that in the rural areas self help groups are
performing well. Microfinance has brought
psychological and social empowerment than
economic empowerment. Impact of
microfinance is appreciable in bringing
confidence, courage, skill development and
empowerment. The SHG members feel free
to move with their groups and leaders. It
leads them to participate on various social
welfare activities with good cooperation.
While interacting with the respondents, it is
noticed that some members are expecting
the NGO to come up with more training
sessions in income generating activities. All
they need is a way to develop their skills and
talents by participating in various training
programs.
Factor 3: Social Empowerment comprises of
four items improvement in standard of
living, better access to health care services,
awareness about environment and full
freedom to express opinion. Item
improvement in standard of living has
highest item load 0.769 and item full freedom
to express opinion has lowest item load of
0.514.The total load of this factor is 2.502 with
9.321 percentage of variance. In all stages of
social activities involvement of women
becomes essential. SHGs have encouraged
women to take part in the socio-economic
progress of our nation. The impact of
participation in social activities leads to the
improvement in the level of equality of life,
health and standard of living. Participation
in SHGs have brought about a revolutionary
change in the lives of the women. Women
who were once considered as nonproductive and non-asset worthy are now
regarded as agent of change and economic
development.
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Factor 4: Job Opportunities comprises of
four items increased in employment
opportunities, increased mobility, awareness
about fundamental rights, and increase in
satisfaction from jobs. Item increased in
employment opportunities has highest item
load of 0.843 and item increase in satisfaction
from job has lowest item load of 0.424. The
total of this factor is 2.346 with 7.843
percentage of variance. With the increase in
the number of working of women, they have
gained financial independence, which has
given them confidence to lead their own
lives and build their own identify. They are
successfully taking up the diverse profession
to prove that they are second to none in any
respect. They also take care to strike a balance
between their commitment to their
professional as well as their home and family.
They play the multiple roles like mother,
daughter, sister, wife and a working
professional with remarkable harmony and
ease. With the equal opportunities to work,
they are functioning with a spirit of team
work to render all possible co-operation to
their male counterparts and targets set in
their respective professions.
Factor 5: Education Level comprises of three
items namely improvement in literacy level,
awareness on children education, and
awareness on overall issues. Item
improvement in literacy level has highest
item load of 0.673 and item awareness on
overall issue has lowest item load of 0.536.
The total of this factor is 1.834 with 6.880
percentage of variance. Women cannot be
empowered individuals without proper
knowledge and adequate education. They
need to be encouraged to go for the higher
studies so that they can contribute
significantly in creation of a knowledge
society. Must be educated and trained
constantly to acquire the skills and
knowledge in all the functional areas of
business management. This can facilitate
women to excel in decision making process
and develop a good business network.
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Factor 6: Decision Making comprises of three
items namely involved in decision making
related to household expenses, involved in
decision making related to children,
independent to make my purchase. Item
involved in decision making related to
household expenses has highest item load of
0.652 and item independent to make my
purchases has lowest item load. The total
factor load is 1.717 with 5.291 percentage of
variance. Microfinance has been able to make
poor women empowered psychologically
and has raised their consciousness at a high
level. They are equally capable of executing
their decision making power in the family
matters. Thus for overall development of the
country including the rural sector the weaker
section of the women must be included as
the key force and all the development
program must be addressed to the financially
backward women.
CONCLUSION
Women empowerment is the much talked
issue today. Women are increasingly
empowered to decide the course of their life
and profession and realise their fullest
potential. Women empowerment adds to the
confidence of women and their ability to lead
a meaningful and purposeful life. It removes
their dependence on others and makes them
individual in their own rights.
Microfinance and Self-Help-Groups has
been proved to be an important tool in the
development process, empowering the
women educationally, socio-economically
and politically empowered. Microfinance has
a profound influence on the economic status,
decision-making power, knowledge and self
worthiness of women participants in selfhelp-group programs. Microfinance has been
able to make poor women psychologically
empowered and has their raised
consciousness at a high level. As a result of
which they are capable of executing their
decision making power in the family matters.
It was found that micro -finance has
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improved the literacy level of the
respondents and has also improved the
awareness on child education. Respondents
have accepted that microfinance has brought
economic development and has increased
happiness and peace in the family. There is
an significant improvement r in the income
of the respondent after joining self-helpgroup.
It is difficult to measure the effectiveness of
the microfinance program on women
empowerment because its measurement is
a difficult task. This study measures the
women empowerment as latent variable and
revealed that microfinance is a powerful tool
in enhancing women empowerment for all
its indicators like household economic
decision making, economic security, family
decision making and legal awareness.
Participation in microfinance program when
coupled with participation of seminars and
workshops not only helps women in
enhancing their empowerment but also
facilitate good decision making.
The indicators which were used to measure
the women empowerment were not studied
further as to which factors are more
important
in
enhancing
women
empowerment. Demographic variables were
considered as controlled variables for this
study but they have important role in
explaining women empowerment. Thus,
demographic variables must be considered
while explaining women empowerment.
Though different studies conducted at
various levels show different results, but it
can be stated that despite of bottleneck,
microfinance is capable of helping the poor
women to upscale themselves to a better
living and playing a significant positive role
in upgrading women empowerment.
SUGGESTIONS AND
RECOMMENDATIONS
l

Without women empowerment we
cannot remove injustice and gender
bias and inequalities.
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l

If women are not empowered, they
cannot enjoy security and protection
in life.
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PRE AND POST GST IMPLEMENTATION EVENT STUDY OF SELECTED
BSE INDICES
Murlidhar Panga*, Anjali Malpani**, Ajay Malpani***
Stock market is a very sensitive part of Indian economy. Whenever any policy comes into existence, it
quickly affects the economy of India and the price of stock fluctuates as it is closely connected with
economic conditions. When investors invest in stock market, they definitely consider economic aspect
of the country. In India, recently a new policy was announced by the government related to changes
into tax called GST. How this new policy changed the scenario of stock market? This question
obliviously will come in the mind of every investor before invest in share market. This research study
was focused on seeking the effect of implementation of GST on some indices of S & P BSE like FMCG,
Bank and Oil & Gas. The results were being observed from the comparison of both pre and post-event
window and found that there was no significant impact of GST on the selected indices of BSE. The
study also found that short period downfall in the indices prices could be due to some other factors.
Keywords: GST, Indices, BSE, Stock Market, Event Study, FMCG, Oil & Gas, Banking, S &P
BSE etc.

INTRODUCTION
GST is a newly updated tax system
introduced by government on July 1, 2017
to replace all state and central government
taxes. The previous tax system was very
complex as it involved number of taxes but
this new system is unified, simplified and
transparent. So according to government it
will provide more benefits to consumers and
customers.
After the implementation of GST, the tax and
ultimately cost of goods and services have
been changed. The tax range under GST is
varied from 5 to 28 percentage. This tax slab
varies according to product and services.
Cost of any product decides the profit margin
for any company and affects its financial
position. A company which has sound
financial condition is preferred by any person
to invest his money. As GST directly affecting
price of product and services, it means it also
has deep relationship with stock market and
affecting share price. To study the relation
of GST and stock market, we are starting with
its basic structure. The Indian economy

divided mainly into three sectors and
maximum companies belonging to these
sectors are listed in stock exchange. These
are - Primary (e.g. Oil & Gas), Secondary (e.g.
FMCG) and Tertiary (e.g. Banking).
Now to understand effect of GST we have
to consider its impact on every sector of
industries. Some sectors are benefited after
GST implementation and enjoying the
favorable conditions although some are in
loss due to GST. Therefore, an event study
was conducted to ascertain the impact of
GST on some selected stock market indices.
REVIEW OF LITERATURE
Ahmed and Poddar (2009) studied Goods
and
Service
Tax
Reforms
and
Intergovernmental Consideration in India
and found that GST introduction will provide
simpler and transparent tax system with
increase in output and productivity of
economy in India. But the benefits of GST
are critically dependent on rational design
of GST.
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Vasanthagopal (2011) studied GST in India
and concluded that switching to seamless
GST from current complicated indirect tax
system in India will be a positive step in
booming Indian economy. Success of GST will
lead to its acceptance by more than 130
countries in world and a new preferred form
of indirect tax system in Asia also.
Kumar (2014) studied Goods and Service Tax
and concluded that implementation of GST
in India help in removing economic
distortion by current indirect tax system and
expected to encourage unbiased tax structure
which is indifferent to geographical locations.
A trade off is required when determining the
length of the event study window.
Specifically, the window must capture the
total share price reaction to the trading halt
announcement whilst excluding price
fluctuations from other announcements. The
decision as to the size of the event window
is subjective, as it may vary in accordance
with the market and event examined.
Typically, event studies specify an event
window surrounding the event of interest
in order to capture the pre-event and postevent reaction (MacKinlay, 1997).
Kamma and Verma (2014) studied Goods and
Service Tax in India and concluded that the
new NDA government in India is positive
towards implementation of GST and it is
beneficial for central government, state
government and as well as for consumers in
long run if its implementation is backed by
strong IT infrastructure.
Garg (2014) in the article named Basic
Concepts and Features of Goods and Services
Tax in India analyzed the impact and GST
on Indian Tax scenario and concluded that it
will strengthen out free market economy.
OBJECTIVE
l

To study the pre and post
implementation impact of GST vis a
vis abnormal return and cumulative

abnormal return on the selected
indices of stock market by event study
method.
HYPOTHESES
To accomplish the objective of the study, the
following hypotheses were formulated:
H01: There is no significant abnormal return
(AR) during the event window caused by
implementation of GST
H11: There is significant abnormal return (AR)
during the event window caused by
implementation of GST.
H 02 : There is no significant cumulative
abnormal return (CAR) during the event
window caused by implementation of GST.
H12: There is significant cumulative abnormal
return (CAR) during the event window
caused by implementation of GST.
METHODOLOGY
The Study and Population: To understand
the pre and post implementation effect GST
on stock market indices, the researchers have
conducted an event study of selected indices
of S & P BSE indices.
The Sample: The sample has been drawn
from S& P BSE indices of selected sectors viz.
Oil & Gas (Primary), FMCG (Secondary) and
Banking (Tertiary) closing price of which
comes under S&P BSE 100 Index calculated
on free-float market capitalization basis from
the period January 05, 2017 to December 22,
2017.
The event of interest for the study was the
implementation of GST by Government of
India on 1st July 2017. The event window has
been chosen as -10 through zero to +10,
where zero represents the GST date and 10, and +10 are the period before and after
the implementation date. Apart from that,
the researchers have also taken the dates
from January, 2017 to December, 2017 (pre
and post) on a difference of 10 working days
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of stock market for detailed analysis. Only
closing prices have been taken into
consideration for analysis and interpretation.
Tools for Data Collection: Data was collected
through secondary method from BSE
website.
Tools for Data Anlaysis: Collected data was
tabulated, edited and coded using MS Excel
software. Event study methodology was
used to capture the impact of GST
implementation on indices returns. In the
current study, the researchers have applied
Ordinary Least Squares (OLS) Regression
Market Model to determine the impact of
GST on the stock prices of the Oil & Gas,
FMCG and Banking sectors to study the
event.
Abnormal return for the indices i and on the
event date t is given by,
ARit = Rit  E(Rit )
where,
ARit = abnormal return for indices i for day
t

To ascertain the significance of the abnormal
returns for each day in the window period,
testing was performed with t  statistics
calculated for each abnormal return as
follows:

ARit
tAR = ÃAR /  n
where,
tAR = t- statistics
ARit = abnormal return for indices i for day
t
ÃAR /  n

= Standard Error

In order to ascertain the magnitude of
abnormal returns over the entire event
window, the researchers have then
calculated indices specific cumulative
abnormal returns as
CARt = CARt-1 + ARt

Rit= actual return for indices i for day t

Where, CAR t = Cumulative Abnormal
Return for day t

E(Rit) = expected return for indices i for day
t

CARt-1 = Cumulative Abnormal Return for
day t-1

In turn, the expected return for the indices i
for the day t can be calculated as:

ARt = Abnormal Return for day t

E(Rit) = ±i + ²i Rmt
Where, ±i is the intercept term
i = a regression constant
Rmt = return on the market in the for the
day t

RESULTS AND FINDINGS
All the given tables (shown in appendices)
contains analysis results which represents the
pre and post GST (which is 1st July 2017)
returns (average, expected, abnormal and
cumulative) of different sectorial Indices.
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Figure 1: Graphical Presentation of Expected Returns, AR and CAR in the Event Window for
Oil & Gas Sector
Figure 1 and Table 1 (given at the end) reports
the results of the event study accompanied
to inspect the impact of GST implementation
on Oil & Gas sector in comparison to S & P
BSE closing prices. It shows Abnormal
Returns, CAR and its respective t-statistics
for each day of the event window. The t-

statistics values were found to be insignificant
(>0.05) before and after the event day. It
indicates
no
influence
of
GST
implementation on respective indices. So in
that case, both the null hypothesis have been
accepted.

Figure 2: Graphical Presentation of Expected Returns, AR and CAR in the Event Window for
FMCG Sector
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Figure 2 and Table 2 (given at the end) report
the results of the event study accompanied
to inspect the impact of GST implementation
on FMCG sector in comparison to S & P BSE
closing prices. It shows Abnormal Returns,
CAR and its respective t-statistics for each
day of the event window. The t-statistics
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values were found to be significant (<0.05)
before and on the event day. It indicates
some influence of GST implementation on
respective indices. The reasons for this could
not be identified. Apart from that, in the
event window, there was no significant
impact seen.

Figure 3: Graphical Presentation of Expected Returns, AR and CAR in the Event Window for
Banking Sector
Figure 3 and Table 3 (given at the end) report
the results of the event study accompanied
to inspect the impact of GST implementation
on Banking sector in comparison to S & P
BSE closing prices. It shows Abnormal
returns, CAR and its respective t-statistics for
each day of the event window. The tstatistics values were found to be significant
(>0.05) before and after the event day. It
indicates
no
influence
of
GST
implementation on respective indices. So in
that case, also H01 and H02 are accepted. Thus,
it can be argued that there is no significant
impact of cumulative abnormal returns on
the stock indices for the study period.
CONCLUSION
The study examined the impact of GST
implementation on market reaction of few
selected indices of S&P BSE100 index. Data
analysis showed that there was no significant

impact of GST implementation on stock
market indices. The effect of GST was only
in few cases and was for a shorter duration.
Thus, the current study did not find
significant impact of GST implementation on
stock market indices.
GST is a new Tax system under which
different tax structure is decided by
government for different products. In this
system, the tax burden is being reduced from
some products so the industry making such
products are enjoying the benefits of GST by
producing the products at low
manufacturing cost and get more profit
margins. Such industries will attain strong
financial position in long term and attract
more investors. In this paper the researchers
have observed impact of GST on selected
stock market indices, although some
industries now facing some challenges but
in long term the situation will be in favor as
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according to the IMF, Indias growth is
expected to rebound to 7.2 percent in the
201718 fiscal and 7.7 percent in 201819. It
was also found that after GST we can see
continues growth in stock market which is
positive sign for investors. Government
policies are in the favor of all sectors and
economy. GST will not only reduce
manufacturing cost of product but
restructure supply chain, improve cash flow,
remove multiple valuation and cascading
effect of tax and make India as unified
market.
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RELATIONSHIP OF INSTITUTIONAL INVESTORS INVESTMENTS
AND SENSEX: AN EMPIRICAL STUDY OF DEMONETIZATION
Harmender Singh Saluja*, N. K. Totala**
Bombay Stock Exchange (BSE) is barometer of Indian Stock Market where institutional investors
play a significant role. The demonetization might have affected sentiment of institutional investors.
The objective of the present study is to analyze the dynamism of relationship changes between
Institutional Investors and BSE SENSEX Index of BSE due to demonetization. To test the objective,
Foreign Institutional Investors (FIIs) and Domestic Institutional Investors (DIIs) investments in
Indian Stock Market are under taken. To represent Indian Stock Market S&P BSE SENSEX are
considered. Correlation Analysis, Regression Analysis and Johnson Co-integration Test are applied
to analyze the relationship between institutional investments and S&P BSE SENSEX due to
demonetization.
Keywords: Bombay Stock Exchange; S&P BSE SENSEX; Institutional Investors; Foreign
Institutional Investors (FIIs); Domestic Institutional Investors (DIIs); Demonetization.

INTRODUCTION
Indian economy offer relatively higher
growth than the developed economies due
to recent economic reforms. India now
becomes an attractive investments
destination for the institutional investors
across the globe. Investors seems to be
optimistic and sentiments are favorable for
the Indian Stock Market resulting into
remarkable growth and SENSEX touched
the new height ever valued at 34,000 in the
month of December 2017. This may make
the market more volatile and risky for
investors. The foremost part of investment
in Indian Stock Market is attributed by
Institutional Investors among whom Foreign
Institutional Investors (FIIs) and Domestic
Institutional Investors (DIIs) are of prime
importance. Bombay Stock Exchange (BSE)
is barometer of Indian Stock Market where
institutional investors play a significant role.
Demonetization took place on November 8,
2016. The demonetization might have
affected overall sentiment of institutional
investors. It is said that the demonetization
*

acted as a liquidity shock that impacted
economic and financial activities and so, the
performance of the economy resulting into
enormous changes in various sectors might
have reflected into the Indian Stock Market.
As the stock market is a good indicator of
how perceptions of investors have been
grounded across the different sectors during
any period; one prominent concerned matter
is whether Institutional Investors regulated
the Indian Stock Market and held any
relationship between them in case of
demonetization. So, it is imperative to judge
the relationship of Foreign Institutional
Investors (FIIs) and Domestic Institutional
Investors (DIIs) with Indian Stock Market
due to demonetization. The focus of the
study is to analyze the dynamism of
relationship changes between Institutional
Investors and SENSEX Index due to the
demonetization.
INSTITUTIONAL INVESTORS
Institutional or organizations such as banks,
insurance companies, mutual fund houses,
etc. that make investment into the economy,
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financial market including the stock market
are called as institutional investors. Domestic
Institutional Investors (DIIs) refers to the
Indian institutional investors who are
investing in the financial markets of India
especially into Stock Market. DIIs use pooled
funds to trade in securities and assets of their
own country. These investment decisions are
influenced by various domestic, economic as
well as political trends. The Foreign
Institutional Investors (FIIs) are referred to
investors who are organized in the form of
an institution or entity and indulge in
investing funds in the financial market of a
foreign country, i.e., different from where the
entity was originally registered or
incorporated.
S & P BSE SENSEX INDEX
The Indian Stock Market is considered to be
one of the earliest in Asia and also regarded
as the indicator of the health of the Indian
economy. Bombay Stock Exchange (BSE) is
the representative of Indian Stock Market,
followed by National Stock Exchange (NSE).
The representative index of BSE is SENSEX,
currently known as S&P BSE SENSEX.
Standard and Poor s Bombay Stock
Exchange Sensitivity Index popularly known
as S&P BSE SENSEX, is a value-weighted
index which was started on January 1, 1986.
It consists of the 30 largest and most actively
traded stocks, representative of various
sectors, on the Bombay Stock Exchange
(www.bseindia.com).
DEMONETIZATION
Demonetization is the act of stripping a
currency unit of its status as legal tender.
When any Government withdraws the legal
tender rights of any currency, it is known as
demonetization. Demonetization in a
booming economy is like a huge gamble
played by the government to impact on black
money (unaccounted money), corruption,
terrorist activities, cash hoarders, counterfeit
currency, etc.
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REVIEW OF LITERATURE
A study was conducted to find the
relationship of Foreign Institutional
Investments with various economic
indicators. Study concluded that FII was a
significant driving force for capital market
in India. Further, it was found that FII was
essential for growth of our economy. Indias
economic growth was 35 percent affected by
foreign institutional investors (FII). The
association between FII and economic
growth was statistically insignificant. It was
also concluded that if any country had a
strong economic growth rate than FII will
invest over there. With the help of this study
it can be concluded that FII does not have
the major effect on changes in Inflation and
exchange rates in our country but for
SENSEX some affects have been seen.
Foreign Institutional Investors were
beneficial for our country but Foreign Direct
Investment (FDI) was more beneficial as
compared to FII. Many economic indicators
help FII to make the financial stability in India
(Kashyap, 2017).
In a research, a behavior study was
conducted on FIIs and DIIs in Indian Market.
Study concluded that India is being viewed
as a potential opportunity by investors, with
the economy having the capacity to grow
tremendously. Buoyed by strong support
from the government, FII investments had
been strong and were expected to continue
to improve going forward. Further, it was
concluded that India had the potential of
attracting more funds into the economy but
the internal and external turmoil affected it
and thus, leads to major effects on the
movement of FII and DII. Because it had
been proved that the FII movement affects
stock market indices thus affecting the DII
movement also (Jalota, 2017).
A study revealed that FIIs did have an impact
on Indian Stock Market where the value of
R is 0.609 which signifies that the FIIs have
almost 60 percent positive impact in stock
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market. It implied that inflow of FIIs leads
to a bullish trend in the market or vice-versa.
Furthermore, the impact of foreign
institutional investors was more on SENSEX
(Kedia and Vashisht, 2017). A study was
conducted to find the impact of foreign
investments on Indian Stock Market. For
achieving objective, the monthly data were
collected for BSE SENSEX and Foreign
Equity Investments during year 2011 to 2016.
It was concluded that there was causality
from BSE SENSEX to Foreign Institutional
Investments and there was no reverse
causation present on it. It meant that there
was no impact of foreign investments on
Indian stock market but there was an impact
of Indian Stock Market on foreign
investments. There was no direct relationship
that foreign investments cause the
movement of Indian Stock Market. It meant
that there could be other factors also which
played their roles to affect foreign
investments in Indian Stock Market (Meman,
2017).
One study was conducted to find out the
relationship between FIIs and Indian Capital
Market taking daily FIIs Investments, Daily
BSE SENSEX and daily CNX Nifty as
variables. Study found that Daily BSE
SENSEX and daily CNX Nifty had very low
degree of positive correlation with daily FIIs
Investments. This implied that there were
many other macro economic factors that had
indirectly affected the daily BSE SENSEX and
daily CNX Nifty but their influence on the
stock prices cannot be completely ignored.
Hence, both indices moved in direction of
FIIs Investments (Kulshrestha, 2014).
Another study examined daily observation
of FIIs and Indian Stock Market to study the
association and causation in these two actors.
The objective of the study was to identify
whether co-integration existed between the
global investment and stock market
performance or not. The study concluded
that applied econometrics tools were
convincingly captivating and might have a
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conspicuous effect on the strategies of
domestic and international investors before
investing in Indian Stock Market. Because of
more digitized stock market with advance
software for trading of stock market
products and entrée of investors across the
world stock market may root information
spillover from one course to another (Mehta
and Sharma, 2015).
OBJECTIVES
l

To study the relationship between
FIIs Net Investments, DIIs Net
Investments and S&P BSE SENSEX
for pre demonetization period and
post demonetization period.

l

To study the impact of FIIs Net
Investments and DIIs Net
Investments on S&P BSE SENSEX
individually for pre demonetization
period and post demonetization
period.

l

To check the co-integration among
the FIIs Net Investments, DIIs Net
Investments and S&P BSE SENSEX
for pre demonetization period and
post demonetization period.

l

To check whether there is any change
in relationship between the studied
variables due to demonetization.

NULL HYPOTHESES
To test the above objectives following null
hypotheses were made:
H01: There exists no significant relationship
between DIIs Net Investments, FIIs Net
Investments and SENSEX, individually for
Pre Demonetization Period.
H02: There exists no significant relationship
between DIIs Net Investments, FIIs Net
Investments and SENSEX, individually for
Post Demonetization Period.
H03: DIIs Net Investments have no significant
impact on SENSEX for Pre Demonetization
Period.
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H04: DIIs Net Investments have no significant
impact on SENSEX for post Demonetization
Period.
H05: FIIs Net Investments have no significant
impact on SENSEX for Pre Demonetization
Period.
H06: FIIs Net Investments have no significant
impact on SENSEX for Post Demonetization
Period.
H07: There exists no Co-integration among
DIIs Net Investments, FIIs Net Investments
and SENSEX for Pre Demonetization Period.
H08: There exists no Co-integration among
DIIs Net Investments, FIIs Net Investments
and SENSEX for Post Demonetization Period.
METHODOLOGY
The Study: The present study undertakes
empirical analysis to find the dynamism of
relationship changes between Institutional
Investors and SENSEX due to the even
demonetization for one year before and one
year after the demonetization.
The Sample: For purpose of the study,
monthly net investments of FIIs Investment
and DIIs Investment in equity cash segment
and monthly closing values of S&P BSE
SENSEX index for the pre demonetization
period (November, 2015 to October, 2016)
and post demonetization period (November,
2016 to November, 2017) were taken as
secondary data.
Tools for Data Collection: The data were
collected
from
websites
http://
www.bseindia.com,
http://
www.nseindia.com, http://www.sebi.com,
etc.
Tools for Data Analysis: Correlation
Analysis, Regression Analysis and Johnson
Co-integration Test were applied to analyze
the relationship between institutional
investments and S&P BSE SENSEX due to
demonetization.
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ANALYSIS AND INTERPRETATION
Karl Pearson Coefficient of correlation was
being applied to study the relationship
between DIIs Net Investments, FIIs Net
Investments and SENSEX at 5 percent level
of significance. As per Table 1 and on analysis
pre demonetization period, it was conferred
that, DIIs Net Investments had low degree
of negative correlation with SENSEX. FIIs
Net Investments pointed out the very low
degree of positive correlation with SENSEX.
DIIs Net Investment and FIIs Net
Investment showed very low negative
correlation with each other for the pre
demonetization period. Thus, the null
hypothesis that there exists no significant
relationship between DIIs Net Investments,
FIIs Net Investments and SENSEX,
individually for pre demonetization period
was accepted.
As per Table 1 and on analysis of post
demonetization period, it was found that,
DIIs Net Investments had low degree of
negative correlation with SENSEX. FIIs Net
Investments pointed out very low degree of
positive correlation with SENSEX. DIIs Net
Investment and FIIs Net Investment showed
low negative correlation with each other for
the post period. Thus, the null hypothesis that
there exists no significant relationship
between DIIs Net Investments, FIIs Net
Investments and SENSEX, individually for
post demonetization period was accepted.
Regression Analysis
DIIs as Independent
Demonetization Period)

Variable

(Pre

As shown in Table 2.a., the regression model
with SENSEX as dependent variable yielded
an R Square Value of 0.192391, indicating that
only 19.23 percent of the variation in SENSEX
was caused by changes in DIIs Net
Investments. The corresponding F Statistics
(goodness of fit or god fit) was 2.382233 and
the corresponding P value was 0.15375,
pointing out that, it was not significant at 95
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percent level of significant, as P> 0.05. The
corresponding T Statistic at 95 percent level
of significance was 0.047436, conferring that
the regression coefficient was not significant.
The corresponding P value was 0.9631, as P>
0.05, pointing out that, there was no
significant impact of the DIIs Net
Investments on SENSEX. Thus, the null
hypothesis that DIIs Net Investments have
no significant impact on SENSEX for pre
demonetization period was accepted.
DIIs as Independent Variable (Post
Demonetization Period)
As shown in Table 3.a., the regression model
with SENSEX as dependent variable yielded
an R Square Value of 0.131773, indicating
that, 13.17 percent of the variation in SENSEX
was caused by changes in DIIs Net
Investments. The corresponding F Statistics
(goodness of fit or god fit) was 1.51773 and
the corresponding P value was 0.24614,
pointing out that, it was not significant at 95
percent level of significant, as P> 0.05. The
corresponding T Statistic at 95 percent level
of significance was 1.740033, conferring that
the regression coefficient was not significant.
The corresponding P value was 0.1125, as P>
0.05, pointing out that, there was no
significant impact of the DIIs Net
Investments on SENSEX. Thus, the null
hypothesis that DIIs Net Investments have
no significant impact on SENSEX for post
demonetization period was accepted.
FIIs as Independent Variable (Pre
Demonetization Period)
As shown in Table 2.a., the regression model
with SENSEX as dependent variable yielded
an R Square Value of 0.000602, indicating
that, 0.060 percent of the variation in SENSEX
was caused due to changes in FIIs Net
Investments. The corresponding F Statistics
(goodness of fit or god fit) was 0.00602 and
the corresponding P value was 0.9396,
pointing out that, it was not significant at 95
percent level of significant, as P> 0.05. The

Prestige International Journal of Management and Research

corresponding T Statistic at 95 percent level
of significance was 0.1529, conferring that the
regression coefficient was not significant. The
corresponding P value was 0.8815, as P>
0.05, pointing out that, there was no
significant impact of the FIIs Net Investments
on SENSEX. Thus, the null hypothesis, H05:
FIIs Net Investments have no significant
impact on SENSEX for pre demonetization
period was accepted.
FIIs as Independent Variable (Post
Demonetization Period)
As shown in Table 3.b., the regression model
with SENSEX as dependent variable has
yielded an R Square Value of 0.003942,
indicating that, 3.94 percent of the variation
in SENSEX was caused due to changes in FIIs
Net Investments. The corresponding F
statistics (goodness of fit or god fit) was
0.039576 and the corresponding P value was
0.8462, pointing out that, it was not
significant at 95 percent level of significant,
as P> 0.05. The corresponding T Statistic at
95 percent level of significance was 2.1735,
conferring that the regression coefficient was
not significant. The corresponding P value
was 0.0548, as P> 0.05, pointing out that,
there was no significant impact of the FIIs
Net Investments on SENSEX. Thus, the null
hypothesis that FIIs Net Investments have
no significant impact on SENSEX for post
demonetization period was accepted.
Johansen Co-integration
Demonetization Period)

Test

(Pre

Unrestricted Co-integration Rank Test
The results of Johansen Co-integration Test,
for Pre Demonetization Period using
Unrestricted Co -integration Rank Test
(Trace), Table 4.a., stated that the studied
variables had p values > 0.05 in all the three
cases of Co -integration equations.
Unrestricted Co -integration Rank Test
(Maximum Eigen Value), Table 4.b., also stated
that the all studied variables had p values >
0.05 in all the three cases of Co-integration

Relationship of Institutional Investors Investments And Sensex: An Empirical Study of Demonetization

equations. Hence, the null hypothesis that
there exists no Co-integration among DIIs
Net Investments, FIIs Net Investments and
SENSEX Pre Demonetization Period was
rejected. It means that the variables were cointegrated with each other. So, it clarified that
DIIs Net Investments, FIIs Net Investments
and SENSEX had long term relationship and
equilibrium with each other and they moved
together in long run for Pre Demonetization
Period.
Johansen Co-integration Test (Post
Demonetization Period)
Unrestricted Co-integration Rank Test
The results of Johansen Co-integration Test
for post demonetization period, using
Unrestricted Co -integration Rank Test
(Trace), Table 5.a., for Post Demonetization
Period stated that, the studied variables had
p values < 0.05 in all the three cases of Cointegration equations. Unrestricted Cointegration Rank Test (Maximum Eigen
Value), Table 5.b., also stated that the all
studied variables had p values < 0.05 in all
the three cases of Co-integration equations.
Hence, the null hypothesis, H08: There exists
no Co -integration among DIIs Net
Investments, FIIs Net Investments and
SENSEX Post Demonetization Period was
accepted. It means that the variables were
not co-integrated with each other. So, it
clarified that DIIs Net Investments, FIIs Net
Investments and SENSEX had no long term
relationship and equilibrium with each other
and they moved independently in long run
for Post Demonetization Period.
CONCLUSION
The results of correlation and regression were
in the same line of direction for pre
demonetization
period
and
post
demonetization period, i.e., there was no
significant correlation and there was no
significant impact of DIIs Net Investments
and FIIs Net Investments on SENSEX for
both pre demonetization period and post
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demonetization period of one year. In case
of co-integration test there was significant
co-integration among the variables for pre
demonetization period. But eventually there
was an absence of co-integration among the
variables for post demonetization period. So
it is concluded that the demonetization did
not affect SENSEX in any form and further
it can be stated that it moved.
SUGGESTIONS
It is suggested that DIIs and FIIs may work
normally even when process of
demonetization is continuing. Stock markets
may work smoothly even after having a
course of demonetization. It is suggested to
the government that it may undertake
demonetization whenever it wants to carry
out such an economic event. Investors are
also suggested that demonetization process
does not increase their risks into the stock
market. It is advice to the investors that
appropriate amount may be kept as an
investment into stock market. Since the
working of DIIs and FIIs and SENSEX were
independent even after demonetization, it
shows the market maturity level and stock
market efficiency level. There is likelihood
that other reforms may not affect working
of stock market. Since the market
capitalization was not affected greatly and
adversely after demonetization, companies
may continue their financing decisions
including capital procurement without
considering the impact of demonetization,
as SENSEX was not significantly affected.
IMPLICATIONS
It is implied that working of DIIs and FIIs is
independent of demonetization. They may
continue considering it as normal economic
event in normal course of working. It is
implicated that demonetization may be
adopted by any government without any
fear of monetary function and stock market
being affected adversely. It is also implicated
that like demonetization other monetary
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reforms might work independently without
affecting normal working of stock market.
DIIs and FIIs and private investors may
work into the stock market without being
affected by demonetization.
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STUDENTS VIEW OF INTELLIGENCE AND ACADEMIC
ACHIEVEMENT: AN EMPIRICAL INVESTIGATION OF MANAGEMENT
STUDENTS
Mandip Gill*
The primary focus of educators and teachers in colleges and schools is achievement of high test scores
by the students. Despite the same efforts students scores vary ranging from low to average to high.
Research indicate that the students views of intelligence i.e., their beliefs as to whether their abilities
are fixed or unchangeable or incremental or malleable is one of the major factors which influences
their academic performance (Dweck, 1998). Their beliefs in a specific mindset is responsible for their
varying approaches while facing challenges, opportunity or adversity. The focus of the research was
to critically explore and determine how students views on intelligence- fixed or incremental or growth
affect their academic achievement. The sample consisted of graduate management students of private
management colleges of Indore. Analysis used the t-test to examine the statistical difference between
the student categories.
Keywords: Views of Intelligence, Fixed-Mindset, Growth- Mindset, Academic Achievement.

INTRODUCTION
Academic achievement by students has
always been a focus of debate by educators,
teachers and parents round the globe.
Different schools and colleges devise and
adopt standardized tests or exams to meet
yearly, quarterly or six-monthly progress
goals of the students by comparing students
achievement on these goals. Despite best
efforts some students score low on these
tests. Among many factors such as the
students socio -economic background,
parental support, student attendance,
school/college conditions and peer pressure,
research suggests that student achievement
is a direct result of the intelligence view each
individual student holds (Dweck, 2006).
Views of intelligence that is, students
perception and beliefs as to whether their
abilities are fixed or malleable influence their
academic performance. Students with a fixed
mindset believe that intelligence is an
attribute that cannot be changed, are
discouraged by mistakes and encounter
obstacles in learning. Conversely, students
with an incremental or growth mindset believe
*

intelligence as a malleable attribute that can
be changed through their own efforts and
hard work and persevere in learning. The
focus of the research was to explore and
determine how students views intelligence
and its affect on their academic achievement.
Variate Structure
Research suggests that psychological factors
which are often called as motivational or
non-cognitive factor can be a major
determinant of students academic
performance may be even more than
cognitive factors. These may include
students beliefs about themselves, their
feelings about school, their feelings of social
belonging, or their habits of self-control
(Heckman et. al., 2006). Researches further
report that educational interventions and
initiatives that target these psychological
factors can transform students experience
and achievement in academic institutions,
improving core academic outcomes such as
semester or annual exam results months and
even years later (Duckworth and Seligman,
2005). This means that students mindsets of
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themselves influence their present and future
academic performance and by targeting
interventions they can be made to learn and
learn successfully. This is supported by
psychological research which shows that two
students with equal academic abilities can
respond in remarkably different ways to
frustration, with one relishing the
opportunity to learn and the other becoming
demoralized and giving up (Bandura, 1997;
Diener and Dweck, 1978). It is such responses
which affect students ability to learn over
the long term.
Mindsets of Intelligence
Not all students are the same, which means
that their mindsets also vary. Jones et. al.
(2009)
studied
high
school
students beliefs about intelligence and
found that students have a range of beliefs
about the definition of intelligence.
Pioneering research conducted by Mueller
and Dweck (1998) with ethnically, racially,
and economically diverse fifth grade students
across six experimental studies showed how
seemingly subtle aspects of praise can have
dramatic effects on students mindsets and
resilience. They concluded that intelligence
is not something innate and depends on
efforts and persistence. Students intelligence
can grow or decline depending on the way
they put into it (Dweck, 1999a). She further
explained that even Alfred Binet, the
inventor of the IQ test knew that intelligence
was not a fixed attribute that never changed.
Two main implicit theories of intelligence
were thus concluded consisting of an
entity or fixed theory of intelligence and
an incremental or growth theory of
intelligence. Students with the entity view
of intelligence treat intelligence as a
characteristic that is seen as being a fixed and
a stable attribute. Conversely, students who
believe in the incremental view of intelligence
treat intelligence as a characteristic that is
seen as being a malleable attribute that is able
to change. Students with fixed or entity

mindset have a high desire to prove
themselves to others and to be seen as smart
and avoid looking unintelligent. Such
students worry that any type of academic
failure or having to work hard to achieve
something will be viewed by others as them
having a low intelligence. Due to this
viewpoint, they often make academic choices
that will maximize their possibility and
probability of performing well.
Students with growth or incremental
mindset believe that both ability and success
are due to learning, which requires time and
effort. Such students enjoy and derive
satisfaction from the process of learning and
view challenges as an opportunity to learn.
They do not focus on how others will view
the outcome but rather what they can gain
from taking part in the venture. Hence, while
struggling with mastering specific content
knowledge these students put forth more
effort and work harder to understand the
content rather than giving up because they
have faced a challenging academic situation.
These students also believe that their most
basic qualities including but not limited to
their intelligence can be developed through
their own efforts and education. It is crucial
for students to have these qualities because
research indicates that students possessing
these characteristics are more open to
learning new and challenging content, more
willing to confront challenges both
academically and in other settings, are more
capable of working through difficult tasks on
their own, and are much more capable of
bouncing back from any failures they
experience (Dweck, 1999b, 2008; Petty, 2004).
Some students also belong to a third category
when they do not strongly identify with
either the entity theory of intelligence or
incremental view of intelligence composing
the undecided category which
approximates roughly 15 percent of students.
Dweck (2012) suggests that the self-theories
assist in shaping the thoughts, behaviors, and
feelings of students and do not define
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intelligence. They focuses solely on how the
view of intelligence with which people
identify can impact or influence their
behavior.
REVIEW OF LITERATURE
Self-Theories and Academic Achievement
Student success and achievement is the main
goal of all educators and is an important,
debated topic of discussion among them
especially with regards to mandatory testing,
analysis of reports and the teacher
accountability for the same. Students view
of intelligence that is, whether they see their
intelligence as fixed or malleable influences
academic achievement. Proponents of the
self-theories explain how these play a critical
role in seeking challenges, self-regulation,
and resilience in students (Dweck, 2008).
Fixed mindset students believe that
individuals have varying levels of abilities
that cannot be changed. On the other hand,
growth or incremental mindset students
believe that through constant application,
effort and instruction, intellectual abilities can
be cultivated leading to improved
performance. Dewar (2008a, 2008b) argued
that there are multiple factors that contribute
to the intelligence of any individual. Majority
of these contributing factors of intelligence
are in the control of the individuals
themselves such as exercise, instruction in
logic and critical thinking skills, free and
unstructured play, mnemonic strategies,
effort, and motivation. The author further
concluded that an individuals belief may
have a significant effect on the way they
learn. This view was endorsed by other
researchers, wherein the results of their
study indicated that the students who were
incremental theorists and viewed
intelligence as able to change performed
better than the students who were entity
theorists and viewed intelligence as being a
fixed and unchangeable attribute (Mangels
et. al., 2006).
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Students Achievement Goals and Academic
Performance
Mindsets about intelligence are responsible
for shaping students core achievement goals.
Broadly, these goals can focus on
performance as a way of proving or
documenting ones ability or learning as a
way of improving or utilizing ones ability.
Students endorsement of these goals often
predicts their academic achievement. Fixed
mindset students often are more concerned
about how much intelligence they actually
have and thus tend to focus on performance
goals i.e., to perform well -a performance
approach goal and avoid performing poorly
-a performance avoidance goal. They also aim
to exert as little effort as possible, as they tend
to believe that high effort will be seen as a
sign of low ability often seconded by low
academic performance (Blackwell et. al.,
2007).
By contrast, students who endorse a growth
mindset tend to possess mastery goals or
learning goals i.e., to learn and master
challenging academic courses. This is
supported by a series of studies conducted
by Mueller and Dweck (1998) which showed
that students who received effort praise
chose challenging tasks that could help them
learn, while students who received
intelligence praise were more likely to choose
tasks in their comfort zone that they could
perform well on. Such students pursue
challenges as a way of increasing their
intelligence and are more willing to pursue
remedial activities when they experience
academic difficulty (Mangels et. al., 2006).
Students endorsing growth mindset
students believe that intelligence can be
developed as brain is a muscle that can be
trained, they tend to seek out and embrace
academic challenges, persist on difficult
academic tasks more, and develop their
abilities more readily, thus improving their
confidence and receive higher grades
(Pintrich, 2000; Witkow and Fuligni, 2007). In
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another words, these students tend to learn
from their mistakes and embrace obstacles
that cause growth. Researchers report that
students with growth mindsets significantly
outperformed their classmates who held
fixed mindsets (Blackwell et. al., 2007; Dweck,
2010b). They believed that their intelligence
can change either positively or negatively
depending on the effort or education (Blazer
et. al., 2011).
On the contrary, students with fixed
mindsets avoid activities or challenging
courses where they may fail as they believe
that intelligence cannot be changed and
hence putting in efforts is a waste of time.
They tend to become less confident as they
put in more effort into the task (Miele and
Molden, 2010). Criticism of intelligence is
perceived as personal criticism discouraging
them from trying new things resulting in
increased isolation and avoiding more
challenges limiting their potential. Therefore,
promoting a growth mindset culture in the
classroom is important for the academic
achievement of the students. In order to
achieve this teachers need to emphasize
efforts and progress of the students over the
final outcomes or test results (Mueller and
Dweck, 1998).
Research asserts that the goals of the
individual student have a profound impact
on the types of strategies they will use when
faced with academic challenges which in turn
shape their identification of the view of
intelligence the student eventually develops
as being malleable or fixed. This can have a
resounding impact on the overall academic
achievement experienced by students
(Dweck et. al., 1995; Elliot and Dweck; 2005;
Heckhausen and Dweck; 1998).
Academic Achievement
Previous researches examining the
relationship between students mindsets and
their performance indicate that mindset has
an essential role in learning (Burnette et. al.,

2013; Dweck, 2000, 2012; Tirri and Kujala,
2016; Yeager and Walton, 2011). The impact
of mindset typically surfaces when the
students face academic challenges or
difficulties as they advance in their careers.
As stated entity or fixed mindset students
identify intelligence as being a fixed trait are
thus often susceptible to developing learned
helplessness. This development of learned
helplessness occurs because they view that
their academic circumstances are something
outside of their own control and that there
is nothing they can do in order to improve
their academic circumstances or overall
academic achievement when faced with
challenging tasks. As a result these students
become more adept in avoiding situations or
activities that are perceived to be challenging,
perhaps
through
procrastination,
absenteeism. In addition, such students look
for alternative route in which they purposely
select assignments and tasks that are
extremely difficult to complete so that they
will have an excuse to fail and stop trying
performing altogether. Students with a long
history of success are more vulnerable in
developing learned helplessness during their
academic career because they are readily
influenced by the fixed mindset of
intelligence than those who experience less
frequent academic success. Overall, the
research indicates that students who hold a
fixed mindset are less likely to attempt
academically challenging tasks, which will
therefore put them at a greater risk for
academic underachievement than students
who hold an incremental view of intelligence
(Dweck, 2006; Learning Theories
Knowledgebase, 2008).
Students who identify intelligence as being
a malleable trait when provided with a
challenging task begin to explore ways of
approaching the task differently, and
increase their efforts. They have an internal
desire to work harder to achieve goals and
master content material presented to them.
Growth mindset students, unlike their fixed
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counterparts, believe thatputting forth
efforts on their own increases their strategy
development and the resultant learning will
assist them in increasing their overall
academic intelligence. They are thus often
much better at adapting to academic
challenges as compared to the fixed mindsets
(Learning Theories Knowledgebase,
2008).Therefore, they seek out challenging
tasks in order to accomplish them rather
than viewing them as an excuse for not being
able to master specific content knowledge.
Due to this difference in approach, growth
mindset notes students are much more likely
to achieve higher scores academically
(Dweck, 2006).
This is supported by study of Horowitz et.
al. (2009) that high achievement experienced
by students comes from hard work over an
extended period of time by putting in
increasing efforts and persisting through
academic struggles and challenges. Hence

Students with fixed mindsets tend to avoid
working harder and thus achieve less in
contrast to students with growth mindsets
who persist in their efforts and achieve more.
These mindsets can be changed by
emphasizing the efforts of the students
rather than the final outcomes as shown by
previous studies. This theory has limited
research with Indian student population
particularly the management students. The
overall purpose of this research is to
determine if there is a relationship between
students view of intelligence and their
academic achievement. The specific
objectives are listed next. This research will
add valuable knowledge in the field of both
psychology and education for educators and
teachers to target interventions to meet
needs of students which will increase their
success and academic achievement.

Figure 1 : Proposed Research Model
changing mindsets is the key in achieving
academic achievement and fulfillment (Alpay
and Ireson, 2006).

OBJECTIVES
l

To study the relationship between
fixed mindset and growth mindset of
the students and the likelihood of
academic achievement in a
challenging environment.

l

To study if the fixed and the growth
mindsets of students will determine
an increase or decrease in their second

Need for the Current Study
The literature review reveals that students
view of intelligence as being fixed or
malleable influences their academic
achievement and shape their response while
encountering difficult and challenging tasks.
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semester scores as compared to the
first semester.
l

To study the relationship between
students viewing intelligence as a trait
(fixed or growth) and their composite
graduation scores.

HYPOTHESES
To achieve the above objectives, the following
hypotheses were formulated:
H01: There is a significant difference between
fixed and growth mindset students and the
likelihood of academic achievement in a
challenging environment.
H02: There is a significant difference between
fixed and growth mindset students and their
first and second semester scores.
H03: There is a significant difference between
students viewing intelligence as a trait (fixed
or growth) and their composite graduation
scores.
METHODOLOGY
The Study: The present study is an
exploratory investigation to examine the
relationship between students view of
intelligence and their academic achievement
in a challenging environment. Views of
intelligence- fixed or growth is the
independent variable and their test scoresacademic achievement is the dependent
variable. It was assumed that fixed or growth
mindset would probably impact academic
achievement.
The Sample: The participants of the study
included 107 graduate management
students attending private management
colleges of Indore during the academic year
2014-17 who completed the Dweck Mindset
Instrument. Of the 107 participants 56 were
males and 51were females. The average age
of the students was 19.5 years (As shown in
Table No.1).

Tools for Data Collection: The primary
original data was collected directly from the
students using observation and The Dweck
Mindset Instrument (DMI) (Dweck, 1998) to
assess how students view their own
intelligence. Convenience sampling
technique which implies a non-probability
sampling was used. Review of the literature
pertaining to student mindset determined
DMI as the most inclusive and
comprehensive instrument in order to
determine their individual mindset in
relation to their overall academic
achievement. The DMI comprises 16 separate
item statements, which students rank on an
agreement scale of 1-6. The scale consists of
the following scores: 1 (strongly agree), 2
(agree), 3 (mostly agree), 4 (mostly disagree),
5 (disagree), and 6 (strongly disagree). The
DMI contains both fixed item statements as
well as incremental item statements.
Scoring was done as specified in the
instrument. The scores from the incremental
items were reversed so that strongly
disagreeing with afixed or entity item is
similar to strongly agreeing with a growth
or incremental item. The fixed item
statements on the questionnaire consist of
statement numbers 1, 2, 4, 6, 9, 10, 12, and
14. These statements focus on both
intelligence and talent being factors that are
fixed and unchanging. The incremental item
statements on the questionnaire consist of
item numbers 3, 5, 7, 8, 11, 13, 15, and 16.
These scores were then averaged, with the
intelligence scores (questions 1-8) being kept
separate from the talent scores (questions 916).Students who scored between 1- 3 were
identified as fixed mindset, between 4- 6
were identified as growth mindset and
between 3.1-3.9 as the undecided group who
did not strongly identify with the either the
fixed or incremental theory of intelligence.
These scores were also analyzed along with
student first and second semester scores and
their final semester scores to get the
composite scores.
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The undecided category of students were
excluded from this research because the
central focus of this question is the
differences in the fixed and incremental
groups.
Tools for Data Analysis: KolmogorovSimonov Test was applied to examine the
normal distribution of data and due to the
normality of data a t-Test for independent
samples was applied to test the various
hypotheses. Statistical Package for Social
Sciences (SPSS version 22.0) was used to
analyze and interpret the data.
RESULTS
1.

H01 stands rejected.

There is a significant difference between
fixed and growth mindset students and the
likelihood of academic scores in a challenging
environment. To evaluate the hypothesis
students were placed into groups according
to their score on the DMI. As mentioned
earlier, students who scored between 1-3
were identified as possessing a fixed mindset
and students who scored between 4-6 were
identified as growth mindset students. The
students with scores between 3.1-3.9 were
identified as being in the undecided group
who did not strongly identify with either the
fixed or growth theory of intelligence. As
mentioned above, these students were
excluded from the research as the focus is to
evaluate if there is a difference in the fixed
and growth groups. First semester test scores
were then contrasted by the groups. (Refer
Table 2 for percentage of students identified
in each intelligence theory category).
To examine the differences between these
two groups, a t-Test for independent samples
was performed. Results of the Independent
samples t-test indicated that students with a
growth mindset scored higher on their first
semester test as compared to the fixed
mindset students. The analysis revealed that
scores of fixed mindset (M= 65.38; SD =
14.38) and growth mindset (M= 75.35; SD =

10.91) differed statistically, t (68)= -3.52, p<
0.001. Levenes test indicated unequal
variances (F = 14.26, p< 0.00), so the degrees
of freedom were adjusted from 79 to 68.The
95 percent confidence interval for the test
mean ranged from -15.629 to -4.319. (Refer
Table 3a and 3b).
2.

H02 stands accepted.

There is no significant difference between
fixed and growth mindset students and their
first and second semester scores. This
hypothesis concentrated on evaluating
whether the students second semester
scores would increase or decrease as
compared to the first semester score.
To examine the differences between these
two groups, a t-Test for independent samples
was performed on the difference between
the second and first semester scores. The
analysis revealed no statistical difference
between the scores of fixed mindset (M= 0.17; SD = 14.28) and growth mindset (M= 0.80; SD = 10.41) students respectively, t (79)
= -0.229, p > 0.81. Levenes test indicated
equal variances (F =3.15, p >.079). The 95
percent confidence interval for the test mean
ranged from -5.012 to -6.274. (Refer Table 4a
and 4b)

3.

H03 stands rejected.

There is a significant statistical
differencebetween students viewing
intelligence as a trait-fixed or growthand
their composite graduation scores.
Results of the Independent samples t-test
indicated that students with a growth
mindset exhibited a significantly higher
composite graduation score as compared to
the fixed mindset students. The analysis
revealed that composite scores of fixed
mindset (M= 128.43; SD = 20.76) and growth
mindset (M= 149.88; SD = 15.79) differed
statistically, t (68) = -3.52, p < 0.001. Levenes
test indicated equal variances (F =5.56, p
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<.02). The 95 percent confidence interval for
the test mean ranged from -29.56 to -13.37.
(Refer Table 5a and 5b)
DISCUSSION
The main purpose of this research study was
to determine if the results from prior
established research using Dwecks Theory
of Motivation categorizing students as
possessing a fixed or growth mindset aligned
with the results of this study. The participants
in this study were different in that it was
done in India on management students as
against students of the western countries.
This study was an attempt to see if the results
of the present study would be similar to the
results previously obtained by researchers.
Overall some findings of the study were
consistent with earlier researches while some
differed from them. Dweck (2006) and
Atwood (2010) reported that those students
with the incremental or growth view of
intelligence often outperform those holding
the fixed view because they put in more
efforts consistently and challenge themselves
in order to improve and increase their
intelligence in contrast to students holding
the fixed mindset who tend to resist
challenges and putting efforts consistently.
The result from the first objective support
this research and other researches using
DMI.
The second objective found that there was
no significant difference between fixed
mindset and growth mindset students
holding their respective view of intelligence
as regards if their second semester score
would increase or decrease when compared
to their first semester score. This finding is
inconsistent with previous studies conducted
using DMI which reported that students
who identify with the growth or incremental
view of intelligence will often increase their
academic achievement over time while
students with a fixed or entity view of
intelligence will struggle to increase their
academic achievement as they are reluctant

to accept challenges and attempt to only
show mastery of content with which they
are comfortable (Kinlaw and Kurtz-Costes,
2007; Heckhausen and Dweck , 1998). The
results of the present study show that
students holding both intelligence views
increased their academic achievement in
second semester. Perhaps thisimplies that the
students are capable of overcoming their
intelligence views, especially those having the
fixed view when they are expected to master
content, or perhaps their intellectual abilities
or belief as being talented is assisting them
in their academic performance. In a way this
underlies the importance of interventions
targeting to change mindset from being
viewed as fixed or unchangeable to growth
or changeable for academic success.
Results of the third objective are consistent
from the previous research studies. There
was a significant difference between the two
views of intelligence and the corresponding
composite scores higher scores achieved by
growth mindset students. Supporting
research suggests that growth mindset
students feel a sense of identity and
belongingness with the school or college,
experience learning as meaningful and
valuable and are more likely to achieve and
sustain positive academic achievement as
compared to students who do not possess
these characteristics (Farrington et. al., 2012).
As the results reveal that growth mindset of
students is associated with higher academic
achievement, educators and teachers should
target interventions moving students from
the fixed mindset to a growth mindset. In
fact individuals mindsets also influence their
judgement about their abilities. Miele and
Molden (2010) argued that individuals with
fixed mindset have a lower self-efficacy
when challenged, whereas growth mindset
individuals displayed higher self-efficacy
when they devoted more time for the task.
Encouraging students for their efforts rather
than on the final outcomes will help in
creating a class-room culture where learning
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is fun and challenges seen as a source of
learning and
developing deeper
understanding of the topic (Dweck, 2010a).
By analyzing quantitative data collected from
American seventh-grade science students
and their teachers, Schmidt et. al., (2015)
found that teachers played a critically
important role in supporting class-room
culture.
Labeling students as smart or dull by the
teachers is harmful as these labels stick with
them sending negative messages that they
would not be able to achieve as much as
others no matter the amount of efforts being
put into the task (Mueller and Dweck, 1998).
Appreciating differences among the students
that everyone possesses varying levels of
ability and the efforts put forth are
important, can be a good interventional
strategy by teachers to promote the growth
mindset particularly for subjects as maths,
statistics etc. perceived by the students as
difficult. For this, teachers belief in growth
mindset and its promotion is crucial as their
mindsets gets conveyed to the students
intentionally or unintentionally.
CONCLUSION
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STUDY OF DETERMINANTS OF TECHNOLOGY TRANSFER AND ITS
IMPACT ON INDIAN TELECOM SECTOR
Ranjana Patel*
Indias service sector has emerged as one of the most promising sector in terms of its contribution to
national and state incomes, trade flows, FDI inflows and employment. In service sector, telecom
sector has played vital role in boosting the Indian economy due to its forward and backward linkages.
For more than a decade the sector has been pulling up the growth of Indian economy with great
stability. The relationship between Foreign Direct investment (FDI), exports, imports and economic
growth has gained importance and attention among policy makers and researchers. Due to volatility
experienced in the short-term capital flows, developing and less developed countries shifted their
focus from attracting short-term capital flows to FDI, due to its long-term effects. However, longterm economic growth of a developing country is affected largely by imports of capital goods and
machinery, exports of the sector and domestic and foreign investment. Thus, it is important to
understand the various determinants that play important role in boosting the performance of the
Indian Telecom Sector. Thus, the present paper is an attempt to examine the impact of exports, imports
and domestic investment on telecom with the help of multiple regression model.
Keywords: Telecom Sector, Exports, Imports, Domestic Investment, Technology Transfer.

INTRODUCTION
Indias service sector has emerged as one the
most promising sector in terms of its
contribution to national and state incomes,
trade flows, FDI inflows and employment.
In service sector, telecom sector has played
vital role in boosting the Indian economy due
to its forward and backward linkages. Thus,
it is important to understand the various
determinants that play important role in
boosting the performance of the Indian
Telecom Sector. For more than a decade the
sector has been pulling up the growth of
Indian economy with great stability. The
relationship between Foreign Direct
investment (FDI), exports, imports and
economic growth has gained importance and
attention among policy makers and
researchers. Due to volatility experienced in
the short-term capital flows, developing and
less developed countries shifted their focus
from attracting short-term capital flows to
FDI, due to its long-term effects.
For more than a decade the sector has been
pulling up the growth of Indian economy

with great stability. The relationship between
Foreign Direct investment (FDI), exports,
imports and economic growth has gained
importance and attention among policy
makers and researchers. Due to volatility
experienced in the short-term capital flows,
developing and less developed countries
shifted their focus from attracting short-term
capital flows to FDI, due to its long-term
effects. Currently, the Indian telecom sector
is the second largest in the world by number
of telephone subscribers with 1.2 billion
subscribers in the year ending 2017 (TRAI
Report, 2018).India also has the worlds
second - largest internet subscriber base with
340 million internet subscribers. It has one
of the lowest tariffs for telecommunication
services in the world.
However, long-term economic growth of a
developing country is affected largely by
imports of capital goods and machinery,
exports of the sector and domestic and
foreign investment. In order to maintain the
trade surplus, total imports should be less
then total exports. Growth of data
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communication systems and services is
helping in enhancing the economic
conditions in rural and remote areas, and
spur new businesses by enabling access of
markets to a large number of small and
medium enterprises (SMEs).
REVIEW OF LITERATURE
Ros (1999) employs International
Telecommunication Union data on 110
countries over 1986-1995 to examine the
effect of privatization and competition on
network expansion and efficiency. Although
he does not focuses on foreign presence, and
the study focused on the private entry and
found that countries with at least 50percent
private ownership of main telecom firm have
significantly higher teledensity levels and
growth rates; both privatization and
competition increase efficiency; and only
privatization is positively associated with
network expansion.
Cronin (1991) used the Granger Causality
method and modified Sims tests to confirm
the existence of feedback process in the
economic activity and growth which
stimulated demands for telecommunication
services. They believe that as the economy
grows, more telecommunications facilities
are needed to conduct the increased business
transactions.
Yoon (1999) examined the efficiency
implications of Koreas liberalization policy
on the Koreans telecommunication sector.
Employing the Divisia Aggregation method,
he found that the total factor productivity
growth of Korea Telecom (KT) between 1970
 1995 to be 6.9 percent which was higher
than the Korean manufacturing industrys
growth rate for the period. Nonetheless, the
productivity rate for KT began falling from
the 1980s onwards and into the 1990s as its
market share shrank from then onwards.
Rushdi (2000) studied the productivity of
Telstra, the Australian telecommunication
company from the period of 1980-1997.
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Estimating the total factor productivity (TFP)
using the Divisia Aggregation method, he
found that Telstras TFP was significantly
higher during the post-reform period
compared to the pre-reform period. In the
case of the output, his index included the
number of telephone calls, total number of
telephone rented, new services connected,
total number of telex services in operation,
total number of telex calls, international calls
and other services. Meanwhile, the input
index was comprised of labour, capital and
other costs.
Noll (2000), in his article, examining the
political economy of telecom reform in
developing countries concluded that the
impact of privatization is less clear-cut, but
most studies agree that the combination of
privatization and deregulation or
liberalization is associated with significant
telecommunication improvements.
Gupta (2000) submitted an estimate that 1
percent growth in telecommunication
services generates 3 percent growth in the
Indian economy. One of the study with the
broadest scope, so far, is certainly Wallsten
(2001), which covers 197 countries. The study
revealed that deregulation and liberalization
of telecom services are associated with
significant growth in teledensity and
operating efficiency, and with significant
improvements in the quality and price of
telecom services the performance of the
sector also improves.
Similarly, Oulton (2002) in his study on the
United Kingdom showed that in the
beginning and later part of 1990s,
Information
and
communication
Technology s (ICT) contribution to GDP
growth was negligible which rose sharply
later.
In a similar study, Fink et.al. (2001) analyzed
the liberalization of basic telecom services in
12 developing Asian economies over 19851999. They found that despite liberalization,
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most governments strictly control entry and
keep limits on private and foreign ownership,
and maintain weak regulators. In countries
where comprehensive reform has been
implemented, there are significant higher
levels of main line availability, service quality
and labor productivity.
According to CEPII Report (Centre dEtudes
Prospectives
et
dInformations
Internationales, 2003), study on France
showed that in the early 1990s to the mid
1990s, ICTs contribution to capital growth
increased. Lam and Lam (2005), in their paper
on the total factor productivity of Hong Kong
Telephone Company (HKTC), found the
growth to be 2.31-3.56 percent per year
between 1964 and 1998. Using two methods,
namely the Growth Accounting approach
and the Divisia Aggregation method, they
also found the TFP growth to vary
substantially under different regulatory
regime, with the importance of scale effects
relative to the technological effects
diminishing over time. The total revenue (in
real terms) was used as output while inputs
covered the use of capital and labour (total
number of employees). The cost of capital
used was the rental price of capital while the
cost of labour was represented by the
average wage.
Until quite recently, Lam and Lam (2005)
examined the total factor productivity
growth of Chinas telecommunications
sector from pre-reform period to the postreform period. They used total revenues as
output while their input variables include
labour and capital. They found that the
average TFP growth was 5.5 percent for the
period of 1975-2005 but when the results for
the time period were separated according to
the different regimes, the TFP growth in the
post-reform (1994-2005) was higher by 2.2
percent compared to the pre-reform period
(1975-1993). However, when compared
against 35 other major foreign
telecommunication companies in the OECD
area, the Chinese telecommunication
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companies post-reform productivities
lagged far behind.
It may also be true that technology and
know-how transfer accompanying FDI is
more important for catch-up development
than pre-capital transfer (Hunya, 1998). A
large body of literature is concerned with
trying to measure the real impact of FDI
(Jindra, 2005) but our knowledge about the
actual channels and determinants of intensity
of knowledge transfer is still scarce.
Thus, from the above studies it can be
concluded that it is well accepted that
Foreign Direct Investment not only initiates
and catalyses economic growth but also
contributes to increase in productivity as well.
Thus, the present study attempts to
understand the various determinants of
technology transfer through FDI in India.
OBJECTIVE
l

To study and analyze the various
determinants of technological
transfer and its impact on
telecommunication sector in India.

METHODOLOGY
The Study: The current study is exploratory
in nature and attempts to analyze various
determinants of technology transfer and its
impact on telecommunication sector in India.
The Sample: The data of FDI in telecom
sector was taken as proxy to technology
transfer; exports of telecom sector, imports
of telecom sector and domestic investment
in telecomm sector were taken as
independent variable. The data was collected
for the period of 2000-2017
Tools for Data Collection: The secondary
data for the present study was collected from
various official sources and website like TRAI,
World Bank, TEMCO etc.
Tools for Data Analysis: FDI in
telecommunication sector was taken as
proxy to technology transfer. The regression
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model was applied to estimate the
relationship between technology transfer
and the three explanatory variables as
follows:

Y = â + âX + â X + â!X! + ? --------- (1)
where
Y = Foreign Direct Investment (Dependent)
X1 = Exports of Telecommunication Sector
X2 = Imports of Telecommunication Sector
X3 = Domestic Investment in
Telecommunication Sector
RESULTS AND DISCUSSION
The Table 1, 2, and 3 below shows the results
of the regression equation of technology
transfer and its various determinants. The last
column in the ANOVA Table shows
significance value which tells the goodness
of fit of the model. The lower the value of
significance the better the model fit.
Typically, the value lies below 0.05 then it can
be interpreted that the model can be
explained with 95 percent level of
confidence. The value of significance was
found to be 0.031 which is lower than 0.05
which means that the independent variable
namely Exports, Imports and Domestic
Investment explains 95 percent confidence
of the model to predict the dependent
variable i.e. Technological Transfer of
telecommunication sector, thus we accept
the model.
Table 2 shows the model summary. The value
of the Durbin-Watson statistic ranges from 0
to 4. As a general rule of thumb, the residuals
are not correlated if the Durbin-Watson
statistic is approximately 2, and an acceptable
range is 1.50 - 2.50. For the present study the
Durbin-Watson value was found to 2.244
which is higher than 2. Hence, it can be
interpreted that there is no serial correlation
among the variables in this equation.
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R represents the multiple correlation
coefficients which is a measure of the quality
of the prediction of the dependent variable.
The value of R was found to be 0.843 which
indicate that the variables considered in the
equations signify good level of prediction.
R square measures the proportion of the
variation in the dependent variable that was
explained by variations in the independent
variables. The value of R square was found
to be 0.711 which tells us that the 71 percent
of the variation in the dependent variable
was explained by the independent variable.
The value of R square should lie between 0-1
and a higher value is better thus the RSquare value of 0.711 is found to be good.
The Adjusted R square measures the
proportion of the variance in the dependent
variable that was explained by variations in
the independent variables. In the present
study the value was 0.537 which shows that
53.7 per cent of the variance was reported
for the independent variables under study.
The standard value should be below 1 and a
higher value is better.
t- ratio shows the reliability of our estimate
of the individual beta (Unstandardized
Coefficients) which is found in the last
column of significance. If the value is greater
than 0.1 then it is interpreted then the
coefficient estimate is not reliable as it has
too much dispersion / variance.
Further, if we look at the unstandardized
coefficients it indicates how much the
dependent variable varies with an
independent variable, when all other
independent variables held constant. If we
look at the Table 3 then the unstandardized
coefficient beta, for Export is equal to 0.080
which means that for each unit increase in
Export, there is increase in FDI of 0.080 units.
The significance value of exports was found
to be 0.840 which higher than 0.05, thus it
can be interpreted that exports have
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significant impact on the dependent variable
FDI.
Similarly, the value of unstandardized
coefficient beta value for Domestic
Investment was found to be (-1.634). The
significance value was found to be 0.443
which is higher than 0.05, thus it can be
interpreted that exports have significant
impact on the dependent variable FDI (See
Table 3).
While, the value of unstandardized
coefficient beta value for Import was found
to be 2.772. The significance value of imports
was found to be 0.046 which is lower than
0.05, thus it can be interpreted that imports
have no significant impact on the dependent
variable FDI.
Thus, from the results of the multipleregression model it can be interpreted that
the model is a good fit as the significance
value is below 0.05. But, the estimated
coefficient of export and domestic
investment shows that they have significant
impact on FDI inflows in telecommunication
sector. Therefore, it can be interpreted that
exports and domestics investment have
significant impact on the technology
transfers in the telecommunication sector.
Whereas, imports do not have statistically
significant impact on the dependent variable
FDI. It means that in telecommunication
sector imports does not affect the technology
transfer.
Thus, the results reveal that the overall
model is a good fit but with respect to the
unstandardized coefficients only Imports
show no significant on the FDI inflow in the
telecommunication sector. Exports and
Domestic Investment seems to affect the FDI
inflows. Therefore, in light of the above
results the null hypothesis that there is no
significant impact of Exports, Imports and
Domestic Investment on the technological
transfer in telecommunication sector was
accepted.
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In the present study, FDI is taken as proxy
for technology transfer and thus it can be
concluded from the above results and
discussion
that Exports, Domestic
Investments affect the technology transfer
in telecommunication sector but technology
transfer is not affected mostly by the imports
which can be substantiated from the reports
of TEMC Report on Promoting R&D,
Manufacturing and standardization of
Telecom Equipment (2013) which stated that
most of the products, barring a few are
imported from foreign suppliers. Due to this,
the telecom expertise and know-how, which
is needed to support such a big telecom
infrastructure in India, is getting retarded,
and the dependency on foreign suppliers
and technology is virtually 100 per cent.
The study done by Borensztein et. al. (1998)
supports the current study and the author
also see FDI as an important vehicle for the
transfer of technology, contributing to
growth in larger measure than domestic
investment. FDI has empirically been found
to stimulate economic growth by a number
of researchers (Borensztein et. al., 1998; Glass
and Saggi, 1999). The study found that FDI
leads to economic growth; the effect,
however, varies across regions and over time.
Simlarly, Borensztein et al. (1998) and Driffeld
(2001) assumed that FDI augments domestic
capital, thereby, stimulating the productivity
of domestic investments.
Whereas, in the study done by
Mathiyazhagan (2005) contradicts the
current results where the author has
examined the impact of FDI at the sectoral
level, by using the Panel Co-integration
(PCONT). The results revealed that there was
no significant co-integrating relationship
among the variables like FDI, Gross Output,
Exports and Labour Productivity in core
sectors of the economy. This implies that
when there is an increase in the output,
export or labour productivity of the sectors
it is not due to the advent of FDI. Thus, it
was concluded that the advent of FDI has
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not helped to yield a positive impact on the
Indian economy at the sectoral level.
Study done by Galan (2006) confirms that
exports, differences in relative wages and
currency depreciation are explicative of FDI.
Exports are highly dependent on the world
economy and exchange rate fluctuations. A
similar study done by Acharya and Patel
(2016) reveals that there is significant impact
of exports and imports on the performance
of the telecommunication sector in India. On
the basis of the above studies it can be stated
that of all the studies conducted reveal
bidirectional results which may be due to
varied economic status of the countries at
large.
CONCLUSION
Service sector is the fastest growing sector
in India, contributing significantly to GDP,
growth, trade and FDI inflows. The sector is
projected to be on a high growth in the next
decade as the total share of this sector to
Indias GDP is around 65 percent. The share
of service sector in Indias total trade is higher
than the global average and India is among
the top 10 WTO member countries in services
exports and imports. Indias export
competitiveness is in a few services sector
and there are wide variations in growth
across different sub-sectors of services. The
paper found that the growth of services
sector is significantly affected by the exports
and imports of the telecom sector.
It is important for a developing country like
India to attract voluminous private
investments in key infrastructure services
such
as
transport,
energy
and
telecommunications. It can only attract FDI
and private investment with a stable,
transparent, non-discriminatory and
competitive policy environment that will
further
enhance
Indias
global
competitiveness and trade in services. The
paper concludes that the exports of telecom
equipments can boost the growth of not only
the telecom sector but can also contribute to
the growth of service sector as well.
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